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How nations in the Americas de�ne and promote their identities

In this extract from the introduction to Nation Branding in the Americas: Contested Politics and

Identities, Efe Sevin, César Jiménez-Martínez and Pablo Miño de�ne nation branding and consider

its adoption in the Americas, setting out the book’s scope and shifting ideas of national identity

since the Cold War.

Nation Branding in the Americas. Contested Politics and Identities. Efe Sevin, César Jiménez-

Martínez and Pablo Miño. Routledge. 2025.

Since its emergence in the 1990s, nation branding – the use of strategic communication to create,

communicate and manage speci�c versions of national identity – has expanded. Nation branding

campaigns have become normalised in foreign policy, tourism, and the economy, with governments

investing heavily in promotional initiatives to circulate a positive image of the nations they claim to

represent. Not even the Covid-19 pandemic or recent con�icts hindered it. Authorities in Iceland

portrayed their country as the perfect destination to visit once travel restrictions were lifted; China

underlined its “vaccine diplomacy” as a means to boost its reputation in science and international

cooperation; and the Ukrainian government emphasised the bravery of its people in the face of the

Russian invasion. Theoretical discussions have in turn become more complex, extending to �elds

such as marketing, international relations, anthropology, cultural studies, and media and

communications. 

Despite this theoretical and empirical expansion, the Americas have been largely neglected. This is

a signi�cant gap considering how enthusiastically national promotion practices have been

embraced by governments from the continent(s) over the last two decades, allured by promises of

economic development and greater political in�uence. We were therefore approached to ful�l an

apparently simple task: to provide a sketch of the history of nation branding in the Americas.

However, during our multi-year collaboration, we encountered four challenges that made our

undertaking more di�cult, but also more nuanced and ful�lling. 

https://blogs.lse.ac.uk/lsereviewofbooks/2025/03/19/nation-branding-in-the-americas-contested-politics-and-identities-efe-sevin-cesar-jimenez-
martinez-pablo-mino/

Date PDF generated: 14/04/2025, 11:18 Page 1 of 5

https://www.routledge.com/Nation-Branding-in-the-Americas-Contested-Politics-and-Identities/Sevin-Jimenez-MartInez-Mino/p/book/9780367539771
https://www.routledge.com/Nation-Branding-in-the-Americas-Contested-Politics-and-Identities/Sevin-Jimenez-MartInez-Mino/p/book/9780367539771
https://www.routledge.com/Nation-Branding-in-the-Americas-Contested-Politics-and-Identities/Sevin-Jimenez-MartInez-Mino/p/book/9780367539771
https://www.taylorfrancis.com/chapters/edit/10.4324/9781003124870-18/adventures-hypermediated-hyperreality-happens-nations-become-brands-nadia-kaneva?context=ubx&refId=ee4e4bbd-19f1-4d08-936b-82fb9016ed63
https://link.springer.com/article/10.1057/s41254-021-00224-4
https://link.springer.com/article/10.1057/s41254-021-00224-4
https://link.springer.com/article/10.1057/s41254-022-00277-z
https://academic.oup.com/book/27225
https://academic.oup.com/book/27225


Conceptual boundaries

The �rst challenge referred to the conceptual boundaries of our study. Nation branding involves,

and can also be looked at through, multiple perspectives, from strategic communication to

geopolitics. Moreover, there is little consensus on how nation branding relates to practices such as

city branding, regional branding, public diplomacy, or destination management. We have done our

best to embrace this complexity, engaging with different disciplines, our own research and personal

experiences. 

De�ning the Americas

The second one denoted its empirical boundaries. What did we mean by

America or the Americas? A geographical space? An area with a relatively

shared history of conquest, colonisation, and revolution(s)? We

acknowledge that America or the Americas – depending on whether it is

counted as single or several continents – is or are a political and cultural

construct in constant evolution, which encompasses the nation-states that

gained independence (or were manufactured) after their separation from

Britain, Spain, Portugal, and France between the late 18th and early 20th

centuries.

Despite historical commonalities, these nations experienced vastly

distinctive processes shaped by local and global economic and political forces, as well as geology,

geography, and climate, resulting in unique sociocultural arrangements. We decided to focus on

societies that represent this diversity, but which could also speak about broader trends, such as

branding against invisibility, branding against stereotypes, or branding the past, among others. Our

�nal selection consisted of 12 countries, namely Canada, the United States, Mexico, Costa Rica,

Colombia, Ecuador, Peru, Bolivia, Brazil, Uruguay, Argentina, and Chile. This selection allows us to

draw a picture, even if incomplete, of nation branding in this continent(s). 

From Neoliberalism to right-wing
populism

Third, the environment in which nation branding operates has dramatically changed. Nation

branding emerged in a post-Cold War context, characterised by the apparent victory of

neoliberalism and the  “end of history” . Distinguishing features were discourses about globalisation

and the supposed decline of nation-states, the early spread of digital technologies, as well as the

expansion of promotional logics within the public sector. These transformations prompted warning
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tales about the pervasive ubiquity of branding in all realms of life, but also fostered the belief that

solutions to social problems would emerge from the market. Hence, nation branding was conceived

as an answer to challenges posed by neoliberal globalisation. It claimed to facilitate nation-states

the securement of foreign investment as well as the enticing of businesses, tourists, and students,

while strengthening their so-called “soft power,” that is, the supposed ability to persuade foreign

individuals and organisations through attraction and charm instead of by force or economic

sanctions.  

However, nation branding takes place nowadays in a radically different context. Public con�dence in

globalisation and neoliberalism has been undermined, partly because of the 2007–2008 �nancial

crisis, which prompted demands for inward-looking economic measures. Liberal democracies have

also been challenged, with illiberal movements making signi�cant electoral gains, as Donald Trump

in the United States, Javier Milei in Argentina and until recently, Jair Bolsonaro in Brazil. Many of

these politicians have at best an ambivalent relationship with globalisation, equally praising the

market and global free trade while arguing that the nation is under threat from external forces and

elites. The media and communications environment has also been transformed, with platforms

such as Facebook, Instagram and TikTok having billions of users. Nation branding practitioners can

potentially create more content, at a higher speed and across broader territories, yet ordinary

individuals can also more easily reject or subvert versions of national identity carefully crafted by

authorities. 

Who decides a nation’s identity?

Fourth, nation branding is controversial. It seeks to transform the meaning and experience of

nationhood, disseminating the supposed values and characteristics of a human collectivity. Hence,

although it is driven by promotional goals, its consequences are far more reaching, including areas

such as national security. Moreover, although nation branding was originally advised as a means to

reach individuals and organisations abroad, it has increasingly targeted domestic citizens. This shift
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underscores the traditionally marginal role of the latter in these initiatives. Should nation branding

be a process guided and managed by governments and consultants, or is there legroom for

ordinary people? If so, how to operationalise such participation? How to deal with the inevitable

disagreements that emerge when summarising something as contested and shifting as the nation? 

Providing de�nitive answers to these challenges goes beyond the scope of this book, but we

nonetheless offer some preliminary demarcations and boundaries to outline our object of study.

Moreover, by identifying how elites across the Americas have cultivated and disseminated speci�c

versions of national identity, we sketch a useful map of what national promotion looks like in this

area of the world. 

Extract from Nation Branding in the Americas: Contested Politics and Identities (First Edition) by Efe

Sevin, César Jiménez-MartÍnez and Pablo Miño © 2025, Routledge. Reproduced by permission of

Taylor & Francis Group.

This book extract gives the views of the authors, not the position of the LSE Review of Books blog,

or of the London School of Economics and Political Science.

Watch a YouTube video, How protests shattered Brazil’s glossy branding campaign or read an

article, National identity and the limits of soft power: when the nation turns against the state in LSE

Research for the World, both based on the book’s research.
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Enjoyed this post? Subscribe to our newsletter for a round-up of the latest reviews sent straight to

your inbox every other Tuesday. 
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