BRANDING & PR

NOT-SO-HUMBLE

SWEDES BUILD
A GLOBAL

SUPERBRAND

BY HANS SANDBERG

Countries build reputations, much like corporations and individuals do, but while celebrities and
executives are usually very aware of their public personae, national leaders often ignore it as something
superficial. In an exclusive interview for Currents magazine, Simon Anholt - a leading expert on “nation
branding” - talks about Sweden’s strong image and the challenges it faces in a changing world.

Simon Anholt coined the modern usage of
“nation brands”back in 1998, and soon
developed a consulting business around
“place branding” including regions, cities and
countries. He publishes an annual “Nation
Brand Index” based on interviews with 26,000
people in 35 countries. For the last couple of
years, Sweden has ranked seventh in Anholt’s
nation brand survey, but Sweden was
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overtaken by Italy in the latest survey.

Why is Sweden such a strong nation brand?
“Well, it’s really two questions. Why do the
Nordic countries perform so well in general,
and why does Sweden perform better than the
average Nordic country? I believe it’s because
they have inherited a very positive regional
image. People around the world have a kind of

automatic assumption that a Nordic country
is a good country, rich, democratic, and with a
wonderful welfare system. They make super
products, have lovely, pristine landscapes, and
exercise good governance. All of Scandinavia
enjoys this fabulous image.

“Sweden inherits a lot of values from that
general image just like Norway and Denmark,
and to some degree Finland and Iceland. But






