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in national image. Couwnéries that are not
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positively. ireland and Norway, for
example, may be two of the world's
richest and most successful nations per
capata = richer than the UK = bl iew
people know enough about them 1o see
thesm i very positiee bramnd tenms. n
the second quarter of 2007, Ineland and
Moraay were ranked 16th and 14th
respectively, companed with the LK
pole position, as the results table
el

The opposite is ol abways i lage,
powerdul nations such as the USA and
China can atiract negative perceptions,
bt the better known a country is, the
mgee people ane able 1o differentiate
between the positive and negative
aspects of its brand image.

On the whaole, people are maost altract-
ed to countries that project themselves
sirongly with clear, corsistent messages
about qualities that people value, such
a5 competent povermment, friendly
people and coonomic opporunity,
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