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Abstract

In the context of the recent launch of Perú brand’s strategy, this thesis focuses on Nation brand, understood as the perception foreigners have of this country. From a Public Diplomacy perspective, and strongly based in Simon Anholt’s ideas, 129 articles from twelve international trade magazines have been analysed using content analysis methodology. The objective was to discover which are the stories about Perú, being told in international media. Following Perú brand’s strategy, the focus of the analysis was on politics, economics and tourism. 
In this thesis, it is acknowledged the story of a country that twenty years ago was considered a failed state, and how today it represents a new opportunity of investment. The viewpoint of right wing magazines is that of a country that is performing impressively due to liberal economics and the rising prices of commodities. However, for most magazines, disregarding their place in the political spectrum, the country is failing in distributing wealth and creating quality of life for the entirety of Peruvian society. 
Perú’s economic growth is slowly contributing to rebrand the country. However, its social conflicts constantly remind publishers of the violent and poor country it was thought to be back in the 90s and 80s, reaffirming some of Simon Anholt’s and Willy Olins’ theories: as long as a country does not create outstanding news, the most relevant information from its past will continue to be the first thing outsiders remember. 
In this paper, it is unveiled that one of the competitive advantages of the country is its gastronomic culture, which is also one of the main forces behind the rebranding. While Peruvian cuisine is a new exciting characteristic for visitors, Peruvian restaurants are proving to be one of the most successful exports of the country. Gastón Acurio, the top chef behind the rebranding efforts, is recognized as the key figure carrying the key responsible of unleashing new markets and opportunities for Peruvian cuisine. 
The results proved that even as Perú is making the best effort in its history to launch a branding campaign, it still has little power to decide what stories about itself will be published by international media. Perú is gathering attention, but cannot yet be considered a main stakeholder in the world, nor in the region. Media portrays a country with outstanding macro economic figures, but that is still conflicted and lacks social cohesion and unity. 
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I grew up in Perú, when it used to be a chaotic, unsafe Third World country everybody wanted escape from. Terrorist movements, a dictatorship, corruption, poverty, that is what I remember of the Perú of those days. Fortunately, the country is in a much better place today, though it has been a tough road, and it continues to be a tricky path.  
Today, in the same country, there is a new and sometimes overwhelming pride. Local media sell to Peruvians the idea that the whole world is talking about our miraculous economy and our exquisite cuisine. However, my experience in recent travels has demonstrated me the opposite.
Taking advantage of the fact that Peruvian government is launching a new national brand strategy, I decided to collaborate with them, and fill my curiosity, discovering what is the world thinking about Perú at the moment. For this work, PromPerú officers José Tagle and Mariela Soldi were extremely helpful. I need to thank them for their disposition and attention. I hope this work serves them. 
I would also like to thank Étienne Augé, whose advice was very appreciated during the last months, and Peter van Ham at Clingendael Institute, for helping me focusing the research. 
I thank my family, not only for supporting me, but also for teaching me to love my country. Thanks to Wilfredo, for encouraging me to come and do my master in The Netherlands. And last but not least, I need to thank Jose, for being my companion through all these adventures and supporting me all the way, from Lima, to London and Rotterdam. Its been an amazing journey.
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On May 2011, Peruvian Agency of Tourism (PromPerú) launched a national brand prepared with the help of consulting company Future Brand. At the time, Eduardo Ferreyros, former minister of Commerce and Tourism, explained that one of the brand’s main objectives was to make more recognizable Peruvian products in order to increment their exports throughout the world (Anonymous 2011, http://bit.ly/gfTGTL). The new Peruvian image presented a multifaceted country, as opposed to a country traditionally related with history and patrimony. The strategy was to appear as a country that evolves, with numerous assets that represent development opportunities for everyone (bit.ly/h8feie, Soldi 2012).
As it will be explained in this thesis, during the last decade Peruvian pride has growth, product of a stable and growing economy and several individual accomplishments throughout the world. And though back in Perú everybody feels like the whole world should be talking about the country’s economic miracle and its gastronomy, reality is apparently different. Perú has changed indeed, but every Peruvian that has the opportunity to travel acknowledges that from the little people that know something about their country, most of them still relate it strictly with Andes, llamas and poverty. My own experience fed my interest for comprehending what is the “world”, or at least a part of it, thinking about Perú as a whole nation. What I found through media content analysis is that though there are some changes in today’s perceptions about Perú, strong images of its recent past are still part of today’s narrative of the country. And at the end of the day, for a nation brand it does not matter how accurate is what is being told, the construction and reconstruction of an imaginary Perú, is what Perú brand is about.
When revising the different theory about the topic, though it came clear that advertising and marketing campaigns related to country branding were important, the key factor of this strategy was listening and understanding what foreign stakeholders perceive and think about a country (Anholt 2007). In this thesis, I aim to comprehend what is being said about Perú in international media, in a context where the country’s government is making a rebranding effort. 
As stated by Simon Anholt (2008) and Evan Potter (2009), the perception of a country others in the world have, has a strong influence in the opportunities the country itself and its citizens have. Reputation is a font soft power (Potter 2009), is a presentation card that facilitates or complicates your relationship with others. Thus, nation brand is always an important issue to research, particularly if it is involving a developing country, as it is usually thought that they tend to be undermined in international negotiations. On the other side, there is not much proper academic research about the topic, as most of the studies done, have political and economic purposes. Particularly, there are little academic investigations towards Latin American nation brands, and none known about Perú[footnoteRef:1][footnoteRef:2]. All the studies found had as main focus the construction of the brands, as a marketing or advertisement activity, and had no interest on what foreign audiences might think about those countries (Barriendos 2008, Gómez 2006, Brigneti 2008, scr.bi/dhSX5I). [1:  There were some researches found about México Brand, Chile Brand, Colombia Brand and Perú Brand, but none of them could be considered academic. PromPerú officers were not aware of any of these studies. ]  [2: ] 

Having in mind Simon Anholt’s (2007) theory which claims that the construction of the image of a country is done through the narration of stories that highlight its competitive advantages, or even disadvantages, the research question guiding this thesis is, which are the Peruvian stories being narrated by the selected media? It points to undercover the Peruvian brand as a stereotype that is being portrayed in international trade magazines. 
For addressing a clear response, the research question has been divided in two sub questions, which concentrate the study efforts in two particular aspects of country brand construction. The first sub question, aims to discover, who are the most relevant Peruvian actors in the international scene? On the other hand, the second sub question, looks to understand if the selected media perceive any novelty in regards to their own conception of Perú’s image? The purpose of these sub questions is to understand if there are in fact any changes in regards to Perú’s brand, and who are the main institutions or personalities behind them. 
The theoretical framework of this work mainly covers topics related to Public Opinion, Public Relations and Public Diplomacy. As the field of Public Diplomacy is still under construction in Academia, it was necessary to take into account an important number of practitioners texts. Between the authors who were consulted are Edward Bernays, Simon Anholt, Joseph Nye and Evan Potter. Additionally, some information was complemented taking into account some texts from Destination Branding, however, without losing sight that this is not a marketing thesis, but a Communications one. 
After presenting the theory, it was considered necessary to explain Perú’s general situation and recent past, in order to contextualize the research. The development of Perú brand initiative is also addressed in this section. 
The research was focused on understanding the economic and touristic aspects of Perú’s image in media, just as Perú brand campaign is. Moreover, political issues were also included, as Public Diplomacy is an activity directed related with politics and foreign affairs. On the other hand, the decision of analysing trade magazines, instead of doing interviews or focus groups, follow the idea that power is defined in media (Castells 2009), and that ultimately, most people’s first contact with a country different than their own is done through media (Potter 2009). Trade magazines were choose as they target decision makers in different industries.  
As most of the research done in country or nation brand is quantitative, and there is almost no media content analysis, the decision of using qualitative content analysis for this topic is experimental. An analysis guide was applied to a large sample of articles took from trade magazines in order to conform the stories that answered the research sub questions and general question. Basic quantitative analysis was used only to determine the rate of publications about Perú in a three years time frame. 
The methodology, and the whole process of research was validated with PromPerú’s officers, so the information collected would be useful for them and for their international strategy. It is important to say that PromPerú provided with relevant information, essential to understand the nature of the Perú brand campaign.  
The conclusion helps understanding where Perú stands in terms of an international player, where the country is, and where it is expected to go. Upon it, and the identification of Perú’s strong and weak points as a brand, it was possible to elaborate some recommendations for further investigation and to collaborate with the rebranding of the country. 
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“Power relationships are based on the shaping of the human mind by the construction of meaning through image – making.” 
Castells 2009, p. 193  

The development of Public Relations, Publicity and Public Opinion studies has led different institutions and social actors to elaborate methods to control or influence people’s minds (St. John III and Opdycke Lamme, 2011). Strong criticism is made at times to the possible harm these methods can cause to a democratic society, but is undeniable the main role Public Relations and Publicity have in the capitalist world. In order to make the political and economic system work, people not only need to be citizens but also consumers, thus, information is needed for the construction of ideas about the world, what are their needs and who they are.
In this chapter Public Diplomacy and Nation Branding will be explained as important activities derived from Public Relations that are potentially beneficial to different societies. As referred in the quotation that opens this chapter, shaping the human mind is the beginning of the construction of power. 

[bookmark: _Toc189854411][bookmark: _Toc201856242]Public opinion and the definition of power in media

Though there is much academic discussion in relation to Public Opinion, there are little concrete definitions to it. For instance Walter Lippman, one of the main intellectuals related to the matter, would define it as images shared by groups of people, or by individuals representing groups of people, upon which they act and construct reality (Lippman 1922). Lippman believed public opinion is a kind of common denominator of a society’s different opinions, which major value is its ability to motivate concrete action. 
Plenty of methods claim to measure public opinion in topics as diverse as politics, commerce, religion, or social activism, and most of the time, when talking about public opinion, authors refer to what its supposed to be the majorities’ (hypothetical or real) preferences or opinions towards issues of public concern (Neumann 2006). As public opinion is theoretically representing the majority’s desires, Noelle Neumann explains it is the opinion “upon which action in public can be based” (2006, p. 44) and at the same time, it is a belief that cannot be contradicted without the risk of social sanction.
About the construction of public opinion, Neumann synthetizes that it arises from the interaction of individuals with their social environments (Neumann 2006, p. 43), meaning that it is intrinsic to the life and culture of each society. Lippman (1922) by his side theorized that what the individual sees is related to its own preconceptions and prejudices, interests and stereotypes. From there he builds on and explains that once a person is interested in a topic, he or she will pay attention to it, making self-interest one of the main motivations behind the creation of public opinion. 
Moreover, Manuel Castells (2009) recalls Kinder (1998) to enumerate the basis of public opinion construction: values, group dispositions, and self-interests. He reinforces Lippman’s claims and clarifies that “experiments show that people are much more critical in evaluating facts that contradict their beliefs than those that support what they think” (Colbert 2007, p. 103 mentioned by Castells 2009, p. 154).  Neumann also remarks that most individuals will prefer common believes than to preserve their own judgment, as the majority fears isolation and prefers to feel part of a big mass. In this line of argument, public opinion comes from general agreement, most of the time guided by media and opinion leaders (Neumann 2006, Castells 2009). 

[bookmark: _Toc201856243]Public Relations: influencing Public Opinion
Understanding how people think and take decisions is a basic element of Public Relations. After World War I, Edward Bernays (1928), who is considered the father of Public Relations, reflected on the power of Propaganda and its potential use in other non-warfare activities. For him, manipulation of public opinion was necessary for democracy, as a way of ruling citizens and organizing them towards common objectives. The management of public opinion, attitudes and interests is called Public Relations, as it is focused on the management of human relations within a society in order to increase “receptivity and open-mindedness” (Bernays 1923 mentioned by St. John III and Opdycke Lamme, 2011). 
For controlling masses, it is necessary to understand its interests, Bernays (1928) said. And following Lippman’s ideas, the key is relating the discourses with those interests, creating more effective political campaigns or commercial publicity. With a strong influence of Sigmund Freud, Bernays recognized the importance of irrational feelings and thoughts for decision-making. He also acknowledged the power of press and news in mobilizing those feelings. Moreover, for him as for Lippman, journalists are a link between public and policy makers, as they receive information from policy makers and take it to the massive audiences. In Bernays’ model, Public Relations professionals try to take the place of policy makers, or influence them, so the press will inform their message. 
Furthermore, Castells (2009) states that media is where power is decided, idea that is complemented by Neumann (2009), who explains that media not only sets an agenda, but also gives a sense of what is urgent. For Castells, power is decided and battled in media, meaning that stakeholders and ideas that are not represented in it, are inexistent to the public sphere, making it an obligatory place to be if one must convince or gain power.   
Nowadays the formula of policy makers giving information to the public is not accurate, as technology makes it possible for almost anyone to transmit information without being a policy maker or opinion leader (Flew and McElhinney 2006: p. 291). This is understood perfectly by those who exercise Public Relations and International Policy. Globalization and social changes of the twentieth century have included new non-state actors into the political scene, forcing states to pay attention to more stakeholders with different levels and kinds of power that are able to influence the evolution of a nation and its citizens’ plans (Cull 2009, Nye 2011). At the same time, technology has increased the velocity of communications and added new ways of producing, broadcasting and receiving information. The line between local and global interests is blurring, giving a new sense to the importance of Public Diplomacy as a strategic activity within governments, very based on Public Relations expertise. As Nicholas Cull explains (2009), the main objective of these strategies is to manage relationships, but in an international environment. 

[bookmark: _Toc201856244]Soft Power 

Most of the concepts that are being defined in the Theoretical Framework are primarily related to the concept of Soft Power, which was coined by Joseph Nye (2011) through an analysis of the changes in the conception of nations’ power by the end of the twentieth century. He predicted the diffusion of power in the geopolitical scene, as new actors and interests started to gain attention and authority. 
Accordingly, he explains that as the new scene has empowered new non-state and private actors such as transnational companies, non profit organizations, institutions and even terrorist organizations (Nye 2011, p. 83), states are forced to relate themselves with different stakeholders for a variety of purposes. In this context, Nye believes that the traditional ways of holding power, through military and economic forces are not the only methods, nor sufficient by themselves, for obtaining what a nation needs. 
That is why there is new and growing recognition to the power of attractive ideas, the ability to set a political agenda and determine the framework of debate to shape others’ preferences (Potter 2009, Nye 2011). In this sense, Nye defines Soft Power as “the ability to get what you want through attraction rather than coercion or payments” (Nye 2004 cited by Potter 2009, p. 42). In times when states and organizations become more interdependent, persuasive communication, organizational and institutional skills are emphasized as strategic assets for successful foreign affairs. Some of the intangible resources for this kind of power are culture, ideologies and institutions, and any elements of a society that will let it construct a relationship with others (Nye 2011). 
Though the concept of Soft Power has been highly accepted by academics and practitioners, as mentioned by Melissen (2011) there are still many sceptics of it, particularly in governments. Their main argument is that Soft Power is not sufficient by its own to get every goal. In this line, Cull will actually argument that too much focus on Soft Power will diminish it, as it has a strong component on flexibility since strategies may be adapted in reaction to feedback given by others (2009, p. 15). Nye (2011) agrees that Soft Power is not enough, and responds that the keenest way to use it is in a correct combination with Hard Power, which means economy and warfare, in what he calls Smart Power. 
In the following section Public Diplomacy will be explained as a specific application of Soft Power strategies. 

[bookmark: _Toc201856245]Public Diplomacy

It is a challenge to find one clear definition of Public Diplomacy. However, there are two points in which most practitioners and academics seem to agree; that it involves the construction of a bidirectional relationship between a nation and a foreign stakeholder, and that it is an important part of modern Diplomacy (Potter 2009, Melissen 2011, Szondi 2008). 
Evan Potter (2009) defines Public Diplomacy as a nation’s effort to influence extraterritorial stakeholders in order to get support, or convenient attitudes, towards its own goals. In a similar way, Melissen (2011) describes it as a tool for influencing Public Opinion in foreign societies. Szondi from his side, clarifies that Public Diplomacy can also refer to a communication process with a domestic public, as long as that communication is done in regards to foreign affairs (2008, p. 6). Accordingly, Public Diplomacy is always understood as a communication effort that should help a country in its relationship with external actors, creating positive feelings about it. And as Melissen stresses, it is called “public”, because it empowers public opinion as a key tool for obtaining a Nation’s ambitions (2011, p. 5). 
For Potter, Public Diplomacy activities “help to develop a three dimensional image of a country” (2009, p. 46), which means constructing a more complete and balanced perception of a place than the ones produced by mere stereotypes. Ultimately, this is supposed to lead to more useful, transparent and strategic relationships with others. Szondi reminds (2008) that Public Diplomacy efforts also involve other complex and less obvious activities than diplomatic communications. In this sense, some cultural activities, sporting events and even exchange and international cooperation programmes can be understood as Public Diplomacy (Melissen 2011, Anholt 2011, Black 2007). 
Joseph Nye (2011) explains that the effectiveness of Public Diplomacy is measured by how many minds are changed, thus researching through interviews or polls. Cull (2009) makes a strong point of the importance it has for Public Diplomacy to listen to others opinions. Listening to others would not only let policy makers understand others beliefs towards themselves, but also make strategic decisions in regards to that. 
There are four areas of study normally related to the different activities that form part of Public Diplomacy: International Relations, Communications, Marketing and Public Relations (Potter 2009). This research will be done from a Communications approach, from which Public Diplomacy is about creating strategic relationships through the communication of a Nation’s culture and objectives. It parts from a liberal view of international relations (Melissen 2011), in which globalization leads to the awareness of common problems and the share of possible solutions. It is a tool of Soft Power, a strategy for the construction of a positive image and long-term relationships that enables a good environment for developing policies and cooperation (Nye 2011, p. 105).
Cull (2009) names the most common strategies of Public Diplomacy and mentions them as its constituent parts: listening, advocacy, cultural diplomacy, exchange diplomacy, international broadcasting and psychological warfare. 
 The first of all, listening, is a basic activity that helps “collecting and collating data about publics and their opinions overseas and using that data to redirect its policy or its wider public diplomacy approach accordingly” (p. 18). Secondly, advocacy is also a known strategy for promoting particular interests and ideas. Cultural diplomacy is understood as an effort to make cultural achievements and resources known overseas (p. 19). On fourth place, exchange diplomacy is about doing diplomacy through countries citizens, sending them overseas, as representatives of a country’s culture and interests. On the other hand, international broadcasting is about the use of cultural media content to manage international environment. Finally, psychological warfare is related strictly to communication efforts done in times of war.
As Melissen (2011) acknowledges, for some practitioners and governments Public Diplomacy is just a form of networking or propaganda, but anyhow, it is gaining more importance in a highly globalized world, as it provides a tool for those who are not yet in the spotlight for outstanding as economic and political powers do. At the same time, it is also a tool for reaffirming power. For these, as Potter recalls from Adrienne Clarkson (2009, p. 34), it is vital the construction of an identifiable image and clear objectives and values to stand for. A society needs to know how to relate with others and to project its culture in the most suitable way. Place branding is a way of working towards that goal. 

[bookmark: _Toc189854406][bookmark: _Toc201856246]What is Place branding and why is it different from commercial branding?

As mentioned before, the construction of a place’s brand is an elemental part of Public Diplomacy. Simon Anholt, one of the most important practitioners in the topic says, “a brand is a product or service or organization, considered in combination with its name, its identity and its reputation” (2007, p. 4). He further elaborates and explains that common brands have different aspects: brand identity, brand image, brand purpose and brand equity. These mean that brands are intended for recognition and reminisce of specific images. They must communicate the objectives of what is being brand, and should be able to be compared with others. In this same line, Peter van Ham between others (Anholt 2007, Potter 2009, Gertner and Kotler 2004), would consider Place Brand a kind of intellectual property which contains all the thoughts, feelings, impressions and associations related to a specific place (van Ham 2008, 147). In simple words, a Place Brand is a broad image that contains everything a person can think or feel about a place. It does not matter how good a place is, if it is not communicated as that, and more importantly, recognized (Cull 2009). 
Up to this point, it would appear as if there would be no major difference with commercial branding. However, though a commercial brand must assure loyalty, to increase sales (Murphy 1993), a place brand’s tasks are much more complex. 
Anholt (2007) explains Place Brand is nowadays an important element for progress. Globalization obligates countries, cities and regions to compete with one another for attention in a global market, were political, social, commercial and cultural transactions take place. As a form of Soft Power, each place’s image and reputation will contribute to their success or failure (Potter 2009). When a place happens to have acquired a positive reputation, its state and citizens’ movements become easier in the global scene. In brief, a brand works as a presentation card that precedes a place and everything that comes from there; furthermore, it informs whom or what they are supposed to be, creates trust and respect raising positive expectations. On the opposite, having a bad reputation implies everything will be a struggle, from a citizen’s job-hunting to attracting investment (Anholt 2008). 
Though there is much controversy about Place Branding, as nations or places are in fact different from corporations and products (Anholt 2007, Olins 2001), most academics and practitioners do agree that it must start in a very similar way as commercial branding does. Potter explains that in order to brand a place, a niche should be found and brand managers must understand the competitive differences of the place. Then, “customer satisfaction” must be ensured for creating brand loyalty, which means that no place should offer something it would not be able to cover the expectations. A marketing principle is applied: branding by itself will not bring loyalty, only customer satisfaction will (Anholt 2008, Potter 2009). 
From a marketing perspective, as Papadoupolos explains (2008), a place’s image is treated as a commodity that can be sold like a product or a corporate brand. Literature from this viewpoint considers that communications and marketing campaigns have in fact some kind of impact on the stakeholder’s perceptions about a place (Fan 2008). Commercial branding implies the representation of tangible and intangible assets of an object, service or company. They provide benefits to the consumers and add value to their owner’s production changing the whole consumption experience (Caldwell and Freire 2004, Murphy 2012). However, Place Brand is concerned in more than a consumer’s experience. As Liping Cai argues (2002), it cares about images but as the base of an identity, and in this sense, as Simon Anholt would say, even as images about a place can be managed, they cannot be created (Anholt 2007).
It is important to differentiate Place Branding as the activity of branding a place and creating campaigns to promote an image, and Place Brand, as the perception acquired by others in relation to a specific location (Anholt 2007). Though in this paper some notions of Place Branding are mentioned, it is more concerned about Place Brand, particularly on Nation Brand. As it will be explained further ahead, the exercise of Place Branding as a marketing or communications activity is critically observed by some academics and practitioners that believe Place Brand and Nation Brand cannot be intentionally constructed.  

[bookmark: _Toc189854407][bookmark: _Toc201856247]Nation Brand
Ying Fan (2008) clarifies that when talking about a Nation, we are referring to a large group of people that share cultural elements, like a common background or heritage, and that live together within the same geopolitical limits. This definition of Nation also includes the government as the political institution that rules it. Therefore, taking into account the definition used for Place Brand, a Nation Brand is defined as “the total sum of all mental associations about a nation in the mind of international stakeholders” (Fan, 2006 cited by Fan 2008). It includes everything that has to do with a Nation itself, its products and its citizens. 
A Nation Brand is hardly a conscious construction (Anholt 2008, Fan 2008); it is an earned reputation, made in part from the need of stereotypes (Anholt 2008) and of differentiating ones from others (Fan 2008). With this statement, several academics and practitioners take distance from the marketing conception of Place Branding as the intentional building of an image. Simon Anholt argues that national images are not created through communications, as a Nation has more channels of communication than the official government. Nation Brand is claimed to be a product of a country’s own history and reality, and not of a specific marketing campaign. Hence, the complexity, diversification, and lack of unify purpose that regular nations have, make it impossible to manage a nation brand as a company brand (Anholt 2008). 
Potter explains that most people’s first contact with a nation other than their own is based on the impressions of friends and relatives, and on mediatic portraits. The lack of information also shapes people’s images of other places (Potter 2011). All that compilation of perceptions becomes the reality of the nation in front of a person’s eyes, and that is Nation Brand, in an important way, formed by stereotypes and inaccurate approaches (Potter 2007). That is why it is important for a nation to promote constantly its positive assets, because as Anholt says, nation brands are hard to change, as perceptions of other countries constitute a stable phenomenon, that will only change at very special events (Anholt 2008). A Nation Brand uses culture, political ideals, and policies, as presentation assets that will help it, as a political player, to promote itself in an assertive way (van Ham p. 128).
A Nation Brand being promoted or not by a particular government, has limitations. As said before, it always relies in some extent on stereotypes and simplistic ideas. It is hard, if not impossible, to represent all the varieties of life occurring in a country’s territory in just an image. And though some brand management can be done, it cannot cover bad situations happening in a country. On the contrary, as Anholt says, it could be damaging to promote an inexistent image of a country, as it would eventually generate bad reputation and distrust (Anholt 2011). Consequently, Public Diplomacy cannot cover bad policies or decisions (Cull 2009).  

[bookmark: _Toc189854408][bookmark: _Toc201856248]The Construction of Reputation
Once again, as said by Fan, “of all organisations in the world, a Nation is the largest and most complicated one” (2008, p. 1). When talking about a nation’s brand, it is inevitable to talk about its reputation, as “reputation is the feedback received from others” (Whetten and Mackey 2002 cited by Fan 2008, p. 3). 
Peter van Ham mentions that place branding activities generally involve an important element of reputation management (van Ham 2008, p. 132). From the basis of organisational reputation, when mentioning an organisation or institution, inevitably relevant stakeholders will be thinking something about it; this is a consequence of Public Relations work, advertising and in general, of the organisation performance in its own environment. In the case of a Nation, the reputation is the feedback received from those compounding the rest of the world, meaning nations and institutions (Fan 2008). In Anholt’s words, “it is the past and current behaviour of the Nation that creates its reputation” (2007, p. 37).
As said before, when elaborating images about others, the process of stereotyping is also expected. In terms of Fan, “stereotyping means assuming that all the objects in some category are similar in ways other than the one used to categorise them (2008, p. 4)”. A stereotype is a generalisation, a simplistic image with a favourable or unfavourable bias (Gertner and Kotler, 2004, p. 51). 
A nation’s reputation is the image foreigners have of it, and it contains a set of believes, stereotypes and associations “outsiders” believe are its most distinctive elements (Brown, et al, 2006 cited by Fan 2008). The image perceived will never be the same as the image projected, but then again, perceptions become a difficult “truth” to deny.
	
[bookmark: _Toc189854409][bookmark: _Toc201856249]Elements involved
Most authors agree that there are different elements contributing to a nation’s reputation. Fan for example, would simplify them into what he calls “sub brands”, which are no other than aspects of the main brand: political brand, commercial brand, and cultural brand. As it can be seen, each sub brand refers to an aspect of a nation’s life and performance (2008, p. 5).   
However, Anholt elaborated a more complex model. For a start, he prefers using the term Competitive Identity instead of Nation Brand, as he argues the term synthetizes brand management with Public Diplomacy, trade, investment, tourism and export promotion strategies (Anholt 2007, p. 3). For him, these elements somehow work as channels that generate reputation, as opposed to being part of it. He organizes them in a diagram called “hexagon of competitive identity”[footnoteRef:3]. On each vertex, there is an element of national behaviour, namely tourism, export brands, policy decisions, investment, culture and people (Anholt 2007, p. 25): [3:  These elements are very similar to the ones used by Future Brand in their Country Brand Index (http://www.futurebrand.com/think/reports-studies/cbi/2011/overview/) and are the ones used in the Anholt-GfK Roper Nation Brands Index.] 


· Tourism is understood as tourism promotion and as people’s first-hand experience while visiting a country. 
· The value on export brands on the other hand is recognized when an exported product is explicitly related to its country of origin, that way, products work as ambassadors of the quality of what the country produces.
· Policy decisions important enough to be reported by global media, or to affect significantly domestic or overseas population also generate perceptions about a country.
· Business audiences seek for stability and opportunities to function in a country, as well as for the availability of talent. How easy and fructiferous is to make business in a country, create an appealing market for investment.
· Cultural exchange, activities and products, help noticing specific places, creating reputation. A negative example of this is the portrayal of Mexico in Hollywood movies. 
· How people of one country behave abroad, and how visitors are treated in a particular country, generate an important perception. Particularly, the countries’ leaders and public figures outstand as ambassadors of a nation’s image. Diasporas also play an important role.
Anholt (2007) argues that through the coordination of the actions, investments, policies and communications related to the six points of the hexagon, countries can prove their positive assets to both, their internal and external stakeholders. 

[bookmark: _Toc189854410][bookmark: _Toc201856250]The narration of the image
Simon Anholt theorizes that the perceived image of a specific place is created through a story. A simple, credible and functional story that tells everything it is required to be known about a place (Anholt 2007, p. 26). For Anholt, governments’ challenge is to help the world understand the real, complex, rich and diverse nature of their nation’s resources (Anholt 2008). Though with a different perspective of the topic, other important practitioners as Wally Olins (2001) agree in the complexity of branding a nation, and the importance of recognizing the special national characteristics of each country. 
A government must know “who the Nation is, where is it going and how is it going to get there” (Anholt 2008). The development of a Competitive Identity is about internal stakeholders agreeing in how to channel their behaviour in a common direction, it is establishing clear societal goals, and overall, better quality of living and opportunities for people and organizations living in it and arriving (Anholt 2007, 30).
To keep the world’s attention, innovation is the key element. If a government is trying to enforce or change its nation image, it must ensure that their country keeps innovating with eye-catching products, services, policies and different initiatives that may include cultural, sporting or fashion events. It is necessary to give innovation to media and stakeholders so they keep always interested (Anholt 2007, p. 35). Olins (2001) agrees, and complements by specifying that most nations can actually rebrand themselves, but only when important historical changes occur, like the fall of the Berlin wall or the 2010 Haiti’s earthquake. 


















[bookmark: _Toc201856251]About Perú

“Since it is impossible to know what’s really happening, we Peruvians lie, invent, dream, and take refuge in illusion. Because of these strange circumstances, Peruvian life, a life in which so few actually do read, has become literary.”
Mario Vargas Llosa (1986)

The following section aims to contextualize the reader in Peruvian recent history and general situation. These will facilitate the understanding of the stories about Perú, which are undercover in the analysis section. Additionally, there is also a short explanation of the Perú brand, its process of construction and its objectives.

[bookmark: _Toc201856252]From lost hope to rising star

Perú is without a doubt a difficult country. 29 million people with different cultural backgrounds living in a challenging geography, make it an extravagant place to live in. Though at the end of the twentieth century staying in the country was not the best option for those who could afford to leave it, by the year 2010, returning to it was an interesting option for those who had once emigrated. At the moment, Perú is going through one of its best economic momentums. However, it was, and is still a rough path. 

[bookmark: _Toc201856253]At the end of the twentieth century
In 1980, Perú was returning to a democratic system after twelve years of dictatorship. Simultaneously, terrorist movement The Shining Path (Sendero Luminoso in Spanish) started recruiting and assaulting civilians in the Andean zone of the country. A couple of years later, the MRTA (Movimiento Revolucionario Túpac Amaru in Spanish, or Túpac Amaru Revolutionary Movement in English) appeared and began its own work in the Amazon. Fernando Belaúnde and Alan García, the elected presidents in 1980 and 1985 respectively, confused the terrorists with common delinquents, leading to a horrible civil war that left approximately 69,280 deaths (Lerner 2004). In addition, García decided to close Peruvian markets and to stop paying the external debt, causing never seen before levels of hyperinflation (Carrillo 2006, Lerner 2004). 
According to the Truth and Reconciliation Commission (Lerner 2004), at the time Perú was an extremely centralized country, and terrorists groups took advantage of how the government ignored most of its citizens. All of these together with a profound economic crisis, led to a big migratory wave. For Teófilo Altamirano (1999), Peruvian academic specialized in migration processes, by 1992 the amount of Peruvian emigrants in the world was tripled in comparison to 1981 numbers. Moreover, the country was left almost without any middle class.  
Also in 1992, after two years of having assumed presidency, Alberto Fujimori shut off the congress and courts in order to apply controversial and aggressive politics to solve the economic situation and repress terrorists groups. Mr Fujimori began liberating the economy, and in a lucky coincidence, Shining Path’s main leader was captured[footnoteRef:4] (Lerner 2004, Carrion 2006, Uceda 2004).  [4:  Though at the time Fujimori led the population think it was part of his plan, years later it was proved that a small group of policemen, that had no support of the Intelligence Service controlled by the president and his security advisor, Vladimiro Montesinos, were the ones that led the operation. It was also proved the group was later punished for taking the spotlight away from the president (Uceda 2004, Lerner 2004). ] 

By 1995 he was re-elected with great acceptance, and the number of emigrants was stabilized (Altamirano 1999). However, Mr Fujimori’s second government exhibited a corrupt and abusive central state. Though before 1995 a small opposition was starting to denounce violent behaviour against them from governmental forces, after elections, several situations proved that most of Alberto Fujimori’s achievements were supported on illegal activities, like narcotraffic alliances, crimes against human rights, between others. Additionally, a new recession period started and his corruptive manners were starting to complicate the scene for international investors (Uceda 2004). By the end of the 1990s decade a new migration wave started, this time it was at the same time that an international migration process. Only few people were returning to the country (Altamirano 1999). 
Alberto Fujimori resigned presidency in 2001, after a third and fraudulent re-election, corruption and financial scandals (Carrillo 2006). Both, the transitional government and the new government, which entered in 2002, uncovered a profoundly broke state. Though Fujimori had efficiently reformed the tax collection office, most of his congressmen and functionaries resulted to be the most corrupted government in the history of the country. The State was looted and the country was more divided than ever. 

[bookmark: _Toc201856254]From zero to hero
Since 2002, when Alejandro Toledo won presidency and democracy was restored once again, Perú has gone a long distance in economic matters. According to the World Bank (www.indexmundi.com), the country has grown consistently since 2002, with rates that go on average from 4% to 9% per year. In the last decade, presidents Toledo and García governments reduced poverty from 55% of the population in 2001, to less than 28% in 2011 (bit.ly/KXMa5Y). 
Even when in 2007 global crisis began, Perú’s banking system was strong enough to face external problems without discontinuing the growth (Monahan 2011), hence the country became an interesting destination for foreign capital, as returns were stable and attractive. At the same time, free-trade agreements were signed with fourteen economic markets, including the United States, the European Union, China and Japan (www.acuerdoscomerciales.gob.pe). Governments were focused on opening the market and becoming an important global source of commodities related to mining and hydrocarbons (Gorriti 2012).  
A new middle class is starting to emerge and grow stronger, with new access to credit, and a low average of non-performing loan rate of only 1.5% by 2011 (Monahan 2011). Peruvian’s quality of life is changing. New shopping malls growing throughout the country decentralized the occidental progress, once limited only to Lima. Household earnings are also increasing, and markets are growing in variety and prices (Weitzman 2007).    
The economic growth came together with important achievements for some Peruvians throughout the world in various disciplines of arts and sports that helped the growing national pride. For instance in 2004, surfer Sofía Mulanovich was titled as female World Champion (www.isasurf.org/newsletter/36/en/stars/13.html); in 2006, Rafael Roncagliolo won the Alfaguara Novel Prize, one of the most important awards in Hispanic literature (bit.ly/NxIBtO); in 2009 Claudia Llosa’s movie The Milk of Sorrow was awarded with the Berlinale and in 2010 it was nominated to the Academy Awards (Harris 2010); also in 2009, boxer Kina Malpartida won the World Boxing Association World Championship title of Super Featherweight (www.wban.org/biog/kmalpartida.htm); in 2010, Mario Vargas Llosa, Perú’s main contemporary novelist, received the Nobel Price of Literature (www.nobelprize.org/nobel_prizes/literature/laureates/2010/vargas_llosa.html), and the Peruvian surfing team got the World Team Championship (www.mosaicmanagement.net/articles/292) ; in 2011, Cristobal de Col achieved the title of World Junior Champion, and Perú’s junior team won the World Junior Championship (surf.transworld.net/1000131647/press-releases/cristobal-de-col-wins-isa-world-juniors/); finally in 2012, Alberto Rossel became WBA Light Flyweight Champion (www.fightnews.com/Boxing/rossel-gives-peru-first-world-champ-112851). In these years, top chef Gastón Acurio also managed to open more than 20 high rank restaurants throughout the world (Barclay 2009), even keeping his main brand, Astrid & Gastón, between Restaurant magazine’s World’s 50 Best Restaurants (www.astridygaston.com), making of Peruvian gastronomy a new boom. 
Population is filled with new optimism thanks to the substantial growth and these achievements, and it is in part reflected on the return of former Peruvian emigrants. Even when there is a migration process continuously growing in the world, in the last decade, the return of Peruvian emigrants has grown significantly, particularly since the beginning of the 2007 world crisis. While in 2007 there were identified 18 852 returns, by 2009 the number of Peruvians returning to live in the country grew up to 35 090 (Sánchez et al., 2010). 
Currently, Perú is a developing country with incredibly optimistic forecasts for the following 50 years, thanks to mineral high prices (Harjani 2012, Sala-i-Martin 2011). However, only time will say if this growth can be sustained. 

[bookmark: _Toc201856255]Remaining problems
In a recent interview to a Spaniard media, Bill Gates, one of the wealthiest men in the world, referred to Perú as a middle-income country that does not need international aid anymore (Aguirre, González, Almodóvar and De la Rúa 2012). To this, many politicians reacted with panic. Conveniently, everyone realized there is still much to do in the country and that the road will continue being complicated (Cabitza 2012). Peruvian macro economic indicators may appear exiting, but reality is much more complex than rates and percentages. 
As stressed by competitiveness guru Michael Porter (2009), Peruvian economic growth is importantly based in the export of commodities, which means, no industrialized assets. This fact makes Peruvian economy highly dependent of foreign markets, as the country itself has almost no industry (Porter 2009, Gorriti 2012). Proof of this was that the American and European crisis retained the growth in 2009, even as macro economic numbers were doing well.
On the other hand, though unemployment levels have been reduced, and even as some coastline cities have now 0% rate of unemployment (Vargas Llosa 2012), up to date most Peruvian working force (80%) is informal. That is, there are no proper levels of social security and stability for most population (Palma 2011, Loayza 2007). 
Perú is still a highly unequal country. Access to quality education, health services, between others, is still restrained to a few who can afford paying a private service. In 2009 PISA Evaluation, Perú’s public education was ranked as the 66th, from 68 countries participating (bit.ly/hrgx8Z). Those aspects are shown as competitive disadvantages in the Global Competitiveness Report 2011–2012 (Sala-i-Martin 2011). 
The existence of drug-traffic mafias is also a menace that has not been efficiently controlled. International networks between the mafias in Colombia and Mexico create a permanent threat of violence to Perú, as narcoterrorism becomes a latent ghost having so many unresolved social problems (Palomino 2008).  Drug-traffic, together with a highly corrupted state are what gives Perú a 3.4, out of 10, in Transparency International’s Corruption Perception Index (www.transparency.org). 
Economic growth does not necessarily means development, at least not for everyone, and Perú is an example of that. Still, the new government led by Ollanta Humala has a stronger social approach than its predecessors and there are high expectations on him (Monahan 2011). If that could be achieved social conflicts could be adequately managed, corruption levels could be lowered, and then Perú will be closer to become a “true star” (Porter 2011). 

[bookmark: _Toc201856256]About Peruvian image and brand

Perú is a country that is little known on the other side of the Atlantic. Supervisors of the Peruvian Commission for the Promotion of Peru Export and Tourism - PromPerú, Mariella Soldi and José Tagle, acknowledge this fact. 
Being in a good economic moment, and inspired by individual accomplishments of Peruvians worldwide, former Extern Commerce and Tourism minister Mercedes Aráoz came to the conclusion that Perú needed to be “sold” to foreigners, as an attractive tourism destination, a profitable place to invest and a source of quality products. Though previous efforts were made, the last Perú brand represents the most ambitious and coordinated effort to create an image for the country. 
Mainly thanks to the collaboration of Mariella Soldi and José Tagle, the process of elaboration of Perú brand will be explained, as well as which are its main challenges.  

[bookmark: _Toc201856257]Previous images
According to Héctor Brigneti (2008), since the 1970s Peruvian business associations had 14 attempts of launching a Nation brand; however, none of those brands were successful due to the lack of support of the governments. In the last decade, it was the Government the one who made the efforts of launching a brand. As part of the economic development and efforts for attracting more tourists and investments, different Peruvian state offices started launching Nation brands. The brands that are presented in this section are the most popular, each with different targets and objectives. 

Perú, land of the Inkas
	“Perú, land of the Inkas”, is also known as the brand of the humming bird. It was the first Perú brand, launched around the year 2002, strictly related to tourism. According to Soldi, it was focused on selling the country as an attractive touristic spot with a rich and authentic culture and history.
	Figure 1. Perú, land of the Inkas logo
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	Source: PromPerú (2002)


The brand had as strategy creating curiosity about a great touristic destination. The isotype presents and Amazonian humming bird coming out from the coastal Nazca lines, and the letters were supposed to represented Andean stone ruins (Pipoli and Flores 2006). The slogan changed plenty of times, as none of them seem to represent Perú as a whole: “Perú, were history comes to live”, “Perú, land of the Inkas”, “Perú, pack your six senses”, “Perú, world’s catalogue” and finally “Perú, live the legend”. Though each slogan belongs to different campaigns, they both focused on showing the variety of cultural and natural spots of the country. For Soldi and Tagle, the brand accomplished its goals, as Perú gained recognition in various nation brand indexes as an important touristic destination because of its history and culture (FutureBrand 2011, FutureBrand 2010, FutureBrand 2009). 
According to Brigneti (2008) and Carlos Mathews (scr.bi/dhSX5I) an additional effort done as consequence of this brand was the selection of flag products, as their unique characteristics and competitive advantages presented them as attractive products for international markets. The first seven products to be selected were maca[footnoteRef:5], pisco[footnoteRef:6], South American camelids, cotton, lúcuma[footnoteRef:7], Chulucanas’ ceramics[footnoteRef:8], and Peruvian gastronomy. Unfortunately, there is not more available information in regards to that, as today flag products are represented by the new Perú brand.   [5:  Maca is a fruit from the Amazon.]  [6:  Pisco is Perú’s national drink.]  [7:  Lúcuma is a fruit Fromm the Amazon.]  [8:  Chulucanas is a town in the north shore of the country.] 


Peru now
“Peru now” was developed by a private business association that gave the rights to former minister of Foreign Commerce and Tourism minister, Mercedes Aráoz, in 2008 (Brigneti 2008). At the moment, Perú was preparing itself to host two important international conferences, ALC-UE (Latin America, the Caribbean and the European Union), and APEC (Asia-Pacific Economic Cooperation).
	The events brought 40 thousand visitors to the country, between presidents, ministers, state officers, investors and businessmen from all over the world. According to Brigneti (1998), what Peruvian business sector aimed was to take advantage of the good economic moment Perú was having
	Figure 2. Peru now logo
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	Source: Brigneti (2008)


and the international attention it was receiving. Brigneti explains that Jorge Salmón, the publicist that developed the concept, based himself in the idea that “Perú was in fashion”, that it was part of a current trend, and that it was an up to date destination for investment and tourism. Still, after the events, the brand lost its own relevance and Promperú returned to the humming bird brand. 

Made in Perú / Buy to Perú
	“Hecho en el Perú”, which means, “Made in Perú”, is a brand created by the National Institute of Competence and Copyright Protection as part of the campaign “Cómprale al Perú” in Spanish, or “Buy to Perú” in English. The campaign was launched in 2009, and aimed to promote quality products as well as the generation of local industries. It intended to make Peruvian buyers conscious of the origin of the products they purchased and the potential employment they were generating with their consumption (INDECOPI 2009). 
	Figure 3. Hecho en Perú / 
Cómprale al Perú logo 
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	Source: National Institute of Competence and Copyright Protection – INDECOPI (2009)


The campaign no longer exists, though some producers use the new Perú brand logo with the same objectives.


Invest in Perú
The campaign “Invest in Perú” was launched in 2008 by the State Agency for Promoting Private Investment.
	It aimed to attract 3.11 billions of American dollars for infrastructure projects, mostly in energetic and hydrocarbons sectors. Other sectors to invest include ground transport, ports, telecommunications, airports, sewerage, mining and sugar mills (PROINVERSIÓN 2008). The campaign still exists, but it now uses the new Perú brand.
	Figure 4. Invest In Perú logo
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	Source: State Agency for Promoting Private Investment - PROINVERSIÓN (2008)



Perú, mucho gusto
“Perú, mucho gusto” is Peruvian gastronomic brand. Created in 2006 by PromPerú and Peruvian Society of Gastronomy, the brand is no longer used by itself, but always with the official national brand. Regularly, it is only used in gastronomic events, or in official fairs organized by PromPerú throughout the world (www.perumuchogusto.com/).
The literal translation of the brand in English is “Perú, very pleased”, which can be taken as a greeting. However, the word “gusto” in Spanish is also related to the sense of taste, thus making the translation of the brand to something similar to “Perú, very tasteful”. According to Gaston Acurio, creator of the original idea, the fairs’ objective is to consolidate Peruvian cuisine as an international boom in the world. Furthermore, showing the world Peruvian biodiversity in ingredients and setting Lima as a gastronomic destination are other important tasks (Acurio for Cisneros 2008).
	The fairs that take place in Perú, also look to democratize the gastronomic national experience, putting in the same place almost unknown cookers and top chefs, all of them selling their best plates at economical prices. During these events, different contests that look for new talents in the gastronomic circle of the country take place, not only in what concerns to cooking, but also in the production of ingredients (Acurio for Cisneros 2008).  
	Figure 5. Perú, mucho gusto logo
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	Source: State Agency for Promoting Private Investment - PROINVERSIÓN (2008)


Acurio is probably who thought first Peruvian gastronomy’s positioning in the world, opening all of his restaurants in central and elitist zones of the different cities were they are located. He argues that targeting an elite public will help Peruvian cuisine to be more valued, and to expand broader into other segments, as opposed to what happened to Mexican one, where its popular appeal makes it difficult to be recognized as an important cuisine. Given the variety of Peruvian gastronomy, Ceviche was taken as the flag dish, and Peruvian yellow chilly pepper, its main taste and ingredient. Gastón Acurio says that Peruvian chefs nowadays are trying to create a new market, trying to represent the country in the most outstanding level, so to challenge that idea that Perú is condemned to be a Third World Country. For him, the export of Peruvian cuisine means the export of Peruvian culture, which ultimately translates into a rebranding of the country (Acurio for Palacios 2008).  
In 2008, Chile’s Minister of Agriculture launched the campaign, “Mucho Gusto”, followed by the tagline “Chile, potencia alimentaria”, which means, “Chile, alimentary power”. Chile was about to launch the campaign for promoting its agriculture exports. The event was a scandal between Peruvian offices, and after two months, the brand was stopped being used by the Chilean government. The decision of Chilean government of retiring its campaign was taken as a victory for PromPerú (bit.ly/KxQeg6).

LAN campaign 
LAN is the most important airline in Perú and one of the two most important in the region. Of Chilean origin, in 2005 they led a scandal for showing unpleasant images of Lima on international flights that were descending to the Peruvian capital. The video was shown for at least three months (Díaz 2005).  
The images were part of a 1997 episode of Lonely Planet TV show, and shows images of a chaotic and dirty Lima. Bottom line, local politicians and media used the video to reminisce of the historical Peruvian-Chilean conflicts of neighbour countries.  
According to the press, the video was bought by the airline as part of a package that contained a series of old episodes of the mentioned programme. It was never proved that the video was showed in purpose to give a bad image of the country, but frictions between both countries are common. Because of this case, some LAN big functionaries were fired (Díaz 2005).

[bookmark: _Toc201856258]A new Brand for a new Perú
According to Soldi, Mercedes Aráoz initiated the efforts for creating a national brand as soon as she became Foreign Commerce Minister in 2006. As Melissen (2011) noted, “rising s get frustrated that overseas publics stress the divisions in their societies rather than their economic successes”. Aráoz wanted to take advantage of the good moment the country was having, to gain spotlight and attract investment and tourism (www.peru.info).
Soldi says that due to some law limitations[footnoteRef:9], it was only in 2008 when concrete actions were taken in regards to Perú brand. After some benchmarking and an international contest to look for a company that could develop the brand, Futurebrand was selected as the consultancy company in charge of the task; PromPerú, Proinversión and the Foreign Affairs Ministry were going to be the offices working with them. At the same time, an Advisory Committee with professionals in market research, marketing and communications, was formed to give advice and validate the decisions that the state offices were taking.   Once the team was established, the process for developing the brand took four major steps namely, diagnosis, development of the concept, design and validation.    [9:  According to law, PromPerú was not able to generate or manage a Brand for the country.] 


The diagnosis
Soldi explains that the first step began by consulting the different state offices that managed a brand what was their brand trying to communicate and what were their objectives. At the same time, different interviews with important Peruvian leaders took place. People like top chef Gastón Acurio, or Nobel Prize of Literature Mario Vargas Llosa were consulted. For being part of this sample, leaders needed to have an elaborated image of what the country is and what it is not. With all the information, and most importantly, the definitions, Futurebrand began constructing a concept. 

The development of the concept: There is a Perú for each and everyone
For this step, a research was done with regular citizens living in eight different regions of the country. They validated or contradicted the views of the leaders and state offices. 
At the end of the research, according to Soldi, they came to the conclusion that Perú is a place with numerous attractive assets, but that it is not a massive destination. Peruvians understand its own country as a place with so many different and beautiful cultures, landscapes and things to do, that it cannot be tagged like a one-purpose destination. 
“There is a Perú for each and everyone” was the tagline and concept to work. Futurebrand says they intended to make “visible the country’s multifaceted richness, its specialized patrimony and the captivating halo that results of the combination of people, grounds, climates, goods, opportunities” (www.futurebrand.com). Soldi completes by saying that though numerous, Peruvian resources are not massive, what makes it an exclusive and strategic place. Now, Peruvians have to work on listening to others, in order to construct a specific package of what the country has to offer to each consumer. 

The design
The research done also included a question in regards an image that could represent the country. Soldi says that the answers were so diverse, it was decided not to use a particular image. This made them, search for other assets, and that is how they realized the potential on the name “Perú” for working with it, as it is short and it has a similar pronunciation in most massive languages. Additionally, she said, the final accent gives it a distinctive peculiarity (www.futurebrand.com). 
Having that in mind, and what was recollected through research, Futurebrand worked on three proposals that were evaluated internationally. The design of the word “Perú” with a spiral in the “P” won. 

	Figure 6. Perú brand logo
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	Source: PromPerú (2011)


Soldi further explains that the design has several interpretations. Peruvians see in it Pre-Incan cultures, as most of them used spirals in their graphic designs. For Futurebrand, it represents evolution, change and transformation. For foreign audiences, both Soldi and Futurebrand refer that the spiral stands for a fingerprint, “in line with the concept that ‘there is a Perú for each one’” (www.futurebrand.com). Finally, the use of the handwritten typography responds to the idea that Peruvians trace their own paths, based on their particular interests.
This step also included the elaboration of an Identity Manual, using a multicolour palette that represents the diversity of Perú. Soldi stresses that though red and white may be enough for symbolizing Perú for Peruvians, because of the flag’s colours; international audiences relate Perú with other colours, because of Machu Picchu, the Andes or the Amazon. At the end, that palette kept six colours besides white: red, purple, green, brown, yellow and blue.
	Figure 7. Perú brand colour palette
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	Source: www.underconsideration.com (2011)


The validation
The logo was presented to different state offices and industrial sector representatives for their approval. It was also a way to involve them in the process and gain their support before presenting it in media (www.peru.info). 
Soldi describes that when the brand was finally launched, some of the people that validated it were showing their support by standing next to the minister of Foreign Commerce and Tourism at the time, Eduardo Ferreyros. Some of them had even become brand ambassadors, proving to public opinion that it was a good initiative. 

[bookmark: _Toc201856259]Perú Brand’s Strategy
Perú brand, as most nation brands, has as main target a foreign public. Nonetheless, Mariella Soldi explains, it was a key element to promote the brand in an internal campaign. Gaining strong acceptance inside the country, would give the state offices in charge of the brand management, the confidence and support required to make it a success. All the efforts related to the brand promotion, were concentrated in three main pillars: attracting tourism and investment, and promoting quality exports (www.peru.info). 

The internal campaign: From Perú, for Peru
Once the brand was launched, it was important to make Peruvians recognize and own it. To accomplish this goal, a fifteen minutes documentary was launched; it was called “From Perú, for Peru”. In the documentary, a group of Peruvian ambassadors, all of them very successful in their different activities, travelled to Peru, a small town of Nebraska, in the United States, to show its population all the good things they were missing for not knowing how to be “Peruvians”. Ultimately, the ambassadors taught Peru’s people how to cook, surf, dance, between other activities that “are part of being Peruvian”. 
The documentary aimed to make Peruvians conscious of the attractive assets of the different cultures that can be found within the country, and to make them responsible for spreading the word about what a great country they are from. As Soldi recalls, though there was some criticism for the selection of ambassadors shown in the video and the inevitable use of stereotypes, the video was of great acceptance. In a poll elaborated on April 2012 by consultancy Ipsos APOYO, 93% of the population supports the use of the brand, while 66% remembers and recognizes it (bit.ly/I3cFX0). For Peruvian citizens, the brand promotes tourism (62%), national identity (52%), private investment (52%), national values (44%) and social inclusion (16%). Additionally, the campaign won a Bronze Lion in Cannes Festival 2012. 
After the campaign launched, Soldi recalls, plenty of private companies voluntarily offered themselves for supporting the brand somehow. Their sponsorship consisted in buying TV and radio time for spots, so the campaign was able to be on air for several months, in spite of budget limitations. Corporations that were not able to sponsor the brand, but wanted to use it, started applying for the license, which is offered for free to any producer who can prove certain quality in their products (www.peru.info).
After one year of diffusion, the brand is well accepted by citizens and institutions, and PromPerú feels satisfied with its results. When the new government entered by the middle of 2011, a new budget was given to the office to continue with Perú brand promotion in international markets.  

The external campaign: overcoming stereotypes
A diagnosis of perceptions that includes Bogotá, Sao Paulo, New York, and London has been done. José Tagle explains that six focus groups were done per city, with ten to twelve people each, all belonging to the local upper middle class or upper class. The selection was made having in mind that upper classes tend to travel more and to have a better education, thus they should have more information or stereotypes about Perú.  
As expected, the information about Perú was quite limited. Though in Bogotá was a certain recognition of Peruvian gastronomy due to the presence of several Peruvian restaurants in the city, the general image of the country, even in a neighbour country as Brazil, was limited to llamas and Machu Picchu. Perú’s image is so related to the Andes, that according to Tagle, most participants believed it is a landlocked country, and its culture is related to colourful hats[footnoteRef:10] and panflutes.  [10:  These hats are called chullos in Spanish. ] 

For Tagle, the fact that in most country indexes Perú is exclusively recognized for its history and culture (FutureBrand 2009, FutureBrand 2010, FutureBrand 2011) is also a proof of the limitation of Peruvian image worldwide. Still, he admits this can also be an interesting opportunity.
Mariella Soldi continues by saying that the international campaign will focus at first on seven countries: the United States, Germany, France, Spain, China, Argentina and Brazil. For this, new material is being produced, as they acknowledge that the videos previously used only function with internal audiences. The campaign is expected to be launch in the first days of July 2012. 
Furthermore, working with the ambassadors, who volunteer for this, is a key tool. PromPerú looks for Peruvian recognized achievers overseas that would like to join the campaign. Soldi clarifies this, as she explains they have been criticized for not promoting talent but working with those who, most of the time, have already achieved something important by individual means. For example, some of the persons they are looking forward to work with are footballer Claudio Pizarro in Germany, or Literature Nobel prize winner Mario Vargas Llosa in Spain. 

Challenges
Both Mariella Soldi and José Tagle acknowledge that prejudices are more difficult to resolve than the lack of knowledge. In that sense, the main worry at the time is the idea that Perú is not a nice place to live in, or that there is not enough capable human resources to work with. In fact, as Soldi and Tagle recognize, Perú appears in a very low place in rankings that evaluate educational systems. 
In 2011, Perú ranked 128 of 139 countries in the world in what refers to the quality of the educational system in the World Economic Forum’s Global Competitiveness Report 2010-2011. Likely, the country’s technological readiness and innovation was ranked 113th (Sala-i-Martin 2011). Overcoming this is a tough task, but José Tagle assures that work is already being done; the new government has a stronger focus in social matters and reinforcement of education. Part of the efforts done in PromPerú for the next campaign, is to get testimonials of international business people talking about the positives of working with Peruvian labour force. 
Another complication is the lack of infrastructure. In regards to that, Soldi says that the lack of infrastructure is being sold as a unique opportunity of investment for private companies (Proinversión 2008).
As seen before, no one doubts Perú is improving, however solving some basic problems that affect in first instance the quality life of its citizens is a necessary step for having a more coherent and substantial international approach. 


























[bookmark: _Toc201856260]Methodology

This thesis attempts to understand the brand of a country, Perú, through content analysis. In a moment of social and economic change, the country is making a rebranding effort. However, as discussed in the literature review, this process is more related to the creation of images and stereotypes within international stakeholders, than with a marketing or advertisement campaign. From a Communication and Public Diplomacy approach that recognizes the central role of media in the construction of public opinion (Bernays 1928, Potter 2009), international magazines will be taken as the object of study that will collaborate to reach the research objectives.  

[bookmark: _Toc201856261]Research questions and hypothesis

The research question guiding this investigation is which are the Peruvian stories being narrated by the selected media? It points to undercover the Peruvian brand as a stereotype that is being portrayed in international magazines, taking into account the Anholt’s (2007) theories about the creation of a competitive identity[footnoteRef:11]. At the same time, the hypothesis that will be verified or denied states that although Peru is not a main actor in the global map, it has started to regain some importance in the Latin American region, having as main motor the economic growth and some particular achievements of Peruvian citizens around the world.  [11:  See page 13 (from Elements Involved).] 

For addressing a clear response, the research question has been divided in two sub questions, which concentrate the study efforts in two particular aspects of country brand construction:
· Sub question 1 (sq1). Who are the most relevant Peruvian actors in the international scene? 
· Sub question 2 (sq2). Do the selected media perceive any novelty in regards to their own conception of Peru’s image?

The analytical chapter aims to answer each of these sub questions. In case of sq1, it is focused on the Peruvian stakeholders, which are persons or institutions, who are currently outstanding in the global scene. For these, the hypothesis is, besides the president, the most outstanding Peruvians in the world are related with the arts. On the other hand, sq2 intends to discover if the selected media perceive any novelty in their way of perceiving Peruvian image. The corresponding hypothesis states that indeed, Perú is nowadays observed as an attractive place for investment, though not so long ago it was perceived as an unsafe and unstable country. 

[bookmark: _Toc201856262]The technique

This study used content analysis to identify perceptions and images related to Perú in a sample of consumer and business trade magazines. Content analysis is a non-intrusive research methodology frequently used in social and media studies for working with a wide range of textual data and make inferences upon it. It is a technique, which aims to describe what is said on a given subject in a specific context (Holsti 1969, Krippendorff 2004, Stepchenkova, Kirilenko and Morrison 2009). 
The decision of using this technique over others such as interviews, focus groups or polls, was taken having in mind the feasibility of gathering a representative sample considering the time frame and resources available for the research. Additionally, analysing important trade magazines from different countries seemed more appealing for understanding what ideas of Perú are being spread through a somehow worldwide audience. Doing this, through other technique would have required more time. 
Though content analysis is traditionally related to quantitative research, it is common in contemporary studies the use of a qualitative approach. Moreover, some modern media academics, like Hansen (1998) or Gauntlett (2002) encourage the use of combine approaches for complementing information that can capture more efficiently the meaning of texts (Stepchenkova, Kirilenko and Morrison 2009). 
Following the use of content analysis for destination image studies, this thesis applies the technique for Public Diplomacy related objectives. The decision of including a qualitative approach was taken considering that perceptions and attitudes are normally difficult to measure using more restrained methods. Furthermore, if the general objective is to undercover a narrative about Perú, that would be difficult to do just by grabbing particular facts obtained through quantitative research.
Criticism towards context analysis is acknowledged. Even as some may argue that it is far from being an objective method, it can be said that any research is restrained to particular interests, contexts and perspectives, being an issue faced by almost any kind of methodology (Krippendorff 2004). Moreover, the cross of approaches being used, namely quantitative and qualitative, seek to minimize those limitations. 
The quantitative part of the research is restricted to the frequency in which articles related to a Peruvian topic have been published in the selected magazines. On the other hand, through a qualitative approach, it was defined the main topic of the articles, which are the stories being told about Peru, who are the characters involved in them and which are their roles. 
Though in first term it was expected to determine which articles had an optimistic or pessimistic approach, for most articles that presented several positives of negatives approaches to the situations being told, it was impossible to do it without a bias, so ultimately, it was decided to leave those questions out of the analysis.  
For facilitating the gathering of data, a structured guide was used[footnoteRef:12]; it is divided in four parts. In the first one, general information about the article was collected for identification purposes. The next parts aimed to answer each of the sub questions mentioned above.  [12:  The structured guide can be found in appendix 1, in page 83. ] 


[bookmark: _Toc201856263]Sample selection
As Peru brand is focused on attracting investment and promoting exports and tourism, consumers and trade magazines covering business, economy and tourism were selected. Additionally, as country brand is about foreign countries’ perceptions on one specific nation, politics, international affairs and current affairs magazines were also included in the sample. Three magazines were selected per topic, having a total of twelve magazines in the sample.
According to Lucy Küng, consumers magazine are a segment that target specific groups of readers, but that are widely available, in other terms, that are offered not only by subscription. Under this category fall the majority of political and lifestyle magazines selected. On the other hand, trade or business and professional magazines, target specific industries and are mainly sold via subscription (2008, p. 44). Under this category fall most of the tourism and international affairs publications.
These magazines were chosen because they target decision makers and powerful stakeholders within their own markets. Though it is true that some of these magazines may be experiencing a tough moment because of the availability of information through the Internet (Callahan 2004), their power of influence keeps being important, only exceeded by television’s one, as they still set agendas and start trends (Johnson 2009). At the same time, it was more appealing to use these magazines than television or internet programs, as they tend to be more open expressing their editorial biases, which is an important asset considering this is a perceptions study. Furthermore, it was also more convenient to use magazines than television programs, as they were available via online databases, and the language of publication was in most cases the same (English).  
Guided by the list of countries targeted by the international Perú brand campaign[footnoteRef:13], magazines from six different nationalities were selected. From Perú brand’s list, only those countries included between the ten world’s largest economies by the Monetary Fund (bit.ly/JGzcK2) and the CIA World Factbook (http://1.usa.gov/19QwI0) were contemplated. From these, the countries of origin taken into account were the United States, China, Germany, France and Brazil. Additionally, one English publication was also included in the sample as part of the European Union, which is also a target as a whole. From the countries targeted by the Perú Brand campaign, only Spain and Argentina were left out because of the current characteristics of their economies. [13:  This list includes Argentina, Brazil, the United States, China, France, Spain and Germany.  ] 

Online lists recommending magazines were used to identify an appropriate sample. From each list were selected publications that proceeded from the mentioned countries. The recommendations given by the lists were carefully evaluated in order to pick prestigious magazines with an international target that covered the topics that mattered to the research, and that were in English language. Though most of the criteria were covered, the only exceptions were given with The Economist and América Economía. The Economist was included as it was highly recommended by most lists, but it is of English origin, however it was included as part of the European Union perspective. On the other side, it was a problem to find prestigious Brazilian publications in English, so the analysis of América Economía had to be in Portuguese. Der Spiegel (Germany), Le Monde Diplomatique (France), TAM Nas Nuvens (Brazil) and Caijing (China) were analysed in their English versions. 
For most publications, except for the Chinese and Brazilians, the following lists were revised. 
· The Montreal Review: Worldwide media guide (2009)
· Magazines that make history (Angeletti and Oliva, 2004)
· The Chicago Tribune: 50 best magazines (2004)
· Good Magazine: The 51 Best Magazines Ever (2007)
 
It was a challenge to find lists recommending publications. However, these lists gave a useful insight for the Anglo-Chinese publishing market. 
· Worldpress.org (worldpress.org/newspapers/ASIA/China.cfm)
· The full wiki (top-topics.thefullwiki.org/Chinese_magazines)

In regards to Brazilian publications, the magazines listed online were not able to meet the criteria required. To solve the gap it was necessary to look at Brazil as a Latin American country in order for the publications to target an international audience. For this, the most important in-flight magazine[footnoteRef:14] of the country was selected as a Tourism magazine, as well as the Brazilian version of the most relevant business and economy publication in South America.  [14:  Additionally, in 2010, TAM Nas Nuvens, the magazine selected, received the Passenger Choice Awards for being the best inflight magazine in the world. The contest was organized by APEX (Airline Passenger Experience Association) (TAM 2010).] 

In the final selection, though it was inevitable to include a majority of American publications, due to certain American hegemony in media industries (Arsenault and Castells 2008), it was possible to collect an international sample. In the tourism sector, the following magazines were picked: Condé Nast Traveller (United States), Travel & Leisure (United States) and TAM Nas Nuvens (Brazil). In the case of international affairs, Le Monde Diplomatique (France), The Economist (England) and Foreign Affairs (United States) were chosen. For economy, business, and finances, Caijing (China), América Economía (Brazil) and Bloomberg Businessweek (United States). Finally, for covering current affairs and politics, the elected publications were Der Spiegel (Germany), The New Yorker (United States), and Slate.com (United States).
For selecting the actual articles that were part of the analysis, online databases were used were available; were not, the actual issues were revised[footnoteRef:15]. The search included a time frame of 36 months, since March 2009 until February 2012. This was determined considering a series of events[footnoteRef:16] that affected the amount of articles published about Perú, thus assuring an appropriate sample for the analysis.   [15:  That only happened with TAM Nas Nuvens and América Economía.]  [16:  Between these events are presidential and municipal elections, Mario Vargas Llosa’s selection as Nobel of Literature, world championship in some sports, between others. ] 

Most importantly, all the selected articles must have talked about an issue related to Perú, a Peruvian institution or a Peruvian person. They needed at least a 200 words extension. Articles that were not about Perú could only be selected if they mentioned the country or a Peruvian citizen or institution as part of a ranking. Under these requirements, a total of 129 articles were selected[footnoteRef:17].  [17:  The list can be found in the Bibliography, in page 78. ] 





Table 1. Lists of magazines selected for the analysis

	
	Magazine
	Origin
	Amount of articles selected

	Tourism
	1
	Condé Nast Traveller
	United States
	4

	
	2
	Travel + Leisure
	United States
	7

	
	3
	TAM Nas Nuvens
	Brazil
	4

	International affairs
	4
	Le Monde Diplomatique
	France
	7

	
	5
	The Economist
	England 
	36

	
	6
	Foreign Affairs
	United States
	6

	Economy, business, finances
	7
	Caijing
	China
	2

	
	8
	América Economía
	Brazil
	35

	
	9
	Bloomberg Businessweek
	United States
	4

	Current affairs / Politics
	10
	Der Spiegel
	Germany
	7

	
	11
	New Yorker
	United States
	4

	
	12
	Slate.com
	United States
	13

	Total articles in the sample:
	129


























[bookmark: _Toc201856264]Results

“Stories are the creative conversion of life itself into a more powerful, clearer, more meaningful experience. They are the currency of human contact.” 
Robert McKee

Perú is definitely not a main stakeholder in the global scene. In average, there were publications about Perú in the 12% of the issues revised. Considering the magazines’ countries of origin, as well as the topics of interest, though it may be said that in some cases cultural similarities made stories about Perú more relevant than in others that is not the rule for every single case.  

	Graph 1. Number of issues revised and articles selected per issue
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The magazines that presented a greater number of articles about Perú were The Economist (36), América Economía (35) and Slate.com (13). However, those numbers can be deceiving if we think about how many issues per magazine were included in the sample. When checking the ratios of publication, only América Economía’s (0.94) and Slate.com’s (0.54) have significantly high ratios of publication in comparison with the other magazines. The Economist by its side, had a ratio of 0.24, even lower than Foreign Affairs’ 0.33. This is because even as the English magazine had a large amount of articles about Perú, the quantity of issues checked in the sample was much larger than in the case of the majority of magazines (152), only comparable with Bloomberg Businessweek (150), Der Spiegel (156) and The New Yorker (143). However, it would be fair to say that The Economist is the magazine of frequent publication (more than two issues per month) from the sample that publishes the most about Perú. 

	Graph 2. Comparison of the number of issues in the sample, with the number or articles selected per magazine
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The ratio of publication per magazine also let us have a more clear reading behind what could be the motives for publication of Peruvian stories. The lower ratios found are between lifestyle and business magazines (New Yorker 0.04, Der Spiegel 0.03, Caijing 0.03, Bloomberg Businessweek 0.03), with the exceptions of Slate.com (0.54) and América Economía (0.94) to each type of magazine respectively. This would suggest that Peruvian stories under these two topics might not appear so relevant for a worldwide audience. In the cases of those magazines, for most of the times, special reports are arranged when talking about Perú.
The tourism magazines have a ratio over 0.1, but under 0.2, while the group of economy, politics and international affairs are between 0.19 and 0.33. This means that though Perú is probably not a frequent topic for these magazines, it does have a significant appearance at least, once or twice a year.  
As mentioned before, the most relevant exceptions are the ones of Slate.com (0.54) and América Economía (0.94). América Economía had an average of ten articles exclusively about Perú per year (from total of twelve issues per year), demonstrating that Perú is a significant stakeholder to the magazine’s target, business people and entrepreneurs in Latin América (www.mercadeoeducativo.com/america_economia.htm). While in the case of América Economía it was expected a higher ratio due to its origin, the case of Slate.com is unique. Slate.com published an average of four articles about Perú per year (from a total of eight issues per year). The possible reason behind the high rate of Slate.com is the inclusion of tourism articles, which would increase the number of articles that a news or current affairs magazine would regularly have about Perú. In particular, in the special titled “World of Wonders: The seven hidden wonders of South América” (Foer 2011), Slate.com presented seven not so popular destinations in South América, four of them located in Perú. 

	Graph 3. Ratio of publication per magazine
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Besides these numbers, it is relevant to clarify that during the selection, plenty of articles that randomly mentioned Perú were left aside, as they did not properly cover the requirements of the research. Though these articles are not part of the sample, some of the topics mentioned by them will be explained, as they complement some of the points being made in this chapter. 
Before presenting the results, it is important to recall that what was found in the magazines is not an exact reflection of reality, but only the expression of certain media perceptions about Perú and some of its main stakeholders. 



[bookmark: _Toc201856265]Topics: Politics, Economy and Tourism

Following the main topics covered by the magazines selected, most of the stories about Perú were situated under politics, economy and tourism. The majority of these stories were not related to Perú’s quotidian life, but with situations that were considered of public interest. In other words, what the articles represented were not narrations about a nation’s life, but of moments of it. 

[bookmark: _Toc201856266]Stories about politics
When international magazines talk about politics in Perú, and the deficiencies of Peruvian social system, particularly in regards to health and education, it would be refer as a poor or small country. In those terms, several magazines randomly mentioned Perú, even comparing it to other countries such as Nepal, Tibet, Pakistan, Honduras, between others. Having that in mind, proper stories about Peruvian politics were mostly referred to the 2011 presidential elections and social conflicts.
The treatment of the presidential poll was closely related to the place of the political spectrum were the magazines are located. For example, though no magazine seem to like any of the candidates competing in the run off, Keiko Fujimori or Ollanta Humala, liberal magazines seemed much more critical about Mr Humala than of Mrs Fujimori, as in 2006 he had presented himself as a left wing radical, very fond of Hugo Chávez. In contrast, though every magazine was aware of Mrs Fujimori faults, and presented as her only real asset her family bond with former president Alberto Fujimori, they also highlighted the fact that she was more of a free market-friendly candidate.  
Nonetheless, the main idea behind the coverage of Peruvian election was the deception of acknowledging that Peruvian economic growth was not enough by itself to make most Peruvians decide for a democratic-market oriented government, as both candidates seem authoritarian and populist. The Economist’s[footnoteRef:18] article The risk of throwing it all away (Economist 24 2011), summarizes what most magazines expressed about Peruvian politics, “Perú's election runs some risk of turning into a lesson in what happens when economic growth is not backed up by more effective government, and when a democracy is hobbled by weak and fragmented political parties”. As expressed in the quote, magazines from all tendencies highlighted the Peruvian government’s inability to provide of well being to the whole population, risking the democratic system. The Economist and América Economía in particular, made a point about the weakness of political parties in Perú, that in most cases are considered “personal vehicles” to gain power (Economist 15 2010, Zegarra 2010).   [18:  It was necessary to create a special numeration for referring The Economist’s articles, as all of them are anonymous. The list of The Economist’s articles and its numeration can be found in page 84.  ] 

Once Ollanta Humala was elected, media wanted to understand what his position was going to be in government. Most magazines (Foreign Affairs, América Economía, The Economist, Le Monde Diplomatique, Slate.com, Businessweek Bloomberg, América Economía Der Spiegel) presented two possible models for him to follow, former Brazilian president, Luiz Inácio Lula da Silva’s model, which is considered moderate left and somehow successful, or Venezuelan Hugo Chávez’s, which is taken as a radical left and anti-systemic leader. Additionally, Foreign Affairs was particularly worried about Mr Humala’s effect on the United States-Perú free trade agreement (McClintock 2011). 
By the end of 2011, after a big social conflict related to the mining industry, Mr Humala proofed himself to be more of a centre-right wing person, causing great relief to The Economist and América Economía (Economist 35 2012, Gamarra 2012), but some annoyance to Le Monde Diplomatique (Robinson 2011). 
Elections aside, most magazines portrayed Peruvian politics as liberal-friendly and somehow corrupted (The Economist, Foreign Affairs, Le Monde Diplomatique, Caijing, Business Bloomberg, América Economía, Slate.com, Condé Nast Traveller). Certain continuity and stability are perceived in the way the country has been governed since Alejandro Toledo became president in 2002. Followed by Alan García, Mr Toledo and Mr García are shown like democrats who favoured the open market and investments. However, as said before, it is also noted that though poverty and unemployment have been reduced, there is still much inequality in the country, which facilitates the development of social conflicts, violent groups (like the Shining Path) and illegal activities like drug traffic and informal mining. In The Economist and Slate.com, there is also reference to corruption scandals during Mr García’s government (Economist 15 2010, Engber 2009), which also seem a continuity of corruption in Peruvian State as it is claimed that Alberto Fujimori had the same problems during the 1990s. 
Social conflicts in regards to mining and energy industries have an interesting treatment in The Economist (Economist 05 2009, Economist 34 2011), Foreign Affairs (McClintock 2011) and Le Monde Diplomatique (Revelli 2011). Though it is explained that those industries are two of the most profitable for the country, it is also stressed that several segments of the population, particularly indigenous living around the areas of exploitation, see them as menaces to environment and agriculture, their way of living. For most magazines, these conflicts are caused by the inefficiencies and absence of the State, which cannot bring proper solutions to its people or to investors. Only Le Monde Diplomatique made particular critics to Chinese investors’ practices.  
Finally, though when talking about drug traffic Perú is not the main State-actor (Colombia and México are), The Economist and América Economía affirm that due to difficulties in Mr García’s government to deal with a recent comeback of the Shining Path in the VRAE Amazon zone (Valley of Apurímac and Ene river in English), Perú has now become the world’s leader in cocaine production (Economist 24 2011, Economist 13 2010, Niezen 2009). Shining Path’s revival is not highlighted, but importantly mentioned, because as explained, it has apparently began working with drug cartels, following Colombian and Mexican models. Additionally, it is important to mention that cocaine traffic does play an important part in Peruvian stories, even in some that are not necessarily related with drug traffic. This is the case of two articles found in Slate.com (Engber 2009) and Der Spiegel (Jütnner 2009), where cocaine turns itself into a common reference.

[bookmark: _Toc201856267]Stories about economics, investment and business
Perú is recognized as a developing and open economy by most magazines (The Economist, Foreign Affairs, Bloomberg Businessweek, Slate.com, Der Spiegel, América Economía, Condé Nast Traveller, Travel + Leisure). When talking purely about economics, it turns into a growing market, and is constantly compared to other Latin American countries in the same situation, as its growth is considered a part of a Latin American trend. Worldwide, it is also compared to some African and Asian countries with high rates of macro economic growth but still in a developing condition, such as Kenya and the Philippines. 
For right wing magazines, the market orientation of every Peruvian government since the 1990s is recognized as an important advantage that has managed to keep a business-friendly environment for international investors. Even though Perú does not have the best political image, some decisions in regards to economic and financial matters are praised by several magazines (The Economist, Slate.com, Bloomberg Businessweek, Caijing, América Economía), particularly those related to its macro economic numbers, microfinance system and its free trade agreements. 
The country’s economic growth is qualified as outstanding by most magazines, it is compared to Asian rates, and it is attributed to a combination of smart decisions towards national reserves and good luck in regards to the rising prices of commodities, which are Peruvian main exports. At the same time, The Economist (Economist 14 2010), Caijing (Velasco 2011), Foreign Affairs (Crandall 2011), Bloomberg Businessweek (Farzad 2010), América Economía (Chevarría 2009), and Slate.com (Gross 2009) stress that Perú is managing smartly its external debt and that is taking advantage of the good moment the region is having. The Economist (Economist 25 2011) and América Economía (Rioseco 2009, Edmunds 2009, Rioseco 2010) particularly highlight the promotion of a common stock market with Chile, Colombia and Mexico, which would compete with Brazil’s. Brazil is for all the magazines, South America’s main player.  
The economic relationship with China is considered crucial, even above the one with the United States by América Economía (Chevarría 2009), The Economist (Economist 07 2009), Slate.com (Gross 2009), Foreign Affairs (Crandall 2011), Caijing (Velasco 2011) and Bloomberg Businessweek (Farzad 2010). This relationship is thought to be the main reason behind Peruvian growth in a time of worldwide economic crisis. For Caijing, the only Chinese magazine in the sample, Perú is also portrayed as an interesting market for Chinese capitals. 
Additionally, The Economist (Economist 19 2010), Slate.com (Gross 2009) and América Economía (Vera 2009, Niezen 2009) recognize Peruvian micro finances system as the best in the world. For them, it has been an important tool for empowering poor sectors that are growing into a new middle class thanks to the access to new capitals. It is said that other poor and middle-income countries should copy this model.  
In regards to national exports, commodities are the strong point. Perú is known worldwide for being one of the main producers of silver, gold, copper and zinc. At the same time, currently it is exporting natural gas and agricultural products (Chevarría 2009, Economist 07 2009, Gross 2009). As showed, most exports are related to basic, non-industrialized products, which as said before, make Peruvian economy very dependent from other markets, currently. 
Few cases of industrialized products being export were mentioned, most of them associated with food and drinks. On one hand, massive consumption products, such as potato chips and soft drinks have started to be sold in the world. América Economía (Vidal 2009) informed of the case of potato chips, however it was presented in a negative context, as the decision to industrialize was taken because the export of natural potatoes is limited due to quality issues. In the case of soft drinks, both América Economía (Chevarría 2009) and Der Spiegel (Glüsing 2011) stated that Peruvian company Ajegroup has started to produce and distribute low cost soft drinks and dairy products in Asian and Latin American countries. 
On the other hand, gastronomic products conform an interesting niche. Slate.com calls Peruvian pisco, “fashionable” to drink in the United States (Patterson 2011), differentiating it by its quality from Chilean. This specific mention is complemented by other stories in Condé Nast Traveller (Steele 2011, Symmes 2011), Travel + Leisure (De Ferrari 2009, Solomon 2009) and The New Yorker (Alarcón 2010), that position Pisco as Perú’s national drink. 
Though there is awareness of some exotic Peruvian ingredients, this is basically expressed by random mentions to Perú and some products such as camu camu, yuca, maca or quinoa[footnoteRef:19], but without further development, and together with other products of different parts of the world that are also considered exotic.  [19:  They are all are Amazonian products, except for quinoa, which is Andean.] 

In contrast, what is really creating a buzz is the opening of Peruvian chef Gastón Acurio’s restaurants in different cities of the world. His restaurants La Mar Cevichería and Astrid & Gastón were recommended in TAM Nas Nuvens (Fraia 2010), The New Yorker (Carey 2011), Travel + Leisure (De Ferrari 2009) and Condé Nast Traveller (Steele 2011, Symmes 2011). Additionally, there were also recommendations in some magazines agendas that could not be selected for the sample because of the articles’ characteristics. What all of these mean, is that Peruvian restaurants are being positively positioned in different cities of the world for its quality. According to América Economía (Vera 2010), Mr Acurio’s brands and franchises are extremely well positioned in the Hispanic world, including Chile, México, Colombia, Ecuador, Argentina and Spain. The article explains that his success is unleashing a new market for hospitality Peruvian franchises in the region, all headed by Peruvian gastronomy. 

[bookmark: _Toc201856268]Stories about tourism
In regards to tourism, Perú is portrayed as a destination full of history. The Inca culture remains the main attraction of the country and it is synthetized in the citadel of Machu Picchu, which is a destination recommended by every tourism magazine in the sample. TAM Nas Nuvens (Costa 2011) and The Economist (Economist 09 2010) highlighted that the ruins were recognized as one of the seven wonders of the modern world by an online world poll. Furthermore, the centennial of the discovery of Machu Picchu for the western world by American Hiram Bingham was key for an article in TAM Nas Nuvens (Costa 2011). 
Besides its historical assets, Perú is also seen as an adventure and exotic destination. In that sense, some stories recommended alternative routes to the mainstream ruins visit. While Condé Nast Traveller narrated an exiting trip to citadel of Choquequirao, in the search of El Dorado (Levi 2009), Slate.com named four Peruvian destinations between what they selected as the seven hidden wonders of South America (Foer 2011). These destinations were in first place the Gocta Falls, which were categorized as the third tallest waterfalls in the world in 2006. Secondly, Pacaya Samiria reserve, where Joshua Foer goes into an adventure in the search for a giant anaconda. The third destination is Huinchiri, in the Puno region, where an old Inca bridge made of natural threads is still taken care of by locals.  
Uros islands, in Lake Titicaca, are the fourth hidden destination in Perú, where a remarkable tourism project being developed by its residents is highlighted. Travel + Leisure also made a trip to Uros Island (Solomon 2009), but in contrast, stayed at a luxurious hotel in a private island of the Titicaca. Though the islands pleased them, they considered inconvenient passing through Puno city, which was literally called a dust heap. 
In Travel + Leisure “Peruvian odyssey”, an interesting trip throughout the country is presented, from the Amazon to the coast (Solomon 2009). Their highlights were a pleasure cruise through the Pacaya River in the Amazon rainforest, and the city of Cuzco. In the Amazon, exotic animals where constantly observed: pink dolphins, anacondas, boas, piranhas, plumed hoatzins, red howler monkeys, between others, and an immense variety of birds that constitutes Peruvian Amazon an important destination for bird watchers. In the Andes, Cusco city was the star. Solomon described it as “one of those cities, like Venice or Bruges or Suzhou, that is so exquisite that everything else about it seems irrelevant, and no glut of tourism can quite cancel its charm”, explaining his fascination for the place. 
Moreover, Peruvian gastronomic boom is giving the country a new semblance, as the gastronomic experience leads tourists to discover other cities, not necessarily related with archaeology or history, particularly Lima and Arequipa. Condé Nast Traveller is the tourism magazine that highlights Peruvian cuisine the most, and narrates two very lengthy stories of how it has given the country a new pride, and food has turned in Perú “like soccer in Brazil” (Acurio for Symmes, 2011). In fact, the headlines of one of the Condé Nast Traveller articles states, “God has spoken, the future of gastronomy is being cooked in Perú”, quoting Spaniard top chef Ferrán Adriá  (Symmes 2011). The New Yorker, in a critique to New York’s La Mar Cevichería explains: “Peruvian cuisine is characterized by an array of cultural influences, not only Amerindian and Spanish but also Japanese, Chinese, and Italian” (Carey 2011). 
The best recommended Peruvian restaurants in the world are Astrid & Gastón and La Mar Cevichería, taking notes from TAM Nas Nuvens (Fraia 2010), The New Yorker (Carey 2011) and América Economía (Vera 2010). Inside the country, TAM Nas Nuvens (Tavares 2010), Condé Nast Traveller (Symmes 2011, Steele 2011), and Travel + Leisure (De Ferrari 2009, Solomon 2010, Kaufman 2010) also recommend them, besides La Rosa Naútica, Rafael, Pescados Capitales, Central Restaurante, El Huacatay, La Huaca Pucllana and Fiesta. Most of them outstand in marine food and fusion, and present Ceviche as Perú’s main dish. 
In Condé Nast Traveller, Symmes (2011) also says “Buenos Aires is so over”, narrating Lima’s possibilities of becoming a cosmopolitan destination for Americans and Europeans who want to live in South America, “for exploring culture”, taking the spotlight from Argentinian capital. In TAM Nas Nuvens, Lima is described as a capital “with the buzz of a metropolis and the charm of an open-air museum” (Tavares 2010). These images, though pleasing, highly contrast with the perception of Lima of other magazines like The Economist (Economist 36 2012) or América Economía (Aldunante 2009), which dedicated articles to criticize its insufferable traffic, and in the case of the latest, even its rising crime rates (Niezen 2010). Bloomberg Businessweek (Farzad 20120) would also describe it as a noisy and chaotic place where you would not expect to make business in.
It is also important to mention that all of the tourism magazines recommended an important number of accommodations for staying in Perú. However, the only of these that is bringing something new to the “Peruvian story”, are Inkaterra’s hotels, which are paramount by Travel + Leisure as the first Peruvian luxury eco lodge brand (Anonymous 2011). Most of the rest are hotels of international chains. What can be said about them is that Perú is a destination for most budgets, with more luxury than expected, as stressed by Solomon in Travel + Leisure (2009), but also cheap accommodations. 

[bookmark: _Toc201856269]Foreigners stories in Perú
The importance of these stories is based on how magazines highlight the experience of their own nationals, blaming Perú’s for their failures, or highlighting the actors’ abilities for their success. In the sample, two stories of failures were found, and one of success.
The first failure story is Lori Berenson’s, American citizen that was declared guilty of collaborating with MRTA guerrilla. The interesting part of Slate.com’s article (Grose 2011), was that it was focused on the disrespectful treatment public opinion gave Mrs Berenson when she was imprisoned, making judgments on Peruvians’ cultural expectations over Berenson’s suffering for being a woman. The short article was about women’s rights.  
Der Spiegel (Jüttner, 2009) published another failure story, about German Norbert Witte, just before the released of Peter Dörfler’s film, Roller Coaster. The article (as well as the film) tells the story of a German family dedicated to a funfair business, that decided to restart their life in Lima after going broke in Germany. Norbert Witte intended to open an amusement park in Lima and for this, he moved there unprepared with his whole family. After several problems that prevented him from opening the park, or making any money at all, his wife decided to go back to Berlin, together with most of their kids. Only their older son, who was 21 years old at the time, stayed with his father. As Norbert Witte and his family were in serious financial problems, he contacted a German friend in Lima who involved him in drug traffic. Both his son and him went to jail, Mr Witte in Germany and his son in Perú. The story details Perú’s poor imprisonment conditions and all the difficulties the family had since their arrival to the country, hence showing it as an unfriendly place for foreigners. 
Bloomberg Businessweek told the only success story of a foreigner in Perú. Roben Farzad (2010) narrated the story of James Harmon, an American frontier investor that looks for emerging markets where to invest. The story highlights Harmon abilities to recognize the positive aspects of Peruvian economy, defying all those who do not trust investing in a place as chaotic as Lima.

[bookmark: _Toc201856270]About stakeholders and places of Perú

This selection of Peruvian main stakeholders in the world not only has to do with the amount of mentions each of these persons or institutions had, but also with their relevance to each of the particular stories told before. 

[bookmark: _Toc201856271]Mario Vargas Llosa
Mario Vargas Llosa is from far the most relevant Peruvian in the world. His importance goes beyond the Nobel of Literature he received in 2010, as many magazines paramount him as Latin America’s liberal intellectual leader, and use him as a constant reference when talking about politics or almost anything about Perú. The Economist (Economist 18) describes him, “not only is Mr Vargas Llosa most accomplished living writer, he is also a thinker who battles for democracy, the market economy and individual liberty.” These features make Mr Vargas Llosa a favourite character for The Economist, and someone to look carefully for Le Monde Diplomatique. Every magazine, with the exception of Bloomberg Businessweek, Slate.com, Condé Nast Traveller and Travel + Leisure, had something to say about the Nobel winner. 
It is explained in The Economist (Economist 18 2010) and Le Monde Diplomatique (Ramonet 2010) that most of Mario Vargas Llosa’s novels have to do with politics and happenings in different dictatorships throughout the world. He is recognized as the writer who studies and thinks Latin America, but that actually, has spent most of his life living in Europe, having as masterpieces novels like Conversation in the Cathedral and The Feast of the Goat. His constant travels are one of his most attractive assets for TAM Nas Nuvens (Fraia 2010). On the other side, The Economist, Le Monde Diplomatique and The New Yorker (Gopnik 2010) highlight that he is also a part of Latin America’s “gang of contemporary writers”, together with Gabriel García Márquez, Julio Cortázar and Carlos Fuentes.
TAM Nas Nuvens’ Emilio Fraia (2010) interviewed him, and described him as a hard working, highly educated man who travels the world. During the interview, Mr Vargas Llosa explains that his geographical distance from Perú and Latin America is what let him understand his country and culture, and that it was only after he started living in Europe, when he discovered himself as Latin American, and could love his country without any nationalistic deformations.  
Mr Vargas Llosa’s political commitment is highly remarked, as he is also remembered as the writer who tried to become president and was defeated by Alberto Fujimori. Though it is obvious that The Economist has a great appreciation for the novelist, in regards to that event it is stated, “fortunately for the cause of literature, if not for Peruvian public life, he was defeated” (Economist 10 2010). 
Le Monde Diplomatique had a very critical view of his political positions, as he is supposed to have double standards to judge left and right wing governments (Ramonet 2010). In that sense, though as a youngster he praised Fidel Castro’s revolution, now he criticizes him, as well as Hugo Chávez. On the other hand, he also gave positive remarks to controversial European ex-presidents José María Aznar, Nicolas Sarkozy and Silvio Berlusconi. In the same article it is also said that Mr Vargas Llosa quitted his Peruvian nationality and became Spaniard out of rage when losing the presidential election, as a way of stressing that he is not such a coherent man. 
Mario Vargas Llosa participation in the 2011 political campaign was highly relevant, as he beware first of the dangers of choosing Ollanta Humala or Keiko Fujimori. All the magazines that covered the elections, quoted him when saying it would be like choosing between “terminal cancer and AIDS” (McClintock 2011, Revelli 2011, Zegarra 2010). Nonetheless, his latter support to Mr Humala gave some right wing magazines like Foreign Affairs (McClintock 2011), América Economía (Hidalgo 2011) and The Economist (Economist 29) some tranquillity when the current president was chosen. 
No matter which side of the political spectrum the magazines are, or even if they care about politics at all, the fact is that Mario Vargas Llosa is recognized as “one of the biggest writers of our era” (Feres 2010) and someone who deserves attention.

[bookmark: _Toc201856272]Ollanta Humala
Ollanta Humala is described as the former army officer that became candidate for Perú’s presidency, the candidate who most liberals feared that would become president. He was considered by Bloomberg Businessweek (Murphy and Quigley 2011), Foreign Affairs (McClintock 2011) and The Economist (Economist 26 2011) a product of Peruvian government’s failure to make the economic wealth reach the entire country. 
In 2006 Mr Humala failed on his run for becoming president to Alan García, due to his radical left wing discourse and his public fondness of Venezuela’s president Hugo Chávez. As The Economist (Economist 29 2011), Der Spiegel (Glüsing 2011), América Economía (Hidalgo 2011), and Bloomberg Businessweek (Murphy and Quigley 2011) observed, by 2011’s run off his discourse had changed, becoming more of a centrist candidate. He tried to be more related with Luiz Inácio Lula Da Silva, Brazil’s former president, than with Mr Chávez. At the time he received great support of politicians and intellectuals who are opposed to Mr Fujimori, including novelist Mario Vargas Llosa. Nonetheless, it was reported that after his victory, Lima’s stock market had its biggest fall in years, creating a huge expectation on who would Mr Humala choose as his ministers. 
When it was time to face his first problem as president, a social conflict caused by a mining project in the north of the country, he was confirmed as a new central man, more authoritarian than he had promised to be, and more business-friendly than expected (Economist 34 2012).  
By February of 2012, Mr Humala’s major defects for the media came from his family. Foreign Affairs (McClintock 2011), Slate.com (Weymouth 2011) and Der Spiegel (Glüsing 2009) noted Antauro Humala, one of the president’s brothers, is in jail for holding a violent protest against former president Alejandro Toledo, where six policemen were killed. They also informed that his father is founder of etnocacerismo, a fascist movement that proclaims homosexuals should be killed, and the supremacy of Amerindians race. Last but not least, they acknowledge that just after being elected and before assuming presidency, Alexis Humala, another brother, was in Russia negotiating State issues as a government representative. 
 Mr Humala still has four more years in government, but he is already known as a chameleon (Economist 29 2011). 

[bookmark: _Toc201856273]Alberto Fujimori
Though he left presidency more than a decade ago and is currently in jail, he is still one the most predominant politicians of Perú. 
When talking about economy, Mr Fujimori is reminded as the one who established the liberal political system in the country. For The Economist (Economist 26 2011), Foreign Affairs (McClintock 2011), Bloomberg Businessweek (Quigley 2011) and América Economía (Chevarría), he set the basis that let the following presidents reach today’s economic growth. Additionally, he is also recalled as the one who defeated terrorist movement, The Shining Path. In that sense, he is considered almost a hero.
Nonetheless, when talking about politics, the same media recognize Alberto Fujimori as a populist, authoritarian and corrupted man. He did not only faced corruption scandals together with his intelligence chief (as 1 billion dollars disappeared from public funds during his 11 years of government), but he also changed the Constitution, shut down the Congress and courts for presenting too much opposition, and is also accused of a series of homicide charges for having directed a death squad that has been proof to killed several innocents. Mr Fujimori was charged with 25 years of jail for crimes against human rights, for killing innocent people in a barbecue in Lima, and kidnapping opposed businessmen. Slate.com (Politi 2009) and The Economist (Economist 03 2009) highlight that he is the first former president to have return to his own country, faced a trial and found guilty, which is an important precedent for presidents around the world. 
As it can be seen, Alberto Fujimori may represent the worst and the best things that happened in the country in the past 20 years. As it is expressed in América Economía (Chevarría 2009) and The Economist (Economist 10 2010), though Mr Fujimori may be guilty of several crimes, some of those crimes are still recognized as necessary for solving what was the situation at the time.
 
[bookmark: _Toc201856274]Alan García
Only The Economist (Economist 16 2010) and América Economía (Chevarría 2009) made small comments on Alan García’s past, when he was president during the worst economic and violence crisis of Peruvian history. However, not much more is said. For most media, Alan García is a liberal man, business-friendly, that had managed to continue the growth of the country, promoted economic integration in the region, and concreted at least 14 free trade agreements with different countries and economies (The Economist, América Economía, Slate.com, Business Bloomberg). 
When talking about politics, The Economist (Economy 15 2006) and América Economía (Zegarra 2010) also recall that Mr García is the man that kept Ollanta Humala from becoming president in 2006. Once both candidates arrived to the run off, Mr García smartly positioned himself a centre-right candidate, winning all the votes of those who feared the return of the left wing to government. 
The same magazines also acknowledged that Mr García’s government suffered from lack of popularity inside the country (Economist 06 2009, Chevarría 2009). Additionally, reports about constant social conflicts, caused by the unsatisfactory distribution of wealth around mining and hydrocarbons exploitations, as well as a complicated situation in the Amazon due to native’s land privatizations, were published in Le Monde Diplomatique (Bruckman 2009), The Economist (Economist 05 2009) and América Economía (Chevarría 2009). Ultimately, Foreign Affairs (Connable 2010) took theses problems as a proof of the inability of Mr García and his predecessor, Alejandro Toledo, to make the liberal system work with a fair level of redistribution. 
Furthermore, Alan García is also known for leading political party APRA, which The Economist (Economist 15, 2010) described as the only political party left in the country, with important corruption scandals in its recent past. 
An important fact related to Mr García, is his relationship with the violence period produced by terrorists groups in the 1980s. The Economist acknowledges Alan García’s 1985 government supposedly holds more deaths than even Mr Fujimori’s government (Economist 03 2009), that Mr García never faced any trial for the abuses he supposedly committed, and that he constantly avoids whatever has to do with the Shining Path and the reconstruction of the country’s recent memory and history (Economist 01 2009). Proof of these, is the negativity of his government for the construction a Memory Museum, entirely donated by German government. Additionally, The Economist (Economist 13 2010) and América Economía (Niezen 2009) informed that Mr García decided to stop anti-drug policies in some areas as new Shining Path attacks were localized. Though the magazines state that the revival of the Shining Path involves drug trafficking, Mr García minimized the problem. As a consequence of this, not only the Shining Path growth was not stopped, but Perú also surpassed Colombia as the world’s biggest cocaine producer. Last but not least, in an article of Le Monde Diplomatique (Bruckman 2009), Mr García’s manners of facing violence and social conflicts are compared to Alberto Fujimori’s, as it was informed that he approved a law to protect militaries in the case they committed any kind of abuse while defending what he considered the social order, wherever it was for facing protests or terrorist movements. 

[bookmark: _Toc201856275]The Shining Path
The Shining Path is the most recalled Peruvian institution, a Maoist guerrilla or terrorist movement (The Economist, Bloomberg Businessweek, América Economía, Slate.com, Der Spiegel). Foreign Affairs (Connable 2010) and América Economía (Niezen 2009) state that they upraised against Peruvian government at the beginning of the 1980s, in protest for the inequalities and centralism of society.
Even as the Shining Path was mentioned in around the 15% of articles in the sample, there was little explanation about whom they were and what they did. It would seem like most magazines consider the Shining Path as defeated, as is said that its main leader, Abimael Guzmán, was captured in 1992 by former president Alberto Fujimori. Foreign Affairs and The New Yorker (Crandall 2011, Boot 2011, Lemann 2011) even set it as an example of how war against terror can be conducted in the United States. Nonetheless, in some issues of América Economía (Niezen 2009), The Economist (Economist 13 2010) and Foreign Affairs (Connable 2010), it has been noticed that the group is apparently still alive, and now working together with drug mafias. Just as the election of Ollanta Humala, the revival of the Shining Path is considered a failure of the Peruvian government in solving the social problems that impulse this kind of movements. Moreover, The Economist and América Economía particularly criticized Alan García for minimizing the problem and avoid facing the terrorists.
Even as there was not much information about terrorism in Perú, Der Spiegel (Gordon Smith 2010) and The Economist (Economist 01 2009) explained that The Milk of Sorrow, a film directed by Peruvian Claudia Llosa, winner of 2009 edition of the Berlinale, narrates the story of a woman’s terrorist war traumas. Both magazines noted that current cultural production in Perú is recalling the era of violence. 

[bookmark: _Toc201856276]Gastón Acurio
Gastón Acurio is almost not mentioned outside from tourism magazines or restaurants’ critiques, but he is the owner of the most recognized and recommended Peruvian restaurants in the world: Astrid & Gastón and La Mar Cevichería. Even as it may seem that Mr Acurio is not recognized by himself, his numerous locals in Lima, Bogotá, Sao Paulo, San Francisco, Panama, New York, Madrid, between others, have made him without a doubt an ambassador for Peruvian cuisine. Every tourism magazine recommends his restaurants as the best in Lima, TAM Nas Nuvens (Fraia 2010), and América Economía (Vera 2010) recommended them in Sao Paulo and Madrid and The New Yorker in New York (Carey 2011). 
The New Yorker says about Acurio that he is famous, hosts TV shows, is the author of plenty of books and owns more than 30 restaurants in the world. Though América Economía describes him as a successful franchises businessman, he says he is just a creative thinker and a cook. 
In an interview in Condé Nast Traveller (2011), Gastón Acurio explains the new found importance of gastronomy in Peruvian identity, and Patrick Symmes states the importance of Mr Acurio’s existence to nowadays Peruvian society, as an inspiring entrepreneur that is helping to rebrand the country, and that has made Lima the city with the most cooking schools on the planet, fact that is also highlighted by América Economía (Vera 2010). Mario Vargas Llosa is quoted by Symmes when saying, “it is largely Gastón Acurio’s fault that today young Peruvians of both sexes dream of being chefs”, making a statement that Mr Acurio is changing the view of Perú, as it is changing its people’s desires. América Economía (Vera 2010) also mentions how every political party in the country offered him a key position during the last presidential elections, however, he declined all of these proposals, arguing that he is much more useful in other places than the Congress. 

[bookmark: _Toc201856277]Brescia Group and Ajegroup
There are not many Peruvian businessmen or business groups in the mediatic spotlight of the magazines in the sample. Between those mentioned are Romero Group, Interbank Group, Brescia Group, Ajegroup and Minas Buenaventura. Both Romero Group and Minas Buenaventura are mentioned by The Economist (Economist 02 2009, Economist 31 2011) because of their involvement with social conflicts because of land concessions or mining exploitation. From the rest of business groups, the Brescia Group, of the Brescia brothers, and Ajegroup, of the Añaños family, are the ones that media recognized with the most successful internationalization processes. On the other side, Interbank is recognized by The Economist, as an example of modern company in the region (Economist 16, 2010). 
América Economía (Chevarría 2009) and Der Spiegel (Glüsing 2011) narrate the story of the Añaños family, a family from Ayacucho, in the Peruvian Andes, that during the times of terrorism founded a soft drinks company. Some years later, Ajegroup conquered the low cost-soda market in Perú, and then started an internationalization process to other Latin American countries. In these days, they have started the expansion to Asia, including the Chinese market. Both articles acknowledged family problems that were troubling the company, however, it was reported a successful outcome.
The Brescia group story is not that explained, still it is stressed by The Economist (Economist 25 2011) and América Economía (Anonymous 2009) as one of the key business groups in Latin America helping with the market integration of Colombia, Chile and Perú. With successful investments in key sectors of Chile, Colombia and Brazil, the Brescia group is probably the only Peruvian group growing to be one of the region important players. 

[bookmark: _Toc201856278]Werner Herzog
Werner Herzog is not Peruvian, but German. His relationship with Perú is not deeply explained in any of the articles, but he is the filmmaker author of Fitzcarraldo, a movie that takes place in the Peruvian Amazon. Though the movie was filmed decades ago, itself and Herzog’s relationship with Perú somehow keep Perú in the media.
Travel + Leisure’s Andrew Solomon (2010) is reminded of Fitzcarraldo’s image of a boat being carried across the Amazon mountains when he sees the cruises in the Amazon river. Slate.com’s Daniel Engber (2009) reminds that Werner Herzog was accused of strange crimes while filming the movie, to narrate the case of the pishtacos, a criminal group. The movie, and its making are references to the country.
Additionally, Mr Herzog uses Perú as a reference for himself. When being interviewed by Der Spiegel, he would randomly mention Perú for explaining his points of view about different things. His most important mention was to comment the relevance for a country like Perú, that Peruvian filmmaker Claudia Llosa had won a Bear of Gold in the Berlin festival (Anonymous 2010). 
   
[bookmark: _Toc201856279]Of the past and the future

Strong images of the past Perú are still part of today’s narrative of the country. However, current events create new expectations of a country that might be full of opportunities. 

[bookmark: _Toc201856280]From violence and hyperinflation to a growing economy
When reading the articles selected in the sample, it is not easy to understand how did Perú’s troubles begin, though there can be found constant allusions to the historical social and economic inequalities of the society in the most diverse magazines, such as Foreign Affairs (Connable 2010) or Travel + Leisure (Solomon 2010). 
A good way of describing the political and economic evolvement of the country is taking as reference Peruvian writer Daniel Alarcon’s short story published at The New Yorker (2010), and using it to make parallels with what was published as news in other articles. Second lives narrates the story of a Peruvian middle class family and their urge to migrate from the country during the 1980s and 1990s. Though Alarcón does not use names of public figures, nor the name of the country he is talking about, The New Yorker did presented him as a Peruvian young writer currently living in the United States, talking about “socio-political stories” (Anonymous 2010). 
The story begins at the end of the 1970s, when a dictatorship was getting over. The only reference about this period is found in Foreign Affairs (Feinberg 2010), in a book review of Ugly Stories of the Peruvian Agrarian Reform, a book by Enrique Mayer, a Peruvian anthropologist that interviews several witnesses of the agrarian expropriations. In short, the situation is narrated as an important moment of mass social change, where Perú went from being a country of wealthy landlords, to something more similar to what is nowadays.
In Alarcón’s story, a couple of Peruvians taking a fellowship in the United States are denied for staying in the country, which forces them to return to Perú. Nelson, the protagonist, narrates how he was named with an Anglo name, a fashionable custom at the time, as an expression of the couple’s desire that he would have been born American. Instead of a blue passport, he says, he got his “Third World Passport”. Nonetheless, his big brother, who was actually born in the U.S., flight back “as soon as he could”. After that moment, it became a family project to flight back to meet him. 
That was 1987, and according to Nelson, the situation in Perú was so terrible, sometimes he (who was younger than 10) was not allowed to watch television. He also narrates that in 1987 massive state-employees strikes were taking place, that the government was changing the currency because the previous one was being “destroyed by rising inflation”, and that his parents savings were struggling to survive. This period is acknowledged in several articles by The Economist (Economist 01 2009, Economist 17 2010), Foreign Affairs (Connable 2010), Der Spiegel (Glüsing 2011) and Bloomberg Businessweek (Farzad 2010) as the time when the Shining Path and the MRTA upraised against the government; an also, Alan García’s first presidential period.
In Alarcón’s story, Nelson reflected on a generation that longed to escape the country, “we assumed that every country was more prosperous than ours, safer than ours (…). These were the days when everyone was trying to leave”. He continued saying that the crisis went deeper, as the new president was elected and privatized most state companies; he also said the new president divided the profits between him and his friends. Thousands of state employees lost their jobs, inflation came again, currency was changed one more time, violence was everywhere and people lost trust in each other. The story ends at that time, and in the timeline drawn by the media selected, this is supposed to be Alberto Fujimori’s first government.
As said before, though most media acknowledge that Mr Fujimori is in jail for corruption and human rights crimes, right wing magazines such as Foreign Affairs (McClintock 2011), The Economist (Economist 26 2011), Bloomberg Businessweek (Quigley 2011) and América Economía (Chevarría 2009) consider him the man who saved the country from the economic crisis and the terrorist war. Even América Economía explicitly mentioned that in the middle term, it was beneficial that he shut down the Congress. From that point of view, Mr Fujimori was the hero that settled the basis for future economic growth. 
When Alberto Fujimori was elected, the left wing political groups of the country were extremely discredited, and contrary to other Latin American countries, not likely to come back soon (Economist 17 2010).
In 2001, Mr Fujimori quit presidency after a big corruption scandal and a third fraudulent re-election (Economist 03 2009). After him, came Alejandro Toledo, and Mr García once again, but now, with a much more conservative look of economy. As mentioned before, Mr García beat Ollanta Humala, the candidate of the far left, and his victory was took as an expression of the support of Peruvian population to the right wing politics applied from the government (Economist 15 2010, Zegarra 2010). That is the reason why it was a surprise for media when Ollanta Humala won the election in 2011.
Most magazines acknowledge that during the new millennium Perú has experience a sustained economic growth. According to The Economist (Economist 14 2010), Bloomberg Businessweek (Farzad 2010) and Slate.com (Gross 2009), Perú is now in the map of investors, or at least it should be. And Condé Nast Traveller (Symmes 2011) highlights how even young Americans and Europeans seek Lima as an interesting place to live in. The country where two decades ago Nelson claimed everybody wanted to leave, is not longer considered a Third World country, though maybe poor at times, is now a growing, middle income economy.   
It is important to stress how in spite of the progress, The Economist (Economist 16 2010, Economist 31 2011) and Foreign Affairs (McClintock 2011) noted that most of Peruvian population still works in an informal economy. On the other hand, these same magazines (Economist 02 2009, Economist 05 2009), together with Le Monde Diplomatique, made a point on the claims of indigenous population, who are not portrayed as a main stakeholder in Perú, but are constantly presented as those involved in social conflicts, particularly related with ecological issues and mining and energy industries. In brief, an important part of the population is still unsatisfied with the economic system, and redistribution is not yet tangible for everyone. These, together with an unresolved issue with drug traffic, are setting the basis for the comeback of violent groups, who thanks to the mafia cartels, are wealthier than ever. In addition, The Economist (Economist 20 2010) and Der Spiegel (Glüsing 2010) have acknowledged a strong problem of illegal mining, that seem to be uncontrolled by the government, is being develop in several areas of the Amazon, 
Now that Ollanta Humala has proved not being as radical or as left wing as expected, Perú’s future is being discussed with the same optimism as before. Apparently, there is more economic growth coming, and the alliances with Chile and Colombia seem an attractive strategy to compete with a regional monster such as Brazil. However, if social problems are not resolved, social instability and violence are constant threads that not all investors are willing to face. 
 
[bookmark: _Toc201856281]From Machu Picchu to the Gastronomic boom
From the discovery of Machu Picchu for western civilization by American Hiram Bingham, Perú’s main touristic attractions remain the same: most of the landmarks of what is left of the Inca’s and Pre-Columbian cultures. The Amazon is also considered a charming and adventurous place. And though the exquisiteness and beauty of the wonders of the Peruvian Amazon and Andes may seem endless as describe in tourism magazines, the truth is that those have always been the main attractions, and besides some new luxury facilities and accommodations, that will sure complete an exceptional experience for those able to afford them, the new thing in tourism in Perú is the gastronomic boom.
As it appears on the sample, the gastronomic boom is best lived in the main cities of the country: Lima, Arequipa and Cusco. From these, Lima is the place where most changes are perceived. This is expressed by Condé Nast Traveller’s, Patrick Symmes (2011) and Travel + Leisure’s Gabriella De Ferrari (2009). Symmes expresses his surprise when discovering a new city almost 20 years after his first visit: a restored colonial centre, with no military in the streets but young people chilling, slums turned into real cities, and a deserted coastline that is now full of parks and green areas. 
The city guides of Lima in magazines such as Condé Nast Traveller and Travel + Leisure not only include top restaurants and gastronomic tours (Symmes 2011, Steele 2011), but also contemporary art galleries and shops, that besides historical museums (De Ferrari 2009, Kaufman 2010), complete the sense that Perú is not only a place where past can be found, but also cities which are still living and creating new things for the present.    

[bookmark: _Toc201856282]Preliminary conclusions

Though the stories about Perú recalled in this thesis are mainly related to politics economics and tourism, the most outstanding Peruvians at the moment, for their relevance to these are president Ollanta Humala, novelist Mario Vargas Llosa, chef Gastón Acurio and terrorist organization The Shining Path. This partially confirms the sq1 hypothesis, as stated that besides the president, the most outstanding Peruvians in the world are related with the arts. 
Ollanta Humala outstands for being a left wing man, in a country that apparently prefers voting for the right. However, his relevance at the moment is circumstantial, as opposed to historical, since his new position in the government has clarified that he intends not to make any important changes in the way the country is being ruled. It that sense, Alberto Fujimori is the recent president that for better or for worse, made history, changing the economic model of the country, being recognized as the one that imprisoned Shining Path’s leader Abimael Guzmán, and also committed several crimes and abuses that led him to jail. Mr Fujimori is appears as extremely relevant to Peruvian story, but as his daughter was beat in the last presidential election, his current power of influence seems minimal.  
Something similar happens with the Shining Path that outstands as the ghost from the past, permanently menacing to come back. The Shining Path represents the darkest era of Perú, and the possibility of an uncontrolled comeback is portrayed as one of the worst things that could happen to the county at the time, or at any time. Its current relationship with drugs mafia has put The Shining Path in the map again, but it is still mainly recalled as a potential menace than as a contemporary stakeholder.
On the other hand, Mario Vargas Llosa and Gastón Acurio are the ones provoking the positive changes in the country’s stories nowadays. Both characters are important because what they do or say is not only relevant for Peruvians, but for many in several parts of the world. Likewise, both personalities’ influences go far beyond their own professional environments. 
Besides his accomplishments as a novelist, Mr Vargas Llosa outstands as the only ideological leader in Perú at the time, and as a reference for the whole region. In the case of Mr Acurio, he is subtly making Peruvian cuisine a recognized asset of the country and a valuable export. He is the one creating a new brand for Peruvian tourism, and apparently to its society as well.  
Perú is definitely changing in front of the mediatic eye. It is not only the economic growth and the peaceful times the ones calling new attention, but also its gastronomic boom and its society attitude towards it. A more optimist and dynamic society is perceived in Lima, and even as the city has plenty of issues to resolve, starting with its traffic, Lima is apparently becoming the important and lively city it needs to be as a capital. Perú is finally going beyond its own history, and showing some of what makes it nowadays an interesting place where to be.  
However, though Perú is becoming attractive, it is not as attractive for investment as hoped. As stressed in the hypothesis for sq2, Perú is nowadays observed as an attractive place for investment, though not so long ago it was perceived as an unsafe and unstable country, Perú is not a place that easily generates the trust it is supposed to give investors. Unresolved social issues create mistrust over a place that though its certainly more appealing than 20 years ago, cannot convince foreigners of its new brand, because it is constantly showed that part of its population does not agree with the plans traced by the central government. Perú’s economic growth is a phenomenon that is calling attention, and it is not as unsafe or unstable as some years ago, but as long as the inequalities are not taken care of, today’s good moment would be seen as an occurrence that happened thanks to the growing price of commodities, just before it experienced another terrible crisis. The inequalities matter to media, as they represent the ghost of violence coming over once again. 













[bookmark: _Toc201856283]Conclusion / Discussion

This thesis tried to comprehend the brand of a country, understood as the images, stories and stereotypes that come to mind when thinking of a particular place, in this case, Perú. The research question guiding the research was, “which are the Peruvian stories being narrated by the selected media?”, where the selected media was compound by a group of business and trade magazines that come from some of the markets targeted by the governmental Perú brand strategy. 
The method used for the research was content analysis, which was appropriate due to the necessity of collecting perceptions that manifest in the most diverse expressions. However, it would have been useful to use an analysis program such and Atlas.ti, in order to collect some statistical data that could support even more the findings.    
From what was found, it is safe to state that currently the stories about Perú are related to its economic growth, to its difficulties for overcoming social conflicts, and to its historical and natural landmarks that make it an interesting touristic destination, together with its new discovered asset, its important culinary culture. As stated in the general hypothesis, Perú is not a main actor in the global map, and it is not really close to becoming one. For right wing magazines, Peruvian accomplishments in economic matters are attributed to a correct application of liberal politics, instead of to the capacity of its leaders, who in contrast, do receive all the responsibility for the problems.
It was discovered through the analysis that only a small portion of the stories being narrated in media, are directly related to actions promoted by Peruvian government itself, or even by other local stakeholders. It was proved that, as stated by Anholt (2008), the events happening in a country are the ones that are creating its image, as opposed to advertising or marketing campaigns. When talking about Public Diplomacy, Perú as a country has little control over what is being published about itself, and besides some particular actors like Mario Vargas Llosa or Gastón Acurio, no one in the country has that power yet. On the other hand, in an important amount of times, Perú is not understood as a player by its own means, but as one of the components of a bigger player, the Latin American region. Even in Latin America, Perú is not yet one of the main stakeholders, though it is generating interest. 
As stated by Olins (2001) and Anholt (2008), it is quite a challenge to overcome prejudices created by the most relevant events in the recent past, like the violence caused by the Shining Path or the scandalous government of Alberto Fujimori. However, in some level, Perú’s image is being reconstructed. Perú is no longer viewed as a failed state, but it is also difficult to picture it as a growing, stable or wealthy place, as it is constantly facing conflicts due to its social inequalities. A way of illustrating this, is realizing that Perú’s story is still a very urban one, for a country that has much of its territory and population in rural areas. The Andes and the Amazon jungle are for media tourism destinations, but not for investment, neither are they part of the big transformation the country has experienced in the last decade, having as exceptions the instalments of some luxury hotels. As opposed to that, indigenous population is portrayed by some of the selected media as the one that is constantly protesting, and though some may think their complaints are fair, they are still part of the seed of potential violence. 
As it was also said in the hypothesis, it is true that Perú has started to regain some importance in the Latin American region. However, it is not necessarily due to its economic growth. Though it has given Perú some attention, the economic growth is also perceived as part of the trends in the region. What has happened is that in media Perú appears as part of the Latin American right wing-block, growing it closer with some of its neighbours, namely Chile and Colombia. The potential integration with them is definitely generating certain mediatic buzz. Currently, the only aspect where Perú is definitely important, and even somehow a leader in the region, is in regards to its gastronomic scene, as not only restaurants in the country are gaining attention, but also plenty of Peruvian restaurants are recommended as the best in other Latin American countries.
In regards to Peruvian stakeholders, it is possible that part of the mistrust in Peruvian growth comes from the fact that most of its recent presidents are recognized as corrupt persons that have somehow failed to managed social conflicts, and that even as they kept economy growing and stability, every time a new president is about to enter, is seems like everything could change again. On the other side, some stakeholders like Mario Vargas Llosa, Gastón Acurio and even business groups like Ajegroup and Brescia group, are respected personalities with increasingly good images. The achievements of Mario Vargas Llosa have converted him in a Latin American ideological leader. Nonetheless, it is important to acknowledge that his own history has separated him from what it is common in Perú, and it is noticed. Mr Vargas Llosa is portrayed as an outsider, an interested and interesting outsider that sometimes is even misunderstood or ignored by his own people, as happened with 1990 elections, or with the most recent ones, when he warned of the dangers of choosing between Keiko Fujimori and Ollanta Humala. As for Gastón Acurio, his work is being valuated and is definitely making a new name for Peruvian cuisine and even society. Gastón Acurio is leading a gastronomic boom almost by himself, creating a new identity for the country, and also, a new strategy for rebranding it. He is making of gastronomy Perú’s niche in South América, its competitive asset. 
Perú’s future is of course unknown, but though the potential of its growth continues to amaze those interested in growing markets for investment, the continuity of its social conflicts give notice of certain lack of will from the government to solve them. The problem is that if the country continues its growth through that path, this stereotype of Perú as a place potentially violent would never go away. If Perú is investing money in a Nation brand, is because it is considered important. However, it is also necessary to understand from what point of view is this effort being done, if it is being taken as a marketing and advertisement campaign, or as a Public Diplomacy effort. If the country’s slogan is at the moment, “there is a Perú for each and every one”, someone needs to be making the effort to actively listen to what the stakeholders are asking from Perú. 





















[bookmark: _Toc201856284]Recommendations

Due to the time frame for doing this research, it was impossible to include all the articles which mentioned Perú that were found in the magazines selected. Nonetheless, it would be an interesting research to analyse the contexts in which Perú is randomly named, as it would undercover other more subtle aspects of the general perceptions about the country. A semiotic analysis would be rather useful to complement a research like that.  
Upon what was found in this investigation, some recommendations were prepared for the international campaign of Perú Brand.

[bookmark: _Toc201856285]Upon Gastronomy

Perú brand has already a prominent component on promoting Peruvian gastronomy, this is an important path to follow, since it has not only paramount some cities of the country, but it also has proved to be one of the main tools for rebranding. Gastronomy is a way of representing a country and also part of what Anholt (2007) would call a Competitive Identity. If Peruvian culture is indeed so fond of food and its products are as exquisite, this should be highlighted to make the country an even more attractive place to visit, as well as recognizing restaurants and Peruvian cuisine as one of the country’s main exports. 
The close relationship between gastronomy and tourism promotion, is something that several academics note, as local cuisine becomes part of someone’s experience when visiting a place (Bessiere 2001; Boyne & Hall 2004; Fields 2002). In average, food represents 30% of tourists’ budget (Boyne & Hall 2004; Gordin, Trabskaya & Chernova 2011), but the eating experience is about more than merely food. As noted by Lin (2008) when studying Asian cases of cuisines linked with place brands, communities need to be prepared to receive tourists, give advice, and most of all, be willing to be welcoming. In other words, without hospitality, not much impact will be done. Furthermore, food needs to be appealing, not only on taste or smell, but aesthetically pleasant (Gyimóthy and Mykletun 2008). This means, keeping traditional forms of preparation, ingredients and flavours, but making more appealing presentations for those unfamiliar with the ingredients. Having this in mind, the case of the story of adaptation of the Uros islands’ population to tourist reception noted by Slate.com (Foer 2011) in an important model to replicate. Though apparently chefs are doing a terrific job representing Peruvian cuisine, once in Perú, tourists have to face normal cookers, without a formal preparation, that need to cover the tourist expectations. No matter how many chefs, or cooking schools there are in Perú, it is impossible to base the brand only on the work of professional chefs. 
Outside the country, the job being done by Gastón Acurio is invaluable, as he incarnates what has been described by Joseph Nye (2009) as soft power. Mr Acurio had the power, as a businessman, to create a new market for his restaurants. He rebranded Peruvian gastronomy, making it a highly profitable business, and most importantly, replacing the label “Third World” for one of an outstanding and ambitious culture, that feel free to present itself in some of the most exclusive places of important cities such as New York, London or Sao Paulo (Acurio for Palacios 2008). His strategy is clever, starting the Peruvian cuisine’s promotion in elite restaurants is what has helped it gain certain space in media gastronomic critic and connoisseurs circles. 
However, Peruvian cuisine is still a surprise, as opposed to an established and well-known asset of the country. Prove of this, is that it is not recognized in Country Brand Indexes (Futurebrand 2009, Futurebrand 2010, Futurebrand 2011). Two of the things that have been noticed are on one hand, that even as Peruvian gastronomy may be a buzz, it is still too specialized, which might be a consequence of the unavailability of ingredients throughout the world, which naturally makes it an expensive cuisine. Though an intelligent solution was positioning it as an elite trend, it also loses part of the essence of its culture. As explained by Mr Acurio himself to Anthony Bourdain (2006)[footnoteRef:20], some of Peruvian most important dishes are characterized for its availability for every social class, “every class pays”, he said. Nonetheless, those few restaurants worldwide that are affordable or non-elitist, still lack of the quality for being promoted, as they are almost exclusively targeting Peruvian colonies. This situation means an interesting opportunity to strengthen those small Peruvian restaurants, promote Peruvian ingredients exports, and democratize in some ways[footnoteRef:21] the Peruvian cuisine.  [20:  As an additional fact it is interesting to mention that the first No Reservations (Anthony Bourdain’s programme) episode done in Latin America was in Perú, during the second season of the show.  ]  [21:  Peruvian food, though cheap in Perú, is necessarily going to be somehow expensive in other countries as an important number of ingredients are not available anywhere else but Perú itself. ] 

Being a gastronomic destination is nowadays a quest for different countries and cities throughout the world. If Perú is really in a good position, it must take advantage of it and make of the gastronomic boom much more than the success of some restaurants around the world. Gordin, Trabskaya and Chernova (2011) for instance say that for a place like Saint Petersburg, Russia, to be recognized like a gastronomic destination, authorities must not limit the gastronomic experience to restaurants, but make it possible to transport it everywhere: facilitate the availability of ingredients, publish recipe books teaching ancient techniques of preparation… nowadays, that may also include recipe apps for mobiles and tablets. They also mentioned the importance of cities being recognized by international institutions like the UNESCO as gastronomic cities, or being named intangible cultural heritage (www.unesco.org/culture). Currently Perú is looking for the inscription of Peruvian gastronomy in the list of Intangible Heritage of Humanity  (bit.ly/LR1Y0s), but it will be as significant to try to name Lima a gastronomic city, as the only place in South América that holds that title is Popayán, a small Colombian town. 
Canada is also trying to build an important gastronomic reputation, where its different landscapes and cultures are presented as the base of an immense variety of tastes and cuisines (Hashimoto & Telfer 2006). This idea, that highlights the benefits of migration into a welcoming society could easily work in a country like Perú, where its gastronomy is highly influenced by Spaniard, Japanese, Chinese, Italian migration, between others, and holds strong traditional Andean and Amazonian techniques and ingredients as well.  
It is essential not to forget that for Peruvian cuisine to be turned into a brand, it has to recall a specific image or sensation, as French food is supposed to be “refined”, or Indian food “spicy” (Askegaard & Kjeldgaard 2007). Peruvians must begin their discourse about their gastronomy as explaining it to someone that knows nothing about it. A simple but enchanting entrance is what will make it attractive and welcoming, as opposed to overwhelming and confusing. 

[bookmark: _Toc201856286]Upon attracting investment

According to the analysis done, even as Perú has kept an outstanding economic growth, there are many sceptics of the opportunities offered by the country. 
One of the most important problems, portrayed by media is inequality. As said in the World Bank Global Competitiveness Report, it is a problem because it means poverty, bad quality of life, a terrible education system that does not promote innovation and insufficient health care (Sala-i-Martin 2011). For media it also represents the lack of infrastructure and more importantly, a constant menace of social conflicts and violence. In some ways, it would seem like the country is not prepared to face the challenges of the investment that is supposedly attracting. Though it was not particularly explained in the articles, these issues ultimately translate in the recognition of Perú as a poor country; disregarding the macro economic ciphers it may hold. 
The strategy of offering the lack of infrastructure on several sectors as business opportunities[footnoteRef:22] is smart, but it may also show a government that is not making a bigger effort for being in charge of its own problems. Media portrays a corrupted Peruvian government that does very little to solve its population’s needs. In order to generate trust, it is necessary for the government to communicate its achievements and plans in regards to its weak points as well. It is important to show in media that the government is doing something to reduce inequality like education programmes, the construction of infrastructure, and decentralizing the well being from its main cities. It appears shocking how Cusco city can be described so wonderfully, and Puno city, just a few hours away, is said to be a dust heap (Solomon 2009).  [22:  See pages 26 (Invest in Perú) and 32 (Challenges). ] 

Another fact that creates caution on international media when talking about Perú’s economy is that it is highly dependent from other markets, as its most profitable industries are related with the export of commodities. In times of world crisis, Perú should try to follow the road of some Middle East countries, as Qatar, which are highly dependent of oil exports, but at the same time, are having success diversifying into other economic sectors and investing in innovation (Sala-i-Martin 2011, Peterson 2006). Perú needs to construct a niche market that would differentiate itself from other countries in the region, and most Latin American countries are not investing in research and innovation. Furthermore, according to the articles analysed, the microfinances market and the potential production and export of energy, are two sectors that could be exploited by Perú in the middle and long term. 
On the other hand, due to cultural, political and economic similarities, there is a good chance of creating strategic alliances with Colombia and Chile. An alliance would not only mean an economic opportunity and the creation of a bigger stock market for the three countries, but facilities of developing business in either of the three countries for their nationals. This could also mean more interesting anti-narcotraffic strategies with Colombia, or a chance for resolving the constant issues with Chile. As said several times, particularly in América Economía, a market compound by the three countries would represent an important competence for Brazil, the undeniable power of the region. However, it would be necessary to understand what would be the implications of something like this to the small ethnic groups in the Andes and Amazon and a potential migration process between the three countries. Regional economic cooperation between countries in a healthy economic system is an important tool for enhancing power, proof of that are the South Asian countries (Lama 2012) and the European Union (NG & Yeats 2003). Nonetheless, when economies start trembling, it can also signify additional problems, as is nowadays the case with the European Union (bit.ly/dkYImh) and Mercosur (bit.ly/KcjbkC). 
There are plenty of roads and possible opportunities for Perú to take advantage of its current economic situation. But whichever road is taken, governments must make an effort to involve the whole country in its rebranding, particularly those zones that are always involved in conflicts. The rebrand will not work unless the whole population is going towards the same project of nation. And whichever decision is taken, it must properly communicate, to media and to population, what are going to be the benefits for the country and the investors. 

[bookmark: _Toc201856287]Culture and Sports

According to Simon Anholt (2009), the only way a country has to prevent damage to its reputation every time damaging information goes public is (besides avoiding doing what could cause a scandal) is by creating a complex and rich image. He says that when people know more aspects of a country, they feel like they know more about it, thus they know it is more than the bad news. Anholt names as an example of this, the United States, that as even it has terrible advertisement in news, it is still the most powerful country in the world, one the places that receives the most tourists, between others. According to the analysis done for this thesis, culture and sports are two almost inexistent aspects of Perú in media, and they are left as potential areas to work for constructing a more complex image of the country.  
In regards to culture, vestiges of Peruvian ancestral cultures are important assets for the country’s tourism, but what about nowadays cultures? How many Peruvian contemporary writers, musicians, plastic artists or fashion designers are recognized worldwide? How many Peruvian movies are premiered on cinemas per year, how many of those are actually shown in international movie festivals, or does any of those even have the chance to be shown in an international commercial circle? And on a similar way, how many Peruvian TV shows or series are exported? Questions like this could go forever. 
Some Peruvians know there is a bunch of people recognized in different artistic disciplines, but the truth is that most of Peruvian cultural production is still unknown and irrelevant for most of the mediatic world, and what this generates is that Perú appears as a place with a rich past, but without an exiting present. The support of the arts is important, as Cultural Diplomacy is one of the oldest forms of Public Diplomacy. It is a subtle way to present a country’s point of view, ideology and values (Gould-Davies 2003, Sevin 2010, Finn 2003). The Jazz Ambassadors, a remarkable group of Jazz musicians led by Louis Armstrong, did an outstanding example of this during the Cold War. The group was paid by the United States Government to play in different cities of Asia and Africa, in order to spread the liberal and equality discourse (von Eschen 2004). 
Currently, there are different movements in the country that are promoting the arts and culture in some cities, such as Lima. The work the Ministry of Culture and cities’ Municipalities are doing results vital for the cultural and artistic movements in the country nowadays (Santa María 2012). This may assure the production of artists, but there is a need for creating international awareness. 
Perú has experience on Cultural Diplomacy, particularly related to its historical past (e.g. expositions about Inca’s vestiges in worldwide museums). According to the webpage of the Peruvian Embassy in the United States (bit.ly/NMVwIy), what is called the Department of Public Diplomacy is in charge of exhibits of visual and plastic art, cinema and audio-visual activities, promotion of Peruvian authors and books, music and scenic arts, Peruvian artisans, gastronomy promotion, amongst others. This activities need to be reinforce with the support of successful Peruvians around the world, for example, fashion photographer Mario Testino in the United States and United Kingdom, or writer Mario Vargas Llosa in Spain. In order to make a coordinated and successful strategy, it would be desirable for the Foreign Affairs Ministry, Embassy, Consulate or the entity that would be in charge, to inscribe all the Peruvians artists working in the different countries, for having a clear idea of what kind of events can be organized.  
On the other hand, sporting events are also an interesting part of Public Diplomacy, however as several authors say, it is important to analyse the objectives a country has to organize them. Of course it would receive visitors and promotion, but at the same time, if a sporting event is organized and the country is not actually prepared for it, it could hurt its image (Black 2008, Sanders 2011). For instance, organizing a Football championship while the local team is not good, or there are not enough well equipped stadiums, though popular, might not be a good idea. 
Most authors agree that for taking advantage of sporting events, it is necessary to be aware of the opportunities given by the context. In the case of Perú, its advantages are given by its unique geography that let Peruvians practice a large amount of sports that are not so common in the region. One of these is surf, sport in which Perú has an important number of world championships. Currently the country is organizing an important number of surf championships that should be carefully planned in order to give the sportspersons all the facilities they need for the practice of surf and the tournaments. This includes assuring the coastline cleanness and the water quality all year long. If Perú wants to promote itself as a surfing destination, it must take responsibility for promoting some of the values of the surf culture, for example ecology, at least in the surfing points. As in almost every place where surf is practiced, there are hotels and hostels, making it more of a coordinated effort that could ultimately benefit particular business together with the country’s image. 
Creating a tour, where sports fans could not only meet a new country, but also its landscapes, is an important opportunity to take. As Sanders (2011) reminds, athletes are part of a unique kind of international community, which include officials and fans. They are part of a transnational and influential society that can be attracted. As said before, Perú’s geography has created not only great surf teams, but also of sailing and optimist. And if a person that does not know the country acknowledges that, it is converted into a water sports country. Getting a certification for Sustainable Surf Tourism would be a great idea.
Perú is not a rich country, and it has limited budget for sporting and cultural events, but it is a place where plenty of unexpected things happen. One of the most effective forms of Public Diplomacy is Educational and Sportive exchange (Bu 1999, Sanders 2011, Sevin 2010). In Perú, this is mainly done by private organizations, like clubs or universities, so aside from probably including some public schools in these programs, it needs more coordination than investment. Impressing young people is a great opportunity, particularly if these persons are closely related to a whole bunch of people in their home countries (Sevin 2010, Sanders 2010). The government needs to coordinate its efforts once again, and transform its own citizens in ambassadors and citizens of the world. It also needs to invite foreign citizens to live nowadays-Peruvian culture. The objective of something like this, in terms of Anholt (2009), would not be only to create a reputation for the country, but for their people; make people want to be friends with Peruvians.

[bookmark: _Toc201856288]Not only Peruvian, but foreign ambassadors

In a similar way as would happen with cultural and sport ambassadors, it is vital to be conscious on the effects Perú has in its visitors. From the analysis done, Werner Herzog is the perfect example of what a foreign ambassador for Perú would be. A foreign person that is so fond of the country that would regularly talk positively about it because it appears to be always in the top of his mind. 
This strategy is very similar as working with local ambassadors, with the great difference that it is assumed that nationals from one country would listen better to another national. Having that in mind, tourists and general visitors should always be protected in the country, as they are the ones spreading the world about it (Anholt 2007). And locals should be constantly trained on how to help them for assuring a pleasant experience. These campaigns are already being done in Perú and are of extreme importance.
On the other hand, it would also be interesting the use of certain pop culture characters for the promotion of the country. During the analysis, it was also noted that Perú is known as a country of adventures, as it has been used as scenery for plenty of comics, like Superman, Spiderman, Batman (bit.ly/MkJ132), Indiana Jones (bit.ly/NJCfHU), Les Aventures de Tin Tin (bit.ly/b3l2RO), Transformers (bit.ly/MYTkJd), The Simpsons (bit.ly/N8Tf9g), between others. The country does not only have the opportunity to promote a landscape or asset that was particularly liked by the characters involved, but also make corrections on preconceived ideas or inexact data. For example, in the episode where the Transformers visit Perú, the ruins they are in are more typical of the Mayan culture in México, than of the Incas in Perú; this could be used as an invitation for the characters and its fandom, to visit Perú again and take a look to the actual ruins there are in the country. Though a campaign like this would certainly be expensive due to the costs of licencing, it would catch the attention of people that know nothing about the country, as Perú would seem as a friendly place thanks to popular culture. 
What strategies like this looks for, is to give foreigners a voice to express what they think about Perú, to solve their doubts about it, and Web 2.0 can be very useful for this kind of strategy as well. As most political and non profit Internet sites (Kenix 2008, Raymond 2009), Perú brand site (peru.info) and even its social media (Facebook, Twitter and Youtube) is being used for the broadcast of information, as opposed as an exchange of points of views. If Perú could develop a Web 2.0 platform that would give its users the status of ambassadors, with applications and exchange of information that would make evident the use of feedback, maybe the country could gain interest in first world countries, were Internet penetration is extremely high (Europe 61.3%, United States 77.3%, internetworldstats.com). New tools can empower travel lovers, creating travel journals, giving them the chance to provide tips like in Trip Advisor  (tripadvisor.com), and also recommendations for improving services. It can also be an important tool for locating people with bad attitudes towards tourists, like rip-offs or frauds. 

As said several times, for creating a Nation Brand a communication process must be assured, so it is not only about giving immense amounts of information, but of creating a dialogue with the stakeholders you want to attract. The current campaign of Perú brand is probably the best effort ever done in the country for branding a country, as it has coordinated the objectives and visions of plenty of internal stakeholders. Nonetheless, is important to be aware of the fact that if Perú brand’s tagline is “there is a Perú for each and everyone”, the country is assuming the responsibility to listen and understand the others, for giving them the Peruvian experience they want and need. The dialogue between the country and its stakeholders must be constant, but in this process, it is important not to forget which are Perú’s main characteristics, assets and objectives.
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Analysis guide
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13.
14.

General Information

Name of the magazine:

Number / Year / Issue:

Industry / main focus of the magazine:

Name of the article:

Date:

Author:

Mention the topics and elaborate on what is being mentioned. Specify if the article

has an optimistic or pessimistic approach to those issues.

Actors / Stakeholders

Does the article mention any specific Peruvian person or institution?

What does that person or institution does? Why is it relevant or important?

. Does it have an optimistic or pessimistic approach to that stakeholder?

Changes perceived

Does the article mention how the author used to perceive /imagine Peru?

Does the article make any comparison of the situation being mentioned with past
situations in the country?

If yes, how are the changes perceived?

Does the article/report make any kind of forecast for Peruvian future? If yes, is it

optimist or pessimistic? Which are the most relevant elements of that projection?
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Magazine's name Year Article's title Code Date
1|'The Economist 2009 | Don't look back Economist 01 14/03/2009
2| The Economist 2009 | Whose jungle is it? Economist 02 21/03/2009
3| The Economist 2009 | An elected strongman brought to bo| Economist 03 11/04/2009
4| The Economist 2009 | Printing money Economist 04 09/05/2009
5| The Economist 2009 | Blood in the jungle Economist 05 13/06/2009
6| The Economist 2009 | Playing for Time Economist 06 18/07/2009
7| The Economist 2009 | The dragon in the backyard Economist 07 15/08/2009
8| The Economist 2009 | Messing around with dams Economist 08 21/11/2009
9| The Economist 2010 |Ruined Economist 09 13/02/2010
10 | The Economist 2010 | Political satire Economist 10 27/02/2010
11| The Economist 2010|On the track of a monopoly Economist 11 24/04/2010
12| The Economist 2010 | Heat but not Light Economist 12 05/06/2010
13 | The Economist 2010 | Full circle Economist 13 26/06/2010
14| The Economist 2010 A run for your money Economist 14 28/08/2010
15| The Economist 2010 | Democracy, Latino-style Economist 15 11/09/2010
16 | The Economist 2010 | Efficiency drive Economist 16 11/09/2010
17 | The Economist 2010 Oh! Susana Economist 17 25/09/2010
18| The Economist 2010| A Latin American Liberal Economist 18 16/10/2010
19 | The Economist 2010 | Leave well alone Economist 19 20/11/2010
20| The Economist 2010 |Ungreen gold Economist 20 20/11/2010
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19The Economist 2010Leave well alone Economist 19 20/11/2010
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Magazine's name Year Article's title Code Date
21| The Economist 2010 |Homeward bound Economist 21 27/11/2010
22| The Economist 2011 |Hydro-powered dreams Economist 22 12/02/2011
23 |'The Economist 2011 | Kin selection Economist 23 02/04/2011
24 |'The Economist 2011 | The risk of throwing it all away Economist 24 02/04/2011
25| The Economist 2011 | The Pacific players go to market Economist 25 09/04/2011
26| The Economist 2011 |'The masses blow a raspbetty Economist 26 16/04/2011
27 |'The Economist 2011 | The next anchovy Economist 27 07/05/2011
28| The Economist 2011 |No lesser evil Economist 28 04/06/2011
29 |'The Economist 2011 | Victory for the Andean chameleon |Economist 29 11/06/2011
30 | The Economist 2011 | Promises and premonitions Economist 30 23/07/2011
31 |'The Economist 2011 | The brazilian way Economist 31 06/08/2011
32 |'The Economist 2011 |Mining and the man Economist 32 03/09/2011
33| The Economist 2011 |Honeymoon over Economist 33 19/11/2011
34| The Economist 2011 | Doing the Conga Economist 34 10/12/2011
35| The Economist 2011 |By the right, march Economist 35 17/12/2011
36 | The Economist 2012 The train leaves platform one at last | Economist 36 14/01/2012
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