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Journal Article 1: Pamment, J., & Cassinger, C. (2018). Nation branding and the social imaginary of participation: An exploratory study of the Swedish Number campaign. European Journal of Cultural Studies, 21(5), 561–574.
Explanation: This article explores Sweden nation brand and national identity in relation to the public and their participation in branding the nation through transmedia, where the brand story is communicated through multimedia channels with public participation.

Journal Article 2: Amujo, O. C., & Otubanjo, O. Leveraging rebranding of ‘unattractive’ nation brands to stimulate post-disaster tourism. Tourist Studies, 12(1), 87–105.
Explanation: This article presents insights into how to rebrand a nation with a negatively viewed brand name and identity caused by disaster, atrocity or political upheaval to stimulate tourism.

Journal Article 3: Miazhevich, G. (2018). Nation branding in the post-broadcast era: The case of RT. European Journal of Cultural Studies, 21(5), 575–593.
Explanation: This article examined Russia’s international multinational broadcaster RT (formerly Russia Today), which was launched in 2005 with the direct support of the Russian government. RT promotes a distinct ‘counter-hegemonic’ brand of broadcasting. This article explores the broadcaster’s nation branding strategies of Russia.

Journal Article 4: Dinnie, K. (2017). Contingent self-definition and amorphous regions: A dynamic approach to place brand architecture. Marketing Theory, 18(1) 31–53.
Explanation: This article explores the concept of contingent self-definition, whereby place brands employ flexible self-definitional approaches in constructing their place brand architecture. Adopting a view of regions as social constructs, the article builds on and extends previous work on place brand architecture by identifying the underlying factors that drive contingent self-definition decisions.

Journal Article 5: Jiménez-Martínez, C. (2018) P Surowiec, nation branding, public relations and soft power: Corporatising Poland. Media, War & Conflict, 11(4), 489–491.
Explanation: This is a book review of a recent book published in 2018 about nation branding in relation to soft power and public relations in Poland.

