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Introduction to 2008 NBISM 

The way a country is perceived can make a critical difference to the success of its business, 
trade and tourism efforts, as well as its diplomatic and cultural relations with other nations.  

Simon Anholt and GfK Roper Public Affairs and Media are pleased to bring you The 2008 
Anholt-GfK Roper Nation Brands IndexSM Report.  The Anholt-GfK Roper Nation Brands IndexSM 
represents a unique collaboration combining the heritage and authority of GfK Roper's three-
quarters of a century of experience in public affairs research with the expertise of Simon Anholt 
to offer a unique barometer of global opinion. 

Since 1996, when he coined the term 'nation branding' and gave birth to this important new 
field, Simon Anholt has been helping governments plan the policies, strategies, investments and 
innovations which lead their country towards an improved profile and reputation.  Anholt 
developed the Nation Brands Index® in 2005 as a way to measure the image and reputation of 
the world's nations, and to track their profiles as they rise or fall.  In 2008, Simon Anholt has 
entered a partnership with GfK Roper Public Affairs & Media to offer the Anholt-GfK Roper 
Nation Brands IndexSM – an expanded Nation Brands Index® providing governments and their 
agencies with a one-of-a-kind resource for actionable insights needed to more effectively 
manage a country’s reputation.   

The Anholt-GfK Roper Nation Brands IndexSM 

Conducted annually with GfK Roper beginning spring 2008, the Anholt-GfK Roper Nation Brands 
IndexSM measures the image of 50 nations.  Each year, a total of 20,000 adults ages 18 and up 
are interviewed in 20 core panel countries.   

The Anholt-GfK Roper Nation Brands IndexSM measures the power and appeal of each country’s 
‘brand image’ by examining six dimensions of national competence.  Together, these 
dimensions make up the Nation Brand Hexagon®.   

Exports.  This is what marketers call the “country of origin effect” – whether knowing where 
the product is made increases or decreases people’s likelihood of purchasing it, and whether a 
country has particular strengths in science and technology, and has creative energy.  A 
perceived association with particular industries rounds out that country’s image in this space.  

Governance.   This aspect incorporates perceived competency and honesty of government, 
respect for citizens’ rights and fair treatment, as well as global behavior in the areas of 
international peace and security, environmental protection, and world poverty reduction.  
Respondents also select one adjective that best describes the government in each country. 
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Culture.  Cultural aspects measured are perceptions of a country’s heritage, its contemporary 
cultural “vibes” from music, films, art and literature, as well as the country’s excellence in 
sports.  Various cultural activities are presented to respondents to gauge their strongest image 
of a country’s cultural “product”. 

People.  The general assessment of a people’s friendliness is measured by whether 
respondents would feel welcome when visiting the country.  Additionally, we measure the 
appeal of the people on a personal level – whether respondents want to have a close friend 
from that country – as well as human resources on a professional level, that is, how willing 
respondents would be to hire a well-qualified person from that country.  Respondents are also 
asked to select one adjective out of a list to describe the predominant image they have of the 
people in each country.   

Tourism.  Respondents rate a country’s tourism appeal in three major areas: natural beauty, 
historic buildings and monuments, and vibrant city life and urban attractions.  Tourism potential 
is also asked: how likely they would be to visit a country if money is no object and the likely 
experience represented by adjectives such as romantic, stressful, spiritual, etc. 

Immigration and Investment.   Lastly, a country’s power to attract talent and capital is 
measured not only by whether people would consider studying, working and living in that 
country but also by the country’s economic prosperity, equal opportunity, and ultimately the 
perception that it is a place with a high quality of life.  The country’s economic and business 
conditions – whether stagnant, declining, developing or forward-thinking – complete the 
measurement in this space. 

The NBISM score is an average of the scores from the six indices mentioned above.  There are 
between 3 and 5 ratings questions for each of the indices.  Ratings are based on a scale from 1 
to 7 with 7 being the highest and best, 1 being the lowest and worst, and 4 being the middle 
position which is neither positive nor negative.  Each hexagon point also has a word choice 
question which helps enrich the understanding of the properties of a nation’s image. 
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The 2008 NBISM Survey 

The 2008 NBISM survey is conducted in 20 major developed and developing countries that play 
important and diverse roles in international relations, trade and the flow of business, cultural, 
and tourism activities.  Given the increasing global role played by developing countries, the 
survey has strived to represent regional balance as well as the balance between high-income 
and middle-income countries.  The core 20 panel countries are: 

Western Europe/North America: U.S., Canada, U.K., Germany, France, Italy, Sweden 

Central and Eastern Europe: Russia, Poland, Turkey 

Asia-Pacific: Japan, China, India, South Korea, Australia 

Latin America: Argentina, Brazil, Mexico 

Middle East/Africa: Egypt, South Africa 

In all, 20,157 interviews have been conducted with approximately 1,000 interviews per country 
for the 2008 NBISM Survey.  Adults age 18 or over who are online are interviewed in each 
country.  Using the most up-to-date online population parameters, the achieved sample in each 
country has been weighted to reflect key demographic characteristics such as age, gender, and 
education of the 2008 online population in that country.  Additionally, in the United States, 
South Africa, India and Brazil, race/ethnicity has been used for sample balancing.  The report 
reflects the views and opinions of online populations in these 20 countries -- citizens who are 
connected to the world. 

The NBISM measures the image of 50 nations.  In each panel country except Egypt and Turkey, 
the list of 50 nations is randomly assigned to respondents, each of whom rates 25 nations, 
resulting in each nation getting approximately 500 ratings per panel country.  In Egypt and 
Turkey, where respondents are not as familiar and experienced with online surveys, survey 
length was reduced, resulting in each nation getting aproximately 250 and 400 ratings 
respectively. 

The list of 50 nations is based on the political and economic importance of the nations in global 
geopolitics and the flow of trade, businesses, people, and tourism activities.  Regional 
representation and, to some extent, the diversity of political and economic systems are taken 
into consideration to make the study truly global.  NBISM subscription members’ interests are 
also reflected in the selection of the countries. 



 GfK Roper Public Affairs & Media®  

 7 
Anholt-GfK Roper NBISM 2008 Report  September 2008 

 

The list of 50 nations is as follows, listed by region: 

North America: U.S., Canada 

Western Europe: U.K., Germany, France, Italy, Spain, Ireland, Scotland, Sweden, Denmark, 
Norway, Iceland, the Netherlands, Belgium, Switzerland, Finland, Austria 

Central/Eastern Europe: Russia, Poland, Czech Republic, Estonia, Lithuania, Hungary, Turkey, 
Romania 

Asia Pacific: Japan, South Korea, China, India, Thailand, Indonesia, Malaysia, Singapore, 
Taiwan, Australia, New Zealand  

Latin America: Argentina, Brazil, Mexico, Chile, Ecuador, Peru, Cuba  

Middle East/Africa: United Arab Emirates, Iran, Egypt, Saudi Arabia, South Africa, Nigeria 

Due to the expanded coverage – regarding nations measured, and in the number of questions 
asked – and the more stringent sample distribution control compared to previous waves of 
NBISM studies, trend comparisons of the 2008 NBISM will only be conducted with future waves.  
Qualitative assessment of whether and how the image of a country has improved in relationship 
to other countries that have been in previous waves can be discussed on a case by case basis. 
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About GfK Roper Public Affairs & Media and GfK Custom Research North America 

GfK Roper Public Affairs & Media is a division of GfK Custom Research North America.  The 
division specializes in customized public opinion polling, media and communications research, 
and corporate reputation measurement -- in the US and globally.  In addition to delivering a 
broad range of customized research studies, GfK Roper Public Affairs & Media draws from GfK’s 
syndicated consumer tracking services, GfK Roper Reports® US and GfK Roper Reports® 
Worldwide, which monitor consumer values, beliefs, attitudes and behaviors in the US and 
more than 25 other countries.  

Headquartered in New York, GfK Custom Research North America is part of the GfK Group. 
With home offices in Nuremberg, Germany, the GfK Group is the No. 5 market research 
organization worldwide. Its activities cover the three business sectors of Custom Research, 
Retail and Technology and Media.  The Group has 115 companies covering over 90 countries. 
Of a total of approximately 8,760 employees (as of September 30, 2007), 80% are based 
outside Germany.  

About Simon Anholt  

Simon Anholt is recognized as the world’s leading authority on national image and identity.  He 
is a member of the UK Government’s Public Diplomacy Board, and works as an independent 
advisor to around 20 other national, regional and city governments on brand strategy and 
public diplomacy.  Anholt developed the concept of the Nation Brands Index® in 2005.  He is 
founding editor of the quarterly journal, Place Branding and Public Diplomacy, and the author of 
Brand New Justice, Brand America and Competitive Identity - the New Brand Management for 
Nations, Cities and Regions.  
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Highlights and Implications 

 

• Switzerland ranks 8th overall in the 2008 NBISM 

• Germany, China, and Poland are the most positive about Switzerland ranking it in their 
top 5 nation brands overall 

• Sweden gives Switzerland consistently low ratings, including 16th in the overall NBI 

• Switzerland ranks 7th for the exports hexagon point, boosted by the exceptional 
reputation of its products and services 

• 53% of panelists chose ‘banking” as Switzerland’s trademark industry 

• Switzerland has a No.1 ranking for governance, ranking 1st (or tying for 1st) for 4 out of 
5 of the component questions of the hexagon dimension 

• Its worst hexagon dimension result is for culture at 18th place 

• It has a 5th Place ranking for the people hexagon dimension, scoring very strongly on 
reputation of producing valuable employees 

• Its 8th place ranking for tourism is helped by its renowned natural beauty as it has 
relatively weak rankings for having historic buildings and monuments (16th) and for 
having a vibrant city life and urban attractions (12th)  

• Argentina, Poland, and Russia all rank Switzerland 1st for Immigration/Investment (4th 
overall).  Globally, it is tied for 1st for quality of life and for caring about equality in 
society 

 

Switzerland’s results in the 2008 NBI are broadly in line with previous editions of the study, 
showing that its position amongst the world’s most admired countries remains strong. 
  
Switzerland is certainly one of a handful of countries that is truly world-famous, with 
respondents in even quite distant countries scoring Switzerland in a way that is largely 
consistent with the way it is rated within Europe, where it is known far more intimately: in 
terms of its economy, quality of life, environment, and above all the admiration for its people 
and its products, Switzerland’s “brand” is truly a global one. 
 
There is little sign of the concerns that have occasionally been voiced about Switzerland’s image 
– that it is declining in relevance, that is perceived as arrogant or elitist, that the Swiss 
establishment is lacking in humanity or even ethics. It is of course a good thing if Switzerland 
doesn’t rest on its laurels, but at least for the time being its reputation seems secure.  
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Once again, Switzerland scores rather weakly for culture, and this merits further investigation. 
Culture is an important aspect of any country’s image, as it is often perceived as a proxy for the 
population’s personality, and Switzerland’s weakness in this area should be a cause for concern. 
Of course, culture is one of the most intensely competitive of all the areas measured in the NBI, 
and the countries that score well on this dimension tend to be those that are universally 
recognised for their cultural heritage – such as China or Egypt – or those that are prominent 
contributors to contemporary culture – such as the United States or the United Kingdom. A 
small number of countries manage to score well both on heritage and contemporary culture – 
Italy being the most prominent of these – but Switzerland, without either the built heritage of 
antiquity or a strong presence in contemporary music or cinema, and lacking historical figures 
of the stature of Mozart, Confucius, Shakespeare, Tolstoy or Rembrandt, is compelled to inhabit 
the second tier in the culture stakes. 
 
On the whole, however, Switzerland’s reputational challenge today is not principally about 
building or even enhancing its reputation, and in this respect it is both fortunate and unusual: 
Switzerland is one of the tiny handful of countries whose main concerns should be about 
maintaining and protecting their brand equity. Undoubtedly, as new economic powers emerge 
outside Europe and the West, it is essential that Switzerland continues to monitor the strength 
and relevance of its image within to those countries and regions – European themes like Swiss 
probity, wealth, efficiency and integrity are by no means universally understood – but, at least 
for the time being, Switzerland’s reputation appears to be in very good health, and ready for 
most of the challenges which global economics and politics are likely to present during the 
immediate term. 
 
Whilst country images may not change very much over the years, consumer tastes and values 
do change, and Switzerland needs to monitor the ‘marketplace’ as closely as it monitors its own 
image, in order to ensure that the values with which it is associated are still relevant to its key 
constituencies around the world.  
 
National images move slowly because most people spend so little time thinking about other 
countries: if a person in Canada or South Africa or India spends a few moments each year 
thinking about Switzerland, it’s not surprising if their perception of Switzerland remains largely 
unchanged for years on end. But on the other hand, people in Canada and South Africa and 
India may spend several minutes every day thinking about big issues like climate change, 
poverty, war and diseases, religion, the cost of living, oil prices and whatever else is in the 
media, so public opinion on these topics changes relatively fast and relatively frequently. 
 
The main danger for Switzerland is not a loss of attraction in its image, but a decline in the 
relevance of that image for some people – in other words, the risk that Switzerland could find 
itself going out of fashion.  
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Judging by the profiles of the countries that most people now admire, three areas of reputation 
have become critical in recent years: 
 
1. A country’s perceived environmental credentials. This is rapidly becoming a mandatory 
requirement for a country’s acceptance into the community of nations. 
 
2. A country’s perceived competence and productivity in technology, which is a proxy for 
modernity: people, on the whole, admire modern countries. 
 
3. A country’s attractiveness as a place of learning and economic and cultural self-
improvement: a destination for personal advancement. 
 
Switzerland currently scores well in all three of these areas, but it is clear that it faces very 
intense competition both within Europe and beyond. The fact, for example, that Switzerland is 
overwhelmingly associated with service businesses (and especially financial services) tends to 
put its technological prowess slightly in the shade, and other countries – especially the Nordic 
countries – are often more closely associated with environmentalism than Switzerland is. 
Increasingly, a reputation for being environmentally friendly depends on prominent and 
proactive policies and innovations in this area; a passive or ‘inherited’ reputation seems to be 
valued less and less. This factor is worth bearing in mind: public opinion is becoming more and 
more discerning and critical, and less and less inclined to take such qualities for granted.  
 
One of the most significant questions in the NBI asks whether people would like to move to a 
country to study, live and work, and it is a good measure for the overall attractiveness of each 
nation: this question, reassuringly, produces one of Switzerland’s best scores. Whatever people 
might think about a country’s products, policies or culture, if they believe that they can improve 
their personal prospects by moving there, it means that they ultimately approve of the place 
(the USA, despite all the negative views of its foreign policy and cultural and economic 
hegemony, is still most people’s preferred destination for education and professional 
development, and this is one reason why I believe that the country’s current unpopularity could 
be temporary).  
 
Switzerland needs to cherish these three aspects of its reputation: environmentalism, 
technology and education. It needs to keep them closely monitored, and ensure that it 
continues to deserve them: you never own a reputation, you only rent it, and that rent needs to 
be paid on a regular basis. 
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1. Overall Rankings 

Overall Nation Brands Index® 

Table 1.1 shows the 50 NBISM target countries in rank order based on their overall Nation 
Brands Index® Scores.  The table shows a strong association between the strength of a 
country's overall brand and its economic status.  The highest ranking countries, including all of 
the top 20, are high income OECD members.  The top 10 countries come from several 
continents with Western European countries forming the majority.  Japan, with the 5th spot, is 
the only Asian country to crack the top 20.  
 
Table 1.1: Overall Nation Brands Index® 

Overall rank order 2008 NBISM score Overall rank order 2008 NBISM score
1 Germany 67.4 26 Mexico 53.2 
2 France 67.3 27 India 52.9 
3 United Kingdom 66.8 28 Hungary 52.8 
4 Canada 66.3 28 China 52.8 
5 Japan 66.1 30 Poland 52.7 
6 Italy 65.9 31 Czech Republic 52.5 
7 United States 65.5 31 Egypt 52.5 
8 Switzerland 64.9 33 South Korea 51.6 
9 Australia 64.6 34 Thailand 50.7 
10 Sweden 64.1 35 Taiwan 50.6 
11 Spain 63.3 36 Turkey 50.5 
12 Netherlands 61.6 37 South Africa 49.6 
13 Norway 60.6 38 Chile 49.4 
13 Austria 60.6 38 Malaysia 49.4 
15 Denmark 60.3 40 Peru 49.1 
16 Scotland 60.2 41 Romania 48.9 
17 New Zealand 60.1 42 Lithuania 48.0 
18 Finland 59.2 43 Indonesia 47.7 
19 Ireland 58.7 44 Estonia 47.6 
20 Belgium 58.1 44 United Arab Emirates 47.6 
21 Brazil 56.6 46 Cuba 46.6 
22 Russia 55.7 46 Ecuador 46.6 
23 Iceland  55.0 48 Saudi Arabia 45.5 
24 Singapore 53.7 49 Nigeria 40.9 
24 Argentina 53.7 50 Iran 38.0 

NBISM scores range from 1-100 
 

The midlevel countries include a combination of smaller and relatively less visible high-income 
countries, such as Iceland and Singapore, and the large developing countries of Brazil, Russia, 
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Mexico, India, and China.  These large emerging countries often have some very strong 
dimensions of their brand but lack an all-around developed brand in all six dimensions of the 
NBISM.   
 
Some regions have countries that rank very close together in the NBISM while others show a 
great deal of variance.  For example, most Asian countries are ranked very tightly with South 
Korea, Thailand, Taiwan, and Malaysia all within 7 positions of each other.  On the other hand, 
Latin American countries range from 21st for Brazil to 46th for Ecuador.  Central and Eastern 
European countries are also fairly spread out in the rankings.  At 22nd, Russia leads this group 
which includes countries ranked in the 20s, 30s, and 40s.    
 
With the exception of Egypt, Middle Eastern countries United Arab Emirates, Saudi Arabia and 
Iran are ranked in the bottom 10.  They are joined at the bottom by Cuba and Nigeria, both 
countries not fully integrated in global trade and commerce.  The very small countries of 
Ecuador and Estonia are also among the bottom 10 Nation Brands, which is more a result of 
very limited brand exposure than strong negative perceptions.   

NBISM Rankings by 20 Panel Countries 

 
The overall rankings represent the combined views of the 20 NBISM panel countries.  We can 
gain perspective on Switzerland's overall 8th place ranking by looking at how it does in each of 
the countries that rates it.  Table 1.2 shows that all panel countries rank Switzerland in the top 
third of the 50 countries.  Switzerland's position ranges from 2nd in Germany to 16th in Sweden.  
The distribution shows that Switzerland's brand is strongest in parts of the world outside of 
Western Europe, with the notable exception of Germany.  Other Western European countries 
France, Italy, the United Kingdom, and Sweden all rank Switzerland 10th or lower of the 50 
countries.  This pattern suggests that proximity to Switzerland possibly makes the brand more 
volatile given closer media scrutiny of events in countries close by, while it may be easier to 
sustain a positive reputation in countries further afield as they are less exposed to news in 
Switzerland. 
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Table 1.2: Switzerland’s NBISM Rankings by 20 Panel Countries 

Panel countries  Switzerland’s rank Panel Countries Switzerland’s rank 
Germany 2 Canada 8 
China 4 Egypt 8 
Poland 5 Mexico 8 
Argentina  6 Brazil 9 
Russia 6 United States 9 
South Korea 6 France 10 
Australia  7 India 10 
Japan 7 Italy 10 
South Africa 7 United Kingdom 12 
Turkey 7 Sweden 16 

NBISM rankings range from 1-50 
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2. Exports 

Exports Index 

The first point of the hexagon we look at is the exports dimension. It is made up of three 
questions which address the following concepts: 
 

• The country’s contribution to innovation in science and technology 
• The effect of a product or service’s country of origin on people’s attitudes towards 

purchasing it 
• The degree to which the country is a creative place with cutting-edge ideas and new 

ways of thinking 
 
Each of these addresses a key component of a country’s economic strength and potential.  
Leadership in innovation is an important aspect of a country’s economic power.  This concept 
gets at a nation’s investment in research and development and its past and present contribution 
to the world’s progress in science and technology.  The second item focuses on the change in 
value that is associated with a product or service coming from a particular country.  Countries 
that do well in this dimension export well-known high quality brands.  The “cutting edge” 
concept, new to the NBISM in 2008, measures a country’s potential for future economic success.  
Countries that score well on this question are perceived to be dynamic and forward thinking 
places where creativity is encouraged. 
 
Table 2.1 shows that world’s three largest economies, Japan, the United States, and Germany 
are comfortably situated in the top three spots for the exports dimension.  These top countries 
constitute the top three across each of the exports dimension concepts: contribution to science 
and technology, “value-add” country of origin, and cutting edge ideas.  Japan, which tops the 
exports dimension by more than two points, has systematically and extensively invested in 
research and development and is home to many of the world’s leading brands known for quality 
and cutting edge technology. 
 
A country’s ranking in the top tier of the list is more or less related to the size of the economy, 
with advanced economies clustering in that range.  But for the rest of the countries, GDP per 
capita, often correlated with a nation’s ability to invest in R&D and to improve its 
competitiveness, is a closer indicator of the positions on the list.  While Scandinavian countries 
tend to rank highly in exports despite their relatively small economies, the largest developing 
countries such as China and Brazil find themselves in the middle of the exports rankings despite 
having top 10 Net GDPs.  China is seen as having made major contributions to science and 
technology AND as a place with new ways of thinking, receiving the 6th and 13th highest scores 
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for those questions respectively.  But the widely reported consumer product defects last year 
have handed China a 47th place finish for the reputation of its exports.  As a result, China only 
earns the 21st position along the export dimension, albeit still one of the highest ranks among 
developing countries. 
 
Interestingly, three other East Asian countries (South Korea, Singapore and Taiwan) are all 
among the top 25 countries, pulling away from their less developed Asian neighbors Malaysia, 
Thailand, and Indonesia.  These Asian Tiger countries have made great strides in moving up 
the value chain of exports, now home to well-known brands such as Samsung, Singapore 
Airlines and Acer.  However, they generally share the pattern with China, scoring much higher 
in the innovation and new ways of thinking dimensions and lagging in the reputation of their 
exports.  The smallest developing counties included in the NBISM round out the bottom of the 
list for this hexagon point. 
 
Table 2.1: Exports Index 
Exports rank order 2008 Exports score Exports rank order 2008 Exports score
1 Japan 77.0 26 India 51.4 
2 United States 74.8 27 Brazil 51.3 
3 Germany 72.7 28 Iceland  50.0 
4 United Kingdom 68.2 29 Poland 48.8 
5 France 67.2 30 Czech Republic 48.2 
6 Canada 66.2 31 Argentina 48.1 
7 Switzerland 65.6 32 Hungary 48.0 
8 Sweden 63.6 33 United Arab Emirates 46.8 
9 Italy 62.9 33 Malaysia 46.8 
10 Australia 62.0 35 Mexico 46.5 
11 Netherlands 58.9 36 Thailand 46.1 
12 Spain 58.0 37 South Africa 45.6 
13 Norway 57.8 38 Turkey 45.3 
14 Denmark 57.6 39 Egypt 44.5 
15 Finland 57.1 40 Chile 44.1 
16 Austria 56.8 41 Indonesia 44.0 
17 Russia 56.6 41 Saudi Arabia 44.0 
18 South Korea 55.6 43 Lithuania 43.3 
19 Belgium 55.5 44 Romania 43.0 
20 New Zealand 55.2 45 Estonia 42.8 
21 China 54.8 46 Cuba 41.8 
22 Scotland 54.6 47 Peru 41.5 
23 Singapore 54.1 48 Ecuador 40.6 
24 Ireland 53.8 49 Iran 36.6 
25 Taiwan 53.4 50 Nigeria 35.9 

Exports scores range from 1-100 
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Switzerland’s Exports Rankings by 20 Panel Countries 

 
Switzerland’s rank of 7th in exports is a testament to the country’s economic success including 
the country’s dominant global brands known for excellent quality.  Looking at Switzerland’s 
rankings by the 20 panel countries, it gets its highest ranking for exports, 4th, from Germany 
and its lowest of 12th from India, which ranks large developing countries such as Russia and 
China, and its Asian business partners such as Singapore, all ahead of Switzerland (Indians also 
exhibit supreme confidence in their booming economy, ranking itself ahead of Switzerland in 
this area).  In general, exports dimension shows a similar distribution of rankings as we see for 
the overall NBISM, with many of the Western European countries giving Switzerland lower 
ratings.  Also, we see a geographically diverse group of countries giving Switzerland its highest 
rankings. 
 
  

Table 2.2: Exports - Switzerland’s Rankings by 20 Panel Countries 

Panel countries  Switzerland’s rank Panel Countries Switzerland’s rank 
Germany 4 South Korea 7 
Argentina  5 Turkey 7 
Poland 5 United States 7 
Japan 6 Brazil 8 
Australia  7 Egypt 8 
Canada 7 France 8 
China 7 Italy 8 
Mexico 7 Sweden 10 
Russia 7 United Kingdom 10 
South Africa 7 India 12 

Exports rankings range from 1-50 

Exports: Question Ratings and Word Associations 

 
Looking at the questions that comprise Switzerland’s export index, we see that it does well on 
all three concepts.  Among the comparison countries of Germany, the UK, Sweden, and the 
Netherlands, Germany has the highest scores for all three of the items whereas the Netherlands 
rank the lowest for all three.  Compared to its competitive set, Switzerland’s strongest areas are 
its cutting-edge ideas and the reputation of its products and services.  Having highly regarded 
brands such as Nestle, Swatch, and Swiss Army, which are all closely identified with their Swiss 
origin, helps to bolster Brand Switzerland around the world.   
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Table 2.3: Exports Question Ratings 

Concept Switzerland Germany 
United 

Kingdom Sweden Netherlands 
Contributes to science 
and technology 4.8 5.5 5.2 4.7 4.4 

Feel good about buying 
products from country 5.0 5.2 5.0 4.8 4.5 

Creative place with 
cutting-edge ideas and 
new ways of thinking 

5.0 5.3 5.1 4.9 4.6 

Question responses range from 1-7, with 7 being most favorable 

In Table 2.4 we show the products and services that are most associated with Switzerland and 
its competitive set.  Not surprisingly, the majority of panelists select banking as Switzerland’s 
trademark industry.  While the strong association with banking adds important positive 
attributes to the brand of Switzerland, there is also a potential risk of having so much of the 
reputation riding on one dimension.  High technology is the only other industry that is 
associated with Switzerland by a substantial percentage of panelists.   

Table 2.4: Exports Word Associations 
Products and services 
associated with these 
countries 

Switzerland
% 

Germany
% 

United 
Kingdom

% 
Sweden 

% 
Netherlands 

% 
High technology 12 27 18 17 9 

Banking 53 3 22 12 8 

Automotive * 48 9 14 3 

Advertising * * 4 4 5 

Crafts  5 * * 6 6 

Agriculture 3 * 3 5 19 

Fashion 3 * 10 4 4 

Food 5 * 3 5 10 

Oil * * * * * 

Film and television * * 10 3 * 

*2% or less 

Among the competitive set, Germany is associated with the automotive industry by nearly half 
of panelists.  Germany, the UK, and Sweden, in addition to Switzerland are all primarily 
associated with high-value industries.  But unlike Germany and Switzerland, the UK and Sweden 
have a larger variety of associations rather than one really dominant industry.  The Netherlands 
is unique among the set in that it has high associations with agriculture and food, reflecting 
perhaps both the fact that the country ranks third in the world in agricultural exports as well as 
popular images of windmills and cows in the Dutch countryside.  The Anglo-Dutch consumer 
package goods giant Unilever also adds to the country’s reputation in the food business 
worldwide. 
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3. Governance 

Governance Index 

The second point of the hexagon we analyze is the governance dimension.  It is made up of 
five questions which address the following concepts: 
 

• The country is competently and honestly governed 
• The country respects the rights of its citizens and treats them with fairness 
• The country behaves responsibly in the areas of international peace and security 
• The country behaves responsibly to protect the environment 
• The country behaves responsibly to help reduce world poverty 

 
The first two concepts focus on a nation’s domestic governance.  That a country is seen as 
being competently and honestly governed is obviously hugely indicative of that government’s 
reputation.  The second concept assesses whether or not a government is providing its citizens 
with the basic rights of a free society.  The last three items of the governance dimension are 
directed towards a country’s behavior in three areas of global policy:  international peace and 
security, the environment, and the problem of world poverty.  The final two concepts, behaving 
responsibly to protect the environment and to help reduce poverty, are both items that have 
become more and more important components of overall brand in the last few decades.  We 
can expect these governmental responsibilities, particularly the need to have sound 
environmental policy, to continue to increase in importance in the future. 
 
Western European countries are joined by Canada and Australia in forming the top group for 
the governance dimension.  For this point of the hexagon, it seems that a country’s size is not 
positively correlated with its ranking, as we see many smaller countries performing very well.  
In contrast, the U.S., China, Russia, global powerhouses championing competing political 
economic models and contentious world views, all have considerably lower ranks along the 
governance dimension, compared to their performance on other dimensions such as exports or 
culture.  The United States for example sits in the 22nd position, heavily weighted down by its 
performance in the international areas—ranking 32nd for behaving resposibly regarding 
international peace and security and ranking 37th for protecting the environment.  China, which 
has been the focus of particularly intense international media scrutiny for its environmental 
records and human rights policy in the lead up to the 2008 Beijing Olympics, finds itself at the 
very bottom of the list, only outscoring Nigeria and Iran.  India, the world’s largest democracy, 
also has a low ranking at 41st, behind all its Asian counterparts except Indonesia and China.  In 
the Middle East, Egypt, Turkey, and United Arab Emirates have a virtual tie at 36-38th positions, 
ahead of Saudi Arabia at 46th, and Iran at 50th. 
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Table 3.1: Governance Index 

Governance rank order 
2008 Governance 

score Governance rank order 
2008 Governance 

score 
1 Switzerland 67.3 26 Brazil 49.1 
2 Canada 67.2 27 Estonia 48.3 
3 Sweden 66.5 28 Lithuania 48.2 
4 Germany 65.3 28 Argentina 48.2 
5 Australia 64.7 30 Romania 47.1 
6 Norway 63.9 31 Taiwan 46.6 
7 Netherlands 63.5 31 South Korea 46.6 
7 Denmark 63.5 33 Chile 46.5 
9 United Kingdom 63.2 33 Mexico 46.5 
10 France 63.0 35 Malaysia 46.3 
11 Finland 62.6 36 Egypt 46.0 
12 New Zealand 62.1 37 Turkey 45.9 
13 Austria 61.9 38 United Arab Emirates 45.8 
14 Scotland 60.8 39 Thailand 45.4 
15 Belgium 60.5 39 Peru 45.4 
16 Spain 60.1 41 India 44.7 
17 Japan 59.9 42 Ecuador 44.5 
18 Italy 59.1 43 Russia 44.1 
19 Iceland  59.0 44 Indonesia 43.7 
20 Ireland 58.9 45 South Africa 43.2 
21 Hungary 52.3 46 Saudi Arabia 42.7 
22 United States 51.9 47 Cuba 38.4 
23 Singapore 51.4 48 China 36.7 
23 Poland 51.4 49 Nigeria 36.3 
25 Czech Republic 51.3 50 Iran 32.1 

Governance scores range from 1-100 
 
Switzerland’s number one ranking for governance is its best rank of all of the dimensions.  
Perhaps the best example of a “direct democracy” in the world, and with one of the strongest 
and most effective welfare states, Switzerland has been seen as a model of good public policy 
for decades.  Furthermore, its trademark policy of neutrality has earned Switzerland a global 
reputation as a peaceful partner. 

Switzerland’s Governance Rankings by 20 Panel Countries 

 
From Table 3.2 we see that every panel country rates Switzerland in the top 10 for governance, 
and that it receives top 3 ratings from all but 8 countries.  The US, France, India, and Sweden 
gave Switzerland its lowest rankings. 
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Table 3.2: Governance - Switzerland’s Rankings by 20 Panel Countries 

Panel countries Switzerland’s rank Panel countries 
Switzerland’s 

rank 
Argentina  1 Canada 3 
Germany 1 South Korea 3 
Japan 1 Australia  4 
Poland 1 Italy 4 
Russia 1 United Kingdom 4 
China 2 Egypt 5 
Mexico 2 United States 6 
South Africa 2 France 7 
Turkey 2 India 9 
Brazil 3 Sweden 9 

Governance rankings range from 1-50 
 

Governance: Question Ratings and Word Associations 

 
Of the five questions included in the governance hexagon point, Switzerland scores highest for 
respecting the rights of its citizens and treating them with fairness.  Even its lowest score, for 
helping to reduce world poverty, still places it as the 2nd ranked country overall, trailing only 
Canada for this question.  It is noteworthy that Sweden’s scores for the governance questions 
are almost identical to those of Switzerland.  In terms of governance, these two brands share 
very similar international reputations. 
 
Table 3.3: Governance Question Ratings 

Concept Switzerland Germany 
United 

Kingdom Sweden Netherlands 
Competently and 
honestly governed 5.1 5.0 4.9 5.0 4.9 

Respects the rights of 
citizens and treats them 
with fairness 

5.3 5.1 5.1 5.2 5.1 

Behaves responsibly in 
the areas of international 
peace and security 

5.1 5.0 4.8 5.0 4.9 

Behaves responsibly to 
protect the environment 5.0 4.8 4.6 5.0 4.8 

Behaves responsibly to 
help reduce world 
poverty 

4.5 4.5 4.5 4.5 4.4 

Question responses range from 1-7 

 

From Table 3.4 we see that all the countries in the competitive set share a very similar profile 
of adjectives used to describe their governments.  With all of these countries placing in the top 
ten for the government hexagon point, it is no surprise that they are all unmistakably 
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associated with positive terms.  The near synonyms reliable, trustworthy, and reassuring define 
all five countries’ governments’ reputations.  Transparency is also a strong characteristic of 
governments in these countries. 
 

Table 3.4: Governance Word Associations 
Adjectives that most 
accurately describe 
the government 

Switzerland
% 

Germany 
% 

United 
Kingdom 

% 
Sweden 

% 
Netherlands 

% 
Reliable 32 30 27 29 26 

Unpredictable 4 8 8 5 6 

Transparent 9 8 8 9 10 

Trustworthy 22 19 19 22 21 

Dangerous * 3 5 * * 

Corrupt * * 4 * * 

Reassuring 11 11 10 12 12 

Unstable * 3 3 * * 

*2% or less 
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4. Culture 

Culture Index 

The culture point of the hexagon is made up of three questions covering the following 
concepts: 
 

• The country excels at sports 
• The country has a rich cultural heritage 
• The country is an interesting and exciting place for contemporary culture such as 

music, films, art and literature.   
 
The first question in this dimension focuses entirely on one of the widely recognized 
expressions of modern culture – sports.  Countries that have had success in the Olympic Games 
and in international soccer competitions tend to have the highest ratings for sports.  The 
second concept, having rich cultural heritage, focuses on the depth and richness of a country’s 
cultural history.  This dimension is strongly associated with the antiquity of the nation, where 
countries with older civilizations fare better.  The final concept, contemporary culture, gets at 
both modern mass media culture as well “high culture” reputations.   
 
The top countries on the culture index are generally large Western European countries that do 
well on all three of questions.  France, Italy, the United Kingdom, and Spain all have relatively 
balanced cultural brands that span sport, cultural heritage, and contemporary culture.  An 
exception, the U.S. sits in the 5th position despite ranking 38th for cultural heritage due to its 
position as the world leader in sports and contemporary pop culture.   
 
China, India, and Egypt, widely known for their ancient civilizations, get their best scores in this 
dimension, lifted primarily by the rich cultural heritage question in which they rank 5th, 8th, and 
1st respectively.  Smaller or less visible developing countries, despite their rich cultural heritage, 
do not break through to the top half of the rankings.  For example, Latin American and Asian 
countries with deep and vibrant indigenous cultures and/or fantastic historic monuments, such 
as Peru, Thailand, and Indonesia, find themselves in the bottom third of the list.   
 
Switzerland’s rank for the culture index is its lowest ranking hexagon point at 18th.  Its small 
size and lack of unique cultural footprints may contribute to the low score.  Nevertheless, even 
in its weakest dimension, Switzerland places in the top half of the countries rated. 
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Table 4.1: Culture Index 

Culture rank order 
2008 Culture 

score Exports rank order 
2008 Culture 

score 
1 France 71.4 26 Belgium 55.1 
2 Italy 70.9 27 Finland 55.0 
3 United Kingdom 69.0 28 Turkey 54.5 
4 Germany 68.9 29 Czech Republic 54.4 
5 United States 68.8 30 Poland 54.2 
6 Spain 67.1 31 South Africa 53.6 
7 Russia 66.1 32 Hungary 53.5 
8 Japan 65.7 33 South Korea 53.3 
9 China 64.5 34 Romania 52.4 
10 Brazil 62.4 35 Cuba 51.5 
11 Australia 61.0 36 Peru 51.3 
12 Canada 60.6 37 Thailand 51.1 
13 Sweden 59.8 38 Iceland  50.7 
14 Netherlands 59.5 39 Chile 50.2 
15 Austria 59.1 40 Singapore 49.2 
16 Scotland 58.9 41 Lithuania 48.4 
17 Argentina 58.0 42 Indonesia 48.2 
18 Egypt 57.9 43 Taiwan 48.1 
18 Switzerland 57.9 44 Malaysia 48.0 
20 India 57.6 45 Estonia 47.6 
21 Mexico 57.0 46 Ecuador 47.4 
22 Ireland 56.8 47 Nigeria 46.2 
23 Norway 56.5 48 Saudi Arabia 46.0 
24 Denmark 56.4 49 United Arab Emirates 45.5 
25 New Zealand 55.5 50 Iran 43.5 

Culture scores range from 1-100 

Switzerland’s Culture Rankings by 20 Panel Countries 

 
Among the panel countries, Canada gives Switzerland its highest ranking at 14th and, in a 
continuing pattern, Sweden and France give the lowest rankings of 25th and 28th.  Once again, 
with the exception of Germany, all of Switzerland’s Western European neighbors rank the 
country lower than the average among 20 panel countries. 
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Table 4.2: Culture - Switzerland’s Rankings by 20 Panel Countries 
Panel countries Switzerland’s rank Panel countries Switzerland’s rank 
Canada 14 Egypt 18 
Brazil 15 Mexico 18 
Germany 15 Poland 18 
India 16 United States 18 
Turkey 16 Argentina  20 
Japan 17 South Africa 20 
Russia 17 United Kingdom 23 
South Korea 17 Italy 24 
Australia  18 Sweden 25 
China 18 France 28 

Culture rankings range from 1-50 

Culture: Question Ratings and Word Associations 
 
Table 4.3 shows that the culture dimension is one place where Switzerland generally gets 
outscored by all of the comparison countries.  Switzerland’s strongest attribute is having a rich 
cultural heritage with a 15th place finish, but this is a more difficult area upon which to improve.  
Its lowest scores, for sports and contemporary culture, could experience a lift by promoting 
successful high-profile sports competition or enhancing its modern cultural outputs.    
 
Table 4.3: Culture Question Ratings 

Concept Switzerland Germany 
United 

Kingdom Sweden Netherlands 
This country excels at 
sport 4.1 5.3 4.9 4.4 4.5 

This country has a rich 
cultural heritage 4.8 5.2 5.3 4.8 4.7 

Interesting and exciting 
place for contemporary 
culture such as music, 
films, art, and literature 

4.4 4.9 5.1 4.5 4.4 

Question responses range from 1-7 
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The leading cultural activity or product associated with Switzerland is modern design, ranking 
second only after Sweden out of the 5 countries in the comparison set.  Association with 
museums is mentioned by more than 10% of the panelists, although museums are hardly a 
signature trait, as they tend to be associated with most European countries.  Besides these two 
areas, Switzerland has weak associations with a variety of other cultural areas.  Along with 
Switzerland’s low ranking on the culture Index, Table 4.4 demonstrates that the country lacks 
strong distinguishing cultural trademarks.  Among the competitors, Germany shows the 
strongest association with sports and over a quarter of panelists associate the UK with pop 
videos or music.  Sweden and the Netherlands have similar profiles as Switzerland, although 
modern design is an area Sweden and Switzerland could possibly pull ahead further among the 
competitive set. 
 
Table 4.4: Culture Word Associations 
Cultural activity or 
product most 
expected to be 
produced in this 
country 

Switzerland
% 

Germany 
% 

United 
Kingdom 

% 
Sweden 

% 
Netherlands 

% 
Opera 6 7 5 3 * 

Pop Videos * 3 11 5 4 

Circus * * * * * 

Sculpture 6 4 3 6 6 

Museums 13 15 21 10 14 

Street Carnival 4 5 3 4 7 

Films 5 6 10 7 5 

Sports 6 18 7 8 9 

Modern design 16 14 6 17 10 

Music 4 6 15 8 5 

*2% or less 
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5. People 

People Index 

The people point of the hexagon is made up of three questions which get at the perceptions of 
the people of a country from three different perspectives:  
 

• If I visited the country, the people would make me feel welcome 
• I would like to have a person from the country as a close friend 
• A well-qualified person from the country would be a valuable employee  

 
The questions that comprise this dimension get at three different important aspects of a 
country’s people.  The first concept – how welcoming the people of a country are – gets at a 
country’s overall friendliness and manners.  It expands beyond tourism to serve as an indicator 
of what the experience of interacting with the people of that country is generally like.  The 
second concept goes beyond manners, encompassing characteristics that we want in our close 
friends – fun, loyal, interesting, and in many cases, sharing our interests.  The last concept 
assesses whether the people of a country would be valuable assets as employees.  The 
responses to this question relate to preconceived notions of the intelligence, competence, and 
work ethic of a country’s people. 
 
Canada and Australia get the top two spots for the people ranking, with Canada getting the top 
rank for all three of the people questions.  Western European countries make up the remainder 
of the top spots.  The United States and France both rank low on the people index relative to 
their overall NBISM ranks due mostly to their rankings as 25th and 19th, respectively, on the 
welcoming aspect.  Also, breaking the pattern in the overall rankings, and true to their 
reputation, the people of Latin American countries are generally seen more positively than the 
people of developing Asia and the people of former Soviet bloc countries.   
 
Switzerland ranks 5th on the people Index, above its NBISM average. 
 



 GfK Roper Public Affairs & Media®  

 28 
Anholt-GfK Roper NBISM 2008 Report  September 2008 

 

Table 5.1: People Index 

People rank order 
2008 People 

score People rank order 
2008 People 

score 
1 Canada 70.1 26 India 59.6 
2 Australia 68.9 27 Hungary 59.1 
3 Italy 67.7 28 Poland 58.9 
4 Sweden 67.4 29 Czech Republic 58.5 
5 Switzerland 67.2 29 Thailand 58.5 
6 United Kingdom 66.9 31 Russia 58.4 
7 Germany 66.6 32 Egypt 57.3 
8 Japan 66.5 33 Taiwan 57.2 
8 Spain 66.5 34 South Africa 57.1 
10 New Zealand 65.9 35 Peru 56.9 
11 France 65.5 35 Chile 56.9 
12 Netherlands 65.3 37 Turkey 56.7 
13 United States 65.1 38 Malaysia 56.5 
14 Norway 64.9 39 South Korea 56.4 
15 Scotland 64.8 40 Cuba 55.8 
16 Denmark 64.5 41 China 55.4 
17 Ireland 64.1 41 Indonesia 55.4 
18 Finland 63.8 41 Romania 55.4 
18 Austria 63.8 44 Lithuania 55.0 
20 Brazil 63.5 45 Ecuador 54.9 
21 Belgium 62.5 46 Estonia 54.6 
22 Iceland  61.2 47 United Arab Emirates 52.7 
23 Argentina 60.8 48 Saudi Arabia 50.6 
24 Mexico 60.4 49 Nigeria 49.9 
25 Singapore 59.8 50 Iran 43.8 

People scores range from 1-100 
 

Switzerland’s People Rankings by 20 Panel Countries 

 
The people Index rankings of Switzerland by the 20 panel countries range from 2nd by Germany 
and 18th by Sweden.  Again, Table 5.2 shows that the countries that rate Switzerland the 
highest tend to be countries that have less contact and exposure to the country.  Excluding 
Germany, which has shown a very positive perception of Switzerland in all dimensions, none of 
the Western European nations rank Switzerland higher than 15th in this dimension.     
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Table 5.2: People - Switzerland’s Rankings by 20 Panel Countries 

Panel countries Switzerland’s rank Panel countries Switzerland’s rank 
Germany 2 United States 8 
South Korea 4 Australia  9 
Argentina  5 Brazil 9 
India 5 Poland 9 
Mexico 5 Egypt 12 
Russia 6 Turkey 13 
South Africa 6 United Kingdom 14 
China 7 Italy 15 
Canada 8 France 17 
Japan 8 Sweden 18 

People rankings range from 1-50 

People: Question Ratings and Word Associations 

Switzerland’s strongest individual question for the people hexagon point is how panelists are 
willing to employ a well-qualified person from this country.  Switzerland ranks 4th among 50 
nations.  This was the highest scored question in this dimension for all of the comparison 
countries as well.  Table 5.3 shows very little variance in the performance of Switzerland and its 
competitive set.  Among the group, only the Netherlands at 12th falls outside of the top-10 in 
the people index. 

 

Table 5.3: People Question Ratings 

Concept Switzerland Germany 
United 

Kingdom Sweden Netherlands 
People would make you 
feel welcome 4.8 4.6 4.7 4.9 4.8 

Like to have a person 
from this country as a 
close friend 

5.0 5.0 5.0 5.0 4.9 

Willing to employ a well-
qualified person from 
this country 

5.2 5.3 5.2 5.2 5.0 

Question responses range from 1-7 
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Table 5.4 shows the percentage of panelists who pick each adjective as the best one to 
describe a country’s inhabitants.  Nearly all panelists use positive adjectives to describe the 
Swiss.  More than one in five thinks of the Swiss as being rich, an association that goes along 
with the high per capita income and the country’s strong banking reputation.  After being rich, 
the Swiss are associated with being honest, hard-working, or skillful by close to half of 
panelists.  These three adjectives are also the most common associations for all of the 
comparison countries.  Germans have the most distinct profile, being identified as hard-working 
by 25% of panelists and skillful by 22%.  But its perceived honesty and tolerance are the lowest 
among the comparison countries.  Furthermore, 6% of panelists believe Germans are 
aggressive.  The English, Swedish, and Dutch have more dispersed association profiles with no 
one adjective receiving 20%.  The Dutch stand out among the competitive set as the most fun 
and tolerant. 

Table 5.4: People Word Associations 
Adjectives that 
describe the people of 
each country 

Switzerland
% 

Germany 
% 

United 
Kingdom 

% 
Sweden 

% 
Netherlands 

% 
Honest 14 8 11 15 12 

Hard-Working 13 25 11 14 14 

Lazy * * 5 * * 

Ignorant * * * * * 

Unreliable * 3 4 * * 

Skillful 17 22 16 17 14 

Fun 4 3 5 6 9 

Tolerant 6 4 8 9 11 

Rich 21 7 13 10 5 

Aggressive * 6 3 * * 

*2% or less 
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6. Tourism 

Tourism Index 

The tourism point of the hexagon is made up of four questions which measure several concepts 
that indicate the strength of a country’s brand as a tourist destination: 

 
• Would like to visit the country if money were no object 
• The country is rich in natural beauty 
• The country is rich in historic buildings and monuments  
• The country has a vibrant city life and urban attractions 
 

The first component of the tourism hexagon point measures a country’s tourism potential by 
asking panelists to evaluate their interest in tourist destinations without considering the 
practical restraints of distance and cost.   The following three questions address the three most 
important qualities that vacationers look for in a destination.  The natural beauty of a country 
can refer to great beaches, pristine wilderness, serene farmland, natural wonders, or any 
variety of landscapes that make a location desirable.  The ancient ruins, architectural feats, and 
historic landmarks that make certain countries prime tourism locales are included in the historic 
buildings and monuments concept.  The third question assesses the contribution of a nation’s 
cities to its tourism brand image.   
 
The big three European Mediterranean countries, Italy, France, and Spain, do the best in the 
tourism dimension.  These countries, which rank in the top ten for all four tourism questions, 
feature a variety of widely popular destinations.  Aside from this top group, most countries get 
by with tourism industries that are characterized by one or two strong areas.  Unlike other 
hexagon dimensions, a country can have a very strong tourism brand even if it only fares well 
in one or two areas.  New Zealand, for example, is in the top 10 countries panelists would like 
to visit if money were no object, despite ranking 38th and 24th for having historic buildings and 
a vibrant city life.  Of course, this is due to New Zealand’s unmatched mountains and 
wilderness, captured by its 2nd place ranking for natural beauty.  In general, most countries 
have a great deal of variance in their rankings on the various tourism questions.      
 
The strength of a country’s tourism brand often relates to actual international tourist arrivals or 
dollars, although not always.  France and Spain, which are the top two countries for actual 
international tourist arrivals, with over 50 million people a year, place in the top three in the 
tourism brand index but are behind number one Italy, which does not see the same number of 
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actual visitors.  The United States, with the third largest volume of inbound travelers, places 
behind Australia which receives less than 5 times the number of international travelers 
compared to the U.S.  Australia demonstrates that desire to visit a place does not always 
materialize and that actual tourism business is hugely affected by the cost and distance 
inherent in visiting a country.   
 
Switzerland matches its overall NBISM with an 8th place ranking on the tourism dimension, ahead 
of Germany at 10th and Sweden at 14th.  With a 4th place ranking as a place to visit if money 
were no object, Switzerland has significant potential to move even higher in this dimension if 
for example more affordable trips are made possible.     
 
Table 6.1: Tourism Index 

 

Tourism scores range from 1-100 

Tourism rank order 
2008 Tourism 

score Tourism rank order 
2008 Tourism 

score 
1 Italy 77.2 26 Argentina 63.8 
2 France 75.9 27 Finland 63.6 
3 Spain 73.3 28 Belgium 62.6 
4 United Kingdom 72.5 29 Peru 62.1 
5 Australia 71.5 30 Singapore 61.5 
6 United States 71.1 31 Turkey 61.4 
7 Canada 71.0 32 Iceland  61.3 
8 Japan 70.4 33 Hungary 59.9 
8 Switzerland 70.4 34 Chile 59.3 
10 Egypt 70.3 35 Czech Republic 59.2 
10 Germany 70.3 36 Poland 59.1 
12 Scotland 69.1 37 Malaysia 59.0 
13 Brazil 68.7 38 South Africa 58.9 
14 Sweden 68.5 39 Indonesia 58.0 
15 Austria 67.8 40 Cuba 57.2 
16 New Zealand 67.4 41 Taiwan 57.1 
17 Mexico 67.1 42 Romania 56.3 
18 Netherlands 66.9 43 South Korea 55.9 
19 Ireland 66.7 44 Ecuador 55.7 
20 Norway 65.8 45 Lithuania 53.6 
21 China 65.6 46 Estonia 53.1 
22 Russia 65.2 47 United Arab Emirates 52.4 
23 Denmark 65.1 48 Saudi Arabia 50.7 
24 India 64.2 49 Nigeria 47.1 
25 Thailand 63.9 50 Iran 44.0 
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Switzerland’s Tourism Rankings by 20 Panel Countries 

 
Table 6.2 demonstrates that the strength of Switzerland’s tourism brand varies greatly by the 
nation that rates it.  India and South Korea are the most favorable, ranking Switzerland 3rd 
while France is the least excited about visiting their small neighbor to the east, ranking it 27th.  
Switzerland is most highly regarded as a vacation destination by the Asian panel countries with 
China, and Japan joining India and South Korea in ranking it 6th or better.  Some of 
Switzerland’s chief rivals for tourists – Sweden, Italy, and France -- consider Switzerland as a 
less than extraordinary tourist destination.     
 
 
 
Table 6.2: Tourism - Switzerland’s Rankings by 20 Panel Countries 

Panel countries Switzerland’s rank Panel countries Switzerland’s rank 
India 3 Mexico 10 
South Korea 3 Turkey 10 
China 5 United States 10 
Canada 6 Brazil 11 
Japan 6 Egypt 11 
South Africa 6 United Kingdom 11 
Germany 7 Poland 17 
Russia 8 Sweden 21 
Australia  9 Italy 25 
Argentina  10 France 27 

Tourism rankings range from 1-50 

Tourism: Question Ratings and Word Associations 
 
The strongest aspects of Switzerland’s tourism brand are its natural beauty and its overall 
appeal as a place people would like to visit if money were no object.  As Table 6.3 
demonstrates, Switzerland scores definitively higher on these two questions than its competitive 
set.  Nevertheless, the United Kingdom achieves a higher overall tourism ranking thanks to its 
appeal in all aspects.  Sweden has a similar tourism brand to Switzerland, although ranking 
lower on natural beauty compared to Switzerland.   
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Table 6.3: Tourism Question Ratings 

Concept Switzerland Germany 
United 

Kingdom Sweden Netherlands 
Strongly like to visit is 
money was no object 5.7 5.4 5.5 5.5 5.3 

This country is rich in 
natural beauty  5.5 5.0 5.0 5.3 5.0 

This country is rich in 
historic buildings and 
monuments 

4.8 5.2 5.5 4.7 4.7 

This country has a 
vibrant city life and 
urban attractions 

4.9 5.2 5.3 4.8 5.0 

Question responses range from 1-7 

 

Table 6.4 shows the adjectives that are most commonly associated with the experience of 
visiting each country.  As would be expected from five countries which all place as top 20 
tourism brands,  Switzerland and its competitive set all receive double-digit associations as 
fascinating and exciting places.  Switzerland stands out among its peers as romantic and along 
with Sweden and the Netherlands it is seen as a relaxing place to go.  Germany and the United 
Kingdom, with their cities rich with internationally recognized museums and historic 
monuments, are seen as educational by nearly a quarter of panelists.  Also, despite its 4th place 
rank for tourism overall, the United Kingdom displays the highest negatives of the set, with 
13% of respondents seeing a visit to the UK as boring, depressing, or stressful.    

 

 

Table 6.4: Tourism Word Associations 
Adjectives that 
describe the 
experience of visiting 
each country 

Switzerland
% 

Germany 
% 

United 
Kingdom 

% 
Sweden 

% 
Netherlands 

% 
Romantic 11 4 5 7 6 

Depressing * * 3 * * 

Exciting 12 13 16 12 16 

Boring 6 7 6 5 6 

Fascinating 18 16 17 17 18 

Risky * * * * * 

Educational 13 24 22 13 12 

Stressful * 3 4 * * 

Spiritual * * * * * 

Relaxing 16 5 5 16 13 

*2% or less 
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7. Immigration/Investment 

Immigration/Investment Index 

The immigration/investment point of the hexagon measures the potential of a country as a 
place to live, work, study, and invest in.  This dimension asks about four components of a 
country’s potential for immigration and investment: 
 

• Willingness to live and work for a substantial period in the country 
• Quality of life 
• Good place to study for educational qualifications 
• The country has businesses I’d like to invest in  
• Equal opportunity 

 
The component questions of this hexagon point are designed to capture a country’s power to 
attract talent and capital through immigration and investment.  With most international 
migration being primarily motivated by work or educational opportunities, the first and third 
questions reflect a potential immigrant’s interest and willingness to move to a foreign country 
for a substantial period of time.  The quality of life in a nation and its equal opportunity are also 
central concerns for anyone contemplating living in a new country.  The final aspect of this 
dimension measures the perception of a country’s economic prosperity and business 
opportunity, both powerful draws on human capital and financial investment.   
        
Canada gets the top spot in the immigration/investment Index, ranking in the top 4 for each of 
the component questions and first for quality of life.  Canada’s leading status for the 
immigration/investment hexagon point is not surprising given that it has a relatively liberal 
immigration policy and the world’s highest rate of per capital immigration.  Following Canada, 
the top group is composed of several English speaking or Western European countries with 
strong economic outlooks.  Despite heated policy debate and volatile public opinion regarding 
immigration, the U.K., U.S., Germany, France, along with Canada and Switzerland, lead the 
world as the most attractive destinations for immigration.  Spain, which has accounted for a 
large portion of the European Union’s job growth in the past several years and is quickly 
becoming a primary immigration destination of Europe is ranked 12th.  While 
immigration/investment index reflects economic growth potential and opportunities, quality of 
life is an important ingredient of the overall attractiveness.  The largest emerging countries, 
such as China which ranked 15th on the question of having promising businesses, are all located 
in the lower half of the rankings, somewhat dragged down by their lower rankings on the 
quality of life and equal opportunity aspects (China ranks 43rd and 47th respectively).  The 
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United Arab Emirates, which has been aggressively courting western educators and experts, 
hits its highest mark of all six NBI hexagon points ranking 29th for this dimension, led by its 
22nd place ranking for quality of life and 20th place ranking for havings promising businesses. 
 
Table 7.1: Immigration/Investment Index 
Immigration/Investment 
rank order 

2008 Immigration/ 
Investment score 

Immigration/Investment 
rank order 

2008 Immigration/ 
Investment score 

1 Canada 62.3 26 Poland 43.6 
2 United Kingdom 61.1 27 Czech Republic 43.5 
2 United States 61.1 28 Argentina 43.4 
4 Switzerland 61.0 29 United Arab Emirates 42.2 
5 Germany 60.7 30 South Korea 41.8 
6 France 60.5 31 Mexico 41.5 
7 Australia 59.6 32 Taiwan 41.2 
8 Sweden 59.0 33 China 40.0 
9 Italy 57.7 34 India 39.8 
10 Japan 57.1 35 Malaysia 39.7 
11 Netherlands 55.3 36 Lithuania 39.5 
12 Spain 55.1 36 Turkey 39.5 
13 Denmark 54.8 38 Estonia 39.4 
14 Norway 54.7 39 Chile 39.3 
15 New Zealand 54.4 39 Thailand 39.3 
15 Austria 54.4 41 Saudi Arabia 39.2 
17 Scotland 53.2 41 South Africa 39.2 
18 Finland 52.8 43 Egypt 39.0 
19 Belgium 52.2 44 Romania 38.9 
20 Ireland 51.6 45 Peru 37.2 
21 Iceland  47.8 45 Indonesia 37.2 
22 Singapore 46.1 47 Ecuador 36.7 
23 Brazil 44.5 48 Cuba 35.0 
24 Hungary 44.2 49 Nigeria 30.1 
25 Russia 43.8 50 Iran 28.1 

Immigration/Investment scores range from 1-100 
 
Switzerland does very well ranking 4th in this dimension, surrounded by larger countries at the 
top of the list.  Despite its size, Switzerland is seen globally as a premier country to live, work, 
study and invest in.  With the number one ranking for quality of life and top ten rankings for 
the remaining three questions, Switzerland’s brand has a very powerful ability to attract human 
capital and financial investment. 
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Switzerland’s Immigration/Investment Rankings by 20 Panel Countries 

 
Table 7.2 shows that all panel countries viewed Switzerland very highly as a strong brand for 
immigration/investment.  Argentina, Poland, and Russia all ranked Switzerland first, placing it 
ahead of their own countries.  The lowest ranking received was again from Sweden, placing 
Switzerland 12th. 
 
 
 
Table 7.2: Immigration/Investment - Switzerland’s Rankings by 20 Panel Countries 

Panel countries Switzerland’s rank Panel countries Switzerland’s rank 
Argentina  1 Italy 5 
Poland 1 China 6 
Russia 1 United Kingdom 6 
Germany 2 Brazil 7 
South Korea 2 Japan 7 
France 3 South Africa 7 
Mexico 3 United States 7 
Turkey 3 Egypt 8 
Canada 4 India 10 
Australia  5 Sweden 12 

Immigration/Investment rankings range from 1-50 

Immigration/Investment: Question Ratings and Word Associations 
 
From Table 7.3 we see that Switzerland’s highest question rating comes for quality of life, for 
which it also has the highest score of the comparative group and all NBISM countries.  
Switzerland is also very strong for caring about equality in society, tying Sweden at the top of 
the competitive set.  Germany does the best for having promising businesses and the United 
Kingdom is seen as the top place to study for educational qualifications of the comparison 
countries.   
 
Table 7.3: Immigration/Investment Question Ratings 

Concept Switzerland Germany 
United 

Kingdom Sweden Netherlands 
Willing to live and work 
for a substantial period 
in this country 

4.8 4.6 4.8 4.7 4.5 

High quality of life 5.5 5.4 5.3 5.4 5.1 
Good place to study for 
educational qualifications 5.1 5.4 5.5 5.0 4.6 

Has businesses I’d like to 
invest in 4.8 4.9 4.8 4.6 4.4 

Cares about equality in 
society 5.0 4.8 4.8 5.0 4.8 

Question responses range from 1-7 
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Table 7.4 shows us the adjectives that were most commonly selected to describe each 
country’s current economic and business conditions.  All of the panel countries share very 
similar profiles in this dimension, with roughly half of all panelists labeling each country’s 
economy as forward-thinking or modern.  The United Kingdom shows the highest negatives of 
the set with 15% of panelists describing the conditions in that country as declining or stagnant.   

 

Table 7.4: Immigration/Investment Word Associations 
Adjective that 
describes each 
country’s current 
economic and 
business conditions 

Switzerland
% 

Germany 
% 

United 
Kingdom 

% 
Sweden 

% 
Netherlands 

% 
Backward * * * * * 

Developing 7 7 6 8 9 

Forward-Thinking 20 22 18 20 16 

Ambitious 11 12 11 9 9 

Modern 32 31 30 31 31 

Declining * 4 7 3 3 

Isolated 3 * * * * 

Stagnant 5 5 8 4 5 

*2% or less 
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8. Overall Brand Assessment 

How the World Sees Switzerland 

 
The Nation Brand Hexagon® diagram below illustrates Switzerland’s brand across all six 
hexagon dimensions.  It shows that Switzerland has a successful and fairly balanced brand.  Its 
government, which is the top ranking government in the survey, represents a solid anchor for 
Brand Switzerland.  This reputation certainly contributes to its strong brand for 
immigration/investment.  An effective, honest and fair government is required to create wide 
appeal to draw people and money into the country.  The 7th place exports score is also an 
extraordinary feat considering Switzerland is a significantly smaller nation than any in the top 
10 for this dimension.  The only slight dent in Switzerland’s brand is for the culture dimension 
of the hexagon where it ranks 18th.  This weakness in recognized cultural attractions no doubt 
bleeds into the tourism dimension where Switzerland ranks 8th despite having a premier score 
for natural beauty.  

Exports

Governance

Culture

People

Tourism

Immigration

 
The Nation Brand Hexagon 

© 2000 Simon Anholt 

 

Having looked at Switzerland’s nation brand in detail across all 6 brand dimensions, the 
following sections take a glance at several other important measures that can help provide 
greater context for understanding the interactions between Brand Switzerland and the people 
of the world.   
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Overall Favorability 

Overall favorability is based on the question of overall opinion of each country on a 7-point 
scale from extremely favorable to extremely unfavorable.  This question is asked at the 
beginning of the survey and is designed to get an unadulterated image, a “gut feel” from 
panelists without them thinking too much about the details.  While the overall Nation Brands 
Index® and the overall favorability ratings are both good indicators of the strength of a 
country’s brand, the two measures should not be expected to be identical.  There can be 
differences in the ratings because while the NBISM weights each of the 6 brand dimensions 
equally, a country’s overall favorability can be influenced more heavily by certain dimensions 
whose visibility may overshadow other dimensions in building an overall impression.   
Furthermore, respondents’ personal values also weigh in on their overall opinion towards a 
country resulting in different dimensions carrying different “personal weights” in the overall 
opinion of a country.   
 
Table 8.1 shows the mean favorability score for Switzerland by each of the 20 panel countries.  
The right-hand column shows the difference between that country’s mean favorability of 
Switzerland and that country’s mean favorability of all of the countries. 
 
Table 8.1: Overall Favorability of Switzerland 

Panel countries Mean favorability of 
Switzerland +/- points from all nation average 

Russia 5.9 +1.1 
Argentina 5.8 +1.2 
Mexico 5.8 +1.1 
Italy 5.6 +1.1 
South Africa 5.5 +0.9 
Brazil 5.5 +0.9 
India 5.5 +0.8 
Germany 5.4 +1.1 
Poland 5.3 +0.8 
France 5.3 +0.8 
Canada 5.2 +0.8 
Australia 5.2 +0.8 
Egypt 5.2 +0.6 
Turkey 5.1 +0.8 
Japan 5.0 +0.7 
China 5.0 +0.7 
United States 5.0 +0.6 
South Korea 5.0 +0.6 
United Kingdom 4.9 +0.5 
Sweden 4.7 0.4 

 

As would be expected from Switzerland’s performance in the NBISM, all of the panel countries 
gave Switzerland higher favorability ratings than their all nation averages.   Once again, the 
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panel countries that are more geographically distant from Switzerland tend to have the most 
favorable opinions.  For example, three Latin American panel countries, Argentina, Mexico, and 
Brazil are near the top of overall favorability of Switzerland.   
 
Figure 8.2 is a graphical representation of the panel countries’ overall favorability of 
Switzerland.  The red colored countries are those that give the highest ratings, or feel the 
warmest, about Switzerland.  The blue countries, the United Kingdom and Sweden, compared 
to the other panel countries, have the coldest overall opinions of Switzerland.  The countries in 
yellow and green are countries in the second and third tiers of the global spectrum of 
temperature towards Switzerland.   
 
Figure 8.2: Global Temperature Map: Overall Favorability of Switzerland 
 
 

 

 

Most favorable
Very favorable 
Moderately favorable 
Least favorable 
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Familiarity 
 
Table 8.3 displays the percent of panelists from each country who have either familiarity with or 
some knowledge about Switzerland.  The right-hand column shows how that percentage differs 
from the all nation average within the same panel country.  This information can be useful in 
understanding whether raising familiarity can help improve a country’s total NBISM and each of 
the hexagon points discussed above.  For example, receiving a low ranking from a panel 
country that is very familiar with you and receiving a low ranking from a panel country that is 
not familiar with you could mean very different things.  For the low familiarity country, you 
might be able to improve your brand’s perception by working to get more exposure in that 
country – “you’ve got to be known to be liked”.  For the high familiarity country, however, you 
may face a greater challenge in changing perhaps already entrenched perceptions of your 
brand.   
 
In the case of the Swiss brand, familiarity is relatively high throughout the world, ranging from 
a high of 90% in Russia to a low of 63% in the United States.  But even that lowest percent 63 
is 24 points above the all nation average in the United States.  While the self-reported 
familiarity or knowledge may or may not be well informed, nor necessarily reflect the same 
images across different countries, it nonetheless represents a fundamental step towards 
building a brand.  In this context, Australia and Canada present some challenge for Switzerland 
compared to the other panel countries.  In both countries, familiarity with and knowledge of 
Switzerland is under 70%, and moreover, Switzerland does not command as big a lead over the 
other 49 nations, as its lead of at least 25 points in 14 of the 20 countries shrinks to only 17 
points in Canada and to an even smaller 7 points in Australia.   
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Table 8.3: Familiarity of Switzerland 

Panel countries 
%  with at least some 

knowledge of Switzerland +/- points from all nation average 
Russia 90 +24.0 
Germany 84 +37.0 
India 84 +32.0 
Italy 83 +33.0 
Poland 83 +17.0 
Turkey 80 +53.0 
Mexico 79 +41.0 
France 78 +28.0 
China 77 +41.0 
Argentina 77 +34.0 
South Korea 77 +28.0 
Sweden 76 +19.0 
Egypt 74 +27.0 
United Kingdom 71 +38.0 
South Africa 71 +30.0 
Australia 69 +7.0 
Canada 68 +17.0 
United States 63 +24.0 
Japan 61 +32.0 
Brazil 57 +27.0 

 

Experience 

Table 8.4 details several dimensions of the panel countries’ experiences of Switzerland, 
including the percentage of panelists who have visited Switzerland for vacation or business; 
have friends or acquaintances from Switzerland; have friends of relatives who have traveled to 
or been educated in Switzerland; and have purchased products or services from Switzerland.  
All of these experiences leave behind impressions, positive or negative.   
 
The level of experience of Switzerland varies greatly by panel country, not surprisingly with 
European countries reporting the highest levels.  Italians are the most likely to have visited the 
country, although they only rank Switzerland 25th for tourism out of 50 nations.  Having friends 
and acquaintances from a country may indeed be the most positive exposure to that country, 
as Germans, who rank Switzerland very high in all dimensions, are the most likely to have Swiss 
friends or acquaintances (46% vs. 37% and 39% respectively for France and Italy, and a low of 
17% for Sweden).  In general, Swiss products and services have also brought significant 
exposure to Brand Switzerland, as at least 40% of panelists in all countries except Brazil say 
they have bought Swiss products and services.  The four highest countries are interestingly a 
blend of “warm” and “cold” countries Germany and Sweden, as well as two former Soviet bloc 
countries Russia and Poland.  The average across 20 panel countries that has had this product 
and service experience with Switzerland is at 51%, comparable to South Korea.  Only eight out 
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of 50 countries are ahead of Switzerland in this area including the world’s three biggest 
economies of U.S., Japan, and Germany, the other large European economies of U.K, France 
and Italy, as well as the “world’s factory floor” China, and the strong and nimble electronics 
exporter Taiwan.   
 
 

Table 8.4: Experience of Switzerland 

Panel countries 

% have visited 
for vacation/  

business 

% have 
visited for 
business 

% have friends/ 
acquaintances 
from country 

% have 
friends/relatives 
who traveled to 

country 

% have 
friends/relatives 

who were 
educated in 

country 

% have 
purchased 

products/services 
from country 

Argentina 8 2 16 34 8 45 
Australia 19 2 21 46 8 47 
Brazil 6 2 20 26 10 30 
Canada 14 3 23 35 10 43 
China 8 4 13 17 7 46 
Egypt 8 5 17 26 6 53 
France 51 8 37 55 11 51 
Germany 53 10 46 56 10 71 
India 14 5 29 43 15 51 
Italy 61 14 39 49 15 50 
Japan 11 2 4 11 3 42 
Mexico 11 3 18 38 14 57 
Poland 15 4 15 48 5 68 
Russia 10 5 14 34 9 60 
South Africa 16 3 24 50 12 53 
South Korea 6 2 5 19 5 53 
Sweden 32 8 17 51 11 62 
Turkey 10 5 31 31 12 43 
United Kingdom 23 2 12 43 4 46 
United States 20 6 18 31 8 43 
20 Panel Country 
Average 20 5 21 37 9 51 
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