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Section 1 - Background
On the 5th of October 2016, Brand South Africa in partnership with the University of Pretoria, hosted
the Nation Brand University Dialogue. The basic concept of the University Dialogue is informed by the
South African Competitiveness Forum approach which aims to create a platform where the people,
businesses, civil society, and government officials that make South Africa work, can share insight,
and help to shape the brand.
Brand South Africa understands that the reputation of
the country, nation, or, nation brand is shaped by a
multitude of factors. Importantly, a reputation is not
a fixed ‘once-off’ outcome of an action or a set of
actions, but
requires
constant
effort
and
interrogation.
Essentially the dialogue solicited inputs from
academics that can assist Brand South Africa to better
understand unique challenges, and additionally to
identify specific reputational and competitive
strengths/advantages
it
can
leverage
when
communicating on, or marketing the nation brand both
locally and in international environments.

Purpose
As part of the SA Competitiveness Forum
series, the 2016 Nation Brand University
Dialogue engaged leading South African
academics in a rigorous programme
focused on in-depth analysis of the
global context wherein the Nation Brand
operates, as well as analyses of
reputational and competitiveness
strengths and challenges that deserve
attention.

The University of Pretoria and Brand South Africa opened a multi-disciplinary discussion and called
on scholars in disciplines ranging from Economics, Political Science & International Relations,
Communications, Brand & Marketing, Business Schools, and in the field of Music (particularly Jazz),
to contribute and present their well-founded research with recommendations. This report presents
some of the major issues raised through the academic research papers, as well as implications and
recommendations forthcoming from deliberations on the day.
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Section 2 – Lessons from the Nation Brand University Dialogue
The lessons outlined below are a mere fraction of the valuable contributions the presenters and
panellists made at the dialogue. Research papers presented on 5 October will be included in the
Strategic Review of Southern Africa (Vol 39, No 1, 2017, ISSN 1013-1108), a peer reviewed
accredited academic journal published by the University of Pretoria.
If the Nation Brand University Dialogue taught Brand South Africa one lesson, then it pertains to the
strategic importance of creating bridges between the world(s) of policy practitioners in the
state/government, and academia. In the planning phases of the University Dialogue, Brand South
Africa and the University of Pretoria’s Department of Political Sciences consciously structured the
programme in such a way as to open space for rigorous academic research and analysis that can
contribute to deepened understanding of the domestic and international dynamics that shape both
the Nation Brand, as well as its domestic and international operational environments.

Lesson 1 – It is about a Jazz democracy
Brand South Africa’s research on the profile and reputation of the Nation Brand indicate that the
creative industries, South African artists and performers, play a significant role in shaping awareness
and ultimately contributing to a compelling, and vibrant Nation Brand reputation.
On the subject of music, participants were reminded of the unique and wide-ranging global impact
South African Jazz has had since the early and mid-20th century. The story of South African jazz
encompasses a rich and diverse tapestry created over time through the evolution of unique styles,
the fusion of tradition, and in a socio-political context where Jazz music and specific venues, during
the Apartheid era, played a role in bridging racial and cultural divides.
But, there is more to Jazz, and the lessons one can take from it, than meets the eye. Prof. Magashen
Naidoo argued that a Jazz ensemble is a democratic microcosm. This is because Jazz requires the
musician to evolve a range of skills:
It requires ‘creativity, memory, reasoning, calculation, cultural literacy, empathy,
sensitivity, planning and reaction time’.
These skills are relevant to all forms of work – and has implications for how the South African Nation
Brand could conceive individual and collective democratic practice. This is because, as Prof. Naidoo
argued, playing in a Jazz band requires of all the players to exhibit leadership skills. Accordingly, in
a Jazz group, leadership is a fluid concept implying that it can change over the course of a score.
As different instruments take centre stage, leadership is passed between the musicians at several
points during a piece. When the proverbial leadership baton is passed from one player to another,
the other musicians should support the leader of the moment. This means that players must be able
to discern the right moment when and where leadership can either be taken, and then to know when
to yield to others. These skills are, therefore, according to Prof. Naidoo, of great value in our
communities for peaceful and effective decision making in challenging times.
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As a dynamic young democracy with an evolving identity, the Nation Brand can take the lesson from
this that it is necessary to be flexible, to improvise, and have the necessary social skills to know when
to yield, and under what conditions to seize leadership. The skill set needed to be a jazz performer,
including creativity, memory, reasoning, calculation, cultural literacy, empathy, sensitivity, planning
and reaction time, can therefore play a role in deepening democracy and impact positively on social,
political and economic interactions in the quest to develop the South African society.

Lesson 2 – Nation Brands and contested identities – experiences from Eastern
Europe
The keynote speaker, Prof. Nadia Kaneva, shared several insightful case studies relating to the
experience post-Soviet East European states have had in the context of nation branding. An important
conceptual approach that emerged from her contribution pertains to:
1. The fact that the practice of nation branding is to a large extent related to re-imagining the
nation;
2. With reference to Benedict Anderson it was argued that nation branding is about imagined
communities, meaning that nation branding is a practice that projects an imagined image,
or concept, of the nation concerned;
3. Notable in this regard is the potential limitations and political challenges that may arise when
such an ‘imagined projection’ of the nation does not resonate with the lived reality and
perceptions of the nation it seeks to present to local and international audiences.
The specific cases presented in the keynote address, from Romania, Ukraine, Bulgaria, and Kosovo,
each illustrate how nation branding can become highly controversial if the imagined community, or
imagined national identity, comes up against resistance from within. A first lesson to be drawn from
this is that a Nation Brand, while it is to some extent an abstract ‘imagined construct/community,’
has to be linked to, and express organic lived reality of the culture(s), values, capabilities, realities
as well as aspirations of the society/nation it aims to present and package as ‘Nation Brand.’
While important lessons can be taken from each case, the Kosovo experience with nation branding is
a telling example of how the branded national imagination can lead to political backlash. This is
particularly the case if the promise(s) of the brand does not resonate with lived reality inside the
polity. In this context Professor Kaneva related how nation branding was, in the case of Kosovo,
deployed as a political tool for nation building
efforts.
Against the backdrop of the Balkan conflict
(1999), Kosovo needed international political
recognition, and on the domestic front ethnic reconciliation, and socio-economic
development after the war. Significant about
Kosovo is that the government consciously
used nation branding to meet these
challenges after its independence.

Prof. Nadia Kaneva, University of Denver, Colorado – Keynote
Address
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On 17 February 2008, a
campaign under the banner
‘Newborn,’ was unveiled. The
key feature of this campaign
was a statue, designed by a
local advertising agency that
wanted to rebrand the
country in new and positive
way.
The colour yellow was chosen
so as not to bring up
nationalist connotations. Due
Image from Prof. Kaneva’s presentation
to its status as newly
independent
country
the
colour yellow aimed to associate this newborn nation brand with European Union colours. The choice
of the word ‘newborn’ was associated with hopefulness, and implies a lack of history and new
beginnings. It was written in the English language to appeal to an international audience. This
sculpture won numerous awards for successful rebranding efforts.
In 2009, the government holistically began a nation branding campaign. Two years after gaining
independence, this was Kosovo's first attempt at marketing the country to the outside world, and it
was inaugurated with a television ad that ran the slogan “Kosovo: The Young Europeans”. The
campaign, focussed on the youth of Kosovo, had two objectives: 1) to put Kosovo on the political
map as a young, peaceful Balkan country, and 2) To help build national pride. Professor Kaneva
proceeded to showcase a video made by the campaign team. While carrying a positive message of
reconciliation and cultural tolerance as well as an eagerness to partake economically in the European
Union, it told little about the country and its people to outsiders (investors, tourists) that would
differentiate it from any other European nation. Furthermore, the focus on youth was deemed
misplaced given the persistently high levels of youth unemployment, and other domestic economic
challenges. The campaign was subsequently criticized and challenged for over-expenditure (6 million
euros).
Before
After

Source: Nadia Kaneva, Keynote presentation Brand SA/University of Pretoria Nation Brand University Dialogue, 5 Oct 2016
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The promise of a newborn, youthful identity as profiled through the campaign came up against harsh
internal realities. Even though Kosovo had pro-business policies, this branded national imagination
could not explain why citizens had no pension or health schemes. This branded imagination provoked
a strong negative reaction as opposition activists voiced their opposition to the campaign by
“rebranding” posters with statements such as “isolated” and “unemployed”. The ‘Newborn’
monument has been repainted to reflect new socio-economic conditions. The conclusion is that strong
backlash against a branded national imagination and how activists oppose and articulate their own
brand equates to a ‘battle of the brands’.
Professor Kaneva underscored the importance of critical analyses on nation branding and the need to
problematise the nation state and markets as they influence each other. Important in the context of
nation branding is the need to develop a deep understanding of the role media plays in making, and
remaking a brand.
The image below, also taken from Prof. Kaneva’s presentation shows that the hopeful yellow of the
Newborn statue has, a few years later, turned into a barbed wire fence that illustrates the ultimate
failure of making the promise of the nation brand a reality.

Image from Prof. Kaneva’s Keynote presentation

Practical Implications
The branded national imagination is political. It is about what type of politics it is and
what we want to practice.
Invest in programs and policies that expand citizen engagement and lead to real
development opportunities.
Develop evaluation methods for branding programs that move beyond perception
rankings and look for material benefits.
Smaller nations should reduce reliance on transnational media as the main channels
of brand communication, as they are not neutral.
Focus media spending on strategic sectorial promotion with clear audiences and
objectives. These need to be measurable and achievable.
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Lesson 3 – State building, state capacity and strong Nation Brands
Based on several observations made by presenters and the audience it emerged that a further lesson
can be learnt in terms of the link between the Nation Brand, and state building, or more broadly
speaking – state capacity.
From Brand South Africa’s Nation Brand Performance monitoring, as well as analyses of factors that
impact on reputation, it is evident that the capacity of the state plays a significant role in shaping
perceptions, brand image, and the reputation of nation brands.
This means that the lines between the Nation Brand, and state building, are to some extent blurred
particularly in the context of emerging markets and the African continent. Strong capable states are
able to create a ‘credible and appealing’ nation brand. This will, in turn, allow such states to be able
to contribute to the attractiveness of the nation. The lesson to be drawn from this is that governance,
and state capacity have a decided impact on a Nation Brand’s image, and impacts directly on the
challenges that need to be managed and the strengths/capabilities that can be leveraged to position
the Nation Brand in domestic and international environments.
As seen in the cases presented from Eastern Europe, a major lesson emerges in terms of the potential
political blow-back that can result from highly polished and mediated nation brand images that do
not take the lived organic reality of societies into account. This means that nation branding is not
just about flashy marketing campaigns and abstract brand promises. The imagined national brand
identity therefore runs the risk of becoming politicised, or countered from within, if state capacity
to deliver public goods, and sound governance that benefits citizens, do not match the branded image
portrayed to domestic and international audiences.

Lesson 4 – Social Cohesion and an evolving national identity
As illustrated by the case of
Kosovo, the branded national
imagination, or if expressed in
practical terms, the projection of
the ‘image/identity’ of a nation
can come up against stiff political
opposition if citizens do not
experience it in their everyday
lives. This means that the nation
brand, the identity created and
projected, has to emerge from the
organic lived reality of the society.
This is an important issue to bear
in mind in the South African
context.
The South African nation brand is
an extremely dynamic and diverse
Brand South Africa CEO, Amb Kingsley Makhubela (PhD)
construct. This is why it is

Brand South Africa
Research Report – November 2016
necessary to understand the domestic environment, the needs of citizens, and ultimately the levels
of Social Cohesion in the society.
Professor Justine Burns presented research on the theme of measuring social cohesion in South Africa.
In trying to measure social cohesion, economists, researchers and policymakers have found it difficult
to track over time and show how it relates to development (and vice versa). Therefore, the work that
Professor Burns and her team are doing is to structure an index for social cohesion: something that
is simple, easily replicable, that can be tracked at all levels over time and, finally, that the data is
readily available and representative.
The research uses data and methodology taken from Afrobarometer and the National Income Dynamic
Study (NIDS) to locate where South Africa is in terms of social cohesion and how it has progressed.
These two datasets will allow the researchers to collect different results (based on different sets of
questions) and calibrate results over time.
An inevitability of this research is that there will be data constraints, as the data used was not
originally designed to be measured or tracked. However, tracking social cohesion and economic
development is important as these are interrelated concepts. Thus far, Professor Burns and her team
have identified three key pillars of social cohesion being: identities, trust and inequalities.
The criticism regarding social cohesion in South Africa is that we are a fractured society with a very
low level of Social Cohesion. Going forward, research in the realm of Social Cohesion will face the
difficult task of conceptualising and understanding what it could be in the African context and then
to apply such lessons and insights to the development of the South African branded national
imagination.

Lesson 5 – The need for cutting edge city brands
In an increasingly urban planet, and with more than 60% of South Africans living in cities, the nation
brand imagination should pay much more attention to the critical role local government plays not
only in the lives of citizens, but ultimately also in the space of making, or breaking, Nation Brand
reputation.
Prof. George Angelopulo argued
that cities are centres of
education, government and the
economy. His contribution was to a
large extent drawn from work he
had done for the MasterCard
‘African Cities Growth Index’ – a
study which identifies drivers and
dynamics of inclusive growth in
African cities.
The African Cities Growth Index
identifies drivers of growth.
Essentially it focuses on measuring Prof. George Angelopulo, Unisa – Department of Communications
inclusive
growth
in
urban
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environments. Demographic dynamics, patterns of urbanisation, development of markets and
services, investment flows, and a host of other attributes are measured in the index.
With this in mind some sobering indicators on the example of the City of Johannesburg explains why
it is critical for the South African Nation Brand to have well governed cities and Metros. It was
indicated that in 2009 Johannesburg had a population of 3.9 million, by 2016 this had grown to 5
million (population increase of 25%). A rapid rate of urbanisation puts pressure on the delivery of
public goods and services, infrastructure, and resources. While the African continent, and South
Africa can claim positive population growth, it can have positive and negative consequences. For
example, increasing population calls for rapid economic expansion in cities to allow citizens to be
absorbed into the economy and workforce. If citizens are not absorbed into the economy and
workforce it places a burden on the state system and society. These are significant issues that need
to be addressed, especially considering the fact that by 2037 it is projected that population growth
in the City of Johannesburg will require the city to provide seven to nine times the amount of
resources (e.g. universities, public health, and schooling) to cater for a rapidly expanding population.
The South African Nation Brand therefore requires inclusive cities that can draw everyone into the
economy to generate prosperity. In contrast, exclusive cities (marked by unemployment and socioeconomic inequality) limit access to wealth to a connected few, which ultimately stunts growth. Thus
urban strategy must be planned for 50 to 100 years ahead.

South African City Growth Potential Indicators (African Cities
Growth Index)
City

2014 Index
Value

2015 Index
Value

Pretoria/Tshwane

39.611

36.641

2015 relative
ranking
(/49 Large
cities)
22

Johannesburg

38.362

34.603

28

Durban

34.335

33.634

33

Cape Town

33.721

31.276

39

Port Elizabeth

31.513

27.594

45
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Lesson 6 – Universities as drivers of competitiveness

Several contributions and comments made during the Nation Brand University Dialogue reflected on
the role universities play as both enhancers of national reputation, and drivers of competitiveness.
It should be noted that the dialogue took place in a period of upheaval on university campuses as a
result of the ‘Fees must fall’ campaign. Due to these issues in the national environment at the time
of the University Dialogue, several comments and contributions on the role of universities were
forthcoming.
In this regard, Prof. de la Rey indicated that the protests speak directly to the value of public
institutions in South Africa, as well as Brand South Africa. Violent incidents on university campuses
have a direct negative impact on the nation brand, and more importantly the competitiveness of
South Africa.
Universities are essential to societal development, in the 20th century universities become
synonymous with ‘engines of economic growth’ and competitiveness. Coupled with the development
of higher order skills, universities drive innovation, research & development, and creates an open
space for discussions on the nature of society. Thus universities can be seen as microcosms of issues
being confronted in broader society. It is for this reason that universities are critical national assets
that contribute in a multiplicity of ways to social- and skills development, while also opening space
for innovation and open debate and interrogation of challenges faced by societies.
Lessons to draw from contributions at the University Dialogue on the issues entail:
1. Universities, through its research and teaching programmes can make a significant
contribution to societal transformation;
2. However, just as important as open debate and robust analysis of challenges faced by society,
universities and the nation brand can only be strong and resilient when there is a level of
consensus on common and collective values, national identity, and the vision for the country;
3. The need to focus on transformation and Africanisation of curricula, and the development of
Indigenous Knowledge systems in relevant fields;
4. While universities can increasingly play a constructive role in the above contexts, it should
be noted that in the context of the ‘Fees must fall’ campaign, universities have become sites
of struggles for social justice. The manner in which these struggles are managed by
universities, government, and broader civil society, will have a direct and long-term impact
on not only the reputation of the nation brand, but also its innovation and competitiveness
profile;
5. The need to bridge the gap between academia and practice by fostering unique relationships
and cross pollination between academia, the state, civil-society, and business.
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Lesson 7 - The promise of Ubuntu foreign policy and the Nation
Brand image

Several contributions at the University Dialogue focused on South Africa’s nation brand image and
how it relates to, or is directly and/or indirectly connected to the projection of the country’s foreign
policy. It is noteworthy that the field of Nation Branding has been dominated by the disciplines of
Marketing and to some extent Communications. One stand-out feature of the University Dialogue is
the fact that it brought together expertise from the Political Sciences that located the debate on,
and analysis of the Nation Brand, in a broader International Relations disciplinary context.
As indicated above, the Nation Brand’s reputation is, especially in the African context, directly linked
to state capability in governance. The University Dialogue therefore opened not only an important
bridge/contact point between the state and academia, but it also opened a much needed academic
and practitioner’s debate on issues that have not received much academic attention. This therefore
also links directly to the impact foreign policy has, or could potentially have, on Nation Brand
reputation management.
Notable comments in this regard include:
1. A nation’s brand image can be one of the most valuable assets at its disposal in terms of the
global profiling or positioning of the Nation Brand;
2. A Nation Brand image is national identity made tangible, communicable and useful;
3. It should be noted, however, that in contrast to corporate or product brands, nation brands
embody the beliefs, ideas, identities and norms of a society/nation. This means that nation
brands are extremely dynamic, and its reputation can be affected by a broad spectrum of
societal behaviours, business actions/decisions, government interventions/policies, and a
host of sometimes unpredictable events in a society.
In terms of projecting the nation brand internationally some contributors argued that while South
Africa has done, and continues to contribute to development, peace & security on the African
continent, very few people know about this. These contributions can be utilised effectively when
profiling the South African nation brand. In this case it is possible to think of, for example, the role
South Africa currently plays in the DRC’s east in peacekeeping, and other multilateral efforts to
ensure peace & security in the African environment.
One challenge in this regard is that as a relatively young and diverse nation, there is no clear sense
or understanding of who we are as a nation. This calls for the development of a cohesive and shared
internal identity which could have positive implications in terms of positioning the nation brand
internationally. This issue therefore links directly with lessons on Social Cohesion, meaning that a
coherent and socially cohesive society will have a direct and positive impact on Nation Brand image
and reputation.
A lesson that emerged from contributions in this regard is that there are questions asked about the
moral foundation of South Africa’s foreign policy. While the policy is anchored in the principle of
Ubuntu, the question was asked whether the actual execution of the policy lives up to its implied
values, being: human rights, democracy, reconciliation, eradicating poverty and underdevelopment.
It was contended that the country’s stance on particular issues have not been guided by these values,
which essentially leads to the question as to whether the country has moved towards a more
instrumentalist, or, unprincipled pragmatism, as it pertains to its international behaviour and policy.
This also implies that the moral discourse of Ubuntu has been eroded in the country’s foreign policy,
and that this has a direct impact on the Nation Brand’s profile, and reputation.
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It was argued that post-1994 South Africa could have made more of its sources of power when
positioning the country internationally as the country’s peaceful transition and its position as an
emerging actor on the international stage provided it with vast reserves to act as a norm entrepreneur
at the time.
It furthermore emerged from contributions at the University Dialogue that a major theme in
contemporary world history pertains to the struggle emerging, or Middle Powers, are waging for equal
rights in the system(s) of global governance and power distribution. In the context of the South
African Nation Brand it was argued that ontological security pertains to the wellbeing of citizens,
implying that there exists a dialectical relationship between the state and citizens in the
international arena. Insecurity in the one can lead to insecurity in the other. For this reason foreign
policy is inextricably interwoven with the national identity of a country. Examples of factors that
impact negatively on the Nation Brand’s ontological security include, corruption, persistent poverty,
societal inequality, destructive student protests, refusing the Dalai Lama a visa, and incidents such
as Marikana. These challenges to ontological security directly influence and may have a decided
impact on the state’s personality (in other words reputation) in the international arena.
The lesson to be taken from the above is that the reputation of the Nation Brand cannot be shaped
through isolated sectoral activity. Essentially the linkage between the domestic environment,
national strategic objectives, and the articulation of foreign policy has to be understood and acted
upon. The Nation Brand’s reputation and profile, therefore, has to be created and managed at the
interface between domestic and foreign policy. More importantly, this also implies that the
ontological security (or the lack thereof) of citizens, impacts directly on the international personality
of the state.
A further lesson to emerge from contributions at the University Dialogue is that, as a young
democracy, there is a level of confusion (both domestically and internationally) about the identity
of the nation. The lack of a cohesive and shared identity impacts on how international markets
interact with, or view South Africa and its citizens.

Lesson 9 – The role of business in shaping Nation Brand reputation
Prof. Nicola Klein began her presentation on the role of business in nation branding by remarking that
the nation branding literature does not speak to this particular set of actors. While the role of
business is implicit in Simon Anholt’s Nation Brand hexagon (where reputation is measured according
to Investment, Governance, Exports, Tourism, Culture, People, and Tourism), there is surprisingly
little mention of it in the literature.
Business plays a role in tourism (indirectly) and exports, governance of business in and of itself is
important (not just at a country level) to promoting and attracting investment, depending on how
one perceives the role of business one could say that it has a strong role ot play in rpomoting culture,
preservation and evoultion of heritage. And when Anholt writes about people he not only writes
about citizens, but also about employees, managers, business owners. Klein argues that these are
also criticial stakeholders that must play a role in nation branding.
From Brand South Africa’s research on South Africa’s Nation Brand profile and exposure on the African
continent it is also evident that South African corporates, individuals play a significant role in shaping
the profile and reputation of the Nation Brand through their internationalisation strategies. Linking
with Prof. Klein’s argument it can therefore be learnt that much more work can be done to analyse
the role of business, and create new kinds of collaborations between government and business when
it comes to the international marketing and positioning of the Nation Brand.
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At a national level it can also be argued that well-run, competitive businesses that add value to
stakeholders and broader society plays a critical role in nation branding in that it attracts, in terms
of the Simon Anholt model, investment. It attracts positive, newsworthy information (see example
of Capitec Bank, a domestic player that has received significant kudos).

Paper Abstracts
Prof George Angelopulo
Title: “The competitive brand position of South Africa’s cities: national, continental and
global perspecives”
The South African brand is the mental perception that people have of the country and its
attributes. For the 65% of South Africans living in towns and cities, these perceptions are
filtered by their urban experience. Cities are pivots of formal and informal economic activity,
private and public sector jobs. They concentrate economic opportunity and access to social
benefits such as education and health services. For many people living in cities, urban
affiliation is stronger and more meaningful than an increasingly abstract and distant national
affiliation. Cities hold many benefits but in the rapid transformation that characterises South
Africa’s cities there are also significant challenges. Urbanisation is swift and largely
uncontrolled, with growing slums and informal settlements, unequal access to urban services,
significant climate impact and rising inequality. South Africa’s cities play an increasingly
important role in the destiny of the country and this paper considers the significance of city
brands in the overall perception of South Africa. It assesses their competitive positions within
South Africa, in Africa and across the globe, and it does so with a measure that is relevant to
a wide spectrum of stakeholders of the South African brand - national and international
business, institutions, government and its citizens.

Prof Justine Burns and Mr Lindokuhle Njozela
Title:

“Towards measuring social cohesion in South Africa”

This paper uses data collected across the four waves of the National Income Dynamics Study
(NIDS) to construct a measure of social cohesion for South Africa. We compare our index to
one derived using the Afrobarometer data and find a large degree of consistency in trends in
the index and its constituent components over time across the two datasets. However, there
is less consistency in the measures once one moves to lower levels of geographic
disaggregation. We also find far less variability in the constructed index relying on NIDS panel
data as opposed to the repeated cross-sections from Afrobarometer. Having derived the
index, we then correlate it with a variety of indicators of social and economic well-being.
We show that higher levels of education, per capita income and employment are positively
associated with higher social cohesion whilst social cohesion is negatively associated with
poverty, service delivery protest and perceptions of crime. In addition, municipal policy and
competence are closely associated with higher social cohesion. Whilst this work is
exploratory, it is encouraging, and suggests new opportunities for future research to begin
to take seriously the link between social cohesion and economic and social development.
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Prof Scarlett Cornelissen
Title:

“Afro-modernity and exceptionalism: State branding and foreign policy in postapartheid South Africa”

A consistent element in post-apartheid South African foreign policy and in its domestic
politics has been the projection of a particular view of modernity. Expressed through grand
narratives of African revival and potential, and aimed at casting a particular idea of itself
and of the wider African continent, this view has shaped the country’s international
engagements as well as political dynamics in the domestic arena. This projection of ‘Afromodernity’, I argue, is a form of state branding pursued by South Africa’s elites that has had
diplomatic, economic and societal objectives. It has been part of South Africa’s processes of
state-making and nation-making over the past two decades, reflected in its foreign policy
and in attempts to effect national reconciliation. This paper investigates how this specific
form of state branding has taken shape. It discusses how Afro-modernity has been enacted in
the spheres of international and domestic politics through narratives of diplomacy, boosterish
imaging campaigns and hallmark (or mega-) events.

Prof Nadia Kaneva
Title:

“The branded national imagination and its limitis: Insights from the post-socialist
experience”

Nation branding has gained significant attention in business, policy, and academic circles
since the late 1990s. Faced with the pressures of globalization, countries around the world
have invested in various branding programs in the hopes of gaining a competitive advantage
within a global marketplace. At the same time, nation branding has been touted as a tool
for nation-building efforts that aim to generate national unity and pride. My focus in this
presentation is on this latter claim and its political and cultural implications. I trace the
limits of branding as a tool for re-constructing nations as “imagined communities” (Anderson
1983). I analyze the discourses and practices of nation branding from a critical cultural
perspective, rooted in the theoretical traditions of political economy and cultural studies. I
draw on examples from post-socialist Eastern Europe, which underwent dramatic economic,
political, and cultural transformations after the unraveling of the Soviet bloc in 1989. In my
discussion, I consider the impact of nation branding on national identity and democratic
governance in that region. Ultimately, I argue that, in the post-socialist context, nation
branding served to depoliticize efforts at collective self-redefinition by subordinating
national identity to market-oriented and outward-facing concerns. This has led, in many
cases, to a nationalist backlash, which challenges the principles of European integration and
globalization. I propose that, while we must retain a keen awareness of local histories and
legacies, we can find instructive insights in the post-socialist experience that can inform our
understanding of the limitations of the branded national imagination in other post-conflict
and post-colonial contexts.
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Prof Nicola Kleyn and Mr Tendai Mhizha
Title:

“Exploring the role of business in nation branding: Observations from South Africa”

Since the formal use of the term by independent policy advisor Simon Anholt in 1996, nation
branding has attracted the attention of scholars across a range of disciplines including
marketing, management, tourism studies, international and public relations, media and
cultural studies. Despite the growing body of multi-disciplinary scholarship on the construct,
the contribution of business to building (and sometimes destroying) nation brand equity
appears to have received little consideration in the academic literature. The purpose of this
article is to explore the role of business in nation branding. We adopt a constructivist
perspective to nation branding and use stakeholder theory to argue that business has an
important role to play in influencing both internal and external perceptions of nation brands.
Following an overview of literature on nation branding, we introduce literature from the
fields of marketing and management to position the role of business in nation branding. We
show that business influences nation brands in a number of direct and indirect ways. We
specifically consider the direct contributions that business can make to nation branding.
These include the marketing of brands with country of origin effects, internal branding that
directly supports nation building and the nation brand and, developing active partnerships
both within business and between business and government to promote positive perceptions
of the nation brand. We use secondary data sources to provide examples situated in the South
African context that illustrate examples of businesses that have both contributed to and
detracted from the South African nation brand. We summarise these into a descriptive
framework that illustrates ways in which business shapes nation brands. We conclude with
suggestions for both practice as well as future research.

Prof Garth L le Pere
Title:

“Ubuntu as foreign policy: The ambiguities of brand image and identity”

South Africa’s 2011 White Paper on foreign policy, “Building a Better World”, is predicated
on the far-reaching ambition of how the philosophy of Ubuntu and its underlying humanist
principles will guide the country’s external relations. However and while noble, this calculus
is poorly conceived as an approach to global issues in a context where the dictates of
competitive realism and national interest hold increasing sway. This paper will argue that
while still a relatively successful nation brand if measured by reputation and marketing
indicators, South Africa’s normative currency in foreign policy and international relations has
depreciated considerably, with a direct bearing on its reputation. This will be examined
through two analytical and normative prisms: that of South Africa’s ontological security and
its ontological personality. These provide a register of the branding and image deficits related
to the White Paper and will be assessed on the basis of three continuums: the strategic, the
substantive, and the symbolic. The paper will conclude with the observation that South Africa
needs to reclaim its normative resilience in foreign policy and international relations
precisely because without such resilience its brand image and identity will suffer and
inevitably deteriorate.
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Prof Mageshen Naidoo
Title:

“Jazz in South Africa and the art of developing improvisers”

The story of jazz in South Africa is intertwined with our history of colonisation and our
struggle for freedom during the apartheid era. Out of this struggle and refined in the
townships, emerged a style we call African jazz or Mbaganga. Jazz is an adaptable language
that accommodates idiomatic infusions from everywhere. Strategies for engagement within
a jazz ensemble, including the techniques of improvisation may be utilized to develop future
leaders and communities.

Prof Mzukisi Qobo
Title:

“South Africa’s national brand in the African context: How South Africa projects
its regional leadership”

Whether they know it or not, countries are viewed through the lens of branding. Their brand
equity lies in the norms and ideas that they are promoting, as well as the actors (leaders)
who champion such ideas and norms. Countries embody signs, beliefs, values, and imageries
about what they stand for in the global system. They also cultivate their brand equity through
various repertoires, including mega-sporting events, active involvement in global governance
processes, hosting of major conferences or summits, or concerted efforts to promote
themselves as destinations, including for tourists and investors. As such, they carry a
particular emblem that abbreviates their identity, ideas, values and norms. This paper
focuses on the regional dimensions of South Africa’s projection of its brand value and
leadership. This is precisely because regions are crucial platforms for countries through which
countries project their ideas, norms and leadership. It is also here that they build their brand
equity. As such, this paper examines the kinds of norms that South Africa projects through
the region, and understand how these are perceived. Further, it analyses the predominant
ideas that South Africa articulates, for example, in the context of regional integration as well
how these are perceived. Finally, it makes an assessment of the country’s leadership
projection in the region, and the kind of reaction this elicits – to evaluate whether or not
they reinforce brand equity. In sum, regional integration processes will be a back-drop
against which to measure South Africa’s brand equity.
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