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Country Image, Identity, and Branding

Figure 1: Hexagon Creation of the Country Image and Brand
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Figure 2: Elements and Levels of Place Marketing
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Figure 4: Country Branding Process

Cases of Country Branding 

Stage 1: Start-up and organisation 

Stage 2: Research stage

Stage 3:Forming brand identity 

Stage 4: Marketing, excuting and enforing the plan 

Stage 5: Implementation and follow up 
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Kingdom of Saudi Arabia and Vision 2030
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Saudi Arabia Image and Brand

Table 1: Middle East Country Nation Brand Raking

Note: Future brand- country index 2019

Ranking Country FCI Ranking 
2019

2014 From 2014 
(point) 

1 UAE 16 19 +3
2 Israel 22 26 +4

3 Qatar 26 24 -2
4 Kuwait 28 - -
5 Saudi Arabia 30 39 +9
6 Oman 31 34 +3
7 Iran 72 71 -1
8 Iraq 75 - -
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