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I feelS
lovenia. 
S

LO
V

E
N

IA
Ireland is the island 

of character 
and characters. 

IR
E

LA
N

D

The land w
ith 

the real spirit.
S

C
O

T
LA

N
D



A
 B

R
A

N
D

 IS«

«
a clusterofunique

and
likeable

experience

«
a prom

ise
ofpositive

experience

«
the

resultofRQH¶V
interactive

relationship
w

ith
the

environm
ent, m

eaning
thatall

com
m

unication
efforts

should
com

m
unicate

syncronized
and

valuable
inform

ation

w
w

w
.com

m
forum

.hr

B
randing

C
roatia

B
randing

is
a long-term

project, w
ith

am
bitious

and
long-term

goals, and
itshould

notbe
considered

as a one-tim
e advertising

cam
paign. 



A
 N

A
TIO

N
 B

R
A

N
D

 IS«

«
a com

bination
ofdifferentelem

ents
thatensure

the
differentiation

betw
een

countries

«
the

difference
should

be
based

in
a nation

identity, people, history, culture, econom
y, 

and
governance, but also

in
socialand

politicalclusters
ofperceived

values

C
ountries

w
ithoutbranding

strategy
sufferfrom

accidentaloranecdotalperceptions, w
hich

m
ay

lead
to stereotyping«

w
w

w
.com

m
forum

.hr

B
randing

C
roatia



w
w

w
.com

m
forum

.hr

B
randing

C
roatia



N
A

TIO
N

 B
R

A
N

D
IN

G
 SH

O
U

LD
«

«
be

visionary, oriented
to aspirations

and
(near) future

«
be

rooted
in

optim
ism

and
positive

characteristics
ofa country

«
be

liked
by

cRXQWU\¶V
inhabitants

«
stand

above
and

beyond
Ädaily´ politics

«
be

considered
as a long-term

nationalproject

«
be

regarded
as a unifying

factorfor dom
estic

people, and
a com

petitive
toolin

internationalcontext

w
w

w
.com

m
forum

.hr

B
randing

C
roatia



C
R

O
A

TIA
N

 ID
EN

TIT< A
N

D
 B

R
A

N
D

IN
G

«

«
a resultofa heterogeneus

group
ofpeople, representing

the
structure

ofa C
roatian society, 

released
from

politicalconstraints, w
ho

reached
a consensus

aboutthe
results

«
visionary, oriented

to aspirations
and

(near) future

«
rooted

in
optim

ism
and

positive
characteristics

ofa country

«
proved

to be
liked

by
C

roatian citizens

«
gives

guidlines
for a long-term

nationalbranding
project

w
w

w
.com

m
forum

.hr

B
randing

C
roatia



PH
A

SES O
F B

R
A

N
D

IN
G

w
w

w
.com

m
forum

.hr

B
randing

C
roatia

C
O

N
C

E
P

T &
 G

U
ID

E
LIN

E
S

B
R

A
N

D
 ID

E
N

TITY &
 B

R
A

N
D

 E
SS

EN
C

E

C
R

E
ATIV

E &
 C

O
M

M
U

N
IC

ATIO
N

 C
O

N
C

E
PT

D
E

S
IG

N
, R

E
A

SO
N

S
 TO

 B
ELIEV

E, M
E

SS
AG

E
S

IM
P

LEM
EN

TA
TIO

N

P
R

O
D

U
C

TIO
N

, O
P

ER
A

TIO
N

S
, 

LO
N

G
-TE

R
M

 M
A

N
A

G
E

M
EN

T
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w
w

w
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m
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B
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C
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U
ID

E
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E
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B
R

A
N

D
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E
N

TITY &
 B

R
A

N
D

 E
SS

EN
C

E

C
R

E
ATIV

E &
 C

O
M

M
U

N
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ATIO
N

 C
O

N
C

E
PT

D
E

S
IG

N
, R

E
A

SO
N

S
 TO

 B
ELIEV

E, M
E

SS
AG

E
S

IM
P

LEM
EN
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TIO

N

P
R

O
D

U
C

TIO
N

, O
P

ER
A

TIO
N

S
, 

LO
N

G
-TE

R
M

 M
A

N
A

G
E

M
EN

T
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to develop
guidlines

for the
developm

ent ofC
roatian nationalbrand, 

grounded
in

C
roatian nationalidentity

G
O

A
L

 O
F

 T
H

E
P

R
O

J
E

C
T

µID
E

N
T

IT
Y

 A
N

D
B

R
A

N
D

O
F

 T
H

E
R

E
P

U
B

L
IC

 O
F

 C
R

O
A

T
IA

¶



PA
R

TIC
IPA

N
TS 

«
stakeholders

representing
differentsectors

and
industries:

culture, history, art, business, enterpreneurship, IC
T, technology, industry, inovators, 

sports, academ
ia, tourism

, gastronom
y, environm

entalprotection, energy, N
G

O
, 

young
people, desing, m

arketing, com
m

unication, socialm
edia

influencers

M
oderators:

professorD
XbUaYNa SLQþLü û

RULü, Ph.D
.,

Vera M
aWHMþLü-LXSLü

(prof. psych.),

N
ada KaXULQ KQHåHYLü (m

ag.oec, m
arketing expert)

w
w

w
.com

m
forum

.hr

B
randing

C
roatia



C
H

E
C

K
P

O
IN

T
III

Externalvalidation
M

&C
SAATC

H
I

(London, U
K)

M
E

T
O

D
H

O
LO

G
Y

W
O

R
K

S
H

O
P

III
19. 1. 2019.

13

W
O

R
K

S
H

O
P

II
1. 12. 2018.

W
O

R
K

S
H

O
P

IV
9. 2. 2019.

W
O

R
K

S
H

O
P

I
10. 11. 2018.

P
R

E
S

E
N

TA
TIO

N
25. 4. 2019.

C
H

E
C

K
P

O
IN

T
I

100 intervies
w

ith
the

representatives
ofdiverse

stakeholders, aim
ed

to check
the

contentdeveloped
to this

point

C
H

E
C

K
P

O
IN

T
II

Perceptions
ofattributes

ofC
roatia as a brand

nationalrepresentative
sam

ple

M
ethod ofcollecting

the
data:C

API (om
nibus)

Sam
ple: sam

ple
size

= 1000 citizens
ofC

roatia
olderthan

15 
tw

o-dim
ensionalstratification

data collection
m

ade
by

agency
IP

SO
S

, 
M

arch
2019.

R
O

U
N

D
 TA

B
LE

17. 10. 2018.
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M
E

T
H

O
D

O
LO

G
Y

�C
om

bined
m

ethodology
for leading

the
group

discussions

(scenario
planning, branding, m

arketing, organisationalpsychology)

�S
m

allgroups
discussions

�P
lennary discussions

�M
atrix

analysis, M
ind-m

apping, S
tory-telling

technique
and

C
om

petitive
analysis

�C
aSVWRQH¶V

m
odel and

B
randK

ey
m

odel for nation
branding

�O
n spot analysis

�Instant docum
entation

ofthe
process

�Q
ualitative

and
quantitative

research
m

ethodology

�E
xternalreview



K
E

Y
 R

E
S

U
LT

S
15

W
O

R
K

S
H

O
P

I
term

s
and

definitions,raw
inform

ation
from

participants, content

W
O

R
K

S
H

O
P

II
areas

fram
e

ofreference

W
O

R
K

S
H

O
P

III
brand identity/brand essence

brand architecture
and

dim
ensions

ofthe
m

odel 

W
O

R
K

S
H

O
P

IV
im

plications
prim

ary
research

P
R

E
S

E
N

TA
TIO

N
ofthe

guidelines
to the

G
overnm

ent
ofthe

R
epublic ofC

roatia, 
and

otherkey
stakeholders

«
in

progress

K
IC

K
-O

FF R
O

U
N

D
 TA

B
LE

ecpectations
m

etodology
ofthe

process



7
R

ELEVA
N

T C
R

O
A

TIA
N

 

ID
EN

TITY A
N

D
 B

R
A

N
D

 D
IFFER

EN
TIA

TO
R

S

«
developed

by
w

orking
group

and
confirm

ed
by

C
roatian citizens

w
w

w
.com

m
forum

.hr

B
randing

C
roatia
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PEO
PLE

«
C

roatians
are open, passionate, proud, hard-w

orking, hospitable, w
ith

a strong
character, 

alw
ays

ready
to help

each
other(from

H
om

eland
w

arto M
ila), successfulin

sports, science, 
culture

and
business

1.

Top 15 characteristics
thatdescribe

ourselves
as a nation, 

as w
ellas how

 w
e

w
ould

like
to be

described, and
w

hich
w

e
w

ould
like

to develop

0%

14%

28%

42%

56%

70%

84%

H
ow

 w
e

w
ould

like
to be

seen

H
ow

 w
e

see
ourselves
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LIFE-STYLE

«
C

roatia is
a safe

country, offers
a possibility

for a balanced
and

relaxed
life, w

here
people

succesfully
balance

betw
een

theiram
bitions

and
pleasure, betw

een
w

ork
and

fam
ily

and
friends.  

2.

N
either agree/nor 

disagree
23%

I agree
63%

I disagree
14%

A
greem

entw
ith

the
item

: 
P

eople
in

C
roatia care abouteach

other.

N
either agree/nor 

disagree
23%

I agree
62%

I disagree
15%

A
greem

entw
ith

the
item

:
O

ne feels
safe

in
C

roatia.
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N
ATU

R
AL BEAU

TY AN
D

 D
IVER

SITY

«
C

roatia has
a beautifuland

bio-diversified
nature, rivers

and
the

sea, m
ountaines

and
plains, nationalparks

and
reservates«

ensures
fabulous

experiences
at sm

allterritory.

3.

«
beautifulscenery, beautifulcountry, and

diversity
are TO

P
 1 

R
ES

PO
N

SE
S w

hen
asked

w
hatw

ould
C

roatians
say

to 

som
eone, in

orderto persuade
him

orherto m
ove

to C
roatia,or

visitC
roatia,but they

are also
the

firstassociations
about

C
roatia, iftalking

to som
eone

w
ho

has
neverheard

ofC
roatia. 

In allquestions
asked, m

ore than
80%

 ofC
roatian citizens

put 

C
roatian naturalbeauty

at the
firstplace.

N
either

agree/nor 
disagree

20%
I agree

67%

I disagree
13%

A
greem

entw
ith

the
item

: 
In C

roatia, you
can

experience
a lotofdiversity

at sm
allterritory.



20

PR
ESER

VED
 AN

D
 IN

N
O

VATIVE«
JU

ST R
IG

H
T FO

R
 BU

SIN
ESS

«
 C

roatia is
preserved

and
innovative

country, offers
a lots

ofopportunities
for investm

ents
in

new
technologies

and
renew

able
sources

ofenergy, has
rich

naturalresources
and

creative, hard-w
orking, 

talented
and

m
ulti-lingualpeople, as a base for an

econom
ic

success.

4.

N
either agree/nor 

disagree
25%

I agree
58%

I dissagree
17%

A
greem

entw
ith

the
item

: 
C

roatia has
a preserved

naturalenvironm
ent.

C
roatia constantly

confirm
s

how
 innovative

itis.

For instance, in
2017, 10 C

roatian enterprises
w

ere

am
ong

the
50 fastgrow

ing
technologicalenterprises

in
the

M
iddle

E
urope, according

to D
eloitte

com
petition.
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SO
C

IAL R
ESPO

N
SIBILITY

«
C

roatia ensures
health-care solidarity

system
 and

education
for allcitizens.

5.

N
either agree/nor 

disagree
20%

I agree
62%

I dissagree
18%

A
greem

entw
ith

the
item

:
E

verybody
in

C
roatia can

geteducation.

N
either agree/nor 

disagree
22%

I agree
53%

I dissagree
25%

A
greem

entw
ith

the
item

: 
In C

roatia healt-care is
accessible

to everyone.
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C
U

LTU
R

AL R
IC

H
N

ESS

«
C

roatia is
a culturalgem

, through
the

culturalheritage
connects

East and
W

est, 
M

editerranian
and

continentalEurope, traditionaland
contem

porary
art, and

offers
preserved

and
globally

recognized
unique

culturalheritage. 

6.

«
besides

differentsources
thatconfirm

C
roatian 

culturaland
historicalheritage, C

roatia succesfully

develop
creative

industry, as w
ell!

N
either agree/nor 

disagree
22%

I agree
65%

I dissagree
13%

A
greem

entw
ith

the
item

: 
In C

roatia, w
e

are proud
ofourculturaland

historicalheritage.



64,03%
 

55,00%
 

28,09%
 

P
rirodne ljepote, 

lijepa 
zem

lja, 
raznolikost 

RNROLãa, 
destinacije

Jadransko m
ore  

(lijepo, 
þLVWR...),  

SOaåH

D
obra hrana (zdrava), 
 

gastronom
ija, 

 
gostoljubivost

23

ÄSW
EET AN

D
 SO

U
R

´ 
«

C
roatia is

Äsw
eetand

sour´, offers
food

Äw
ith

a WaVWH´, RULJLQaO and
dom

estic
food

and
dellicacies.

7.

N
either 

agree/nor 
disagree

25%
I agree

61%

I 
dissagree

14%

A
greem

entw
ith

the
item

: 
Living

in
C

roatia is
nice.

Top 3 spontaneous
reasons

for visiting
C

roatia

28,09%
G

ood
food, 

gastronom
y, 

hospitality

A
driatic sea

(nice
and

clean), 
beaches

N
ature, beautiful

country, 
destinations



H
rvatska

im
a

sve
predispozicije

da postane«
«

 zem
lja

po
m

jeriþRYMHNa.

24

C
R

O
A

TIAN
 B

R
AN

D
 E

SS
EN

C
E

C
roatia has

allneccessery
to becom

e«
«

 justright!
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B
R

A
N

D
E

S
S

E
N

C
E

 IS
 N

O
T

 A
 S

LO
G

A
N

B
rand essence

is
the

soul and
the

heartofthe
brand, 

the
m

eaning
ofthe

brand, 

brand D
N

A
.

S
logan

is
a w

ord ora phrase, a m
essage

thatcalls
for action

S
logan rely

on the
brand essence, but is

rearly
spoken

as a partofit
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M
E

D
IA

C
O

N
S

U
M

E
R

S

D
IA

S
P

O
R

A

P
O

LIT
IT

IA
N

S

D
IP

LO
M

A
C

Y

IN
T

E
R

N
A

T
IO

N
A

L
IN

S
T

IT
U

T
IO

N
S

T
O

U
R

IS
T

S
C

R
O

A
T

IA
N

 C
IT

IZ
E

N
S

IN
V

E
S

T
O

R
S

 A
N

D
B

U
S

IN
E

S
S

 P
E

O
P

LE T
A

R
G

E
T

 G
R

O
U

P
S



7
G

U
ID

ELIN
ES FO

R
 D

EVELO
PIN

G
 A

N
D

 M
A

N
A

G
IN

G
 

C
R

O
A

TIA
N

 ID
EN

TITY A
N

D
 B

R
A

N
D

«
developed

by
w

orking
group

w
w

w
.com

m
forum

.hr

B
randing

C
roatia
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To establish
an

officialgovernm
entalbody

for 

C
URaWLa¶V

branding
(projectdirector, board

and
budget, 

m
onitoring com

m
ittee)

G
U

ID
E

LIN
E

S
 F

O
R

 M
A

N
A

G
IN

G
 

C
R

O
A

T
IA

N
 ID

E
N

T
IT

Y
 A

N
D

 B
R

A
N

D

1
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To define
sym

bols
representing

C
roatia as a brand

To synchronize
visualidentity

in
allpresentations

and

com
m

unication
m

aterials
ofG

RYHUQP
HQW¶V, P

aUOLaP
HQW¶V

and
P

residentialbodies
and

organisations. 

2

G
U

ID
E

LIN
E

S
 F

O
R

 M
A

N
A

G
IN

G
 

C
R

O
A

T
IA

N
 ID

E
N

T
IT

Y
 A

N
D

 B
R

A
N

D
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To system
atically

and
continuously

research
perceptions

ofC
roatian identity

and
brand am

ong
differenttarget

groups

3

G
U

ID
E

LIN
E

S
 F

O
R

 M
A

N
A

G
IN

G
 

C
R

O
A

T
IA

N
 ID

E
N

T
IT

Y
 A

N
D

 B
R

A
N

D



31

To define
activities

for m
anaging

C
roatian brand in

specific
areas

4

G
U

ID
E

LIN
E

S
 F

O
R

 M
A

N
A

G
IN

G
 

C
R

O
A

T
IA

N
 ID

E
N

T
IT

Y
 A

N
D

 B
R

A
N

D



32

To organize
public

debates
and

conferences
about

nationalvalues, in
orderto raise

the
aw

areness
of

C
roatian nationalidentity

am
ong

C
roatian citizens

5

G
U

ID
E

LIN
E

S
 F

O
R

 M
A

N
A

G
IN

G
 

C
R

O
A

T
IA

N
 ID

E
N

T
IT

Y
 A

N
D

 B
R

A
N

D
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To develop
a m

id-term
plan ofactivities

thatinclude

presentation
ofC

roatia

To synchronize
presentations, key

m
essages

and
brand 

values

6

G
U

ID
E

LIN
E

S
 F

O
R

 M
A

N
A

G
IN

G
 

C
R

O
A

T
IA

N
 ID

E
N

T
IT

Y
 A

N
D

 B
R

A
N

D
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To develop
a central, interactive

m
ulti-lingualw

eb site, w
ith

allrelevantinform
ation

aboutC
roatian identity

and
brand

To include
socialm

edia
and

influencers
in

prom
oting

the

general idea
ofC

roatian identity
and

brand

7

G
U

ID
E

LIN
E

S
 F

O
R

 M
A

N
A

G
IN

G
 

C
R

O
A

T
IA

N
 ID

E
N

T
IT

Y
 A

N
D

 B
R

A
N

D
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eu2020.hr

O
P

P
O

R
T

U
N

IT
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S
 T

O
 P

R
E

S
E

N
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C

R
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A
T
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S
 ÄJU

S
T
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IG

H
T
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