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How to Branding the Nation: China Nation
Branding Practice

Kang Jin, Ding Jia

(School of Advertising, Communication University of China, Beijing, 100024)

Abstract: First of all, the theories of Country-of-origin Effect, Country Image and Nation Branding are reviewed from marketing,

communication and politics perspective in order to clarify the historical sequence of the ideas about“how to banding the nation”.

Secondly, the paradoxical and dynamic image of China in the west is decoded. Thirdly, top-down and bottom-up nation branding

efforts made by government and company or citizen are analyzed respectively, Finally, suggestions are discussed, including weakening

government orientation, focusing on core value, coping with challenges in a pragmatic way.

Keywords: Nation Branding, Country Image, Country-of-origin Effect, Country Brand Equity



