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Abstract: In today’s global environment, every nation endeavors to gain advantages over its competitors in areas, such as: the economic, military field, identity etc. In the recent years a new concept came into use: Competitive Identity. The need for a new, coherent, well structured and functional concept was imminent. 
This paper aims to identify the main positioning vectors of a nation on the basis of numerous documentary studies and empirical researches and to study the particular case of Romania in the world values circuit. By the proposed model, which was conceived in the vision of strategic marketing, the authors advocate for the mobilization of all the forces capable to position Romania on its deserved place in a systemic manner. 
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1. INTRODUCTION
Throughout the world’s history, there has always been a fierce competition between countries for prestige and influence, and the means used in order to gain them have not always been the military ones. The expression of their national identity has represented a crucial moment, be it French Revolution or the ex-Soviet states.
Gaining international prestige and influence (at least at a regional level), obtaining advantages of different types (geo-strategic, economic, financial, cultural etc), identifying and underlining the differentiation elements of a nation have represented major objectives for every country, but have been conceptualized only in the beginning of the `90s by Wally Olins as „nation brand” and, more recently, by Simon Anholt, as „competitive identity of a nation”. 
Competitive identity is a concept used „to describe the synthesis of brand management with public diplomacy and with trade, investment, tourism and export promotion” (Anholt, 2007) and it is materialized in economic and financial advantages (by increased revenues from tourism, foreign investments and the export of national products), but also imagological, cultural, psychological (in time, the respective nation will acquire various associations – positive ones – in the collective mind, both domestically and abroad) etc.   
2. COMPETITIVE IDENTITY

The concept of „competitive identity” concept can be approached from several perspectives, but, in the context of the current paper the strategic marketing approach is emphasized, through the integrator character and the structured thinking that it invokes in the support of successful management of a country’s resources to guarantee a high level of social existence (Pop, Florescu et al, 2003). An important role from this perspective is played by positioning, segmentation and marketing mix (Olteanu, 2003). This paper also harmonizes with the sociology of nations perspective (David, 2005).
When we speak about the competitive identity of a nation, positioning must be kept in mind as a starting point – the place which that nation holds in the collective mind of other nations. Positioning is based on the existing link between the position held in customers’ minds and the position held in the market, compared with the competitors (Pop, 2000). In the same time, Simon Anholt asserts that „to create a fair, rounded and attractive picture of a country in people’s minds, a balance must be maintained between the different elements”. (Anholt, 2002)
Research has proved that mental associations made with a nation are not always the same in the whole world and they can differ from one country to another depending on the competitive identity element taken into consideration. For example, French people can be perceived differently by Romanians, Americans and Germans, while French perfumes, cheese and wines will always be appreciated as high quality products.    

From the perspective of the current paper, the ensemble of elements that create, in time and voluntarily, certain associations with nations and that have a strong differentiator character is defined as positioning vectors. Normally, they are cultural, touristic, religious etc assets of the country and they can be originated in: 

· Tourism – through unique geographical positioning (e.g. Romania is the only country in Europe that has a delta, salt mines, muddy volcanoes; Egypt has the pyramids; remains of the Maya, Inca and Aztec civilizations in Central and South America);
· The presence of specific animals (e.g. Australia – kangaroos, South America – llamas, Tibet – yaks, Scandinavian countries – reindeers etc);
· Organizing major cultural, educational, artistic and sportive events regularly (e.g. the Cannes awards, the Cluj film festival, George Enescu festival, Wimbledon and Roland Garros Tournaments, Grand Prix races etc);
· Important religious events (e.g. the pilgrimage to Mecca or Vatican; in Romania – the catholic pilgrimage in Sumuleu place);
· Association with famous historical characters (e.g. Romania – Dracula and Ceausescu; UK – Robin Hood, Princess Diana; Switzerland – Wilhelm Tell; Italy – Casanova, Machiavelli; Spain – Don Juan; Nordic countries – Vikings; Germany – Hitler, Bismark; France – Napoleon, de Gaulle, Russia – Gorbaciov, Stalin, Lenin etc);

· Remarkable artistic or sportive  performances, that have perpetuated in time and have become traditions in some countries (e.g. Romania – Nadia Comaneci, Gheorghe Hagi, Ilie Nastase, Ion Tiriac; USA – Mike Tyson, Michael Johnson, Williams sisters, Michael Jordan; Germany – Boris Becker, Michael Schumacher, Franz Beckenbauer; UK – David Beckam, Michael Rooney; Argentina – Maradona; Brasil – Pele, Ronaldo, Ronaldinho, Romario; Russia – Maria Sharapova, Ana Kournikova etc);

· Successful national products/services brands (Germany – BMW, Audi, Siemens; Japan – Sony, Toyota; Switzerland – Nestle, Swatch; Finland – Nokia; USA – Coca-Cola, Pepsi, Ford, General Electric etc).  
Simon Anholt even asserts that “one commercial consequence of such brand informed images is that they tend to stereotype countries in a two-dimensional way which makes it harder for exporters of ‘non-typical’ products to gain acceptance in overseas markets” (Anholt, 2002).
Although the above mentioned list does not intend to be exhaustive, from all the positioning vectors mentioned, six are to be remarked and are met more frequently. They are: tourism, export of successful national products/services brands, culture and art, sport, religion, people/famous personalities (both historical and contemporary).   

A nation that aims to build a competitive identity will choose only one or a small number of these positioning vectors, after performing a place audit (for that country, region or continent). Place audit, as Ph. Kotler defines it, is “a systematic analysis of the economic and demographic characteristics of a place, followed by an attempt to split them into competitive strengths and weaknesses and to correlate them with opportunities and threats, assuring in this way the necessary basis for building an attractive future potential of that place” (Kotler, 2001). In this case, the country can be compared to a global brand that has several brands in its portfolio, similar to the case of multinational companies. For example, the Procter & Gamble brand has in its portfolio other brand, such as: Pantene, Blend-a-Med, Ariel, Tide, Old Spice, Head&Shoulders etc.       
The strategies that are to be adopted can be diverse, depending on the identified positioning vectors and on the target-markets where the competitive identity of that nation (segmentation) can be successfully communicated (Pop, 2006). These strategies can consist in:
· Conveying single message for all the positioning vectors on all target markets; this message refers to the entire nation, mentioning the identified positioning vectors.
· Conveying several messages about the nation that are adapted to the target – markets (emphasizing certain vectors);

· Conveying several different messages for each positioning vector/group of vectors separately, which are adapted both to their characteristics and those of the target market(s) (Kleppe, Iversen et al, 2002).
Based on the analysis of the positioning vectors, a decision concerning the strategy to be adopted will be taken, and then detailed on: necessary human and material resources, financing sources (budget), channels of communication used, unitary, coherent and consistent messages that would be first and foremost accepted and adopted by the people of that country and only subsequently promoted abroad.   

The communication channels in the case of competitive identity are as follows (as Simon Anholt has defined them - Anholt, 2007): tourism, products/services brands, people, policies, foreign investments and culture; they are presented as a picture below. The authors consider also religion as a significant positioning vector, with extremely comprehensive effects. Our work has clear ecumenic connotations.

      Fig. 1: Communication channels with a role in building a competitive 
                   identity (after Anholt, S.)
Despite the issues mentioned above, the strategy will not be successful without a coherent brand management. Building a competitive identity for a nation requires a broad participation from both the public and private sector: Government, ministries, public institutions with responsibilities in this field, media, business and university environment, representatives of the politic and cultural fields, NGOs etc. It is necessary to have, on the one hand, coordination that often lies in the Ministry of Foreign Affaires, which, in many countries, is the main institution with responsibilities in promoting the nation, and, on the other hand, a consultation with the other partners/stakeholders.   
A major risk that has often leaded to failure has consisted in the excessive involvement of the political factor and the imperative that, once adopted, the strategy for building a competitive identity should not be changed every time the political regime changes, as it should have continuity. For this reason, the development of the strategy should involve both the political parties from the current regime and those that form the opposition. Such a strategy should not depend on a certain person and should not be imposed (as in authoritarian regimes), but they should be supported and accepted by the majority of the population (Olins, 2003). 
Nowadays, as Peter van Ham asserts, “these days, individuals, firms, cities, regions, countries, and continents all market themselves professionally, often through aggressive sales techniques. Indeed, having a bad reputation or none at all is a serious handicap for a state seeking to remain competitive in the international arena. The unbranded state has a difficult time attracting economic and political attention.” (van Ham, 2001).
3. CASES OF BUILDING NATIONAL BRANDS

We will now present very briefly a few successful cases of building a nation brand: Spain, Australia and Ireland, each emphasizing one or another of the positioning vectors.

In Spain, the national organization for tourism promotion - Turespaña – has played an important role in the efforts of building a competitive identity for Spain. It has bought holiday brochures that could be considered the equivalent of a well designed web-site of a promotion organization of the national touristic destinations, which also contained personal comments concerning the touristic offer of the country and a general image on the social, economic, cultural and environmental aspects of the New Spain.  The regional authorities and the export promotion agencies – wines, food and fashion – have communicated the renewal of the country and its attractions for tourists, businesspeople and investors. Campaigns have been launched, in cooperation with the tourism agencies and other agencies with their consultants on marketing issues in Europe and USA. This program of activities has been carefully planned and coordinated, also based on the individual and corporative initiatives. These activities have helped in rehabilitating and revitalizing Spain int its own eyes, but also worldwide.
In the case of Australia, we present the promotional campaign for the Australian products and for the support of the local jobs. It encouraged all the inhabitants to show their loyalty to the national products by buying them. Some of the sponsors and stakeholders were the Chamber of Commerce and Industry of Australia and the former deputy prime-minister Tim Fischer, who became the ambassador of the program. The web-site of the campaign allowed the companies to apply for the program and also to search and check for products wearing the logo of the campaign. Three years after its launching, the “Made in Australia” campaign has extended rapidly. The results consisted in almost 700 members and more than $ 700 billion which came from selling national products using the logo represented by a yellow and green kangaroo. 
Ireland promotes itself abroad through tourism. Although it lacks spectacular touristic attractions, it is famous for the clean air, green fields and Guinness beer. An important role in the promotion efforts is played by Failte Ireland – the national tourism authority of the country – and Tourism Ireland – the marketing “arm” of the tourism sector of the country. It should be noticed that the Irish budget allocated to tourism marketing (the country has approx. 4 million people) for international promotion is double as compared to USA (a nation of 300 million of people). Per capita spending of the Irish government for tourism marketing is of around 5 $, while the American government spends less than 4 cents per capita in similar purposes. In fact, the total spending of the American government for the promotion of the US as a tourism destination in Ireland is zero.    

In the case of Romania, there are more than 10 organisms with responsibilities in this field and which, in the lack of a coherent strategy, risk to cannibalize each other and to transmit discordant messages about Romania. It is essential that the message conveyed by all these organisms is the same, well grounded, coherent and consistent. 
The conclusion is that the experience of many countries in building competitive identities can prove sometimes only an image exercise, without turning into substantial comparative advantages. Stating the national values through a nation branding program has become very important in the context of an existing trend towards competition between nations that generates tendencies to national identity expression, and, in the same time, an awakening of the ethnic communities in the multi-national states. Such a program aims to generate an inward flow of foreign investments, a development of tourism and exports, as well as an image plus and political influence for the state that develops it. But success is yet to be seen. 
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