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ABSTRACT

Title Strategy for the development of national image to promote and
conform to the 20 years national strategy
Field Economic

Name Mr. Thavorn Kanokvaleewong Course NDC Class 60

Thailand is currently experiencing image problems this has affected many
developing countries. The economy and the driving force of the 20 years national strategy. The
problem of lack of public cooperation in pushing the national strategic plan for 20 years. So, the
image management. Nation Brand Management to make the image of the country stronger. Can
create value and create acceptance. It may be another way to solve the problem and the
recognition and trust of the world. Make it possible to achieve the goals of a national strategic
plan. Research is required to formulate strategic guidelines for the development of the image.
Promoting and adhering to the 20 years national strategy. The purpose of this research is to: to
study the image of Thai nation on the world stage, study of the development process of national
image and the strategic direction of the national image to promote and conform to the 20 years
national strategy.

The results are as follows. Nation branding is a new concept developed by the
marketing management and brand management of the business sector the approach is similar to
the public diplomacy that began in the Cold War initiated by foreign affairs. Both approaches
have similar goals. Is the image of the country a positive change and have the ability to compete
but there are differences in practice national image. It is a reflection of the reality of the people of
that country living the brand to use of propaganda techniques or the use of advertising advertising
that is not reflected in the social reality. Economy and Politics It fails and negatively affects the
reliability therefore the development of national image must start with the development of the
national brand equity and the management of the Competitive Identity such identity must reflect
the true value of the citizen and the country. And there are some important suggestions. Such

identity must reflect the true value of the citizen and the country. Policy Recommendations



Enhancing the national image development strategy. A strategic plan linked to the 20-year
national strategy. Create a platform for cooperation in the development of national image. Group
of individuals with appropriate qualifications and image from all sectors. To share the value

proposition (Essential value and Value proposition).
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UHUATNA 2-15 Top 50 Most valuable Nation Brands
Most valuable Nation Brands 1-50

Rank Rank  Nation Nation Brand Change (%) Nation Brand Nation Brand Nation Brand
2017 2016 Value 2017 Value 2016 Strength 2017 Strength 2016
(USDbn) (USDbn) [(ZETTE)] (Rating)

1 1 United States 21,065 2% 20,574 AAA- AAA
2 2 China 10,209 44% 7,087 AA AA
3 3 Germany 4,021 4% 3,882 AAA- AAA-
4 4 Japan 3,439 15% 3,002 AAA- AAA
5 5 United Kingdom 3,129 6% 2,942 AAA AAA
6 6 France 2,969 27% 2,339 AA+ AA+
7 8 Canada 2,056 14% 1,810 AAA- AAA-
8 7 India 2,046 -1% 2,066 AA AA-
9 9 Italy 2,034 34% 1,521 A+ AA-
10 11 South Korea 1,845 43% 1,289 AA AA
11 10 Australia 1,505 15% 1,305 AAA- AAA-
12 14 Spain 1,410 46% 966 AA AA
13 15 Mexico 1,049 15% 915 A+ A+
14 13 Switzerland 1,014 2% 998 AAA AAA
15 12 Netherlands 1,005 -10% 1,121 AAA AAA
16 19 Indonesia 845 34% 630 AA- AA-
17 18 Russia 832 13% 736 A+ A+
18 16 Brazil 798 -3% 820 A A
19 17 Sweden 703 -5% 742 AAA AAA-
20 28 Taiwan 625 33% 469 AA+ AA+
21 25 United Arab Emirates 594 24% 478 AAA AAA
22 23 Saudi Arabia 575 19% 482 AA AA
23 21 Poland 571 11% 516 AA- AA-
24 26 Turkey 570 20% 474 A+ AA-
25 24 Norway 550 15% 478 AAA AAA
26 20 Belgium 548 3% 532 A+ AAA-
27 30 Malaysia 489 35% 361 AAA- AAA-
28 22 Austria 484 -3% 501 AAA- AAA-
29 31 Thailand 483 3IT% 353 AA- AA-
30 33 Philippines 466 38% 338 A+ AA-
31 27 Singapore 464 -1% 468 AAA+ AAA
32 29 Denmark 453 11% 408 AAA- AAA-
33 32 Ireland 427 24% 344 AAA- AAA-
34 34 Hong Kong 364 12% 325 AAA AAA
35 35 Finland 322 20% 267 AAA ALA
36 38 Argentina 314 33% 236 A- A
37 39 Chile 301 31% 229 AA AA
38 37 Czech Republic 299 26% 237 AA AA
39 40 Iran 250 11% 225 A+ A
40 43 Colombia 239 32% 181 A+ A+
41 42 Israel 224 19% 189 AA+ AA
42 36 Qatar 223 -6% 238 AAA AAA-
43 41 South Africa 222 13% 196 AA- AA-
44 46 Bangladesh 208 22% 170 A- A-
45 50 Vietnam 203 43% 141 A+ A+
46 45 New Zealand 199 15% 174 AAA AAA
47 44 Nigeria 191 7% 178 A A
48 48 Portugal 181 22% 149 AA AA
49 47 Romania 175 6% 165 A A+

5 50 53 Pakistan 171 34% 128 A A
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Top 10 Strongest Nation Brands

BSI Score /100 6 BS! Score /100
929 86.8
Brand Value 2017: $464bn Brand Value 2017: $322bn
Singapore Brand Rating: AAA+ Finland Brand Rating: AAA
2 BSI Score /100 B3 7 BS! Score /100
89.8 il 86.6
y Brand Value 2017: $1,014bn Brand Value 2017: $199bn
Switzerland Brand Rating: AAA New Zealand Brand Rating: AAA
BSI Score /100 - 8 BSI Score /100
3 88.8 85.9
Brand Value 2017: $594bn Brand Value 2017: $703bn
United Arab Emirates Brand Rating: AAA Sweden Brand Rating: AAA
4], 55! Seore oo A" B Q 59! score 100
88.4 856
Brand Value 2017: $364bn £/ Brand Value 2017: $550bn
Brand Rating: AAA Norway Brand Rating: AAA

[ 1L | 5 BSI Score /100 N L 1 0 BSI Score /100

86.9 853
N/ / £/ 8 Brand Value 2017: $1,005bn Pzl il Iy Brand Value 2017: $3,129bn
Netherlands Brand Rating: AAA United Kingdom Brand Rating: AAA

The Anholt-GfK Nation Brands IndexSM (NBISM)
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URUNINT 2-18 Bloom Consulting’s Branding Wheel

\nvestors

Country,
Region, City

There are five objectives or dimensions for every Country, City and Region
Each dimension has a distinct target audience

Each target audience has a specific need
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Countries Regions and Cities

# Variation

2 +4
3; 1
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5. +2
6. 1
% +2
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10.

1. 45
12. -4
13.

14.

15,  +2
16. +4
17. -2
18. 6
19. +6
20, +2
21. -3
22. )
23. -4
24, -3
25 %]
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UWUNINA 2-19 The global top 25 performers rank
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UHUNIN 3-1 : MTIADUAY Country Brand Ranking - The global top 10 - Tourism
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2017 Tourism

2018 Edition

The global top 10 - Tourism
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- nguimneimuunumeuendu Brand Ambassdor weslng
- ugadmaasvgialasdfinUfduniusiidu Up-sell (U3lnagudviouiniet v
yuunugulminnuvaaia) uag Cross-sell (U3lnndudwideuimsifsuiesnelsuy
JUALAY)

3.1 INTEUIUMSUIMTIANITA AN YAILUUBIATIY (Holistic Brand Management) 4avin
“Unuiinmdnualvownd” YIUINTUALLETILIITU sub-brands #38 sector-brands
Aeaudeiodunisuims

3.2, AVUAALEUNNTAULNUAITUIMNTNITNAIALUUYTUINTS (Integrated Marketing
Management) ALHUNISHLUUATUAT (close loop marketing process) AANUAAD IS
Fouleafugnsmansvanuesnisdeansnwdnwal uulous UjTRod1sBangu uas
avvioUNALUUATISATIA NMIMauNULazUURNumedeyaliedn (Data driven
planning and decision making) Wewles”ans” fu”Aanssuiladaydnual” (synchronize
messages with concerted symbolic activities) wazatufanNIsusgNannUsTaIU
wazUfdunusiuluunaonIal (Orchestration and Interaction) 8ankuUAINTIH

yatunmsuiulssaunsal (shaping experience) vaanguidmang
Wunianisfuinwanueal Proposition Pathway (Ways)

dielinstundoudulilufiamuasdmneidonndos Jdpsimunduniinissuinmansal

Proposition Pathway 5¥UN15kUIs282U8INTHAILY NsiionAneUARTIAEa31aNSTuUs Ay



gNSAIEns duaszilaziionnuAiiy wazatvayuieavaniilunarswgianss (Real Sector)

d‘ Y @ dl' = o d’l} d' d‘ v Y a o
wialdilwaIeadlelunsmiuilemitagdearsluduusinaniuaau

e N N = N7 : N

Sto: Qaus:Ny asiouda 1ouu godu

2563 2566 2570 2580
mwauina
aw s - . o
gnsMaasnG Corppetltlveness Livable Secure Qulity '.l'l'.lal

(industry for & & Global Citizen
future) Inclusive Green '

WELLBEING
ENJOY

arusiiiu | OPPORTUNITY TO REACH

VOLEUDLUL

JarauakuzBuloue enszaugNsmansnISAINNNENYalveswR LuLNLgNSmansT

Wweulesiugnaeansun@ 20 U

FoLauaLULsZAUURUANTT @319391ANUTNLBNTANRIUNINAN ¥AIUDINR SIUNFUANE
yaraninuatilaznmanvalivangaunnnaadiIu iesmiuduasizvinua1u (Essential value

9 9

wazAuAtEwe (Value Proposition) Mlasuniseeususiuiu

Forausuuziionsiseasadely ileliAnanuidlanasseyesauszneulddaiay
wnganfunmssniunsliaenndosiugndmandits 3w Fuauslimaideluasiely Wunside
wagiaunaudenloanmdnualtes (Sub-brand) wazamdnualseduanun (Sector-Brand) fu
ANANWaTeA (Nation Branding) Lazdndnwalliuuatu (Competitive Identity) waziduuag

WAIUINTZUIUAITUSMTIANITA NS NWILUUBIATIN (Holistic Brand Management)
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