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Abstract: The purpose of this article is to explore positioning and rebranding as tools
for state security in global space, using the methodology of constructivism in interna-
tional relations. The author hypothesizes that positioning the country as safe will be
attractive only if there is a unifying factor based on the principles of consocial democ-
racy. To achieve this purpose, the authors used several scientific approaches and meth-
ods: constructivism as a scientific paradigm; dialectical method; content analysis, and
comparison. The article covers the following issues: Positioning and rebranding in
modern conditions; Level of branding effectiveness in Ukraine; National identity as
the basis for rebranding and state security; Rebranding states in the face of new chal-
lenges and threats. The essence of the conclusions is as follows: States will choose
a partner for economic cooperation under difficult conditions in terms of political
risks, benefits, and costs. This trend is about renewed positioning and rebranding to
facilitate decisions on cooperation. The effectiveness of the existing state brand de-
pends not only on creating an attractive external picture of the country’s positioning.
Without a genuine alignment of the declared brand with the internal situation of the
state, the political system as a whole, the congruent of the mental construct of the
main political structures and the social environment, the brand will not be attractive to
investors and the country will remain in an unstable environment.
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Introduction

he modern world is facing new challenges, risks, and threats. They
concern both individual states and their associations. Moreover, we
have to state more and more often that along with the growing interde-
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pendence of states against the background of globalization, individual
subjectivity is actualized, motivating, or stimulating to cooperation in
various fields.

As international practice shows, even the most closed societies, such
as North Korea, are looking for ways to expand their influence on the
most economically developed countries, thereby attracting foreign capital
necessary for developing their economies.

Synergetic explains such motives by the desire to increase the predict-
ability and stability of economic development by increasing the entropy
of investments and strengthening economic equilibrium within the state
system.

In addition, international actors tend to use not stimulating (mainly
hard power methods) but motivating methods of influencing partners, al-
lies, and opponents (soft power, smart power). It is evident in the crisis
conditions caused by the COVID-19 pandemic, environmental and cli-
mate change.

According to a recent speech by the US Secretary of State, Antony
Blinken, America will no longer undertake “costly military interventions”
or attempt to overthrow authoritarian regimes by force to advance democ-
racy (Biden administration, 2021).

These methods have an undeniable advantage — they contribute to
a more effective provision of state security and contain development po-
tential. The positioning of the state in the international arena of interac-
tion leads to certain types of its perception.

That is why the international level of interacting actors is filled with
branding technologies. They aim to improve the perception of the state
in the world, and the modern branding of states is periodically adjusted
(rebranding).

We can note, and this is absolutely fair, that Ukraine looks like a clear
outsider in this domestic and foreign policy component against the gen-
eral background of post-Soviet countries. The evidence is the low level
of direct foreign investment in our economy (Priami inozemni investytsii,
2021). It is worth analyzing the reasons for this negative position. The
practice of communicating with residents of other countries shows that
they have little or no idea about Ukraine. It can be seen even without ad-
ditional research.

The other is obvious as well. It is important to analyze the condition of
the domestic and foreign policy of the state because they affect the abil-
ity to implement positioning and rebranding in the interests of develop-
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ing the national economy and strengthening security not by force but by
motivational methods. In other words, how not to position oneself as an
ideal and attractive country, it is impossible to achieve the desired result
if its created image is not filled with internal content, which is supported
by the absolute number of individuals and groups. From this, it is possible
to draw certain conclusions and make recommendations on what should
be done to change the current trend for the better.

Methodological grounds

Analysis of modern research has shown that the concept of a state
brand, characteristic of the 1990s, began to be actively applied to various
territories: states, regions, cities, giving life to a whole direction — (place
branding). The state brand concept was developed by many foreign ex-
perts: J. Hildreth (2010), S. Anholt (2006), W. Olins (2005), and others.
Security branding was studied by Jon Coaffee, Peter van Ham (2008).
Ukrainian researchers T. Nahorniak (2008), V. Myroshnychenko (2017),
M. Tereshchuk (2015) also study the national branding of Ukraine. These
scientific works do not focus on the transition of positioning to rebranding
as a dynamic transition leading to a new perception of the country at the
international level of interaction.

In addition, modern scholars do not actively use the possibilities of
constructivism as a direction in the study of international relations. It can
and should be used when discussing state security, its positioning, and
rebranding. The article is based on the research of the classics of con-
structivism, such as A. Wendt (1995), N. Onuf (1989), and on the research
of modern authors such as C. Ogden (2017), C. Braun (2020), S. Theys
(2015), S. Romaniuk, F. Grice (2018), A. Rasheed (2020), and others.

The article also uses the features of the functioning of mental spaces
by J. Fauconnier (1994) and The Strauss-Howe generational theory.

The purpose. Explore positioning and rebranding as instruments of
state security in the global space, using the methodology of constructiv-
ism in international relations.

The authors’ hypothesis is that positioning the country as safe will
be effective only if there is a unifying factor based on the principles of
consociational democracy.

To achieve this purpose, the authors used many scientific approaches
and methods. Here are the main ones:
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— the research was carried out using constructivism as a scientific ap-
proach in the analysis of international interaction. This approach has
helped to explore the specifics of identity, positioning, and dynamics,
to assess the success of a state’s domestic and foreign policies, to pre-
dict the behavior of states in the international arena and the patterns
of rebranding;

— the dialectical method was used to demonstrate the rebranding of
countries according with the rapid changes in international relations,
the influence of economic, political, and other social factors. It is also
focused on the probable future of relations between states in their re-
orientation from values to interests;

— there are methods of analysis and comparison to identify common
trends toward modern rebranding and their features for each country,
the reasons for the failed rebranding of Ukraine.

Positioning and rebranding in modern conditions

The nature of international life is largely determined by states’ mutual
beliefs and expectations about each other. Globalization has accelerated
the processes of instability, greater attention to the identity in interna-
tional relations, since identity allows to clearly define national and other
international actors’ interests, distinguish friends from enemies, allies of
the enemies, thus setting the direction of development of international
relations.

The world is changing rapidly, and with it is the understanding of so-
cial reality, which depends on the interpretation of conventional linguistic
units; interests, values, identities, rules, and norms are the subject of trans-
formation. Constructivism changes the paradigm of understanding the so-
cial construct, social norms, and rules, the identity of international actors
as a process of formation in the course of symbolic and communicative
interaction (Wendt, 1995). Our thoughts and actions build international
relations. The distribution of material power, wealth, and geographic con-
ditions can explain state behavior, ideas, identities, and norms. Reality is
changeable; people create it themselves in their daily life (Onuf, 1989).
These methodological principles of constructivism were used to study
state security, its positioning, and the rebranding of states.

The image of a country influences its political and economic capabili-
ties, international status, ability to influence other states and acts as one of
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domestic and foreign security policy resources. An effective image is an
effective strategy for the development and strengthening of the country’s
competitiveness. Brand identity also matters, that is, a positive and recog-
nizable identity of the state.

Interest in this topic is confirmed by the existence of whole research
areas, such as public diplomacy, image-making diplomacy, nation brand-
ing, country branding, brand identity. We know that international journals
have sprung up, such as Place Branding and Public Diplomacy, and many
others researching this issue.

The positioning of the country is a recognizable image in the minds
and hearts of people. France position itself as a country with a powerful
gross domestic product (Mirovoy reyting, 2021), Japan is a high-tech
brand (Sugaya, 2021), Switzerland is a “world safe” (Mazaraki, 2018,
p. 11), Austria is a country of music, Denmark is a country of a “fairy
tale” (Mazaraki, 2018, p. 11) and so on. What should be considered as
the external structural foundation of the brand, and how is it created?
Common branding tools are logos and slogans. Often spoken in com-
mercials, “Malaysia is truly Asia” (Malaysia, 2021) or “Incredible In-
dia” (Tripti Ghosh Sharma, 2014) are remembered by millions of people
around the world. Many countries have attractive logos, beautiful em-
blems with concise, catchy slogans such as “Australia Unlimited” (Ols-
en, 2010), “Amazing Thailand” (4mazing Thailand, 2021), “100% Pure
New Zealand” (Our Campaign, 2021), “Dynamic Korea” (Katherine
In-Young Lee, 2015). It is common knowledge that the United States,
a country of freedom, clearly knows its mission — to build democracy
throughout the world and to give freedom to everyone. China has also
decided on its “mission” — the construction of the “New Silk Road”
and the spread of Eastern (Chinese) philosophy in business and politics
(Navigating, 2020). South Korea (Dynamic Korea) — brings new tech-
nologies to everything. The country can sound differently and in a new
way, for example — “Promised Land” (Israel). This name does not carry
enough information to motivate tourists and other investors to come to
Israel. The beginning of the 2000s was marked by a new approach to the
rebranding of this country. The slogan “Beautiful country and beautiful
personality” changed the situation. Israel has become more popular for
tourists (Herstein, 2013, p. 184). Such new forms of branding comple-
ment the official name favorably, and most importantly, they position
the state on the world stage, give a short and clear answer to the ques-
tion “What kind of country?”
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An unstable, changing world gives rise to the possibility of revaluation,
a change in the perception of states in the range of enemy-rival-friend.
Therefore, a key role in this process is changing states’ positioning and
branding. Recent years have shown how branding has changed in Estonia,
Lithuania, Canada, Bhutan, and many others (Brending stran, 2018). In
2020, Lithuania created the Country image strategy for 2020-2030. And
already selected position statement: Open for co-creation. One of the aims
of this strategy is to create a country brand. The essence of new branding
direction can be seen, for example, on postage stamps. The inscriptions on
the stamps show the openness of the state, reveal the possibilities of peace-
ful cooperation with this country, the potential of green tourism, and more.
It is a postage stamp in pastel mint colors. The font of the logo resembles
living, growing tree branches, which emphasizes the natural aspect. Here
are some of the inscriptions on these stamps: Lithuania. Real is beautiful.
Explore culture. See nature. Stay active. Taste food. Meet people (Brend-
ing stran, 2018).

The rebranding of Canada uses the recognizable red lines of the Ca-
nadian flag as a frame for everything from icons to photographic im-
ages. The solution is simple, smart, and scalable, plus the most stamped
stereotype — the maple leaf — is missing. Canada places these symbols
on all material things associated with high quality and benefit for hu-
mans, thereby demonstrating to the whole world its image of a suc-
cessful country, ready for cooperation, and this is true. There is only
one principle here — new country symbols mean higher quality, which
motivates cooperation.

Estonia is focusing on technological advances and innovative lifestyles
in rebranding its country. Her new brand is broadcasting a new digital fu-
ture. The old logo was accented with EST (the abbreviation of the country
certified by ISO — International Organization for Standardization). The re-
branding of e-Estonia focused on positive words starting with “e” in head-
lines and slogans “e” — Estonia, eco, efficiency, e-residence, e-society. It is
also important that the symbolism of Estonia takes place in real life. Any
subject would like to develop relations with such a progressive country
(Brending stran, 2018).

Bhutan’s rebranding focused on trade, crafts, organic farming, and
clean energy. The yellow and red colors match the colors of the Bhutan
flag and look good when paired with each other. Considering that good
ecology means human health, this positioning will be successful (Theys,
2015).
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The rebranding of the Netherlands aims to renew the country’s image.
The government undertook a rebranding to eliminate the association with
the Amsterdam red-light district and the reputation of a “paradise for drug
addicts” associated with the more common name “Holland” in the world.
In short, the rebranding of a country with a new name should be associ-
ated with safety for humans, which corresponds to the mental space of the
country (Niderlandy, 2019).

One of the most successful examples of the country’s rebranding
is how Spain could completely rid itself of the negative image asso-
ciated with the Franco dictatorship. As characterizing a prosperous,
democratic state, Spain’s modern, attractive image does not evoke any
associations with the sinister Franco regime. Likewise, the image of
modern Germany has nothing to do with the associations of fascism
(Solomin, 2017).

The rebranding of the United States of America is manifested primar-
ily in the change in slogans. If D. Trump in 2017 gave the word “Make
America Great Again,” “Let’s return America to its former greatness,”
then Joe Biden used the slogans “Keep America Great” (2020), and sub-
sequently — “Make America United Again” (2021) (Bayden zamenil iz-
vestnyy slogan, 2020). As we can see, the President determined the direc-
tion of the rebranding of the United States to restore political stability to
it, instill confidence in its allies that the country will continue to develop
successfully.

The rebranding of China is due to the unstable global situation, the
conditions of the pandemic. The goal is to convince other countries that
China does not pose any threat to their interests. Xi Jinping’s call at the
World Economic Forum (2021) for mutual benefit, peaceful coexistence,
“consultation and cooperation instead of conflict and confrontation” is
a rebranding of the country’s overall strategy and global image. China
positions itself as a defender of the weak to preserve international laws
and regulations, openness, unity, multilateralism instead of superiority
(Oterbiilbiil, 2021).

Successful rebranding is a guarantee of state security. A frankly nega-
tive perception of the state affects the development of international rela-
tions, especially security. Modern political and economic conditions of
interaction between states determine the dominant role of their image. If
a state has an image of unprotected, with a high level of crime, the threat
of a terrorist attack, or the risks of natural disasters, then it is doomed to
problems of international cooperation (Fayzullayev, 2017).
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Level of branding effectiveness in Ukraine

T. Popova, Former Deputy Minister of Information Policy of Ukraine,
an expert on strategic communications of the NGO “Information Secu-
rity,” assesses the image of Ukraine. According to T. Popova, the results
of many studies have shown that until the end of 2013, Ukraine was per-
ceived mainly as a young democracy in the transition period, a country
of the Orange Revolution, famous athletes and beautiful women, certain
high-tech sectors of the economy, as well as a non-influential, little-
known state, a center of political instability, corruption, and ineffective
power and uncertainty of development, poor investment climate (Popo-
va, 2018).

The events of 2018 showed a significant change in the perception of
Ukraine abroad. A study supported by the British government summarized
these perceptions of Ukraine by foreign citizens. The researchers found
that the three most popular associations with Ukraine are “corruption”,
“revolution,” and “war” (Sukhan, 2018). Undoubtedly, when they come
to Ukraine, they see many positive and interesting things in our coun-
try, but the first impression is important. Otherwise, foreigners will not
come to a country where it is dangerous to be. Thus, it is the rebranding
that Ukraine needs to change its very negative perception. The rebranding
should demonstrate to the whole world an open modern country — Ukraine,
where all the most interesting is happening right now.

The positioning of a state in the world, including Ukraine, and its rep-
utation in the eyes of the world community is a capital that allows it to
promote its national interests in the international arena. The importance
of forming a positive international image of Ukraine was emphasized in
various regulatory documents. State programs for the formation of a posi-
tive international image of Ukraine have failed to improve the situation.
They were planned for 2003-2006 and also until 2011. Specialists of
that period focused Branding Ukraine on the dissemination of informa-
tion about the traditional culture of Ukraine. Moreover, they ignored the
development of modern culture and civil society. Also, the Ministry of
Foreign Affairs of Ukraine made repeated attempts to use PR firms to
improve the country’s image abroad (Tereshchuk, 2015).

Ukraine’s branding strategies of the past decade have changed several
times. The concept “Ukraine. All about U assumed the strategy “Ukraine
— openness.” A new logo and slogan of the country “Ukraine — moving in
the fast lane” and slogans “High time to see Ukraine,” “Ukraine Inspires”
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were developed. One of the information campaigns “Ukraine. Beautifully
Yours” was intended to put an end to the idea of Ukraine as a great place
for sex tourism and an exporting country for women.

The basis for positioning any country, especially rebranding, should
be the desire for change, and the goal of rebranding should be specif-
ic changes. Mentioning the state’s name (country brand) immediately
evokes a chain of associations about this country, associated with its sta-
bility, security, hospitality, attractiveness for living and recreation, high
quality of life. For example, Japan is a high-tech brand, France is a brand
of high fashion and refined taste, Switzerland is the “world’s safe,” Aus-
tria is the country of music, etc. (Mazaraki, 2018, p. 11).

The International Tourism Exhibition (March 2018) ITB Berlin (In-
ternationale Tourismus-Bdrse Berlin) showed the main trends and prin-
ciples on which the brands are based. Thus, the stands of most coun-
tries were decorated in the same style. The slogans of many countries
evoked memorable associations: “Amazing Thailand,” “Costa Rica. My
Choice. Naturally,” “Wonderful Indonesia,” “Israel. Land of Creation,”
“Palestine. The Holy Land” (ITB BERLIN, 2018). Ukraine was repre-
sented by the slogan: “Ukraine Open for U.” The stand was decorated
with inflatable dolphins, girls in police uniforms with a radiation sign
were walking nearby. Are there any associations with safety and com-
fort? The mentioned symbols do not suggest security. The creation of
the international image of the state is based on the generalizing image-
idea of the country. Positioning and branding should form a congruent
mental space in the external and internal environment of Ukraine. It
will then be congruent when Ukraine is associated with a safe state,
attractive for tourism and investment in the economy. Today we see
the opposite trend. Capital investments in Ukraine decreased by 40%
(Kapitalni investytsii, 2021).

National identity as the basis for rebranding and state security

Any, even the most beautiful, country brand will not withstand com-
petition without a strong national identity. Values, norms common to all
condition national branding. On the other hand, national security depends,
among other things, on how correctly and successfully the value founda-
tions of the state’s brand policy are set in modern conditions. National
branding can be seen as protection against the threat of destruction of the
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state’s identity. The brand of the country is the image of the state that ex-
ists in the minds and hearts of the target audience. PR is a communication
tool for an image, that is, a brand. Without an image, it gives a “Radio
Effect,” which is much noise, but no image.

In order to form a strategic goal, it is necessary to decide where the
country wants and can move, how it sees itself in the future and wheth-
er this or that goal corresponds to its historical and cultural uniqueness,
identity, and also whether the country has enough resources to achieve
what it wants. Moreover, this task is relevant to everyone. Both govern-
ment agencies and the general public, civil society, and the business com-
munity must work together to develop this strategic goal. Otherwise, the
work on branding will not be effective.

“Security branding” is relevant to all countries today because of the
COVID-19 pandemic. Changing the logic of branding affects the active
promotion of state security. Key players in international politics, such
as China, the US, and the strategic alliances of NATO, the EU use their
brands of security, offer a sense of security.

The feelings of individuals and groups are largely constructed and
amplified by the media. Fear and insecurity in the perception of another
country create an image in mind: “friend — or rival — or enemy” rather in
favor of the image of hostility. The media of Ukraine, as well as of any
state, form a mental construct. In recent years, the Ukrainian media have
used the terms “terrorists, separatists, militants, and war” very frequently,
especially in the daily news. It causes a feeling of instability, a sense of
fear, insecurity, and danger. It has a negative impact on the investment
climate in the country (Kapitalni investytsii v Ukraini, 2021).

To alleviate the security problem, to prevent it from becoming a re-
gional international problem entailing a brewing conflict, the source of
the danger must be eliminated. In this regard, we note that the danger for
Ukraine lies in the opposing values of the generations.

Four generations of Ukrainians, simultaneously living in the country,
have largely different values, views on economic development, confes-
sional orientations, and assessments of the past. There are also differences
in identification along the north-west-east-south axis. These features must
be taken into account in the rebranding of the country.

Today Ukraine is perceived as a country of corruption (Ukraine Cor-
ruption Index, 2021). Such perception forms fear, danger, rejection along
the line of WE / THEY identification. When the country does not pose
a threat in the eyes of others, it will strengthen the investment climate,
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strengthen the security of existence. To do this, it is necessary to remove
the cause and resolve internal contradictions.

The authors agree with A. Leiphart’s point of view on the necessary
nature of democracy in multi-component societies, to which Ukraine be-
longs. In order to avoid conflicts of a destructive nature, such a democ-
racy should be consociational (Lijphart, 1979, p. 500). The consociational
strategy of conflict resolution is aimed not at superficial satisfaction of
the interests of the opposing parties but at penetration into the sphere
of values, the infringement of which, in fact, leads to a conflict. Such
conflicts often arise in the conditions of compact residence of ethnic, re-
ligious, and other communities, whose interests are infringed upon at the
level of central power structures. However, to implement a consociational
strategy, one essential condition is that the electorate must trust political
elites. In other words, representation of voters’ interests at the elite level
must be real and not imaginary. Therefore, political parties created on
the initiative of the oligarchic elite, defending its interests, will by no
means be able to resolve the situation. Unfortunately, in Ukraine, the top
of the state bureaucracy creates both legal and illegal conditions for mafia
channels of enrichment of industrial agrarian and financial oligarchies by
mercilessly robbing the public majority, on the one hand, on the other,
these oligarchies, in turn, “feed” the political leadership, state apparatus
with shadow income.

We think that the first step toward the rebranding of Ukraine is creat-
ing a single, common, unifying identity based on consociational democ-
racy. It is necessary to find a period of history that did not separate but
was common and understandable to everyone. Alternatively, we need
to find common symbols in different and contradictory histories, which
would give positive belonging, identification of WE. Examples include
the British monarchy, Kazakhstan, Ossetia, and other countries. It is the
first step. Without an understanding of the common national idea, it is
impossible.

The second step is to position the state and actualize its rebranding. To
do this, it is necessary to remove fear in the country’s perception by other
subjects of international interaction. Move from the image of an enemy
and rival to the image of a friend.

Dmytro Kuleba, Minister of Foreign Affairs of Ukraine, believes that
Ukraine has not yet formed a unified global brand of the country, and
there is no need to look for a national idea to form a brand of Ukraine
(Kuleba, 2020).
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On August 24, 2020, Volodymyr Zelensky, President of Ukraine,
launched a large-scale information campaign to relaunch the Ukraine
NOW brand. He spoke about the new Ukrainian reality in a video mes-
sage to the world community. The President said that Ukraine is no longer
a country of poverty and corruption. Now Ukraine is a new technological
center of the world, the granary of Europe with the most fertile lands, with
huge tourism and investment potential. Ukraine is modern, young, peace-
ful, and hospitable, he said (Volodymyr Zelenskyi, 2020).

The facts say otherwise. According to the State Statistics Service, at
the beginning of 2020, more than half of Ukrainians lived below the pov-
erty line. Quarantine has only increased impoverishment, and by 2021 the
number of poor people has increased (Intervyu, 2021). Ukraine’s media
gives a very unpeaceful picture every day in the news. Words are repeated
many times in the news: war, terrorists, separatists, militants, and this
causes a feeling of fear, danger.

Ukraine is one of the most corrupt countries in Europe. In 2018,
Ukraine entered the top 30 most corrupt countries in the world with the
corruption perception index of 32 points. In 2019 — 30 points, 2020 — 33
points (Ukraine Corruption Index, 2021). Ukraine’s position in the inter-
national rankings and indices “measuring” the image, such as the index of
underachieving countries, political risk index, human development index,
press freedom index, the rule of law index, democracy index, global in-
novation index is not very high.

Such positioning of Ukraine by power institutions is not congru-
ent with the mental structure of the social environment, which causes
political instability and reduces the level of state security both within
the country and at the international level. The mental space of a state
as a dynamic unity of the mental constructs of political and economic
entities determines the level of motivation to interact with other states.
Mutually beneficial cooperation between the states based on mutual
motivation is achieved by the congruent interference of their mental
spaces. Such a situation is observed when the values associated with
the assessment of the state experience, the ideas about the ideal political
regime, the attitude toward the economic policy, and the prospects for
states development and international cooperation between them have
similar content (Ishchenko, Bashkeiva, Petrov, 2019, p. 10). Therefore,
positioning the country without considering the main thing — common
values — entails instability and harms the security of states in the inter-
national arena.
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Today, soft power and smart power strategies are recognized as the
most effective way of positioning the state and promoting its interests
(Nurnus, 2020). A nation’s attractiveness and appeal are likely to still
depend on its features and factual achievements, such as its level of devel-
opment, international standing, credibility, quality of life, cultural output,
and more. A nation should be aware of its potentially attractive features,
some of which may be more useful and appreciated in certain contexts
and not in others (Carminati, 2021). Strategy and diplomacy, along with
political stability and competence, are essential factors for the existence
of any state in a rapidly changing world.

In the twenty-first century, we are seeing increasing competition be-
tween countries. Coronavirus demonstrates that countries are ultimately
self-interested and will cooperate with other countries based on utility
and their ability to help them solve problems. A country’s attractiveness
to other countries will be based on shared interests, not shared values. In
a world where competition rather than cooperation reigns, the practice
of “soft power” will recede into the background, and “smart power” will
increase.

It is noteworthy that it is during crises that people may want to change
their perception of other countries. Thus, COVID-19 could mark Chi-
na’s transition from a global threat to a global leader. It is evidenced by
China’s success in eradicating poverty and announcing a free supply of
Chinese vaccines to all countries in need (Xi declares, 2021). In a world
of alliances and collaborative bargaining, values will play a diminished
role. Saudi Arabia will care little about Israel’s acceptance of LGBTS
so long as Israel shares military technological innovations with alliance
members. Kenya will care little about Germany’s immigration policies
so long as Germany holds sway over IMF loans in the Horn of Africa.
Sweden will care little about Rwanda’s constitutional reforms so long
as Rwanda joins a trade alliance opposite an empowered China (Manor,
Golan, 2020).

Rebranding states in the face of new challenges and threats

Thus, when rebranding countries, including Ukraine, a standardized,
static image that fails to represent the new realities of the 21st century
should be abandoned. The main question each nation must answer is what
solutions it can offer to other nations to help solve specific problems, pav-
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ing the way for strategic alliances. Norway can help the Baltic states with
hydroelectronics. Israel can form its alliances in Africa by desalinating
water. India can provide biopharmaceutical solutions to its neighbors (as
it did during the COVID-19 outbreak). As the world changes, the nature
of power changes with it. The time has come to abandon the concept of
hard power and move to soft power and smart power.

Country branding is the formation and promotion of its unique, at-
tractive, and recognizable image, which is perceived both within the
country by the entire population and the international community. The
positioning of each country today is closely related to the answer to the
question: What can you do for me? How can I help you solve specific
problems? The importance of strategic assessments being conditioned
by mutual expectations is increasing today. It means that mental im-
ages of countries as instruments of contemporary international security
policy are becoming increasingly important. The country’s rebranding
should be based on the idea of an active subject that creates new knowl-
edge, images, and mutual perceptions, changing the world and making
existence safe.

Conclusions

The study makes it possible to draw several conclusions. Rapid
changes in the world and crisis conditions are forcing states to reassess
the strategy of interaction in the international arena. Ideological factors
motivating cooperation based on the congruence of political systems are
beginning to fall out of favor.

Modern states will choose a partner for economic cooperation in the
difficult conditions of the pandemic and the economic crisis caused by it.
First of all, states assess it in terms of political risks, benefits, and costs.
This trend is updating positioning and rebranding to simplify decision-
making for cooperation. In turn, the desire to take an advantageous place
in the international system of interaction, which allows attracting foreign
direct investment, has led to a high-quality and dynamic renewal of states’
brands. Such actions occur in many countries. However, the effectiveness
of a state’s current brand does not simply depend on creating an attractive
external picture of a country’s positioning. Without the true conformity of
the declared brand to the internal situation in the state, the political system
as a whole, the congruence of the mental construct to the basic political
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structures and the social environment, the brand will not be attractive to
investors and the country will continue to be in conditions of instability.
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Pozycjonowanie i rebranding jako narzedzia bezpieczenstwa panstwa
w przestrzeni globalnej

Streszczenie

Celem artykutu jest zbadanie pozycjonowania i rebrandingu jako narze¢dzi zapew-
niajacych bezpieczenstwo panstwa w przestrzeni globalnej przy uzyciu konstruktywi-
zmu w stosunkach migdzynarodowych. Hipoteza zaktada, Ze pozycjonowanie kraju
jako bezpiecznego bytoby atrakcyjne tylko wtedy, gdy istnie¢ bedzie czynnik jedno-
czacy oparty na zasadach demokracji konsocjonalnej. Aby sprosta¢ temu zatozeniu,
autorzy zastosowali szereg perspektyw i metod naukowych: konstruktywizm jako
paradygmat naukowy; metod¢ dialektyczng; metody analizy tresSci i porownawczg.
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W artykule omowiono nast¢pujace kwestie: pozycjonowanie i rebranding w nowocze-
snych warunkach; poziom skutecznos$ci brandingu na Ukrainie; tozsamos¢ narodowa
jako podstawa rebrandingu i bezpieczenstwa panstwa; rebranding panstw w obliczu
nowych wyzwan i zagrozen. Wnioski sa nastgpujace: panstwa wybieraja partnera do
wspotpracy gospodarczej w trudnych warunkach, szacujac ryzyko polityczne, korzy-
$ci 1 koszty. Trend ten polega na aktualizacji pozycjonowania i rebrandingu w celu
ulatwienia podejmowania decyzji o wspdtpracy. Skuteczno$¢ istniejacego brandu
panstwowego zalezy nie tylko od stworzenia atrakcyjnego zewngtrznego pozycjono-
wania kraju. Bez prawdziwego dostosowania deklarowanego brandu do faktycznego
statusu panstwa, jego systemu politycznego jako catosci, a takze gtdéwnych struktur
politycznych i srodowiska spotecznego, brand nie bedzie atrakcyjny dla inwestorow,
a panstwo pozostanie w niestabilnym srodowisku.

Stowa kluczowe: pozycjonowanie, rebranding, bezpieczenstwo, stosunki mi¢dzyna-
rodowe, konstruktywizm, tozsamos¢, warto$ci, interesy
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