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The Nation Brand Hexagon
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FutureBrand's proprietary model for determining
how key audiences perceive a country’s brand.

AWARENESS

Do key audiences know that the country exists?
How top-of-mind is it?

v

FAMILIARITY

How well 8o people know the country and
its offerings?

v

ASSOCIATIONS

What qualities come to mind when
people think of the country?

L 4

PREFERENCE

How highly do audiences esteem the country?
Does it resonate?

v

CONSIDERATION

s the country considered for a visit?

What about for investment or to acquire or
consume its products?

v

DECISION/VISITATION

To what extend do people follow through
and visit the country or establish a
commercial relationship?

v

ADVOCACY
Do visitors recommend the courtry to famity,
friends and colleagues?
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ASSOCIATION DIMENSIONS
The basic elements of 3 country brand's
strength as we know it today.

QUALITY
OF LIFE B

VALUE
SYSTEM

Political
Freedom

Education in
System

Environmental Healthcare
Friendliness System

Standard
of Living

Stable Legal
Environment

Tolerance Safety

GOOD FOR

Advanced
Technology

Requlatory
Environment

Skilled
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USINESS

westment

Climate

Workforce

Freedom

of Speech Opportunity

Most Like to
Live In

sy Wy X XQ 7

y

HERITAGE
AND CULTURE

Histary
Artand
Culture

Authenticity

Natural Beauty

A &

?

au

TOURISM
Value for
Money
Attractions
Resort and
Lodging Optiens

Food

GOVERNANCE
INVESTMENT

@ HUMAN CAPITAL

FUTURE DRIVERS

The core elements that
nd's strength in the future

a country

GROWTH
SUSTAINABILITY

o
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CONTEMPORARY KOREA NO.1

history of Japan's best-known chart. This event is regarded as the first
signal flare sent up marking the start of a new Korea fever heating up
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Chapter Two

THE NEO-KOREAN
WAVE
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