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National branding plays a crucial role in reputation management on a global scale. It aims
to understand the international perception of a country's brand and to cultivate a reputation
that is powerful, attractive, and beneficial for economic, political, and social purposes.
This article explores the concepts of branding, positioning, and the enhancement or
rebranding of a country within a competitive environment, with a particular emphasis on
economic considerations. This research was conducted using a qualitative approach,
comprising two stages: documentary and field research. The documentary stage employed
a systematic review methodology and utilized the meta-composite method. At this stage,
the results of selected studies related to the research topic from internationally recognized
databases, spanning from 2000 to 2021, were analyzed through seven qualitative stages.
Additionally, an integrated research model was proposed. In the subsequent phase of the
research, thematic analysis was applied, and interviews were conducted with seven
university experts specializing in the field. The findings indicate that national brands
engage in a competitive process across various dimensions, such as enhancing their
image, increasing power, and expanding economic influence. This phenomenon unfolds
through an interconnected process that merges marketing and public diplomacy
dimensions. It can be argued that the outcomes of this interplay are reintegrated into a
synergistic cycle. In conclusion, the study offers suggestions to strengthen the current
image of the national brand or, if necessary, to modify or reposition it to better align with
global expectations.
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1. Introduction

In the early decades of the 21st century, the role of ideas and ideational structures in the
global political economy, alongside the material foundations of power, has gained
increasing importance. One of the emerging developments in this regard is the role of a
country's identity and perception as a brand. "National branding" is an emerging concept in
the field of international economic and political marketing, responsible for positioning and
managing a country's reputation on a global scale. The positioning of a country in the global
political economy is the result of its economic, political, and cultural competitiveness. This
study, with a strategic approach, addresses the concept of national branding and its
relationship with economic competitiveness in the global political economy, examining the
question: How can the concept of national branding be utilized for economic development
and to improve the competitiveness of a national economy?

2. Theoretical Framework

The process of globalization, by increasing the influence and interdependence of countries
in political, economic, and cultural fields, has involved not only companies but also
governments in competition. This competition in the international political and economic
systems has caused a structural change in international relations and interactions, prompting
many countries to consider how their internal ideas, values, and potentials can be
strategically transferred to the international environment. By shaping global public opinion,
countries aim to achieve a favorable image in the international arena, thereby developing a
competitive position. This competition in the international political and economic systems
has led to a structural transformation in thinking, giving rise to a new concept called
"national branding”. This concept encompasses various dimensions such as international
relations and public diplomacy from the field of political science, advertising and branding
from marketing, and international cultural policy, norm-building, and creating positive
intersubjectivity from cultural studies. From an interdisciplinary perspective, national
branding and its application in the pursuit of economic development and the strengthening
of economic competitiveness are not merely technical and functional issues but also
political and strategic decisions, made within the context of a country’s society and culture.
Therefore, by adopting an economic, political, and cultural perspective and relying on
interconnected concepts derived from political science, economics, and cultural studies, it is
possible to clarify the relationship and application of national branding in domestic and
foreign economic and political issues.

3. Research Methodology

This research is developmental-applied and qualitative in terms of purpose and approach,
conducted in two phases: documentary and field research. In the documentary phase, a
systematic review was employed as a qualitative method. In the next phase, findings from
the documentary research were combined with field studies based on expert opinions,
gathered through semi-structured in-depth interviews, and the results were analyzed.

4. Results and Discussion

National branding has become one of the main sources of competitive advantage,
considering market changes and the evolving needs and expectations of the target audience.
Therefore, it is considered a key prerequisite for ensuring competitiveness. Unlike product
branding, national branding is a more complex and prolonged process, involving numerous
stakeholders. The research findings indicate that the global political economy has become a
battleground for national brands, seeking to improve their image and consequently increase
their power and economic-political influence. On the other hand, improving economic
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competitiveness and enhancing a country’s global presence is a direct result of the creation
and development of a strong national brand. Thus, strengthening the current national brand
image, and if necessary, modifying and reorganizing it, has a significant impact on the
country’s position in the new global system of power and wealth.

5. Conclusion

The primary objective of this research was to compare the positioning of national brands,
with an emphasis on economic aspects, through an interdisciplinary approach. A national
brand serves as an ambassador for a nation in the international arena and represents a visual
narrative of a country's history, politics, culture, art, and economy. The promotion and
positioning of the national brand to achieve a competitive identity is critical in the
international system of power and wealth. The successful implementation of national
branding and its application in the field of political economy, aimed at advancing national
development, requires adopting an institutional approach and fostering cooperation between
public and private sector organizations.
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