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«Ç ìÝôñçóç êáé äéá÷åßñéóç ôçò
åèíéêÞò åéêüíáò êáé öÞìçò äåí ìðï-
ñåß íá ðáñáäïèïýí óå åôáéñåßåò êáé
óõìâïýëïõò. Èá ðñÝðåé íá áðïôå-
ëïýí óõóôáôéêü óôïé÷åßï ôçò äéáìüñ-
öùóçò ðïëéôéêÞò, ôïõ óôõë äéáêõ-
âÝñíçóçò êáé ôçò êõâåñíçôéêÞò ðñá-
êôéêÞò, ôïõ éäéùôéêïý ôïìÝá êáé ôåëé-
êÜ ôçò êïéíùíßáò ôùí ðïëéôþí. Ç äç-
ìüóéá äéðëùìáôßá êáé ôï «åèíéêü
brand» äåí åßíáé ôå÷íéêÝò Þ åêóôñá-
ôåßåò: ðñüêåéôáé ãéá ìéá åëáöñþò
ôñïðïðïéçìÝíç ðñïóÝããéóç óôç óõ-
íÞèç áðïóôïëÞ Üóêçóçò ðïëéôéêÞò»

Simon Anholt

Ðþò ïñãáíþíåé ìéá ÷þñá ôç äéå-
èíÞ ôçò åðéêïéíùíßá; Ç áðÜíôçóç
óôï åñþôçìá áíáöÝñåôáé óôïí ðï-
ëõåðßðåäï ÷áñáêôÞñá ôçò äéåèíïýò
åðéêïéíùíßáò ìéáò ÷þñáò êáé ôïõò
ðïëëïýò öïñåßò ðïõ ôç óõíäéáìïñ-
öþíïõí. Ïé öïñåßò áõôïß áöïñïýí
óôçí åîùôåñéêÞ ðïëéôéêÞ, ôçí ðñï-
âïëÞ ðñïúüíôùí, õðçñåóéþí, ôå÷íï-
ãíùóßáò êáé åðé÷åéñÞóåùí, ôçí ðñï-

óÝëêõóç åðåíäýóåùí, ôçí ðñïâïëÞ
ôçò ãëþóóáò, ôçò ðáéäåßáò êáé ôïõ
ðïëéôéóìïý ôçò, ôçí ðñïâïëÞ ôçò ùò
ôáîéäéùôéêïý Þ ôïõñéóôéêïý ðñïïñé-
óìïý, ôç óõíÝñãåéá ìå ôç äéáóðïñÜ,
áëëÜ êáé ôçí ðñïâïëÞ äñÜóåùí ôçò
êïéíùíßáò ðïëéôþí. 

Äçìüóéá Äéðëùìáôßá: ÇÐÁ
& ÇíùìÝíï Âáóßëåéï

Óôéò ÇÐÁ, éäéáßôåñá Ýðåéôá áðü
ôá ãåãïíüôá ôçò 11/9, ç óõæÞôçóç
ðåñéóôñÝöåôáé ãýñù áðü ôïõò ôñü-
ðïõò áðïôåëåóìáôéêÞò Äçìüóéáò Äé-
ðëùìáôßáò (Public Diplomacy)1 êáé
ôåëåõôáßá óõó÷åôßæåôáé ìå ðñïâëç-
ìáôéóìïýò ãýñù áðü ôçí Ýííïéá ôçò
«Þðéáò» äýíáìçò ìéáò ÷þñáò (Joseph

ÃñÜöåé

ï ÍÉÊÏÓ ÍÅÍÅÄÁÊÇÓ

Ðïëéôéêüò ÅðéóôÞìùí

ÐïëéôéêÝò Äéåèíïýò Åðéêïéíùíßáò

ÍÝïé Ðñïâëçìáôéóìïß

1 Ç Karen Hughes, äéïñßóôçêå ôï 2005 ùò Õöõðïõñãüò Åîùôåñéêþí, õðåýèõíç ãéá ôç Ä.Ä. ãéá
íá åðéäéþîåé ôçí áëëáãÞ ôçò Üó÷çìçò åéêüíáò ôùí ÇÐÁ óôï åîùôåñéêü ìåôÜ ôçí åéóâïëÞ óôï
ÉñÜê.
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Nye)2. Ï üñïò  Äçìüóéá Äéðëùìáôßá
êáèéåñþèçêå êáôÜ ôç äåêáåôßá ôïõ
‘60 ìå ôçí áíÜðôõîç ôçò United
States Information Agency (ç ïðïßá
ôï 1999 åíóùìáôþèçêå, ü÷é ÷ùñßò
ôñéãìïýò, óôï State Department) êáé
áíáöÝñåôáé óå ôå÷íéêÝò êõâåñíçôé-
êÞò ðñïðáãÜíäáò êáé áðåõèåßáò
åðéêïéíùíßáò ìå ôïõò ðïëßôåò Üëëùí
÷ùñþí. Óýìöùíá ìå ïñéóìü ôïõ
University of Southern California
Center on Public Diplomacy3:

«Ç Äçìüóéá Äéðëùìáôßá åðéêå-
íôñþíåôáé óôïõò ôñüðïõò ìå ôïõò
ïðïßïõò ìéá ÷þñá åðéêïéíùíåß ìå
ôïõò ðïëßôåò Üëëùí êïéíùíéþí…ìéá
÷þñá ìðïñåß íá äñá êáé ìå åðßóçìá
Üôïìá êáé ìå éäéþôåò êáé èåóìïýò…Ç
áðïôåëåóìáôéêÞ Ä.Ä. Ý÷åé ùò áöåôç-
ñßá ôçí õðüèåóç üôé ï äéÜëïãïò…äéá-
äñáìáôßæåé óõ÷íÜ êåíôñéêü ñüëï óôçí
åðßôåõîç ôùí óôü÷ùí ôçò åîùôåñé-
êÞò ðïëéôéêÞò: èá ðñÝðåé íá èåùñÞ-
óïõìå ôç äçìüóéá äéðëùìáôßá ùò
ìéá áìößäñïìç äéáäéêáóßá»

Ï üñïò ÷ñçóéìïðïéåßôáé ðïëëÝò
öïñÝò óôá ðëáßóéá êñéôéêÞò ðñïò
ðáñáäïóéáêÝò äïìÝò êáé ðñáêôéêÝò
ôùí Õðïõñãåßùí Åîùôåñéêþí êáé ùò
ðáñáêßíçóç íá äïèåß ìåãáëýôåñç Ýì-
öáóç óå ðñïãñÜììáôá åíçìÝñùóçò
êáé  ðïëéôéóôéêþí äñÜóåùí. 

Ç ó÷åôéêÞ óõæÞôçóç óôï ÇíùìÝ-
íï Âáóßëåéï áðïêëßíåé áðü ôçí Ýì-

öáóç ðïõ äßíåôáé óôéò ÇÐÁ óôç
óýíäåóç ìå ðïëéôéêÝò ôïõ «éó÷õñïý
ìçíýìáôïò» êáé óôñÝöåôáé ðñïò
çðéüôåñåò êáé ðåñéóóüôåñï ðëïõñá-
ëéóôéêÝò ìïñöÝò Ä.Ä. óôá ðëáßóéá
ôùí ïðïßùí  õéïèåôïýíôáé íÝåò ìïñ-
öÝò åðéêïéíùíßáò4 üðùò áõôÝò ðïõ
ðñïôåßíïíôáé óôç íÝá äéáäéêôõáêÞ
äñÜóç ãéá ôçí «åðéêïéíùíßá ôùí ðï-
ëéôéóìþí».5

Åíþ ðáñáäïóéáêÜ ï üñïò áöïñÜ
ðñïãñÜììáôá åðéêïéíùíßáò ìåãÜ-
ëùí êáé éó÷õñþí ÷ùñþí, ôåëåõôáßá
êáé õðü ôçí åðéññïÞ ôçò ðñïóÝããé-
óçò «Nation Branding» ï üñïò åðå-
êôåßíåôáé êáé óôçí ðåñéãñáöÞ äñÜ-
óåùí ìéêñüôåñùí ÷ùñþí. Åíþ ïé ìå-
ãÜëåò êáé éó÷õñÝò ÷þñåò åðéäéþêïõí
ôç äéá÷åßñéóç ìéáò õðáñêôÞò áíá-
ãíùñéóéìüôçôáò êáé ôçí Üìâëõíóç
ôùí ðéèáíþí áñíçôéêþí óôåñåïôý-
ðùí ðïõ ôç óõíïäåýïõí, ïé ìéêñÝò
÷þñåò åóôéÜæïõí óôçí ðñïóðÜèåéá
íá åëêýóïõí ôçí ðñïóï÷Þ êáé íá
óõíäÝóïõí ôçí áíáãíþñéóÞ ôïõò ìå
èåôéêÝò åéêüíåò êáôÜ ôá ðñüôõðá
ôçò äéáöÞìéóçò åíüò Üãíùóôïõ Þ
êáéíïýñãéïõ ðñïúüíôïò.

Ç ÐñïóÝããéóç ôïõ «Nation
Branding» 

Ç íÝá  ðñïóÝããéóç ãéá ôç äéåèíÞ
åðéêïéíùíßá ÷ùñþí «Nation Bran-
ding» óõíéóôÜ ìéá íÝá ðñáêôéêÞ ðïõ

2 Nye, Jr., Joseph S. Soft Power: The Means to Success in World Politics. Public Affairs, 2004.
3 http://USCPublicDiplomacy.org
4 Mark Leonard, Public Diplomacy, Foreign Policy Centre, 2002
5 www.counterpoint-online.org:
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óôï÷åýåé óôçí áðïôåëåóìáôéêÞ äéá-
÷åßñéóç ôçò öÞìçò êáé áíáãíþñéóçò
÷ùñþí. Âáóßæåôáé êõñßùò óôçí ðá-
ñáôÞñçóç üôé ç óõíåêôéêÞ êáé äéáñ-
êÞò áðåéêüíéóç âáóéêþí áîéþí ôùí
÷ùñþí óôçí åîùôåñéêÞ ôïõò åðéêïé-
íùíßá åßíáé ðïëý óçìáíôéêÞ ãéá äéå-
èíÞ áíáãíþñéóç ôùí ÷ùñþí óôï ðï-
ëéôéêü, ïéêïíïìéêü êáé ðïëéôéóôéêü
ðåñéâÜëëïí ôïõò.

Ï Âñåôáíüò Simon Anholt, åìðåé-
ñïãíþìïíáò óôï Óõìâïýëéï Äçìü-
óéáò Äéðëùìáôßáò ôïõ ÇíùìÝíïõ
Âáóéëåßïõ, êáé ðñüóöáôá (2006)
óýìâïõëïò ôçò ÅõñùðáúêÞò Åðéôñï-
ðÞò, èåùñåßôáé ï âáóéêüò åéóçãçôÞò
ôçò íÝáò áõôÞò ðñïóÝããéóçò. Áðü
ôá ðåñéóóüôåñï ãíùóôÜ åñãáëåßá
ðïõ Ý÷åé ðñïôåßíåé åßíáé ç èåùñßá
ôïõ «åîáãþíïõ» óýìöùíá ìå ôçí
ïðïßá ç åéêüíá ìéáò ÷þñáò óôï åîù-
ôåñéêü ôçò ðåñéâÜëëïí äåí êáèïñßæå-
ôáé ìüíïí áðü ôç ÄéáêõâÝñíçóç
(äçë. ôéò êõâåñíçôéêÝò ðïëéôéêÝò,
üðïõ óõìðåñéëáìâÜíåôáé ç Åîùôåñé-
êÞ ÐïëéôéêÞ), áëëÜ åðßóçò åîßóïõ
áðü ôéò ÅîáãùãÝò, ôéò Åðåíäýóåéò,
ôïí Ôïõñéóìü, ôçí Ðáéäåßá / Ðïëéôé-
óìü, êáé ôï Áíèñþðéíï êåöÜëáéï ôçò
óõãêåêñéìÝíçò ÷þñáò. Ï Anholt åéóç-
ãåßôáé ôñüðïõò óõíôïíéóìïý äñÜóå-
ùí óå üëïõò áõôïýò ôïõò ôïìåßò Ýôóé
þóôå íá åðéôåõ÷èåß âåëôßùóç óôç
äéåèíÞ áíáãíùñéóéìüôçôá ìéáò ÷þ-
ñáò. Óýìöùíá ìå ôïí Anholt ç ðñï-
óÝããéóç Nation Branding áöïñÜ óôçí
ðáñïõóßáóç óôï äéåèíÝò êïéíü ôïõ
Ýèíïõò-êñÜôïõò ùò óõíüëïõ, óå
áíôßèåóç ìå ôçí ðñïóÝããéóç ôçò
Ä.Ä.., ç ïðïßá áöïñÜ óôçí ðáñïõ-

óßáóç óå Üëëá Ýèíç-êñÜôç êõñßùò
êõâåñíçôéêþí ðïëéôéêþí.

Ãåíéêüôåñïé ðñïâëçìáôéóìïß ðïõ
áöïñïýí óôç ÷ñÞóç åñãáëåßùí ôùí
ðñïóåããßóåùí Nation Branding &
Public Diplomacy Ý÷ïõí áíáðôõ÷èåß
áðü ôïõò Simon Anholt, Wally Olins,
Jan Melissen [www.clingendael.nl],
Mark Leonard [www.markleonard.net],
êáé Javier Noya. Ïé äýï ðñþôïé äßíïõí
Ýìöáóç óå ðñïóåããßóåéò ðïõ ðñïÝñ-
÷ïíôáé áðü ôïí ÷þñï ôïõ Marketing,
åíþ ïé õðüëïéðïé, ðñïåñ÷üìåíïé
áðü ôïí ÷þñï ôùí Äéåèíþí Ó÷Ýóå-
ùí, äßíïõí Ýìöáóç óôç èåùñßá, èå-
ìáôïëïãßá êáé ôéò ðñáêôéêÝò ôçò
Ä.Ä. äáíåéæüìåíïé üìùò ðïëëÜ óôïé-
÷åßá ôçò ðñïóÝããéóçò ôïõ Nation
Branding. Óå ðñüóöáôá óõíÝäñéá ãéá
ôç Ä.Ä. ç åðéêïéíùíßá êáé üóìùóç
áíÜìåóá óôéò äýï ðñïóåããßóåéò êáé
ôá åñãáëåßá ôïõò áõîÜíåôáé.

ÐñïãñÜììáôá Åðéêïéíùíßáò
×ùñþí êáé Äéáäßêôõï

ÊáôÜ ôç äéÜñêåéá ôçò ôåëåõôáßáò
ðåíôáåôßáò ðïëëÝò ÷þñåò (ÇíùìÝíï
Âáóßëåéï, Íüôéá ÁöñéêÞ, ÍÝá Æçëáí-
äßá, Íïñâçãßá, Éóðáíßá) êáôáñôß-
æïõí åéäéêÜ ðñïãñÜììáôá óõíôïíé-
óìïý ôùí öïñÝùí ôçò äéåèíïýò åðé-
êïéíùíßáò ôïõò óôï ðëáßóéï ôçò íÝáò
áõôÞò êáôåýèõíóçò.

Åðßóçò êáôÜ ôç äéÜñêåéá ôçò ôå-
ëåõôáßáò 5åôßáò ðïëëÝò áíåðôõãìÝ-
íåò êáé ü÷é ìüíï ÷þñåò áíÝðôõîáí
åîåëéãìÝíåò, áðü ðëåõñÜò ðåñéå÷ïìÝ-
íïõ êáé ôå÷íïëïãßáò, êáé ïëïêëçñùìÝ-
íåò Ðýëåò Ðëçñïöüñçóçò (country
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portals)6 ìå óôü÷ï ôï äéåèíÝò êïéíü
ïé ïðïßåò áîéïðïéþíôáò ôçí èåþñç-
óç ôïõ «åîáãþíïõ» áðïìáêñýíïíôáé
áðü ôçí Ýìöáóç óôç ÄéáêõâÝñíçóç
êáé ôçí ÅîùôåñéêÞ ÐïëéôéêÞ.

Ôï ÇíùìÝíï Âáóßëåéï åßíáé ìéá
÷þñá ðïõ äéáèÝôåé óõãêñéôéêÜ ðëåï-
íåêôÞìáôá åðéêïéíùíßáò (áðÞ÷çóç
áããëéêÞò ãëþóóáò êáé åêðáßäåõóçò,
äõíáôüôçôåò åðéññïÞò ðïõ ó÷åôßæï-
íôáé ìå ôï áðïéêéáêü ðáñåëèüí ôçò,
éó÷õñïß èåóìïß äéåèíïýò åðéêïéíù-
íßáò [British Council, BBC World
Service]), êáé áíáðôýóóåé õðïäåéã-
ìáôéêÝò äçìüóéåò ðïëéôéêÝò ãéá ôçí
ðåñáéôÝñù ïñãÜíùóç áõôþí ôùí
ðëåïíåêôçìÜôùí ôçò. Ç åõñåßá äç-
ìüóéá óõæÞôçóç óôï ÇíùìÝíï Âáóß-
ëåéï ðïõ áöïñÜ ôçí ìåôááõôïêñá-
ôïñéêÞ ðåñßïäï ôçò ÷þñáò êáé ôï æÞ-
ôçìá ôçò «âñåôáíéêüôçôáò» ïäÞãçóå
óôçí ïñãÜíùóç äñÜóåùí «Promoting
the UK» êáé óôç äçìéïõñãßá ôïõ Óõì-
âïõëßïõ Äçìüóéáò Äéðëùìáôßáò
(Public Diplomacy Board)  õðåõèýíïõ
ïñãÜíïõ ãéá ôç óôñáôçãéêÞ Ä.Ä. óôï
ïðïßï óõììåôÝ÷ïõí ï áñìüäéïò ãéá
èÝìáôá Ä.Ä. Õöõðïõñãüò Åîùôåñé-
êþí, åêðñüóùðïò ôïõ Âñåôáíéêïý
Óõìâïõëßïõ (British Council) , åêðñü-
óùðïò ôçò Ðáãêüóìéáò Õðçñåóßáò
(World Service) ôïõ BBC êáé äýï áíå-

îÜñôçôïé åìðåéñïãíþìïíåò. Ï ó÷å-
äéáóìüò ôùí äñÜóåùí áðïôõðþíå-
ôáé óå ó÷åôéêü óôñáôçãéêü ó÷Ýäéï
(strategy paper) äéáèÝóéìï ðñïò äéá-
âïýëåõóç êáé êñéôéêÞ.8

Ïé ÓêáíäéíáâéêÝò (Nordic) ÷þñåò
÷ñÞæïõí éäéáßôåñçò ðñïóï÷Þò äéüôé
åßíáé ìéêñÝò ó÷åôéêÜ ÷þñåò ìå ðïëý
êáëÞ ðáñÜäïóç óôçí ïñãÜíùóç êáé
äéÜèåóç ðëçñïöüñçóçò, áíåðôõãìÝ-
íïõò èåóìïýò ó÷åäéáóìïý êáé óõíôï-
íéóìïý äéåèíïýò åðéêïéíùíßáò êáé
ðñùôïðïñéáêÞ áíÜëïãç ðáñïõóßá
óôï Äéáäßêôõï.

Ç Óïõçäßá, åðß ðáñáäåßãìáôé,
Ý÷åé áíáðôýîåé óôï ìÝãéóôï äõíáôü
âáèìü üëá ôá åñãáëåßá äéåèíïýò åðé-
êïéíùíßáò. Ç áíÜðôõîç áõôÞ ó÷åôß-
æåôáé áóöáëþò ìå ôï êáëýôåñï åðß-
ðåäï ôå÷íïëïãßáò êáé äéïßêçóçò ôçò
÷þñáò áõôÞò, ìå ôçí ðáñÜäïóç ïñ-
ãÜíùóçò äçìüóéáò ðëçñïöüñçóçò
ðïõ Ý÷åé áëëÜ êáé ìå ôçí ðïëéôéêÞ
âïýëçóç ìåãéóôïðïßçóçò ôùí ðëåï-
íåêôçìÜôùí ôçò ÷þñáò áõôÞò ìÝóù
ôçò ÷ñÞóçò åðéêïéíùíéáêþí åñãáëåß-
ùí.

Óôçí Óïõçäßá âáóéêüò èåóìüò
õðïóôÞñéîçò ôçò äéåèíïýò åðéêïéíù-
íßáò ôçò ÷þñáò åßíáé ôï Óïõçäéêü
Éíóôéôïýôï (www.si.se) ôï ïðïßï óõ-
íåñãÜæåôáé ìå ôá óôåëÝ÷ç ôùí ðñå-

6 (Ðñâë. ÇíùìÝíï Âáóßëåéï: www.i-uk.com, Åëâåôßá: www.swissinfo.org Öéíëáíäßá:
www.virtual.finland.fi, Óïõçäßá: www.sweden.se, Íïñâçãßá: www.norway.info, Ðïëùíßá:
www.poland.gov.pl Éñëáíäßá: www.ask-ireland.com, Éíäßá: www.indiaimage.nic.in).

7 Promoting the UK
[www.fco.gov.uk/servlet/Front?pagename=OpenMarket/Xcelerate/ShowPage&c=Page&cid=10
07029395249] 

8 Óôï äéáäßêôõï ç äñÜóç åêöñÜæåôáé ìå ôïí éóôüôïðï www.i-uk.com («Your essential guide to
information about the UK») ãéá ôï ðåñéå÷üìåíï ôïõ ïðïßïõ åðßóçò óõíåñãÜæïíôáé ïé ïñãáíé-
óìïß UK Trade & Investment êáé VisitBritain.
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óâåéþí ôçò ÷þñáò ðïõ Ý÷ïõí ïñé-
óèåß ìå áñìïäéüôçôåò «Promotion of
Sweden» êáé ðñïùèåß ðïëëÝò ðïëéôé-
óôéêÝò äñÜóåéò êáé äñÜóåéò Ä.Ä.  Åðß-
óçò, õðïóôçñßæåé ìå ðáñáãùãÞ êåé-
ìÝíùí ôåêìçñßùóçò (Fact Sheets) ôçí
åíçìÝñùóç ãéá ôç Óïõçäßá óå üëïõò
ôïõò ôïìåßò. Óôï åðßðåäï ôïõ óôñá-
ôçãéêïý ó÷åäéáóìïý ôï Óïõçäéêü
Éíóôéôïýôï ðëáéóéþíåôáé áðü Üë-
ëïõò èåóìéêïýò öïñåßò.9

Êýñéá ÷áñáêôçñéóôéêÜ10 ôùí ðï-
ëéôéêþí äéåèíïýò åðéêïéíùíßáò ðïõ
áíáðôýóóïíôáé óôéò ùò Üíù ÷þñåò
åßíáé ç ïñãáíùìÝíç äéáâïýëåõóç êáé
ï óõìöùíçìÝíïò èåóìéêüò êáôáìåñé-
óìüò åñãáóéþí. Åðßóçò óôï åêôåëå-
óôéêü åðßðåäï ï Ýëåã÷ïò ôùí åñãá-
ëåßùí ôçò ðïëéôéêÞò äéåèíïýò åðéêïé-
íùíßáò áíáôßèåôáé óå îå÷ùñéóôïýò
áðü ôï Õðïõñãåßï Åîùôåñéêþí èå-
óìïýò (êõñßùò óôï British Council óå
ü,ôé áöïñÜ óôï ÇíùìÝíï Âáóßëåéï
êáé óôï Óïõçäéêü Éíóôéôïýôï óôçí
Óïõçäßá). Åðßóçò óôçí êáôåýèõíóç
ôçò ðñïóÝããéóçò Nation Branding ïé
ðïëéôéêÝò äéåèíïýò åðéêïéíùíßáò ôùí

÷ùñþí áõôþí áöïñïýí óå óõíïëéêÞ
ðáñïõóßáóç ôùí ÷ùñþí êáé ôùí
«áîéþí» ôïõò êáé áðïìáêñýíïíôáé
áðü ôçí ðñïâïëÞ ìüíïí ôçò êõâåñ-
íçôéêÞò ðïëéôéêÞò.

ÅëëÜäá: ÐïëéôéêÞ Äéåèíïýò
Åðéêïéíùíßáò 

Ç åéêüíá ôçò ÅëëÜäáò óôï åîùôå-
ñéêü áðáó÷ïëåß ôçí åëëçíéêÞ äçìü-
óéá óõæÞôçóç êáé óõíäÝåôáé ìå ôï
æÞôçìá ôçò «íåïåëëçíéêÞò ôáõôüôç-
ôáò» êáèþò êáé ìå ôï æÞôçìá ôïõ åê-
óõã÷ñïíéóìïý/áíÜðôõîçò ôçò ÷þ-
ñáò ðïõ Ý÷ïõí åõñÝùò óõæçôçèåß óå
áêáäçìáúêü åðßðåäï óôá ðëáßóéá
ôùí éóôïñéêþí/êïéíùíéêþí êáé íåïåë-
ëçíéêþí óðïõäþí11. 

Ìéá ðåñéóóüôåñï «ðïëéôéêÞ» óõ-
æÞôçóç ðåñß ðñïâïëÞò ôùí «åëëçíé-
êþí èÝóåùí óôï åîùôåñéêü» ïîýíåôáé
êáôÜ ôéò ðåñéüäïõò êñßóåùí åîùôåñé-
êÞò ðïëéôéêÞò êáé óôá åëëçíéêÜ ÌÌÅ
åìöáíßæïíôáé ó÷åôéêÝò åðéêñßóåéò
ðïõ áöïñïýí óôçí áíáðïôåëåóìáôé-
êüôçôá ôùí êõâåñíçôéêþí ðïëéôéêþí

9 Council for the Promotion of Sweden, óôï ïðïßï óõììåôÝ÷ïõí ïé èåóìïß Invest in Sweden
Agency, Ministry for Foreign Affairs, Swedish Trade Council, êáé VisitSweden. Ôï Óïõçäéêü Éíóôé-
ôïýôï óõíåñãÜæåôáé åðßóçò ìå ôïõò èåóìïýò áõôïýò ãéá ôçí õðïóôÞñéîç ôïõ éóôïôüðïõ
www.sweden.se - The official gateway to Sweden.

10 Âë.åðßóçò ãéá ôçí Íïñâçãßá: Norway’s Public Diplomacy: a Strategy 
[http://odin.dep.no/archive/udvedlegg/01/06/ml10_018.pdf] êáé www.norway.info - The official site
Ãéá ôç Äáíßá: The Anholt Nation Brands Index, SPECIAL REPORT: Denmark’s International
Image [www.nationbrandindex.com/docs/NBI_Denmark_V2.pdf]

11 Ðñâë. ÈÜíïò ÂåñÝìçò, ÃéÜííçò Êïëëéüðïõëïò, ÅëëÜò - Ç Óýã÷ñïíç ÓõíÝ÷åéá, 2006 (êåö. ÉÃ´:
Ç ÅèíéêÞ ìáò ôáõôüôçôá êáé ïé îÝíïé). ÐñïóöÜôùò óôá ðëáßóéá ðñïâëçìáôéóìþí óôéò íåï-
åëëçíéêÝò óðïõäÝò Ý÷ïõí êáôáôåèåß ðñïôÜóåéò åðáíáíÜãíùóçò ôùí âáóéêþí ëïãéêþí ðñü-
óëçøçò ôçò íåïåëëçíéêÞò ôáõôüôçôáò óå êáôåõèýíóåéò ðïõ ðñïôåßíïõí ôï äéáëïãéêü ÷áñá-
êôÞñá (Demetres Tziovas, "Beyond the Acropolis: Rethinking Neohellenism", Journal of Modern
Greek Studies - Volume 19, Number 2, October 2001, pp. 189-220) Þ ôçí «Þðéá åëëçíéêÞ íåù-
ôåñéêüôçôá» (James D. Faubion, “Modern Greek Lessons”, Princeton University Press, 1995).
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óå áõôü ôïí ôïìÝá. Óõ÷íÜ åìöáíßæï-
íôáé ðñïâëçìáôéóìïß ðïõ áöïñïýí
åðéìÝñïõò æçôÞìáôá ïñãÜíùóçò ôçò
äéåèíïýò åðéêïéíùíßáò ôçò ÷þñáò
(êõñßùò óôïí ïéêïíïìéêü êáé óôïí
ðïëéôéóìéêü ôïìÝá áëëÜ êáé óôïí ôï-
ìÝá ôùí «åèíéêþí èåìÜôùí»), åíþ ìå
áöïñìÞ ôçí «åõêáéñßá» ôùí ïëõìðéá-
êþí áãþíùí óôçí ÁèÞíá åìöáíßóôç-
êáí ðñïâëçìáôéóìïß ðïõ áöïñïý-
óáí óôç óõóôçìáôéêÞ Þ ü÷é ðñïåôïé-
ìáóßá ôçò ÷þñáò ãéá ôçí ìåôáïëõ-
ìðéáêÞ ôçò ðñïâïëÞ. 

Ç óõæÞôçóç áõôÞ, óå áíôßèåóç ìå
ôá ðáñáäåßãìáôá Üëëùí ÷ùñþí, äåí
óõìâÜëëåé óôç äéáìüñöùóç äéáêç-
ñõãìÝíùí óôü÷ùí êáé ôïõ êáôÜëëç-
ëïõ óôñáôçãéêïý ó÷åäéáóìïý. Åðéêå-
íôñþíåôáé óå êáôáããåëßåò ãéá ôçí
áíåðÜñêåéá ôïõ êñáôéêïý ìç÷áíé-
óìïý êáé äåí óôñÝöåôáé óôçí ïõóßá,
äçë óôï ðïéá åßíáé ç ôáõôüôçôá êáé
ç èÝóç ôçò ÷þñáò,12 ðïéåò áîßåò
áíôéðñïóùðåýåé êáé ðùò ó÷åôßæåôáé
ìå ôéò áîßåò Üëëùí ÷ùñþí, ðïéá åßíáé
ôá óõãêñéôéêÜ ðëåïíåêôÞìáôá ôçò
÷þñáò, êáé ðùò ðñÝðåé áõôÜ íá óõ-
æçôçèïýí êáé íá ðñïâëçèïýí. 

Ðñüóöáôåò ôïðïèåôÞóåéò ôïõ Ãå-
íéêïý ÃñáììáôÝá ÅíçìÝñùóçò Ðáíá-

ãéþôç ËåéâáäÜ13 åíôïðßæïõí óçìá-
íôéêÜ óõãêñéôéêÜ ðëåïíåêôÞìáôá
ôçò ÷þñáò êáé ðåñéãñÜöïõí ìéá êõ-
âåñíçôéêÞ ðïëéôéêÞ åðéêïéíùíéáêÞò
åêìåôÜëëåõóçò êáé ðñïâïëÞò ôïõò.
Óôéò ôïðïèåôÞóåéò ôïõ ËåéâáäÜ åíï-
ðïéïýíôáé áîéïëïãÞóåéò ôçò ÷þñáò
ðïõ áöïñïýí óôï «åîÜãùíï» ôïõ
Simon Anholt (ÄéáêõâÝñíçóç, Åîáãù-
ãÝò, Åðåíäýóåéò, Ôïõñéóìüò, Ðáéäåßá
êáé Ðïëéôéóìüò, Áíèñþðéíï ÊåöÜ-
ëáéï) êáé ôåêìçñéþíåôáé ç ðñüôáóç
íá êáôáóôåß åèíéêü «Ârandname» ç
Ýêöñáóç «Wonderful Greece». 

Ôï ãåãïíüò üôé óôçí åöáñìïãÞ
ìéáò ôÝôïéáò ðïëéôéêÞò åìðëÝêïíôáé
ðïëëïß åðéìÝñïõò öïñåßò äçìéïõñãåß
ôçí áíÜãêç óõíå÷ïýò äéáâïýëåõóçò
óå óôñáôçãéêü êáé åêôåëåóôéêü åðß-
ðåäï. Óôï åêôåëåóôéêü åðßðåäï, ãéá
ôçí õðïóôÞñéîç áõôÞò ôçò ðïëéôé-
êÞò, åßíáé áðáñáßôçôç  ç áíÜðôõîç
ìéáò ðïëéôéêÞò åíçìÝñùóçò óôï Äéá-
äßêôõï, ï ó÷åäéáóìüò ïëïêëçñùìÝ-
íùí äñÜóåùí-åêäçëþóåùí ãéá ôçí
ÅëëÜäá óôï Åîùôåñéêü, êáé ç óõíá-
öÞò ðåñáéôÝñù õðïóôÞñéîç êáé áíÜ-
ðôõîç ôïõ ðëçóéÝóôåñïõ êáôÜ ôï
íüìï èåóìïý áñìüäéïõ ãéá ôçí åöáñ-
ìïãÞ ôÝôïéùí ðïëéôéêþí, äçë. ôçò Ãå-

12 Ðñâë Ðáíáãéþôçò Ê. Éùáêåéìßäçò, Ç èÝóç ôçò ÅëëÜäáò óôï äéåèíÝò, Åõñùðáúêü êáé Ðåñéöå-
ñåéáêï Óýóôçìá, éóôïñéêÝò ÅííïéïëïãÞóåéò êáé Óýã÷ñïíç Ðñáãìáôéêüôçôá, ÈåìÝëéï, 2007

13 Åðß ðáñáäåßãìáôé: Panos Leivadas: Communicating Greece’s new era of extroversion (Capital
Link Forum, 2005)
[www.capitallinkforum.com/greece/2005/6.pdf], Greece in a New Era: Progress, Stability and
Extroversion (Capital Link Forum, 2006)
[www.greekembassy.org/Embassy/content/en/Article.aspx?office=8&folder=561&article=189
49], “The new extroverted face of Greece” (Woodrow Wilson International Center for Scholars)
- April 19, 2007)
[http://www.wilsoncenter.org/index.cfm?topic_id=109941&fuseaction=topics.event_summary
&event_id=234081]
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íéêÞò Ãñáììáôåßáò ÅíçìÝñùóçò êáé
ôùí Ãñáöåßùí Ôýðïõ Åîùôåñéêïý.

ÂÉÂËÉÏÃÑÁÖÉÁ ÃÉÁ ÔÉÓ
ÐÑÏÓÅÃÃÉÓÅÉÓ NATION
BRANDING & PUBLIC
DIPLOMACY

ÃåíéêÜ
1. Place Branding and Public Diplomacy -

A quarterly review of branding and
marketing for national, regional and
civic development, Palgrave Macmillan
[www.palgrave-journals.com/pb/]

2. Simon Anholt, Competitive Identity:
the new Brand Management for Na-
tions, Cities and Region, Palgrave Mac-
millan, 2006

3. Simon Anholt, Public diplomacy and
place branding: Where’s the link?,
Place Branding, 2006 

4. Simon Anholt, Branding places and na-
tions, óôï: Brands and Branding, The
Economist, 2003

5. Philip Fiske de Gouveia, Hester Plum-
ridge: European Infopolitik, Part 1: De-
veloping EU Public Diplomacy Strate-
gy, Part 2: Survey of Current EU Mem-
ber States Public Diplomacy, The For-
eign Policy Centre, UK, 2005 [http:
//fpc.org.uk/fsblob/657.pdf]

6. Eugene D. Jaffe & Israel D. Nebenzahl,
National Image and Competitive Ad-
vantage: The Theory and Practice of
Place Branding, Copenhagen Business
School, 2006

7. Mark Leonard, Public Diplomacy, For-
eign Policy Centre, 2002

8. Wally Olins, Trading Identities: Why
Countries and Companies Are Beco-
ming More Alike, 1999 [http://fpc.org.
uk/publications/103] 

9. Jan Mellisen (ed), The New Public
Diplomacy, Palgrave Macmillan, 2005
[www.clingendael.nl] 

10. Jorge de Vicente, State Branding in the
21st Century, The Fletcher School, 2004
[http://fletcher.tufts.edu/research/
2004/DeVicente-Jorge.pdf]

11. Javier Noya, The foreign image abroad
as a State policy, Elcano Royal Insti-
tute, 2002 [www.realinstitutoelcano.
org/analisis/87.asp] 

12. Ãêßêáò, Â., Ðáðáêùíóôáíôßíïõ, Á.,
ÐñïêÜêçò, Ê., ÅðéêïéíùíéáêÞ Äéðëù-
ìáôßá: Ç ÍåùôåñéêÞ ¼øç ôçò Åîù-
ôåñéêÞò Áñìïäéüôçôáò, Åêäüóåéò Áíô.
Í. ÓÜêêïõëá 2005 

ÁìåñéêáíéêÞ Public Diplomacy
13. Ãéá ìéá óýíôïìç åíçìÝñùóç âë.: Pub-

lic Diplomacy Wiki [http://wiki.
uscpublicdiplomacy.org/mediawiki/in-
dex.php/Suggested_Readings]

14. Åðßóçò: Public Diplomacy - USIA A-
lumni Association [www.publicdiplo-
macy.org] 

ÌåëÝôåò ãéá ÓõãêåêñéìÝíåò ×þñåò
15. Mark Leonard, Andrew Small, Martin

Rose , British Public Diplomacy in the
Age of Schisms, Foreign Policy Centre,
2005 [http://fpc.org.uk/fsblob/407.pdf] 

16. Promoting the UK - Strategy Paper
[www.fco.gov.uk/servlet/Front?page-
name=OpenMarket/Xcelerate/Show-
Page&c=Page&cid=1007029395249] 

17. Albert Spiegel, Public Diplomacy, the
German View, Federal Foreign Office,
2005 [http://ics.leeds.ac.uk/papers/
vp01.cfm?outfit=pmt&folder=7&pa-
per=2226]

18. Joshua Cooper Ramo, Brand China:
Report on China's global image, For-
eign Policy Centre, 2006 [http://fpc.
org.uk/fsblob/809.pdf]

19. Jozef B?tora, Multistakeholder Public
Diplomacy of Small and Medium-Sized
States [Canada/Norway], 2005 [www.
diplomacy.edu/Conferences/MSD/pa-
pers/batora.pdf]

20. Mark Leonard and Andrew Small, Nor-
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wegian Public Diplomacy, June 2003
[http://odin.dep.no/archive/udved-
legg/01/06/ml10_018.pdf & www.nor-
way.org/News/archive/2003/200305tra
dition.htm] 

21. Anholt Nation Brands Index, Special
Report: Denmark’s International Image
[www.nationbrandindex.com/docs/NB
I_Denmark_V2.pdf]

ÅëëÜäá 
22. Ðáíáãéþôçò Ê. Éùáêåéìßäçò, Ç èÝóç

ôçò ÅëëÜäáò óôï äéåèíÝò, Åõñùðáúêü
êáé Ðåñéöåñåéáêü Óýóôçìá, Éóôï-
ñéêÝò ÅííïéïëïãÞóåéò êáé Óýã÷ñïíç
Ðñáãìáôéêüôçôá, ÈåìÝëéï, 2007

23. Panos Leivadas, Communicating Gree-
ce’s new era of extroversion, Capital
Link Forum, 2005
[www.capitallinkforum.com/greece/20
05/6.pdf]

24. Panos Leivadas, Greece in a New Era:
Progress, Stability and Extroversion,
Capital Link Forum, 2006
[www.greekembassy.org/Embassy/con
tent/en/Article.aspx?office=8&fold-
er=561&article=18949]

25. Andreas Markessinis, Branding Gree-

ce: Greece as a Brand, 2005 [www.
brandinggreece.com]

26. Thomas Cromwell & Savas Kyriacou,
Diplomatic Traffic, The concept and
benefits of nation branding, 2004
[www.diplomatictraffic.com/nation_br
anding.asp?ID=1] 

27. Éóôïóåëßäåò: http://greecenow.criti-
calpublics.com, www.mediainfo2004.gr,
www.mfa.gr, www.elke.gr 

Ðñüóöáôá ÄéåèíÞ ÓõíÝäñéá Äçìüóéáò
Äéðëùìáôßáò
28. Wilton Park Conference: The Future ïf

Public Diplomacy, ÌÜñôéïò 2007
[www.wiltonpark.org.uk/themes/gov-
ernance/conference.aspx?confref=WP
842]

29. Wilton Park Conference Wpso6/21:
Public Diplomacy: Key Challenges &
Priorities, 2006 [www.wiltonpark.org.
uk/themes/governance/pastconfer-
ence.aspx?confref=WPS06/21]

30. The 2006 Madrid Conference on Pub-
lic Diplomacy: The Present and Future
of Public Diplomacy: A European Per-
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Forum Äéåèíïýò ÅðéêïéíùíéáêÞò ÐïëéôéêÞò: www.icp-forum.gr

Ðëçñïöïñßåò ðïõ áöïñïýí óôç äéåèíÞ óõæÞôçóç ðåñß  äéåèíïýò åðéêïéíù-
íßáò ÷ùñþí êáé Nation Branding, êáèþò êáé ôåêìçñßùóç ðïõ áöïñÜ óôç äéå-
èíÞ åéêüíá êáé èÝóç ôçò ÅëëÜäáò åßíáé äõíáôüí íá áíáæçôçèïýí óôïí éóôüôï-
ðï ôïõ «Forum Äéåèíïýò ÅðéêïéíùíéáêÞò ÐïëéôéêÞò» (www.icp-forum.gr).

Ôï «Forum Äéåèíïýò ÅðéêïéíùíéáêÞò ÐïëéôéêÞò» äçìéïõñãÞèçêå ìå óêïðü
ôçí åõáéóèçôïðïßçóç ôùí ðïëéôéêþí çãåóéþí, ôçò áêáäçìáúêÞò êïéíüôçôáò,
ôùí ÌÌÅ êáé ôùí åìðëåêïìÝíùí õðçñåóéþí ó÷åôéêÜ ìå ôçí ðñïâïëÞ ôçò åé-
êüíáò ôçò ÅëëÜäáò óôï åîùôåñéêü êáé ôç äéåèíÞ åðéêïéíùíéáêÞ ðïëéôéêÞ ãåíé-
êüôåñá.

Êåßìåíá ðñïò äçìïóßåõóç èá ðñÝðåé íá áðïóôÝëëïíôáé óôç ä/íóç:
icp@icp-forum.gr
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