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Much More Than an Image 
Living in a Competitive Clutter  
of the Branding World – Examples  
of Mexico’s and Peru’s Nation Brand

This essay explores the concept of nation branding and its importance in shaping a coun‑
try’s image and reputation on the global stage. It discusses this concept using the example 
of two Latin American countries, Peru, and Mexico. As nations increasingly compete on 
the global arena, branding strategies have become essential for projecting a positive image 
that attracts investment, tourism, and international recognition. Moreover, nation brand‑
ing is steadily growing in importance and more and more countries around the world are 
devoting resources to developing their nation brand. By exploring the cases of Peru and 
Mexico, this study shows the components of nation branding in practice. In addition, the 
essay discusses the potential benefits of implementing a nation branding strategy, espe‑
cially in an increasingly connected and competitive world. This paper aims to shed light 
on the complexities of nation branding and encourages a critical examination of the strate‑
gies used by countries in defining their national identity on the global stage.
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1. Introduction

Contrary to popular belief about unification, globalization – defined as the interde‑
pendence of economies, politics, and cultures – does not diminish the importance of 
nations. As Wally Olins stated, globalized structures naturally lead to greater com‑
petition.1 Therefore, actions taken to stand out as an individual, company, or coun‑
try have become more important than ever. New strategies have gained popularity. 
The definition of competitiveness for the western hemisphere has evolved. The need 
to distinguish oneself has increased due to the growing participation of developing 
countries in the market. In this context, the question of how and with what to com‑
pete on an international scale, has given rise to the concept of nation branding. Na‑
tion branding has become an answer not only for the most powerful actors in global 
politics but, more importantly, for those who have been marginalized, thus lack‑
ing an opportunity to leave a mark on the world. Latin American countries, due to 
their history, have struggled to gain importance in the areas of international politics, 
economy, etc. Peru and Mexico are among the prominent Latin American countries 
that are trying to break the circle by incorporation of branding to attract tourists and 
investment, boost exports, and enhance credibility. Therefore, these countries were 
chosen to be explored for their actions, the effectiveness of their implemented strate‑
gies, and the potential dangers in the context of the components and assets of nation 
branding. The authors seek to investigate nation brand in context. What image do 
Mexico and Peru want to promote? How has nation branding been used? Is nation 
branding a potential path to international recognition for Latin American countries? 
What are the possible disadvantages of nation branding?

2. Definitions of Brand, Nation, Nation Brand, Branding,  
Image, and Identity 

Understanding the significance of a nation brand requires a retrospective examina‑
tion of its origins. When names such as Balenciaga, Gucci, Dior, the United States, 
Peru, Paris, or Seoul are mentioned, they commonly evoke specific connotations. 
Typically, without hesitation, mental images linked to the cultural, geographic, or 
societal attributes of these entities emerge. These associations include various as‑
pects ranging from culinary traditions and architectural marvels to literary contri‑
butions, cinematic representations, and their populace. Such mental constructs span 
a spectrum of sentiments, extending beyond intellectual considerations to encom‑
pass simple emotional responses. Balenciaga’s brand image has been intertwined 
with recent controversies regarding allegations of promoting exploitative practices, 
specifically concerning issues related to child labor and abuse. Conversely, Gucci is 
renowned as emblem of luxury within the fashion industry. Similarly, Dior evokes 
notions of elegance, embodying affluent society. The United States is commonly per‑
ceived as a land where aspirations materialize, symbolizing the pursuit of dreams 
on a grand scale. Mexico, on the other hand, stands out as the capital of savory and 

1 Interview with Wally Olins after his speech at IE University. 
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spicy cuisine, and its iconic sombrero is a cultural symbol. Meanwhile, Peru is often 
mentioned as the heart of Incan heritage, known for its rich historical and cultural 
legacy. Paris is recognized for its picturesque and romantic ambience, often chosen 
as the perfect destination for couples in love.

In contrast, Seoul, the bustling epicenter of technological innovation, represents 
modernity and progress. These examples serve to illustrate the myriad correla‑
tions we routinely draw in our daily discourse. Indeed, these impressions are not 
arbitrary; rather, they reflect deliberate efforts by businesses and nations to project 
specific attributes and qualities aimed at capturing the attention and patronage of 
global consumers.

Brand and image are connected to how the world is perceived, how it should 
be perceived, and who it should attract. The word brand originates from a mark of 
ownership made by farmers on their livestock. Before it was associated with com‑
merce, corporations, and businesses, it was used to distinguish products. In the 21st 
century, with globalization, it became clear that the term brand can be more flexible. 
Therefore, the original definition by the American Marketing Association has been 
broadened from a name, design, sign, symbol, or product that differentiates from 
other sellers to a deeper, more general level as “combination of characteristics and 
added values” (Dinnie 39). In this context, the term brand can be used in every area 
of mass communication where a subject is introduced and recognized by certain 
features, inducing desirable connotations. As mentioned in Beyond Marketing and 
Diplomacy, a brand has become an idea which lives in the imagination of the audi‑
ence, encompassing feelings and mental overtone (Viktorin 1 -4). Branding is the 
action through which the capacity of the techniques used, based on the marketing 
practices related to promotion and advertising, creates a “meaningful differentia‑
tion” (Dinnie 44). 

The term nation, on the other hand, primarily derives from the Latin word for 
people. According to Benedict Anderson, an up -to -date description of nation would 
be imagined communities, not defined entities, created to share similarities. Individ‑
uals within a nation are supposed to have something in common, for example 
language, tradition, or history. It is a large group of people who may be, but do 
not necessarily have to, ethnically diverse. Adherence to a nation is considered 
a choice. Culture classified as national is dynamic and produced by citizens over 
the years (Karlsson 4 -13). 

The term nation brand concerning a nation, country, or state was coined by Si‑
mon Anholt. Initially, it was shown as tactic, not a planned action. In the 21st cen‑
tury, branding tools started to be applied in the creation of a national image. In the 
chapter “The Relevance, Scope and Evolution of Nation Branding,” Keith Dinnie 
described it as “the unique, multi -dimensional blend of elements that provide the 
nation with culturally grounded differentiation and relevance for all of its target 
audiences” (Dinnie 40). Similarly, Aaker defines a brand as an assortment of func‑
tional, emotional, relational, and strategic elements that generate a unique set of 
associations (Aaker 68 -69). Therefore, a nation brand can exist within the public’s 
mind without engagement in nation branding. 

Nation branding refers to the process by which a country promotes itself to the 
world. It involves creating a positive image and reputation for a country, not only to 
attract tourists and foreign investment, but also to strengthen diplomatic relations 
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and stimulate exports (Teslik). It is not just a logo or slogans. It is a comprehensive 
strategy that encompasses various elements, such as culture, history, values, poli‑
cies, and communication channels (Fan 4 -5). 

The goal of nation branding work is to shape and enhance a country’s image, 
reputation, and perception in order to positively influence its global standing and 
competitiveness (Brand Finance). Nation branding also aims to counter negative 
stereotypes, misconceptions, and prejudices while actively promoting the nation’s 
strengths and achievements on the international stage. 

It is an ongoing process that requires careful planning, consistent messaging, and 
the active involvement of all sides (Dinnie 15). By leveraging their unique attributes 
and effectively communicating them to the global community, nations can build 
a strong brand and reap the benefits of an improved reputation and economic growth.

As mentioned before, growing competition requires actions. Efforts that coun‑
tries put into branding are a long -term investment/commitment to attract poten‑
tial tourists, boost export, and stimulate capital flow. These are not the only advan-
tages of an effectively developed nation brand. It also enhances currency stability, 
increase influence and credibility on an international level, as well as provides better 
foundations for nation -building. Finally, it is worth mentioning that nation brand‑
ing can help discard hurtful stereotypes and erase misconceptions, “allow[ing] the 
country to reposition itself more favorably (…)” (Dinnie 43). 

The complexity of nation branding is evident not only in its diverse interpretations 
and unclear definition among scholars. It reveals itself in its components, including 
stakeholders such as state (e.g., national agencies), and non -state (e.g., companies, 
branding experts, individuals) actors involved in nation branding. The target of na‑
tion branding can be the urge to gain political, economic, or cultural power among 
foreign nations. At the same time, the key to successful nation branding lies in do‑
mestic audiences and their perception, resulting in acceptance or rejection. Lastly, 
there are measures that depend on a variety of contexts and actors consciously or 
unconsciously participating in actions related to nation branding (Viktorin 17 -19).

To sum up, nation brand and branding can be a visual image, umbrella brand (the 
same brand used for promoting and selling other products), or co -brand. It is related 
to a country’s position, image, reputation, and identity, helps build competitiveness 
and enhance its soft power (Fan 4 -6) (Teslik). 

In the paragraph above, image, identity, and reputation were mentioned. Hence, 
it is necessary to differentiate between those constructs. Whetten and Mackey sug‑
gest that image is what is projected, how people see and perceive a country, repu‑
tation is feedback from others, and identity is self -perception, which bonds people 
within nations, the question how the country wants to be perceived “refer[red] to 
coherent or distinctive characteristics of certain entities” (Fang 97 -103) (Dan Kärre‑
man 408 -423). Anholt indicated six dimensions of nation branding: people, heritage 
and culture, tourism, governance, exports, and investment and immigration. The 
created hexagon is now used in Nation Brand Index (NBI) developed by Anholt 
and IPSOS (Dan Kärreman 408 -423). A country, in order to compete effectively on 
the world stage, requires high -level partnerships and communication between these 
components. Finally, nation brand is not entirely controllable, it can be influenced, 
but the marketing activities towards a strong nation brand should not be dedicated 
to its management alone (Dinnie 48).
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3. The United States, the Historical Leader in Nation Branding 

The United States of America has long been considered a leader in nation branding. 
From its inception as a new nation to its current global presence, the U.S. has shown 
exceptional prowess in cultivating and projecting its national image on the world 
stage.

One of the earliest examples of U.S. nation branding can be traced back to the 
struggle for independence from British rule. As the thirteen colonies sought to es‑
tablish a new identity, American patriots actively and effectively used symbols, slo‑
gans, and propaganda to mobilize support for their revolution.

Taking this a step further, the emergence of the U.S. as a leading global pow‑
er in the 20th century further solidified its position as a leader in nation branding. 
During World War II, U.S. nation branding efforts reached new heights. Through 
its highly effective propaganda campaign, epitomized by the iconic “I Want YOU 
for U.S. Army” recruiting poster featuring Uncle Sam, the country successfully en‑
gaged its citizens in the war effort (Passey). This strategic communication not only 
inspired and motivated Americans, but also created a strong and highly desirable 
image around the world, reinforcing the U.S. position as the leader of the free world.

But can the U.S. currently be called a leader in nation branding? According to the 
Anholt -Ipsos Nation Brands Index (NBI) of 2022, the United States currently ranks 
8th in the world (Ipsos 2022). Moreover, we can see a year -on -year decline in the U.S. 
score in the above -mentioned ranking. Declining U.S. national branding refers to 
a gradual decline in the positive image and perception of the country on a global 
scale.

One of the main reasons for the deterioration of the American national brand is 
the growing political divisions in the country. Polarizing politics and civil unrest 
have demonstrated internal divisions and raised concerns about the stability and 
unity of the nation. These issues can negatively affect the overall perception of the 
U.S. abroad. As the U.S. score worsens, the opposite trend is noticeable for countries 
in the Latin American region, such as Mexico and Peru (Ipsos 2022). Let us take 
a look at how these countries are strengthening their ranking year after year.

4. Nation Branding in Latin America 

In Latin America, the concept of nation branding gained prominence in the 20th cen‑
tury as countries sought to differentiate themselves from their regional peers and 
to create a positive image to attract investment, tourism, and cultural recognition.

One of the key drivers of nation branding in Latin America in the 20th century was 
tourism (Miño Navarrete 52). Recognizing the region’s natural beauty, rich cultural 
heritage and historical significance, countries such as Mexico, Brazil, and Argentina 
sought to leverage their unique attractions to attract foreign visitors. Governments 
launched campaigns to present their countries as exotic, vibrant, and friendly desti‑
nations that appeal to potential travelers.

Moreover, nation branding has played a key role in shaping Latin America’s 
cultural identity and international perceptions. Latin American literature, music, 
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and cinema have made significant contributions to the region’s branding efforts, 
showcasing its rich cultural heritage and artistic achievements (Miño Navarrete 53). 
Authors such as Gabriel Garcia Marquez, Mario Vargas Llosa, and Isabel Allende, 
along with musicians such as Carlos Santana and cultural phenomena such as tango 
in Argentina and samba in Brazil, have helped shape global perceptions of Latin 
America as a center of creativity and expression. 

5. Peru’s Nation Branding

Jonach Sachs, the author of Story Wars, storyteller, and expert on creativity, once 
said that brand is a story unfolding across all customer touch points. What story 
Peru wants to tell during its growing engagement in nation branding? A core idea 
of nation branding is to identify and draw attention to features that distinguish the 
country from others, providing it with a “competitive edge” on the domestic and in‑
ternational market (Dinnie 139). This uniqueness is especially preserved and found 
in people, culture, and geography. Peru is the 19th largest country in the world, the 
third in South America. At the beginning of the 21st century, after the civil war, 
the era of fujimorismo, and the Alejandro Toledo scandal, Peru entered a phase of 
relative stability followed by consistent economic growth. In the first decade alone, 
Peru managed to double its GDP from around USD 51 billion to USD 121 billion 
(World Bank Data). Moreover, according to the World Bank, Peru’s Gini coefficient 
improved over the past decade from 55.1 in 1998 to 41.6 in 2019 (World Bank Data). 

The first attempt at using the branding strategies appeared in 2002, amid politi‑
cal turmoil, with the establishment of the Commission for the Promotion of Peru‑
vian Exports and Tourism – PromPerú, a structure within the Ministry of Foreign 
Trade and Tourism – MINCETUR. Their mission and goals, as described on their of‑
ficial page, include increasing commercial exchanges, sustainable development, and 
“(…) the promotion, guidance and regulation of foreign trade, tourism and handi‑
crafts (…)” (MINCETUR). PromPerú is responsible for the application of promotion 
strate gies in which Peru would be viewed as a potential land of prosperity for busi‑
ness and a tourist destination.2 

A new game about image and reputation appeared, as Vam Ham said, and Peru 
wanted to be one of the players. Peruvian investments into branding processes are 
starting to have an impact, showing new opportunities for entrepreneurs. It was 
a matter of time before Peru advanced from general promotion to having more 
structuralized, better -organized publicity. The idea of creating one brand which 
would represent the whole country emerged. It was necessary to re -brand, re -fresh, 
maybe even re -invent Peru’s reputation and make its image more recognizable. 
Not only was this seen as needing a supportive stroke, but national identity was 
also divided into many pieces, at some points filled with disappointment, anger 
and lack of unified perspective: “(…) Peru’s identity hung in the balance between 
the traditional Andean world and the perceived modern ‘progress’ of coastal Lima” 
(Welch 2 -11). 

2 More information on the official website of Peru.travel: www.peru.travel/en.
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5.1. Brand P(@)eru

The earlier mentioned idea came to fruition in 2011 when PromPerú announced the 
launch of the Peru brand, followed by various campaigns. The brand was crafted with 
the support of experts from FutureBrand, “the global community who use unique 
methods to deliver positive brand -led business transformation.” A new slogan was 
introduced, reflecting the diversity and migration history: – Peru: Country for Everyone 
or There is a Peru for Each and Every One. According to the official FutureBrand–Peru 
website, the new positioning expresses Peru’s flavor, color, and living history. Future 
Brand and PromPerú defined the most important attributes of the country related to 
“culture, gastronomy, natural beauty and the birth of South American civilizations” 
(FutureBrand). The name of the country represents the brand as well. It has been 
a tactical and thoughtful choice ensuring that Brand Peru remains neutral and inclu‑
sive. The brand’s design, featuring a “P,” is associated with the unique Nazca lines, 
geoglyphs made in the dessert by indigenous people preceding the Inca Empire. The 
leading color, red, embodies “energy, courage, strength and vigor” (Perú Info) (Du‑
rand 10 -15). Peru is described as “multifaceted, specialized and captivating.” On the 
official PromPerú website, the initial goal behind creating Peru’s brand is described 
as one to “(…) [effectively] transmit the value proposition, promote tourism and ex‑
ports, and attract investments” (Perú Info). PromPerú focuses its stimulation of the 
Peru brand on the three main areas mentioned in the official website: exports of Pe‑
ruvian products to the international market, tourism as an unforgettable experience, 
and investments related to attracting new projects and investors. Research conducted 
by both PromPerú and FutureBrand identified a few aspects that are the greatest 
strengths of the country. First is nature and landscape. Peru is one of the most bio‑
diverse countries in the world. It has the second largest part of the Amazon Forest. 
As the CEO of PromPerú said, it offers a huge variety of views from mountains and 
highlands to beaches and the ocean, creating a range of possibilities for every kind of 
tourist. The second strength is culture and heritage, characterized by archaeological 
discoveries related to ancient civilizations, beautiful and unique architecture, vibrant 
indigenous traditions, as well as music and art influenced by culture hybridization. 
It is also worth mentioning the Amazon, Kuélap, Choquequirao, and the Colca can‑
yon. The third and most prominent strength, due to a recent victory of a Peruvian 
restaurant in the ranking of the World’s 50 Best Restaurants, is gastronomy (Collyns). 
The already mentioned biodiversity represented by, for example, 4,500 varieties of 
potatoes, is a significant advantage for Peru’s cuisine (BIOFIN, UNDP). Peruvian es‑
sence is captured in dishes through a mixture of various ingredients, influences, and 
chefs’ creativity. These strengths form the foundation of promotion and help shape 
the strategies for developing the Peru brand. In order to improve Peru’s image, the 
brand operates on different levels in collaboration with Peruvian companies, start‑
ups, celebrities, and citizens. Consequently, anyone can apply for the use of the Peru 
brand to differentiate a company, product, or event. Products under the Peru brand’s 
patronage include Alpaca del Perú, Pisco (called the spirit of Peru), Peruvian coffees, 
and superfoods. Brand Peru is active on Facebook, Instagram, and Twitter (now X), 
dynamically working and launching online campaigns (Perú Info). 

One of the crucial foundations of Brand Peru that is often mentioned is the sup‑
port of its own people. Isabella Falco, the Director of Communications and Country 
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Image at PromPerú, emphasized in an interview with TPBO the importance of the na‑
tion’ support and approval. Without Peruvians believing in the values presented by 
the brand, further development would not be possible (TPBO Falco). Many activi‑
ties of Brand Peru aim to strengthen national identity, which leads to strong brand. 
Cuevas’ provocative words, “un peruano no nace, un peruano se hace” [“Peruvians 
are not born, they are made”] are relevant here (Cuevas 101). In theoretical studies 
of nation branding, one of the goals is not only international recognition but also 
national one. Branding becomes an opportunity to professionalize identity manage‑
ment by “(…) transformation of a certain brand values into a reason for national 
pride and patriotism” (Vela 153). According to information from the Brand Peru 
website, the brand builds an identity system and commitment with the country. 
The use of a multicolor palette is meant to represent the diverse facets of the coun‑
try (Perú Info). Brand Peru is perceived as a symbol uniting the whole country. In 
the official video Marca Perú 2011, the journey in search of a more unified national 
identity is presented. We can hear phrases such as “being Peruvian gives luck” and 
explore what it means to be a Peruvian (Aguirre 56). “Brand Peru is a symbol of 
identity for Peruvians, it is a [way] of expressing pride in who we are and what we 
have as a country,” Falco declared in the earlier mentioned interview (TPBO Falco).

However, Raul Matta Augire is aware of the restrictions imposed by promoting 
certain narratives. These narratives are often based on positive stereotypes already 
existing in consumers’ minds. Identity can be, as Aguirre said, frozen by certain ex‑
pectation not necessarily reflected by reality (Aguirre 57 -59). Nation branding works 
with the annexation of local communities to an idea of a nation but is centralized and 
created by the country’s elites. As a result, the most attractive features are promoted, 
monopolizing the brand strategy, and possibly excluding the ideas of diversity. Ac‑
cording to Iordanova, mentioned by Aguirre, the neocolonial discourse, enforced by 
the economic strategies of neoliberalism promoted by Washington Consensus, place 
non -Western cultures below Wester ones (Aguirre 54). 

On the other hand, Olins was convinced that the opportunity that nation brand‑
ing offers helps end Western hegemony rather than maintain it (Cuevas 107). Brand 
Peru seems to be more aware of the need to move towards equity, advertising those 
features that were previously neglected and forgotten at its inception. The latest 
tourism promotion video (2023) Start your adventure in Peru demonstrates how the 
appreciation of indigenous culture is reflected in the appreciation of the indigenous 
language (Youtube PromPerú). Another example is #OrgulloPeruano, included in 
posts about accomplishments in every area, from sports to science. Nation brand‑
ing strategies in Peru reflect different ways of embracing Peruvian heritage, people, 
and businesses. Nevertheless, the focus on Lima, the capital city, and centralization 
remains visible. 

Brand Peru is often mentioned as an example of successful country branding. It 
was called an “emblem of ambition” (Blake). The image existing before the brand‑
ing was mostly linked to economic and political instability. According to the Future‑
Brand Country Brand Index published in 2019, Peru ranked 37th out of 75 countries, 
gaining 12 positions compared to 2014 (FutureBrand). In the The Anholt -Ipsos Na‑
tion Brands Index 2022, it ranked 38th out of 60 countries, up from 40th in 2021 (Ip‑
sos). Falco, one of the architects of the brand’s strategy, said: “[The creation of Brand 
Peru] was a means of showcasing the values the brand wished to be associated 
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with: creativity, diversity, fun -loving people, great cuisine, unique culture, and 
proud heritage.” Additionally, Brand Peru was recognized as the “Trust Brand of 
the Year 2021,” in the iTrust Consumer Brands ranking, which comprehensively 
measures trust using parameters such as image, reputation, satisfaction, prestige, 
credibility, and respect (Oficina de Comunicaciones). For the third consecutive year, 
the official tourist portal of Peru, peru.travel, was awarded as the Best Website of 
a Tourism Authority in Latin America by the World Travel Tech Awards in 2023. 
Following numerous prizes, Brand Peru appears to be extremely successful in inte‑
grating positive cultural ideas about what Peru and Peruvians represent. In 2023, 
the UNWTO (United Nations World Tourism Organization) recognized five Peru‑
vian towns (Chacas, Chavín de Huántar, Paucartambo, Pozuzo, and Taquile) among 
the World’s Best Tourism Villages (Perú Info). Although, as many researchers say, 
Brand Peru was able to restore pride in being Peruvian and gain recognition on the 
international scene, thriving entrepreneurship emphasizing ethnicity still faces chal‑
lenges (Hirsch 259 -261). Voices against the popularization and oversimplification 
of identity are evident. Nation branding focuses mainly on what would be best for 
image and reputation, often forgetting that other dimensions should be taken into 
consideration. 

6. Mexico’s Nation Brand

As one of the largest economies and most populous countries in the world, Mexico 
has made significant nation branding efforts to showcase its unique identity and at‑
tract international attention (World Bank Data).

Mexico began working on nation branding as early as the second half of the 20th 
century. The event that put the spotlight on the developing country was the Olym‑
pic Games of 1968. It was a watershed moment and motivation to work on the coun‑
try’s image. 

The 1968 Olympics, officially known as the XIX Olympic Games, were held in 
Mexico City. This sporting event not only showcased the athletic abilities of individ‑
uals from around the world but also became an opportunity for Mexico to enhance 
its nation branding globally (Wooldrage). Mexico had been preparing for the Olym‑
pics for several years, and the country saw this as an opportunity to demonstrate its 
economic development, cultural richness, and political stability to the international 
community. The Mexican government invested heavily in constructing state -of -the-
-art sports facilities, including the iconic Estadio Azteca, which hosted the opening 
ceremony and many of the events.

The Mexican government utilized the Olympics as a means to generate a sense 
of national pride and unity among its citizens (Castañeda 58). The branding initia‑
tives focused on showcasing Mexico’s rich cultural heritage, vibrant traditions, and 
warm hospitality.

Another milestone for Mexican nation branding was in 2010, when Mexican gov‑
ernment launched the “Mexico: The Place You Thought You Knew” campaign (Ad 
News). The campaign aimed to challenge the preconceived notions and stereotypes 
associated with Mexico, showcasing the country’s diverse cultural heritage, breath‑
taking landscapes, and inviting attractions that have long been overshadowed by 
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negative headlines. The initiative was devised in response to the negative impact 
that continuing drug -related violence was having on Mexico’s tourism industry. 
With media coverage predominantly focusing on crime, violence, and drug cartels, 
Mexico’s image as a desirable tourist destination had taken a severe hit. The country 
needed a fresh approach to revamp its tarnished reputation and attract visitors back 
to its beautiful shores (Ad Tech Daily).

“The Place You Thought You Knew” campaign was executed through a series 
of visually stunning and emotionally captivating advertisements that highlighted 
Mexico’s true identity. The message was simple yet powerful: Mexico is more than 
just turmoil, it is a vibrant land of rich traditions, breathtaking scenic beauty, warm 
and hospitable people, and a cultural tapestry like no other.

Nowadays Mexico’s nation branding strategy focuses on promoting its rich cul‑
tural heritage, vibrant traditions, natural landscapes, and economic potential. The 
country boasts diverse indigenous cultures, iconic historical sites such as Mayan 
ruins and Aztec temples, and colorful traditions such as Dia de Muertos celebra‑
tions. These unique elements serve as the basis of Mexico’s brand identity, reflecting 
a blend of ancient civilizations and modern influences.

Mexico is not limited to its historical legacy. It is a vibrant, ever -evolving coun‑
try that harmoniously blends modern developments with tradition. From cosmo‑
politan cities such as Mexico City, Guadalajara, and Monterrey, to seaside resorts 
along the Riviera Maya and Baja California, Mexico offers a variety of experiences 
to suit all tastes. The country’s Visit Mexico brand highlights its modernity, en‑
couraging visitors to explore the vibrant cities and enjoy world -renowned culinary 
delights.

Moreover, Mexico has worked diligently to promote its economic potential to 
foreign investors. The country is a major player in industries such as automotive, 
aerospace, and electronics (Electronics Manufacturing in Mexico; Country Commer‑
cial Guide). With a young and dynamic workforce, a strategic geographic location, 
and a network of free trade agreements, including the United States -Mexico -Canada 
Agreement (USMCA), Mexico is an attractive investment destination for both estab‑
lished corporations and startups.

Mexican authorities are also emphasizing sustainability in their efforts to brand 
the country. Initiatives such as the Pueblos Mágicos (Magic Cities) program aim 
to promote sustainable tourism by highlighting lesser known, culturally important 
cities.

6.1. Pueblos Mágicos 

The Pueblos Mágicos program was implemented by the Mexican government in 
2001 to promote sustainable tourism and economic development in rural areas 
(Basurto -Cedeño and Cevallos 2). Selected locations undergo a rigorous evaluation 
process to determine their eligibility for the program, considering factors such as 
historical significance, cultural value, and tourism potential.

Once a locality is designated as a Pueblo Mágico, it receives financial support 
from the government for investment in infrastructure and tourism development 
(Enríquez Acosta and Vargas Ochoa 17). These funds help protect historic sites, up‑
grade public facilities, and promote local businesses.
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What makes Pueblos Mágicos truly unique is their ability to transport visitors 
back in time. These towns provide a glimpse into Mexico’s past through cobble‑
stone streets, colonial architecture, and cultural traditions. Exploring one of these 
cities is like stepping into another era, where ancient customs and modern life blend 
seamlessly.

Each Pueblo Mágico has its own distinct character and attractions. Some are lo‑
cated amidst breathtaking natural landscapes, such as the Pueblo Mágico of Bernal, 
near the giant rock formation known as Peña de Bernal (Pueblos Mágicos). Others, 
such as San Miguel de Allende, are famous for their vibrant art scenes and festivals. 
The town of Tepoztlán is famous for its ancient pyramids and mystical atmosphere.

In addition to cultural and historical treasures, Pueblos Mágicos also offer out‑
door activities for nature enthusiasts. Many are surrounded by picturesque land‑
scapes with mountains, forests, rivers, and waterfalls (Pueblos Mágicos). 

The Pueblos Mágicos program has been incredibly successful in promoting sus‑
tainable tourism and supporting local economies. These destinations have become 
must -visit places for both domestic and international tourists, offering a unique al‑
ternative to popular seaside resorts and cosmopolitan cities.

Mexico is a vibrant and diverse country with a rich cultural heritage, historical 
landmarks, and mouthwatering cuisine. However, it is often subjected to a range of 
stereotypes that may distort the true essence of the nation and its people. It is impor‑
tant to approach these stereotypes with an open mind and recognize that they are of‑
ten oversimplified generalizations. When visiting Mexico, one realizes that not every 
man has a thick mustache and wears a sombrero. While sombreros are historically 
significant and still part of traditional celebrations and festivals, they are not everyday 
attire for Mexicans (Praise). Mexico is often associated with drug -related violence due 
to media portrayals of cartels and crime (Boullosa). While it is true that parts of Mexico 
have experienced challenges related to drug trafficking, it is important to note that this 
is not representative of the entire country. Much of Mexico is safe for residents and 
tourists alike, with beautiful landscapes, bustling cities, and welcoming communities.

It is crucial to reject stereotypes and misconceptions. Broad generalizations over‑
simplify a complex and diverse nation. The true essence of Mexico lies in its warm 
and hospitable people, rich cultural traditions, historical landmarks, and delicious 
cuisine. By understanding and appreciating Mexico’s cultural diversity and com‑
plexity, we can move beyond stereotypes and foster genuine connections with this 
beautiful country and its people.

Mexico’s nation branding can be described as relatively successful. Over the 
years, Mexico has worked to present a positive image to the world and promote 
itself as a desirable tourist destination, an attractive investment opportunity and 
a center of cultural wealth. According to the Nation Brands Index (NBI), Mexico’s 
national brand is currently ranked thirty -first. Several factors contribute to the suc‑
cess of Mexico’s nation branding.

The first is definitely tourism. Mexico has successfully positioned itself as one 
of the world’s top tourist destinations (de la Mora 44 -45). Each year, the country 
attracts millions of visitors who are drawn to its beautiful beaches, archaeological 
sites, vibrant cities, and diverse cuisine. Mexico’s nation branding has effectively 
showcased its natural beauty, cultural heritage, and warm hospitality, making it 
a popular choice for travelers.
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Cultural appeal is also key. Mexico’s rich history, traditions, and vibrant culture 
contribute to the success of the national brand. Mexican cultural icons such as Day 
of the Dead celebrations, mariachi music, and world -renowned artists such as Frida 
Kahlo and Diego Rivera have gained international fame. These cultural aspects have 
helped Mexico create a unique and recognizable identity, elevating its national brand.

Investment opportunities are another factor. Mexico has been successful in at‑
tracting foreign direct investment due to its favorable business environment and 
strategic geographic location (Mexico Country Performance). The nation branding 
campaign highlights Mexico’s competitive advantages, including its skilled labor 
force, trade agreements, and access to global markets. As a result, Mexico has seen 
significant investments in various sectors.

Another important element is gastronomy. Mexican cuisine, known for its vi‑
brant flavors and diverse ingredients, is becoming increasingly popular worldwide. 
Mexico’s nation branding has capitalized on its gastronomy, showcasing traditional 
dishes such as tacos and enchiladas. This recognition has led to the establishment of 
Mexican restaurants in major cities around the world, further promoting the coun‑
try’s image and identity.

Sporting events are another important element. Mexico has successfully host‑
ed major international events, including the FIFA World Cup, Formula One races, 
and annual marathons (Wood). These events contribute to the country’s economy 
and enhance its national brand, demonstrating Mexico’s ability to organize and host 
large -scale events.

Despite these successes, challenges remain. Mexico continues to face problems 
such as drug -related violence, which can negatively impact its nation branding ef‑
forts (Herrera Lasso and Pérez Esquivel 22). In addition, economic inequality and 
corruption can make it difficult to present Mexico as an attractive place to do busi‑
ness and invest (Mexico Country Performance). However, the government, along 
with various organizations and initiatives, continues to work to address these chal‑
lenges and further strengthen the country’s national brand.

7. Summary 

Previously, the concept of a nation brand was perceived in a more superficial man‑
ner, primarily focused on its image. Currently, its significance is increasing, leading 
to additional inquiries into its nature, constituents, tactics, and ethical considerations. 
Despite the extensive studies on nation branding, multiple approaches exist, ranging 
from cultural to economic and political. A nation’s brand is linked to the expectations 
and ideals it represents, conveyed through many channels. In today’s era of branding, 
there is a need for a tool that can effectively construct, mend, or realign the image, rep‑
utation, and identity of a nation. The concept of nation branding offers governments 
the chance to promote themselves through various means. The primary goals of par‑
ticipating and utilizing branding tactics are to differentiate the distinctive resources of 
a nation in order to effectively compete on the global platform (Dinnie 14).

The significance of nation branding and its impact can be observed through the 
examples of Peru and Mexico. Both Latin American countries are renowned for their 
cultural legacy, encompassing historical civilizations such as the Inca and Aztec, 
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as well as their gastronomy and abundant natural resources. Their narratives were 
crafted by selecting and emphasizing these distinctive characteristics, developing 
stories that have successfully navigated challenges and resonated with audiences. 
The implementation of branding strategies enabled both countries to effectively 
increase their competitiveness in the global market. The implementation of Peru’s 
promotional strategies is particularly remarkable. The creation of a ministry, signs, 
campaigns, and more indicates devotion and determination. It is worth noting that 
although Peru and Mexico share many similarities, the manner in which their im‑
ages were established differs. The disparity lies in the foundational aspects of the 
countries, including geographical characteristics, economic conditions, and rates of 
development. Peru established a distinctive identity by combining its most iconic 
features while cultivating new ones. The concept of a nation brand was employed to 
enhance its image by creating instruments such as PromPerú� 

Mexico, although widely known, has not yet made significant efforts to develop 
its own brand. The term “nation brand” is employed in this context to uphold the 
established reputation and represent Mexico in prevailing trends. Specific enhance‑
ments and a shift in focus towards adopting sustainable practices were exemplified 
by the Pueblos Mágicos. In comparison with Peru, Mexico’s promotional strategy 
appears fragmented rather than exhibiting a cohesive international approach. The 
paper demonstrated that countries effectively3 promoted their distinctive charac‑
teristics, establishing a platform for Latin American countries to gain recognition 
and visibility. Undoubtedly, the implementation of nation branding initiatives has 
raised concerns regarding the maintenance of diversity. Simon Anholt, who strong‑
ly believes that the images of places are indeed central to their progress and pros‑
perity, stated that it often reduces them to “the weak, simplistic, outdated, unfair 
stereotypes” (Anholt). As a policy advisor, he acknowledges the need for promotion 
but warns that solutions should evoke trust by showing the richness of a country 
instead of reducing it to a brand (Anholt). 

When governments engage in superficial nation branding, it can be likened to 
applying makeup, which enhances appearance and hides flaws, but these are mere‑
ly surface -level changes. Once washed away, it reveals a superficial layer that does 
not actually heal wounds. However, when applied intelligently and with awareness 
of a nation’s unique characteristics and limitations, it can bring out the best and con‑
tribute to improvement. Therefore, what criteria should be used to determine suc‑
cess, and how can we distinguish between promotion and “selling out”?

References

“177 Pueblos Mágicos.” Pueblos Mágicos | Guía Oficial, pueblosmagicos.mexicodesconocido.
com.mx/Pueblos (6.05.2023).

Aaker, David A. Building Strong Brands.  [Hamilton, N.Z.]: Pocketbooks, 2010. 
Aguirre, Raúl Matta. “Cocinando una Nación de Consumidores: El Perú como marca global.” 

CONSENSUS, vol. 17, no. 1, January 2012, pp. 49–60. 

3 In terms of established goals: better recognition and gained trust. 



Żaneta Gdowik, Karolina Plewa166

Anholt, Simon. “Why Nation Branding Does Not Exist.” Europaregina, europaregina.eu/
downloads/orangecontest/SimonAnholtNationBranding.pdf (10.03.2024).

Basurto -Cedeño, Estefania M., and Leydy Cevallos. “Pueblos Mágicos: Plan de Desarrollo 
Turístico de Pile Con Un Enfoque de Rescate Cultural.” TURYDES: Revista Sobre Turismo 
Y Desarrollo Local Sostenible, vol. 11, no. 25, January 2018, pp. 1–13.

Blake, Suzanne. “Peru. an Emblem of Ambition.” FutureBrand, 26 June 2019, www.future‑
brand.com.cn/news/2019/peru -an -emblem -of -ambition -1 (10.09.2024). 

Boullosa, Daniela. “The Harmful Effects of Stereotyping: The Mexican Stereotype.” GVI, 
23 February 2022, www.gviusa.com/blog/the -harmful -effects -of -stereotyping -the -mex 
ican -stereotype/ (10.09.2024). 

Castañeda, Louis M. Spectacular Mexico: Design, Propaganda, and the 1968 Olympics. Minneapo‑
lis, University Of Minnesota Press, 2014.

Collyns, Dan. “Lima’s Central Restaurant Named World’s Best in Boost for Peruvian Cui‑
sine.” The Guardian, 23 June 2023. 

Cuevas Elder. “Marca Perú: ¿una nación en construcción?” Contratexto, vol., no. 25, 2016,  
pp. 95 -120. Redalyc, https://www.redalyc.org/articulo.oa?id=570667368010 (23.09.2024). 

De San Eugenio Vela, Jordi. “Del Estado -Nación Al Estado -Marca. El Rol de la Diplomacia 
Pública y la marca de país en el nuevo escenario de las relaciones internacionales.” Re-
vista de Estudios Sociales, no. 46, May 2013, pp. 145–157, https://doi.org/10.7440/res46. 
2013�14� 

De la Mora, Fernando. “Keeping the Mexican Moment Alive: A Case for Public Diplomacy,” 
Exchange: The Journal of Public Diplomacy, Vol. 5, Issue 1, Article 4, 2014, pp. 30 -55.

Dinnie, Keith. Nation Branding: Concepts, Issues, Practice. London: Routledge, 2016.
Durand Carrión, Julio Baltazar, et al. “Marca Perú: Un Signo Que Distingue.” Universidad de 

San Martín de Porres, 2014. 
Enríquez Acosta, Jesús Ángel, and Rosa Yecenia Vargas Ochoa. “El Estudio de los Pueblos 

Mágicos. Una revisión a casi 20 años de la implementación del programa.” Dimensiones 
Turísticas, vol. 5, no. 8, 7 April 2021, pp. 9–38, https://doi.org/10.47557/sywy9441. 

Fan, Ying. “Branding the nation: Towards a better understanding.” Place Branding and Public 
Diplomacy, vol. 6, no. 2, May 2010, pp. 97–103, https://doi.org/10.1057/pb.2010.16. 

Fan, Ying. “Branding the nation: What is being branded?” Journal of Vacation Marketing, 
vol. 12, no. 1, January 2006, pp. 5–14, https://doi.org/10.1177/1356766706056633. 

FutureBrand, 2019, FutureBrand Country Index 2019. http://www.futurebrand.com.cn/
futurebrand -country -index (29.06.2023).

Gudjonsson, Hlynur. “Nation branding.” Place Branding, vol. 1, no. 3, 1 July 2005, pp. 283–298, 
https://doi.org/10.1057/palgrave.pb.5990029. 

Herrera Lasso, Carlos Quintero, and Dante, Pérez Esquivel. The Mexican Reputation: A Strategy 
to Improve the Stereotype Mexico Shares With Its U.S. Diaspora, Cambridge, Mass.: Harvard 
University, 2014.

Hirsch, Eric. “Hidden treasures: Marca Perú (perutm) and the recoding of neoliberal indige‑
neity in the Andes.” Latin American and Caribbean Ethnic Studies, vol. 15, no. 3, 2 July 2020, 
pp. 245–269, https://doi.org/10.1080/17442222.2020.1798077. 

“Historical Origins of Nation Branding.” Nation Branding in Modern History, edited by Carolin 
Viktorin et al., 1st ed., vol. 9, Berghahn Books, 2018, pp. 1–26. https://doi.org/10.2307/j.
ctvw04dpw.5. 

Hudson Teslik, Lee. “Nation Branding Explained.” Council on Foreign Relations, Council on 
Foreign Relations, 9 November 2009, www.cfr.org/backgrounder/nation -branding -ex 
plained#chapter -title -0 -7 (10.09.2024). 

Ipsos, 2022, The Anholt -Ipsos Nation Brands Index� 
Karlsson, Ingmar. “What Is a Nation?” Global Political Trends Centre, 2009, pp. 1–13. 



Much More Than an Image 167

Kärreman, Dan, and Sanne Frandsen. “Identity, image, and Brand.” The Oxford Handbook 
of Identities in Organizations, 16 January 2020, pp. 407–423, https://doi.org/10.1093/
oxfordhb/9780198827115.013.33. 

“La Marca Perú Fue Distinguida Como ‘Marca de Confianza Del Año.’” Plataforma Del Es-
tado Peruano, 29 October 2022, www.gob.pe/institucion/promperu/noticias/665824 -la - 
marca -peru -fue -distinguida -como -marca -de -confianza -del -ano (10.09.2024). 

“Marca Perú.” Perú Info, peru.info/es -pe/marca -peru (12.02.2023). 
“Mexico  - Automotive Industry.” International Trade Administration | Trade.Gov, 2022, www.

trade.gov/country -commercial -guides/mexico -automotive -industry (10.09.2024). 
“Mexico Electronics Manufacturing Industry.” IVEMSA, 15 March 2023, www.ivemsa.com/

industries/electronics -manufacturing -in -mexico/ (10.09.2024). 
“Mexico Tourism Board Breaks New Campaign.” Adnews, 11 August 2010, www.adnews.

com/27664 (13.03.2023).
“Mexico Tourism Board Launches Advertising Campaign in North America.” Ad Tech Daily, 

16 April 2015, www.adoperationsonline.com/2010/08/18/mexico -tourism -board -laun 
ches -advertising -campaign -in -north -america/ (10.09.2024). 

“Ministerio de Comercio Exterior y Turismo  - Mincetur.” MINCETUR  - Plataforma Del Estado 
Peruano, www.gob.pe/mincetur (30.05.2023). 

Mino Navarrete, Pablo. “Nation Branding In Latin America: Global, Regional, and Local Rep‑
resentations Intertwined.” 2022. https://doi.org/10.17615/bach -5a84. 

“Nation Brands Index 2022: Germany Finishes First Again with Japan and Canada Rounding 
out the Top Three Nations.” Ipsos, Anholt -Ipsos, 2 November 2022, www.ipsos.com/en/
nation -brands -index -2022 (10.09.2024). 

“¡Orgullo Nacional! Estas Cinco Localidades Peruanas Fueron Reconocidas Como ‘Mejores 
Pueblos Turísticos Del Mundo.’” Forbes Perú, 20 October 2023, forbes.pe/forbes -life/2023 - 
10 -19/orgullo -nacional -estos -cinco -pueblos -peruanos -son -reconocidos -como -mejores - 
pueblos -turisticos -del -mundo (10.09.2024). 

Passey, Brian. “What’s the Deal with Uncle Sam?” The Spectrum, 3 July 2015, eu.thespectrum.
com/story/life/2015/07/03/what -the -deal -with -uncle -sam/29669929/ (10.09.2023). 

Peru.info. “Marca Perú: Marca País.” Perú Info, peru.info/es -pe/marca -peru (17.06.2023). 
Peru.Travel, PromPerú, www.peru.travel/en (12.07.2024). 
“Peru.” BIOFIN, UNDP, www.biofin.org/peru (20.03.2023). 
“Peru.” FutureBrand, www.futurebrand.com/our -work/peru (10.05.2023). 
Praise, Billy. “Why Mexicans Do Not Joke with Their Sombrero Hats.” The Guardian, 20 Jan‑

uary 2018, https://guardian.ng/life/why -mexicans -do -not -joke -with -their -sombrero - 
hats/ (1.01.2023). 

Silverman, Helaine. “Branding Peru: Cultural Heritage and Popular Culture in the Marketing 
Strategy of PromPerú.” Encounters with Popular Past, Cham: Springer, 2015. 

Soni, Parul. “Nation Branding: How to Build an Effective Location Brand Identity.” Brand Fi-
nance, 21 October 2019, brandfinance.com/insights/nation -branding (10.09.2024). 

“Start Your Adventure in Peru.” YouTube, PromPerú, 18 October 2022, www.youtube.com/
watch?v=g1bbWBms8L4 (26.04.2023). 

TPBO. “Measuring Digital Country Brand Success for Isabella Falco’s Work.” TPBO, 5 De‑
cember 2023, placebrandobserver.com/interview -isabella -falco/ (10.09.2023). 

TPBO. “Mexico Country Performance, Brand Strength and Reputation.” TPBO, 9 August 2023, 
placebrandobserver.com/mexico -country -performance -brand -strength -reputation/ 
(10.09.2023). 

Viktorin, Carolin, et al. “Introduction: Beyond Marketing and Diplomacy: Exploring the His‑
torical Origins of Nation Branding.” Nation Branding in Modern History, edited by Caro‑
lin Viktorin et al., 1st ed., vol. 9, Berghahn Books, 2018, pp. 1–26. JSTOR, https://doi.
org/10.2307/j.ctvw04dpw.5 



Żaneta Gdowik, Karolina Plewa168

The World Bank. “GDP for Peru in US$ for 2022, Gini coefficient for 2019,” https://data.
worldbank.org/indicator/NY.GDP.MKTP.CD?locations=PE, https://data.worldbank.
org/indicator/SI.POV.GINI?locations=PE (11.05.2023). 

“World Travel Tech Awards Latin America’s Best Tourism Authority Website 2023.” World 
Travel Tech Awards, worldtraveltechawards.com/award/latin -america -best -tourism-
-authority -website/2023 (25.05.2023). 

Wood, Robert. “Sport in Mexico.” Topendsports.com, 2014, www.topendsports.com/world/
countries/mexico.htm (10.09.2024).

Wooldrage, Chloe. “Mexico Olympics 1968.” Medium, FGD1 The Archive, 10 November 2017, 
medium.com/fgd1 -the -archive/mexico -olympics -1968 -32fc8d7e0e45 (10.09.2024). 


	Title page
	1. Introduction
	2. Definitions of Brand, Nation, Nation Brand, Branding,Image, and Identity
	3. The United States, the Historical Leader in Nation Branding
	4. Nation Branding in Latin America
	5. Peru’s Nation Branding
	5.1. Brand P(@)eru

	6. Mexico’s Nation Brand
	6.1. Pueblos Mágicos

	7. Summary
	References



