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Throughout human history, in any great endeavour requiring the common effort of 
many nations and men and women everywhere, we have learned - it is only through 
seriousness of purpose and persistence that we ultimately carry the day.” 
- Ban Ki-Moon
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BACKGROUND  

In 2015, a partnership was formed between U.S. News & World Report, 
WPP Group’s BAV Consulting and The Wharton School to understand the 
dimensions of a nation’s image, and uncover the relationship between that 
image and economic outcomes.

This Best Countries Report ranks nations on public perceptions of their 
inherent characteristics. We asked 16,200 elites, business decision 
makers and citizens to rank 60 countries on 75 different metrics including 
innovation, entrepreneurialism, quality of life, corruption, political distance, 
education, business readiness and more. And we used these perceptions 
to understand the unique dimensions of each country summed up into 
what can be called the country’s “brand.” Much like a company or a 
product, each country has its own equities, though they may not be the 
same for every customer. We found that many dimensions of a country’s 
brand correlated with key outcomes such as direct foreign investment, 
tourism and per capita GDP (at purchasing power parity).

We share this data as a resource for insights, ideas and examples of 
governing excellence. We will explore how public policy could impact a 
nation’s brand, and how it could, in turn, influence investment. We will 
measure and explain the consequence of those decisions in an objective 
way. Much as Best Colleges and Best Hospitals have led to improvements 
in higher education and health care, Best Countries will encourage and 
recognize global excellence here at the 2016 World Economic Forum. 
We hope you will learn and be inspired by the best and brightest ideas of 
more than 125 nations cited in our research and interviews. View the full 
rankings at usnews.com/news/best-countries. 

The views expressed in this book reflect those of the survey respondents, the individual authors and interviewees.

http://usnews.com/news/best-countries
http://colleges.usnews.rankingsandreviews.com/best-colleges
http://health.usnews.com/best-hospitals
http://usnews.com/news/best-countries
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It is tempting to think that the circumstances of our time are 
uniquely complex, fast-changing and difficult. If my 70 years (30 of 
them trying to run WPP) have taught me anything, however, it is that 
disruption – whether in business, politics, society or technology – 
is both inevitable and constant. And that there is no surer 
guarantee that something has happened before than to hear it 
described as “unprecedented.”

That said, today’s world leaders face a bewildering array of 
uncertainties and prosperity-threatening geopolitical factors. These 
“grey swans” (known unknowns), which suck confidence out of 
business and temper the global post-crisis recovery, range from 
turmoil in the Middle East, growing fears over terrorism and the 
European migrant crisis, to slowdowns among the BRIC economies, 
possible exits from the European Union and worries over the timing 
and impact of the Fed’s much-anticipated fiscal tightening.

But there is positive disruption, too. Though New York is still the 
centre of the universe, power is becoming more widely distributed, 
marching South, East and South-East, to Latin America, Africa and 
the Middle East, Central and Eastern Europe and Asia – creating 
great opportunity in the process. 

Alongside the BRICs themselves, markets like Indonesia, the 
Philippines, Vietnam, Egypt, Nigeria, Mexico, Colombia and Peru 
are witnessing rapid expansion of the middle classes and greater 
consumption of goods and services as a result, driving economic 
growth and boosting prosperity. The opening of entirely new 
markets to international trade, like Myanmar, Cuba and even 
(perhaps) Iran, provides further reasons to be optimistic. 

FOREWORD 
Sir Martin Sorrell
Founder and CEO, WPP
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Technological disruption is having an even greater impact than 
these geographical changes. The rise of digital, networked 
technologies, “big data” and automation, and their transformative 
effect on business, culture and behaviour, is the over-arching 
theme of the 2016 World Economic Forum. “The Fourth 
Industrial Revolution” carries with it tremendous opportunities 
and tremendous threats as we seek to capture the benefits 
of technology-driven efficiencies and improvements without 
undermining employment and the value of human skills 
and qualities.

In this rapidly changing and uncertain environment, governments 
are becoming ever more important – as regulators, investors and 
clients. After the global financial crisis, national governments were 
forced to step in and assume a greater role, just as they did during 
the Great Depression. They are not retreating any time soon, and 
with this responsibility comes a need to assess political, legislative 
and regulatory actions not only in terms of the next election cycle or 
tomorrow’s headlines, but against a real vision for a nation’s future. 

Central to all this is branding. Though some shrink from the 
concept of country-as-brand, how a nation is perceived outside its 
borders is critical to its success. Smart, thoughtful and responsible 
administrations pay attention to image and reputation, because a 
better image contributes towards more foreign direct investment, 
more tourism and a “made-in” or “created-in” premium. 

Using WPP’s proprietary brand tools BAV (Brand Asset Valuator) 
and BrandZ, we began research that revealed how national brand 
image relates to not only reputation, but also future economic 
growth. The implications are wide-ranging but they ultimately 
settle around the thought that countries can be actively managed 

as brands. Policy decisions can either enhance or detract from a 
nation’s brand equity – and our research can identify what makes 
a nation stand apart and prosper.

This eBook, the product of a partnership with The Wharton 
School and U.S. News & World Report, examines and celebrates 
what countries do “Best” according to people around the world. 
Together we gathered perceptions of 60 nations among citizens 
and influencers on 75 measures. The results tell us there is a lot 
we can learn from each other. “Best” ideas are not just dependent 
on GDP, population size or even political stability. There are also 
“Best Countries” for clean water, dependable infrastructure, 
sustainable resource management and gender equality. In every 
case, those outcomes depend on decisions made by leaders. 

Through our joint research, we measure and explain the 
reputational and wider consequences of those decisions in 
an objective way. Much as the U.S. News & World Report Best 
Colleges and Best Hospitals rankings have led to improvements 
in higher education and health care, Best Countries will recognise 
and – we hope – encourage global excellence in governance and 
national image-crafting. 

Our long and successful history of working with government 
administrations (both through our individual agencies and our 
cross-group Government & Public Sector Practice) has shown 
that, in a shifting world, the need for careful stewardship of a 
country’s brand remains a constant.

Sir Martin Sorrell 
Davos, 2016
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Some of the most vibrant conversations about positive cultural 
heritage, social stability, and a future filled with hope are taking 
place in Syria, which did not make it into our rankings in 2016. 
Israel, which is near the middle of our rankings – 25th out of 60 
nations – still struggles to resolve conflicts that were present at its 
creation.

But listen carefully to the voices of Syrians and Israelis — and to 
the sentiments of people across the globe – and you will hear 
an appreciation for the values and strengths of the world’s most 
respected countries. The welcome Syrian refugees have received in 
countries such as Germany and Canada, where even Prime Minister 
Trudeau offered personal greetings, show a shared sense of human 
values and respect. Similarly, Israel’s long pursuit of development 
has had international support and admiration. Challenge and 
adversity invariably compel us to think more deeply about the 
strengths and weaknesses of our societies and to search for the 
pathways to peace and prosperity. In this era of technology, success 
is more dependent on leadership than raw power and wealth. 

“Beginning around the year 2000, Syria was going through a 
transformative process,” notes Amr Al Azm, an anthropologist 
who once helped lead Syria’s cultural development effort. For a 
decade, the government “was trying to turn cultural heritage into 
an economic powerhouse, a generator for jobs, and for contact 
with other courtiers.”  In other words, Syria was reaching for Best 
Nation status. Recruited to help make this vision real, Al Azm’s 
hopes soared when the Louvre agreed to help build a new national 
museum in Damascus. They turned to despair as the government 
crushed political uprisings and war swept the country. 

Now living and working in the United States, he worries that his 
dream of a better Syria is still generations in the future. But he 
knows that many of his fellow Syrians know the direction that 
must be followed. “The country has seven world heritage sites and 
Syrians do generally understand the value of their culture,” adds 
Al Azm. “My own take on this is that this conflict will end one day. 
Syrians are going to have to find common denominators to reunite 
them.”  

As one person in the Middle East yearns for the peace to begin 
constructing a nation, another seeks to sustain a well-rooted 
society so that it will not just survive but rise in the ranks of Best 
Countries.  During a century of conflict, Arabs and Israelis have 
often struggled to keep in mind their shared humanity and their 
essential needs. Former president Shimon Peres of Israel believes 
that hope resides in the common values of men and women who 
want to live in stable, peaceful societies that give them faith in 
the future. Peres sees a model for leaders who hope to build 
such societies in the most successful global companies – iconic 
brands like Apple, Chanel and Samsung – which operate under the 
unblinking and critical gaze of the World Wide Web. “Global brands 
fight discrimination by definition … they have to appeal to everyone. 
It doesn’t make a difference who you are. They get elected every 
morning … they are the ultimate democratic paradigm,” says Peres. 
  
In this era of open eyes, the world judges nations and their leaders 
with the same skepticism it applies to commercial brands. In fact, 
countries evoke feelings and thoughts that may be even more 
powerful than those we associate with corporations in markets, 
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media, and everyday technology. When collected together and 
analyzed, the emotions and ideas people connect to particular 
countries – negative and positive – reveal what can be called a 
Nation Brand (It’s handy to think of commercial brands such as 
Coca Cola, Alibaba or Vodafone and then imagine how a nation 
equally makes an impression).

A Nation Brand is a reflection of how the world sees a country 
based on public perceptions of, among other things: how it treats 
its citizens; how entrepreneurial it is; how its voice is regarded on 
the world stage, how it impacts the global environment; its record 
on human rights; its political and economic stability; the strength 
of its institutions, including courts, schools, and businesses. Like 
commercial brands, every day we vote our favorites by buying 
countries’ products; investing in their companies; doing business 
there; visiting as tourists and embracing their culture.  

Leaders who discount the notion of national brands do so at 
their peril. We live in such an interconnected world of media and 
communications that perceptions are an essential element of 
reality and a country’s reputation, in the eyes of the world, provides 
both warnings about troubles ahead and suggestions for changing 
course. If others seem to be losing confidence in us, or associate us 
with stagnation or crisis, we must heed their perceptions. Similarly, 
the qualities that others admire, which we may take for granted, 
must be regarded as core strengths to be tapped for renewal. 
For example, the world admires the United States as a nation of 
immigrants — and its leaders mustn’t lose sight of the dynamic 
energy newcomers bring. The concept of nation branding is not new. 

Global brands fight discrimination by 
definition … they have to appeal to 
everyone. It doesn’t make a difference 
who you are. They get elected every 
morning … they are the ultimate 
democratic paradigm.” 
- Shimon Peres, former president of Israel
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Each period in history has contributed to civilizations, empires, and 
countries owning a unique brand. These brands are built on the 
“products” that each has created, from cities to democracy, religion, 
sciences, and even actual commercial products. Today, dominant 
roles that France and Italy play in the world of art and fashion can 
be traced to the Roman Empire and the Renaissance. Britain’s 
prominence is a legacy of an Empire upon which the sun never set. 
China’s great trading history and Japan’s powerful cultural identity, 
expressed over thousands of years, underpin the world’s respect for 
these two societies. Indeed, all of history, from the Pharaohs to the 
Greeks to India’s arrival as an economic superpower, is part of one 
long pageant of national brands. Countries have always had logos, 
but we just call them flags. 

National brands can translate into real dollars, in addition to less 
quantifiable levels of influence. Certainly the “idea” of America has 
exerted an enormous influence on the world even where the United 
States has been the subject of official sanction. For proof of this 
effect, consider the recent breakthrough in American relations with 
Cuba and Iran. In turn, Americans eye the opening of Cuba as a 
magnet for investors and tourists. Similarly, Israel’s concerted effort 
to aid advanced education programs and technology development 
has contributed to ‘Silicon Wadi’ as major companies build facilities 
in Herzliya, Tikva and Ra’anana.

In our previous research and travels for several business books, we 
interviewed collaborative, open leaders who seemed to understand 
they had ‘voters’ beyond their borders. We began wondering if 
countries themselves could become better leaders by becoming 

better marketers. We set out to learn how countries are perceived 
in terms of power and politics, their provenance, their culture and 
values, their people and society and their natural assets.

THE BEST COUNTRIES STUDY

We decided to combine the forces of our teams at WPP’s BAV 
Consulting (BrandAsset® Valuator), led by ourselves: BAV CEO 
John Gerzema and The Wharton School marketing professor David 
Reibstein, along with U.S. News and World Report led by Brian Kelly 
and Bill Holiber to create a framework for a global survey that would 
help us understand and quantify these Nation Brand perceptions. 
U.S. News is recognized for carefully researched reports on world’s 
Best Colleges, Best Hospitals, among others. Our work was guided 
and shaped by Y&R’s CEO David Sable. We developed our survey 
and model around four key questions: 
 

What are the perceptions of nations across a 
set of attributes that form a nation’s brand?

What does the “ideal nation” look like?

What can ministers, policymakers and leaders 
from the worlds of both government and 
industry learn from each other?

What perceptions influence a country’s social, 
economic and political future?

1

2

3

4

http://www.johngerzema.com/books
http://bavconsulting.com/
http://bavconsulting.com/
http://seicenter.wharton.upenn.edu/
http://www.usnews.com/
http://colleges.usnews.rankingsandreviews.com/best-colleges
http://health.usnews.com/best-hospitals
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To identify the countries that we would include in the survey, we 
cross-referenced the top 100 countries in terms of 2013 GDP 
(United Nations), the top 100 Countries in terms of international 
tourism (Number of Arrivals 2012, World Bank), the top 150 
countries in terms of the 2014 Human Development Index (United 
Nations), and the top 100 Countries in terms of exporters (World 
Factbook). The result was a list of 60 nations, which we then asked 
our respondents to rank in relation to 75 metrics covering a wide 
range of dimensions, from politics to economics and social issues 
to personality. These 60 countries account for more than 90 percent 
of global GDP. The filter excluded several prominent countries, 
including Switzerland, Poland, the United Arab Emirates and Finland, 
who therefore were not considered in this inaugural ranking.

The respondents, who numbered 16,200 people, were selected 
to represent three key groups: informed elites, business decision 
makers and the general population. For a truly global perspective, 
we surveyed people across 36 markets from four key regions: Asia-
Pacific, the Americas, Middle East and Africa, and Europe. 

Our social scientists at BAV grouped attributes into compatible 
variables to help us understand the elements of reputation that 
contributed to a nation’s brand. The following eight groupings 
emerged (see chart on next page) – each of which will be 
elaborated upon further detail in the chapters to come.

To understand the relative importance of each of these eight 
groupings amongst each other, we investigated their relationship 
to the International Monetary Fund’s IMF 2014 estimate of Per 
Capita Purchasing Power Parity GDP value using correlations. The 
final relative weighting is shown in the bar chart on the next page. 
‘Citizenship’, for example, represents 19 percent of the explanatory 
power of a nation’s ability to create future GDP value at PPP. 

We then considered how all of these elements relate to a country’s 
brand. The result was a two-sided model, with Entrepreneurship, 
Citizenship, Quality of Life and Cultural Influence relating to 
“Leadership,” which is more about future value creation. More 
traditional metrics of authority — including Open for Business, 
Power, Adventure and Heritage – represent a country’s historical 
and present “Legacy,” a country’s societal meaning in the world.  
 
 

THE BEST COUNTRIES STUDY

• Perceptions of 60 Countries 

• 16,200 people from 36 markets in 4 
regions (Asia, Americas, Middle East & 
Africa, Europe)

• Respondents include 3 groups: General 
Public, Informed Elites and Business 
Decision-makers

• 75 metrics covering a wide range of 
dimensions, from politics to economics 
to social issues to personality

http://goo.gl/FFkcS8
http://goo.gl/FFkcS8
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Comprised of natural and intellectual assets, characteristics, 
customs, values and beliefs, these latter four elements represent a 
nation’s global ‘goodwill’ on the balance sheet. All together, these 
elements represent a nation’s brand value.

Accounting for two-thirds of overall nation performance (71percent 
of our model, based on the dimensions’ relationship to GDP 
per Capita PPP), the model indicates that “Leadership” plays a 
greater role in the course of a country’s future. Because of this 
large influence, we expect changes in perceptions of a country’s 
Leadership inputs will have more pronounced effects, creating 
larger, more immediate changes to a nation’s brand. In simple 
terms, governance and policy-making in these areas have the 
potential to move a nation’s brand image rapidly and, through that, 
influence investment and reappraisal.

Another way of grouping these elements is by their perceived 
impact on domestic versus international relations. We found that 
Entrepreneurship, Quality of Life, Open for Business and Adventure 
tend to relate to issues concerning a country’s internal affairs. On 
the other hand, Citizenship, Cultural Influence, Power and Heritage 
relate more to are more about a country’s external influence, having 
to do with foreign policy.

THE PERCEPTION OF ‘MODERN’ POWER

The first thing to take away is that GDP alone does not convey 
“Best” in today’s world. With more than two-thirds of the future 
driving potential accounted for in “Leadership,” global sentiment is 
mandating nations to perform on more progressive characteristics, 
a concept we’re calling “Gross Domestic Purpose.”

LEADERSHIP LEGACY

CITIZENSHIP ENTREPRENEURSHIP QUALITY OF LIFE CULTURAL 
INFLUENCE

OPEN FOR 
BUSINESS

POWER

ADVENTURE

HERITAGE

19% 19% 19% 14% 13% 8% 4% 4%
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The data show that traditional measures of power, influence and 
wealth are not sufficient to be seen as a great nation today. Once 
the “gold standard” for evaluating a country’s influence on the 
global stage, they are less reflective of future growth potential. 
As such, many countries might be resting on cultural or natural 
laurels, or even trapped within industries and outputs that limit 
their competitiveness. 

Far more important are the forward-looking “human” aspects of 
governance. Our data show that the relationship between Quality of 
Life and Citizenship and per capita GDP at PPP is equally as strong 
as the relationship between GDP and Entrepreneurship. 
These perceptions of 21st century power are a departure from 
traditional metrics of power, economic output and military strength 
(e.g. ‘banks and tanks’), pointing to a new global outlook for success 
that focuses on a country’s people and its vision for the future. 

People want to participate in creating progress toward what 
we call “inclusive prosperity.” The Nordic countries are prime 
examples of this new leadership paradigm, where their national 
brands flourish in our data. The ability of a nation’s leadership to 
promise a more sustainable and inclusive future for its citizens, 
while being a responsible “corporate citizen” to all people around 
the world, is increasingly important in today’s world. This evolving 
definition of “Best” challenges leaders and policy makers to take 
an active role in determining their country’s future, working to 
reverse negative perceptions and leverage social responsibility and 
innovation as drivers of a nation’s growth.

INSIDE THE DATA: 

• The New GDP: Gross Domestic Purpose. GDP alone does not convey “best” in today’s world. Global 
sentiment mandates nations perform on more progressive characteristics that reflect a new GDP: 
Gross Domestic Purpose.

• Power Means More Than “Banks and Tanks”. Citizenship, innovation and quality of life are key drivers 
of value for nations, while conventional levers of power and influence are actually lagging indicators.

• Nations Must Create Inclusive Prosperity. The global desire for policies that fuse innovation with 
citizenship and quality of life are the strongest indicators of future investment in a nation.
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NATION VALUE CREATION

DOMESTIC POLICY FOREIGN POLICY

CULTURAL 
INFLUENCE 

14%

HERITAGE 
4%
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19%
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19%

ADVENTURE 
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2. Canada

3. United Kingdom

4. United States

5. Sweden

6. Australia 

7. Japan 

8. France

9. Netherlands

10. Denmark

1. GERMANY

THE BEST COUNTRIES

Taken in sum, the Best Countries embody this modern ideal of 
Gross Domestic Purpose, emphasizing innovation, life quality, and 
social responsibility. Among the most highly regarded countries 
are those that nurture and protect a free press that produces 
reliable reports on both their advances and their problems. 
They foster competitiveness and transparency. They also rank 
among the most generous when it comes to human rights and 
political freedoms and they have been engaged in foreign aid and 
humanitarian responses to natural and man-made disasters for 
many decades. For 2016, our “Best Countries” are:    

In terms of global perceptions, Germany, ranked the “best country” 
overall, enjoys exceedingly high marks in almost every category we 
asked our respondents to consider. As Germany’s Ambassador to 
the United States, Peter Wittig, told us in an interview, his country 
has pursued policies that consider “our historical legacy.” These 
policies are evidenced in Chancellor Angela Merkel’s generous 
response to the tide of refugees streaming into Europe from the 
Middle East and Africa and in comparatively liberal treatment of all 
asylum seekers. Merkel has demonstrated leadership in dealing 
with crises in Ukraine, Greece and the European Union, all while 
overseeing the strongest economic performance of any large 
economy in the past decade. 

The rise of Germany’s reputation is a story of long, conscious and 
consistent effort to apply the lessons of the past to the present. 
“This is the lesson our founding fathers after the Second World 
War prescribed to us,” added Wittig. Germany’s success is proof 
that a nation’s reputation can be cultivated, and improved, no 
matter the historical precedent.   



How countries are perceived around the world
HIGHLIGHTS

TOURIST NATION

1. France
2. Spain
3. United Kingdom
4. Italy

5. Thailand
6. Turkey

7. Malaysia
8. Japan

63,530
63,198
45,966
43,036
37,740
32,249
20,251
16,197

Tourism Spend (USD millions)

Countries in the top 30% 
for both tourism spend and 

Place I’d Like to Visit

WHO’S ELITE AMONG THE ELITES
Countries experts rank more highly 

on Power than the general population 

1. India
2. Israel
3. Spain
4. France

5. Singapore
6. Brazil
7. Romania
8. Indonesia

9. Denmark
10. Sweden

1. Singapore
2. Saudi Arabia
3. Morocco
4. Brazil

5. India
6. South Korea
7. South Africa
8. Tunisia

9. Philippines
10. Argentina

MILLENNIAL NATION
Countries that Millennials rate more highly for 

Heritage than the general population

Countries where elites see the most potential for 
lifestyle, innovation, and business 

MARKETS OF OPPORTUNITY

1. India
2. Thailand
3. Brazil
4. Greece

5. Egypt
6. Turkey
7. Mexico
8. Morocco

9. Indonesia
10. Peru
11. South Africa
12. Panama



SMALL GIANTS:  
COUNTRIES DOING  
THE MOST GOOD  

PER SQUARE  
KILOMETER

1.Luxembourg
2. Denmark
3. Netherlands
4. Ireland
5. Austria
6. New Zealand
7. Sweden
8. United Kingdom
9. Portugal
10. Germany

2,586
43,094
41,543
70,273
83,871

267,710
450,295
243,610

92,090
357,022

Land Area (Square KM)

ROI: RETURN ON INNOVATION
Entrepreneurialism, Tech Expertise and Innovation are more 

correlated to FDI and Exports than traditional business 
considerations such as Skilled Labor Force and Cheap 

Manufacturing Costs

Average Correlation to FDI & Exports (USD)

Entrepreneurial
71%

Technological 
Expertise

68%
Innovative

65%

GLOBAL CITIZENSHIP RELATES TO GDP
Human Rights, Gender Equality and Transparency are also 
more highly correlated to FDI and Exports among experts 
than the general population

Trustworthy

Transparent Business Practices

Progressive

Transparent Government Practices

Cares about Human Rights

Cares about the Environment

Gender Equality

73%

72%

71%

69%

68%

67%

66%

Correlation to GDP

1. China
2. India
3. Japan
4. South Korea
5. Vietnam
6. Pakistan

ASIAN COUNTRIES ARE 
“MOST INNOVATIVE PER DOLLAR” 

A ratio of Innovation to GDP Per Capita (PPP) brings 
6 Asian countries to the top of the list

BAV Nation Brand Study, 16,200 respondents, Aug 2015, International tourism, receipts (% of total exports) World Bank, CIA World Factbook Land Area in Square KM, 2013 Foreign Direct Investment, 
net inflows (BoP, current US$), CIA World Factbook Merchandise Exports

http://usnews.com/news/best-countries
http://data.worldbank.org/indicator/ST.INT.RCPT.XP.ZS
https://www.cia.gov/library/publications/the-world-factbook/fields/2147.html
http://data.worldbank.org/indicator/BX.KLT.DINV.CD.WD
http://data.worldbank.org/indicator/BX.KLT.DINV.CD.WD
https://www.cia.gov/library/publications/the-world-factbook/rankorder/2078rank.html
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Chapter 2

CITIZENSHIP
RANKINGS:

1. Sweden

2. Canada

3. Netherlands

4. Denmark

5. Australia

6. New Zealand

7. Germany

8. United Kingdom

9. Austria

10. Luxembourg

Citizenship accounts for 19% of our total rankings:

CITIZENSHIP ENTREPRENEURSHIP QUALITY OF LIFE CULTURAL 
INFLUENCE

OPEN FOR 
BUSINESS

POWER

ADVENTURE

HERITAGE

19% 19% 19% 14% 13% 8% 4% 4%

BACK TO CONTENTS
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Events occurring in the fall of 2015 in New York, Paris and 
Washington, showed that, despite terrorism and instability, the 
world is moving quickly to a shared hope for a brighter future: 

• In Paris at COP21, 195 nations reached an accord to address 
the climate change crisis.

• In New York, the United Nations adopted a sweeping Agenda 
for Sustainable Development.

• In the first speech ever made to Congress by Pope Francis 
I begged for a unified approach to climate change, poverty, 
and economic development.

• Global superstars – from Beyoncé to Bono – performed in 
Central Park to draw attention to campaigns to end severe 
poverty by 2030. 

In days gone by, Cold War tensions and other international 
anxieties made the concept of global citizenship suspect in many 
societies. And, to be sure, skepticism remains among those who 
fear a loss of national autonomy. But, as generations schooled in 
environmentalism and post-crisis ethics come of age, a shared 
sense of humanity and interconnectedness seems to be taking 
hold. Lowered travel restrictions, Millennial values, and social 
media have made the world a smaller place where we discover that 
what we share in common is far greater than what separates us 
(Forbes Younger Millennials of US, UK and Australia Share Common 
Vision). In this context, the citizens, informed elites and business 
decision-makers we surveyed readily identify, and will favor, 
countries that are strong on values ranging from environmentalism 
to transparency, religious tolerance and race/gender equality.

  
The vanguard of this trend is occupied by “The Global Citizen 
Festival,” which organized the big Central Park concert and enjoys 
the support of more than forty major advocacy organizations 
ranging from the United Nations to Comic Relief and the Blue 
Marine Foundation. As varied as these backers may be, they share 
the notion that many of our biggest challenges require a unified 
approach that stresses human rights, the health of the planet, and 
human dignity.  

“I would scratch beneath the surface on the Best Countries 
and say, “Not only what are the best countries, but what are 
the good countries?” What are the countries which have not 
just GDP and value creations, but values creation as creation 
as well?”

- Michael Lomax, Ph.D, President & CEO, United Negro 
College Fund 

BEST COUNTRIES VIDEO INTERVIEW Click here to watch

http://www.forbes.com/sites/johnzogby/2015/09/13/younger-millennials-of-us-uk-and-australia-share-common-vision/
http://www.forbes.com/sites/johnzogby/2015/09/13/younger-millennials-of-us-uk-and-australia-share-common-vision/
http://usnews.com/news/best-countries/videos/citizenship-e-book-video-2
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The Global Citizen Festival is backed by more than forty major 
advocacy organizations that share the notion that many of our 
biggest challenges require a unified approach that stresses 
human rights, the health of the planet, and human dignity. 
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These priorities are being matched by a growing sense that we can, 
and should, measure ourselves and each other against a baseline 
of shared values. As we take responsibility for ourselves, we also 
consider whether our country and others around the world, are 
doing their fair share, too. 

In the context of an awakening of global citizenship, our pollsters 
asked respondents to grade their own countries and nations around 
the world on eight indicators chosen to represent values held 
across cultures and nationalities. In the end, the these responses 
produced a final score for global citizenship which allow us to rank 
sixty nations ranging in size from China, with 1.4 billion citizens, to 
Luxembourg, with just over half a million. This score reflected world 
opinion on citizenship both internally, by a nation’s people, and 
externally, in its relationship to the world.         

Topping the list were four relatively small countries that are known 
for a high quality of life for citizens of every social strata and for 
playing outsized roles in promoting peace, prosperity, and progress 
abroad. Sweden seized first place when respondents considered 
human rights and the environment. The Swedes came in second on 
gender equality, and third in trustworthiness, respect for property 
rights, and well distributed political power.

In the eyes of the elites and decision-makers we surveyed, Sweden 
strikes the best balance of values that can, at first glance, seem 
to be in conflict. In many countries, for example, advocates 
for business and industry often do political battle against 
environmentalists, whom they view as an obstacle to development. 
In Sweden, private enterprise is respected and protected under law 
but so, too, are the air, land, and water. 

CITIZENSHIP SURVEY ATTRIBUTES THAT WENT 
INTO THE RANKING:

Cares about human rights

Cares about the environment

Gender equality

Progressive

Religious freedom

Trustworthy

Well distributed political power

Respects property rights
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The balance is maintained because all sectors of the society 
recognize that everyone benefits from a healthy ecosystem and 
that consumers around the world prefer to buy goods and services 
that are produced without harming the planet. This concern has 
become a selling point for globally-recognized, export-oriented 
companies like Volvo and Ikea and for firms like Absolut Vodka and 
food producers who are enjoying double-digit growth as they export 
everything from peas (to Italy) to almond cakes (to China) that are 
marketed with an emphasis on the pristine Swedish environment. 
The other top-ranked global citizens – Canada, Denmark, the 
Netherlands, and Australia – are recognized for similar quality and 
are major food exporters.

Beyond their economic power, the “good citizens” in our survey 
are highly engaged in promoting world peace, cooperation, and 
prosperity. The top-ranked countries are known for contributing 
more than their fair share of forces to United Nations peacekeeping 
efforts and they have positioned themselves as reliable third 
parties who can help those in conflict find peace. The record in 
this account includes recent diplomatic successes for our top five 
countries for global citizenship in conflict-ridden areas, including 
Sri Lanka, the Philippines, Colombia, and across the Middle East. 
Likewise, the top-ranked nations lead in foreign aid, contributing far 
more to the welfare of poorer states, on a per capita basis. By this 
measure, Denmark spends more four times more on development 
aid, based on the size of their economy, than the United States and 

(OECD 2014 Net Official Development Assistance from DAC and Other Donors)

5 COUNTRIES IN THE EU ACHIEVED UNITED NATIONS TARGET FOR 
DEVELOPMENT ASSISTANCE AS % OF GROSS NATIONAL INCOME BY 2015

Sweden

Luxembourg

Norway

Denmark

Great Britain

1.10%

1.06%

0.99%

0.86%

0.71%

http://www.oecd.org/dac/stats/documentupload/ODA%202014%20Tables%20and%20Charts.pdf
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was among the five EU countries to meet the United Nations target 
for ODA as a percent of national income (OECD 2014 Net Official 
Development Assistance from DAC and Other Donors). 

But while many smaller countries are admired for their outsized 
commitment to others, the giant player on the global scene – 
the United States – also receives comparatively high marks. In 
11th place out of sixty nations, it’s rank is even more impressive 
when one considers the breadth and complexity of United States 
engagements around the world. The $40 billion in foreign aid given 
annually by the United States is more than double the combined 
amount spent by the next two major contributors, Great Britain 
and Germany. America gives development aid to 96 percent of the 
countries on Earth and is a major player when it comes to trade, 
technology transfer, and military aid (USAID 2013). Remarkably, 
people in various regions including the Middle East, Asia, Europe 
and the Americas share a consistent view of the United States.

Despite the controversies and complaints about over-reach that 
arise on a frequent basis, the $16 billion per year the United States 
spends on counter-terrorism may also be counted as a positive 
contribution to peace and stability around the world (Pew Research 
Center, 2013). From Italy to Indonesia, terrorism is viewed as a 
major threat and, in general, the United States is considered the 
most important player in counterterrorism. Remarkably, those we 
surveyed in the Middle East viewed America more positively in 
terms of its commitment to human rights, at home and abroad, 
than the global average. 

Respondents’ views of citizenship on a domestic level in the 
United States are also quite positive, despite the fact that the 

press around the world can – and generally does – report on 
America’s racial strife, income inequality, environmental crises, 
and political scandals. Despite frequent press accounts of various 
social problems, or perhaps because these accounts suggest a 
society that faces issues openly, America is rated as the third most 
progressive society, after Japan and Germany and well ahead of 
Denmark and Sweden. America also ranks highly in gender equality, 
well-distributed political power, and religious freedom.

With freedom, equality, and human rights registering strongly as 
values around the world, any analysis of the citizenship scores 
must take into consideration that the highly developed societies 
in the top tier have long enjoyed the advantages of relative wealth 
and stability over long periods of time. In 12th place, France 
benefits from a tradition of liberté, egalité, fraternité that originated 
in the 18th Century. The United Kingdom and Germany, which 
rank sixth and seventh, have established decades-long records of 
social progress. Conversely, many countries at the bottom of the 
citizenship ranking suffer from a history of political repression and 
inequality or seem like such minor players that they have yet to 
make an impression. 

96% of the countries on Earth receive 
development aid from the United States 

(USAID 2013)

http://www.oecd.org/dac/stats/documentupload/ODA%202014%20Tables%20and%20Charts.pdf
http://www.oecd.org/dac/stats/documentupload/ODA%202014%20Tables%20and%20Charts.pdf
https://explorer.usaid.gov/aid-dashboard.html#2013
http://www.pewresearch.org/fact-tank/2013/09/11/u-s-spends-over-16-billion-annually-on-counter-terrorism/
http://www.pewresearch.org/fact-tank/2013/09/11/u-s-spends-over-16-billion-annually-on-counter-terrorism/
https://explorer.usaid.gov/aid-dashboard.html#2013
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But while history and a large presence can benefit a nation’s 
standing and confer real diplomatic, commercial, and strategic 
advantages, our survey shows that the world is a friendly place for 
those who seek the esteem of countries who are well-informed 
and entrusted with decision-making authority. In the top 15, one 
can find Ireland, a small country of fewer than five million, which 
is highly regarded for citizenship. At number six, Ireland’s gender 
equality rank may reflect the fact with women have held the Irish 
presidency for 21 of the last 25 years.

What do the numbers tell us, overall, about good citizenship in our 
age? In short, given that citizenship explains nearly one-fifth of 
perceptual image of a modern country, it is fast becoming a 21st 

century depiction of ‘power and influence’: Nations can attract 
investment by being stewards of values on the international 
stage.Good citizenship is also somewhat related to wealth, as 
the rankings correspond somewhat to the wealth of the countries 
listed. After all, foreign aid and diplomatic missions are expensive. 
However, it is also clear that being rich is not enough. Rich Persian 
Gulf states do not enjoy high esteem, but Canada, which is number 
two in citizenship and first when it comes to trustworthiness, is 
20th in the International Monetary Fund’s wealth rankings. Their 
example proves that the respect of the world, and all the benefits 
that come with it, can be won with a true commitment to the values 
measured in the citizenship section of the survey. Clearly respect 
isn’t purchased. It can, however, be earned.

(Women’s Participation in Peace Negotiations: Connections between Presence and Influence, 2012)

PEACE TALKS NEED MORE WOMEN LEADERS

From 1992 to 2011:
• Less than 4% of signatories to peace agreements were women
• Women less than 4% of participants and 10% of negotiators at peace talks

The UN Security Council is actively focused on increasing meaningful participation of women in times 
of crises through resolutions such as 1325, which encourages member states to include female 
representatives in leadership roles across the public and private sectors, and 2122, to help women 
become more involved in conflict resolution.

http://www.unwomen.org/~/media/Headquarters/Media/Publications/en/03AWomenPeaceNeg.pdf
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CITIZENSHIP
Perceptions that went into this ranking include:
Cares about human rights, Cares about the environment, 
Gender equality, Progressive, Religious freedom, 
Trustworthy, Well distributed political power, Respects 
property rights

THE TOP 10 COUNTRIES FOR GLOBAL CITIZENSHIP

1. Sweden

2. Canada

3. Netherlands

4. Denmark

5. Austraila

6. New Zealand

7. Germany

8. United Kingdom

9. Austria

10. Luxembourg

THE TOP 10 CITIZENSHIP NATIONS ACCOUNT FOR

(Based on 2014 Purchasing Power Parity per capita GDP)

31% of  GDP 

GLOBAL CITIZENSHIP DRIVES GDP
Human Rights, Gender Equality and Transparency are also 
more highly correlated to FDI and Exports among experts 
than the general population

Trustworthy

Transparent Business Practices

Progressive

Transparent Government Practices

Cares About Human Rights

Cares About the Environment

Gender Equality

73%

72%

71%

69%

68%

67%

66%

Correlation to GDP

COUNTRIES WHERE MEN CHAMPION WOMEN
Countries that score highest for 

Gender Equality according to men

Netherlands
Sweden
Denmark
Canada
Australia

88
83
81
79
78

Gender Equality Score (1-100)



SMALL GIANTS:  
COUNTRIES DOING  
THE MOST GOOD  

PER SQUARE  
KILOMETER

1.Luxembourg
2. Denmark
3. Netherlands
4. Ireland
5. Austria
6. New Zealand
7. Sweden
8. United Kingdom
9. Portugal
10. Germany

2,586
43,094
41,543
70,273
83,871

267,710
450,295
243,610

92,090
357,022

Land Area (Square KM)

LEANING GREEN
Combined, these countries represent only 
1% of the world’s carbon emissions 

1. Nigeria
2. Sri Lanka
3. Guatemala
4. Philippines
5. Pakistan
6. Colombia
7. Bolivia
8. India
9. Costa Rica
10. Morocco
11. Peru

0.53749756
0.72992084

0.748055056
0.867845343
0.941171125
1.560629099
1.599499039
1.662873483
1.704974495
1.737915547
1.783233144

CO2 emissions (metric tons per capita)

BAV Nation Brand Study, 16,200 respondents, Aug 2015, International tourism, receipts (% of total exports) World Bank, 2013 Foreign Direct Investment, net inflows (BoP, current US$), 
CIA World Factbook Land Area in Square KM, World Bank CO2 Emissions in metric tons per capita, The New York Times, BBC, Mashable, IMF Purchasing Power Parity per Capita GDP

GETTING SOCIAL ABOUT SOCIAL GOOD
Millennial Values & Social Media 

#Ice Bucket Challenge
Over 2.4 million Facebook 
videos shared and over $100 
million amyotrophic lateral 
sclerosis (ALS)

#JeSuisCharlie
4,500 tweets a 
minute for 4+ days

#BringBackOurGirls
3.3 mm tweets and raised 
global awareness to an 
otherwise isolated issue

http://usnews.com/news/best-countries
http://data.worldbank.org/indicator/ST.INT.RCPT.XP.ZS  
http://data.worldbank.org/indicator/BX.KLT.DINV.CD.WD
https://www.cia.gov/library/publications/the-world-factbook/fields/2147.html
http://data.worldbank.org/indicator/EN.ATM.CO2E.PC/
http://www.nytimes.com/2011/01/29/technology/internet/29cutoff.html? r=0
http://www.bbc.com/news/blogs-trending-27392955
http://Mashable
http://goo.gl/FFkcS8
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Q&A
with Weine Wiqvist
CEO of Swedish Waste Management and 
Recycling Association Avfall Sverige
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How would you describe Sweden’s reputation in the world?

I think people around the world have a feeling that we are doing 
well in environmental issues. Of course it may be that people 
believe that what is said about Sweden is too good to be true. 
Some of this reputation was established when we were a little 
more advanced before other countries when it came to recycling, 
the environment, and sustainability but now a lot of other 
countries have caught up. But I notice that when I talk to people 
they tend to believe we are still at the top.

A nation’s reputation is similar to a brand. Does Sweden have a 
nation brand? If so, what is its personality?

A country can brand itself a little bit, but it’s interesting to 
note that in Sweden part of our identity is to be modest, to 
not say right out that you are the best at something. Sweden 
is recognized, I think, as a country where there are not large 
differences between rich and poor. Our brand is environmentally 
conscious. Different Swedish businesses and the government 
would like to profit from this part of the brand. This is definitely 
something you can see about a company like Volvo. They try 
to be recognized for safety and environmental concerns. I see 
other large Swedish companies doing the same, too.

What does being a good global citizen mean to you?

I think actually about Sweden being a democracy, and being 
involved in helping in the world where we can. We are also 
willing to pay ourselves for what’s required to make the air 
cleaner, for example, because that is a resources that crosses 
borders and we have a responsibility to our neighbors. We have 
this concept in Sweden that everyone should be able to walk 
anywhere, in the forests and along the sea, and not be denied 
passage. It’s a very strong sense that the environment belongs 
to everyone but also everyone has to respect it. A Swedish view 
of good global citizenship is that you might be prepared to take 
up some extra duties and contribute extra money for the good of 
the world. 

What are the effects of a country being a good global citizen 
domestically and internationally?

First, even though Swedish people are modest I think we are 
also proud to be considered good citizens. Second, it means 
that you can go almost anywhere in the world and you will be 
welcomed in a mostly positive way. This is very valuable to 
people as individuals, to the country, and to companies that do 
business around the world.
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What are some of the major initiatives Sweden has undertaken 
to have a more sustainable society?

For twenty years or more, we have used taxes to reduce 
pollution, especially from cars, and people have accepted this 
as a good and normal thing for us all to contribute to. We also 
invested in waste water systems that cleaned up our lakes and 
rivers and streams long before other countries did this. As a 
society, we have a strong attachment to the countryside. A lot of 
people still have personal connections to rural areas. I think that 
when people went and saw that the water was getting so much 
cleaner they saw the results of the policies and were able to 
support doing even more for the environment.

How did Sweden’s recycling effort become so successful and 
what are the benefits?

People were asked to take a real part in recycling, even when it 
came to sorting, and we encouraged everyone to participate. 
It was introduced and then implemented as a normal part of 
life and it became accepted that way. The benefits can be seen 
in having less pollution, which people value even if it might 
raise the cost of certain kinds of production. The overall effect 
is positive and the country itself was appreciated around the 
world as a place where people valued the environment and were 
thinking about the future.
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We understand Sweden is working toward a net zero status with 
regard to carbon. Is it possible?

Sweden is good at recycling, at collection and treating our 
waste, that’s true, but we have a very important challenge: 
to reduce the amount of waste. This is where the largest 
environmental benefit is to be found, in reducing the extracting 
of raw virgin materials. Our vision is zero waste.

Who is responsible for good global citizen ship? The people? 
The government? Business and industry?

Everyone is responsible. It cannot work if it isn’t everyone.

Where did the idea to import trash from other countries come 
from?  How did it become something so successful that other 
countries are now competing to import trash?

The idea of using trash to create energy, especially in our case 
heat for buildings, has been around for a long time. Many 
countries now do it including Norway, Belgium and Germany. It 
is a viable alternative to fuels like coal and wood chips, but it is 
also a kind of commodity that people recognize. You cannot say 
that we were alone in understanding this.    

What can other countries learn from Sweden’s approach to 
recycling, sustainability, and global citizenship?

Well, I think they can learn that it is possible. I visited Moscow 
once and we talked about environmental programs, especially 
recycling, and they said, `Well, Russians would never do this.’ I 
don’t think that’s true. Yes, we are an example of a country that 
has had some success, but people are people everywhere. If you 
can have everyone participate, you can accomplish it. 
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Q&A
with the Royal 
Netherlands Embassy 
in the United States



35

In a few words, how would you describe the Netherlands’ 
reputation internationally?

The Netherlands maintains a strong commitment to effective 
multilateralism, both out of necessity and principle. It promotes 
institutions of worldwide cooperation, most notably the United 
Nations, while making connections with nations that have 
diverging views. The Dutch stand out in certain areas, including 
trade, openness, innovativeness, resourcefulness, pragmatism, 
stability, globally inclusiveness, international legal order, and 
managing life below sea level.

A nation’s reputation is similar to a brand. Does the Netherlands 
have a nation brand? 

Compared to people of other countries, the Dutch embrace 
challenges and explore both the beaten and less-traveled 
path to reveal possibilities. By creatively combining these 
possibilities, and through collaboration with others, the Dutch 
find original and meaningful solutions. These characteristics are 
part of the Dutch DNA, and can be traced throughout history. For 
example, since the Netherlands is a low-lying country in a delta, 
its age-old relationship with water has shaped its people. Along 

“The Kingdom of the Netherlands is internationally minded and 
outward-looking. Thanks to its many personal, political, economic 
and cultural ties with other countries, it is an active member of the 

international community.”

- Minister of Foreign Affairs, Bert Koenders
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the way, the Dutch developed proven expertise for meeting many 
of the challenges that face the world today: climate change, 
urbanization, food supply, security, and health. That experience 
has led to a uniquely Dutch recipe to solve problems — equal 
parts collaboration, creativity, and pragmatism.

The Dutch are eager to share their experience, creativity, and 
drive to achieve future-proof results that make a better world. 
These qualities carry over seamlessly into the international 
arena where this mind set, cultivated by centuries of 
pragmatism and the deep awareness that we’re all in this 
together, is regarded by the Dutch as not only a moral imperative 
but as essential to survival. 

The Netherlands’ brand is innovation, and the Dutch personality 
is born of a natural curiosity to create, design, collaborate, and 
share techniques that benefit humanity.

The Dutch have always been defined by exploration. They 
question everything, and believe there is no such thing as a 
dumb question. Dutch curiosity created the first stock exchange, 

and now that curiosity has created clothing that collects energy 
from the sun and concrete that heals itself.  
 
If the Dutch have a personality, it’s the person whose eyes are 
wide open, and whose mind is always turning and thinking of 
ways to improve society.

What does “global citizenship” mean to you? 

Global citizenship means taking responsibility for the common 
global good by strongly supporting international legal order 
and contributing a fair share of financial resources toward 
humanitarian aid.

The Netherlands supports international legal order and the rule 
of law by serving as the host nation to numerous international 
legal institutions. The Dutch are also the eighth largest donor to 
humanitarian aid, the eighth largest contributor to the UN, and 
participate in UN peacekeeping missions, with a particular focus 
on de-mining and women’s rights.
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What are the effects of a country being a global citizen, 
domestically and internationally? 

When you are a global citizen, you take your responsibility to 
work to improve society on an international and local scale. The 
Kingdom of the Netherlands strongly believes in its partnership 
with the UN for peace, justice, and development. This is why the 
kingdom is a candidate for the Security Council for the 2017-
2018 term. We are a contributor to UN peacekeeping. We are the 
host country for international institutions that help sustain the 
international legal order. We are a major donor of development 
and humanitarian aid and one of the top ten contributors 
to the UN. So we are ready to serve on the Security Council, 
ready to join in working for peace, justice and development, in 
partnership with the International Community.

We believe in finding long-term solutions to international 
challenges and our foreign policy reflects this belief, in both 
multilateral and bilateral partnerships. As a water partner, for 
example, we don’t just help design and build levees in flood-
prone areas and leave. No, we help build resilience, assess water 
management systems, and work with governments and local 
partners to find lasting solutions to the threat of flooding.

What is the responsibility of a country’s people to hold their 
government accountable for being a global citizen? 

In a country with a strong civic and democratic tradition 

like the Netherlands, citizens have both an opportunity and 
responsibility to ensure accountability of its government to 
its citizens, which also goes for the country’s role as a global 
citizen. The Dutch do this through a transparent political system, 
and a rather vibrant, vocal press, and civil society.

The Netherlands is now pushing to establish a 100 percent 
wind-powered railway. What does this say about the need for 
greener, more sustainable infrastructure? 

The Dutch government owns NS, the Netherlands’ major rail 
company, and is aiming to run all the trains fully on wind power 
by 2018. This will guarantee a constant demand, and stimulate 
the development of renewable initiatives. 

Since infrastructure takes up a lot of space, and space is scarce 
in a small, busy country such as the Netherlands, combining 
uses is preferred. One such example is the Solaroad, a pilot 
project in which a bike-path generates solar energy. This project 
is in its early stages, but the Dutch imagine a future when 
highways generate energy from noise barriers and solar panels, 
thus infrastructure becomes an energy producer.

How will the Netherlands benefit, economically and socially, 
after having completed the restructurings of its railway?

The railway initiative will mean a significant reduction in CO2, 
and serve as a great stimulant to the renewable sector because 
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of the steady demand it will create. Less CO2 emissions will 
mean less pollution. The Netherlands also expects job creation 
in the renewable sector. 

Will this initiative become a model for reforming other aspects 
of the Netherland’s infrastructure? And will this have an impact 
beyond the borders of the country?

The railway project could have an impact and serve as a 
showcase on the potential of wind energy. 

The Netherlands is a living lab where it is easy to implement 
innovative techniques in sustainability. Based on previous 
experience, many nations look to the Netherlands, and the Dutch 
believe they can set an example for other countries interested in 
harnessing the power of renewable energy. 

What can other countries learn from the Netherlands’ 
homegrown approach to global citizenship? 

They can learn that only together can we overcome the huge 
challenges of our time, much like the Netherlands has done for 
centuries as a small trading nation fighting for survival against 
the sea.

The Dutch have had to work together to find pragmatic 
solutions, through collaboration and compromise, that were vital 
for peace, justice, development, and the well-being of everyone. 
This approach is imperative in today’s increasingly connected 
world, which is facing pressures on the population and the 
planet that have never been seen.
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The Netherlands is a living lab where it is easy to implement 
innovative techniques in sustainability. Based on previous 
experience, many nations look to the Netherlands, and the Dutch 
believe they can set an example for other countries interested in 
harnessing the power of renewable energy.
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THE WATER BOTTLE YOU CAN EAT 

Made from a seaweed membrane, Ooho! 
is the world’s first edible water bottle. 
The British brainchild of Rodrigo Garcia 
Gonzalez, Guillaume Couche and Pierre 
Paslier, Ohoo! was recently recognized 
at the EU Sustainability Awards for their 
efforts to make manufacturing more 
sustainable.  Ooho! is part of a stream of 
innovations in renewable industry, a field 
that is worth over $214 billion worldwide.

JORDAN BRINGING RENEWABLE 
ENERGY TO 6,000 MOSQUES

Jordan is taking advantage of its 300 
days of sunshine a year by installing solar 
panels on the 6,000 mosques across 
the country. With the goal of providing 
10 percent of the country’s power from 
renewable sources by 2020, Jordan is 
a leading nation in sustainability in the 
Middle East.

REFUGEES RUN NEWSPAPER IN 
DENMARK

With the topic of Syrian refugees 
permeating the press and political 
conversations, Dagbladet Information 
allowed 12 journalist refugees to share 
their perspectives on the crisis, bringing 
attention new issues, such as the dangers 
Kurdish women who are left behind face 
at home and the myths that surround 
refugees and the crisis. The newspaper’s 
efforts earned the attention of 
organizations like Amnesty International. 
Most importantly, it showed a more 
human side of the refugees by giving them 
a voice.

CASE STUDIES
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AND THE NOBEL PEACE PRIZE GOES 
TO… TUNISIA

Beating out Pope Francis and Angela 
Merkel, the Tunisian National Dialogue 
Quartet was awarded the Nobel Peace 
Prize for their collective effort to build 
democracy in the instability that followed 
the Jasmine Revolution of 2011. Including 
a labor union, a trade confederation, 
a human rights organization and a 
lawyers group, the group established a 
constitutional system of government in 
Tunisia to ensure fundamental rights for 
all citizens.

PINK TAXI PROVIDES SAFE TRANSIT 
FOR EGYPTIAN WOMEN

Reem Fawzi founded a limousine service 
called “Pink Taxi,” operated exclusive by 
female drivers. Providing a safe way for 
women to travel in Cairo, where sexual 
harassment and assaults have become 
increasingly common in the city. Women 
must send a scan their ID and order cars 
in advance “for the safety of the driver” 
All vehicles are equipped with an internal 
camera and microphone that record 
each ride. 

FROM THE HIGHLANDS OF 
GUATEMALA, EMELIN VISITS NYC TO 
TALK TO U.N. AT 15 YEARS OLD

Born in a rural town in the highlands of 
Guatemala, Emelin addressed the U.N. 
alongside Ban Ki Moon and Melinda 
Gates on March 10, 2015. Presenting at 
the “Every Woman Every Child” program, 
she spoke about how she persuaded 
the Mayor in her town, Concepción 
Chiquirichapa, to fund policies to help girls 
in her community. 
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ECO-REFUNDS DRIVE SUSTAINABILITY 
IN SOUTH KOREA

Rewarding energy users for the amount 
of greenhouse gas they save, the Seoul 
Eco-Mileage system has enrolled over one 
million subscribers in four years. During 
this time, the government has issued over 
seven billion won in refunds to households 
and commercial properties alike. 

JOHANNESBURG LEADING GREEN 
CITIES 

A member of the C40, a coalition of the 
world’s largest cities working together to 
create sustainable solutions for today’s 
urban environments, Johannesburg is 
leading the group in its commitment to 
climate reporting. They are also pioneering 
in green investing. In June 2014, they 
became the first C40 city to issue a green 
bond on its stock exchange.

DOMINICAN REPUBLIC ARTS SCHOOL 
WELCOMES STUDENTS FROM ALL 
BACKGROUNDS

Altos de Chavón is a picturesque arts 
school perched atop a hill with a campus 
designed by a Paramount Pictures set 
designer to replicate a 16th Century 
Italian village. Closer inspection reveals 
an innovative effort to solve the education 
gap that has impacted the Dominican 
Republic for years. Here, students from 
all socio-economic backgrounds are 
accepted, bringing the nation’s poorest 
easel-to-easel with its wealthiest. The 
students share dorm rooms, class projects 
and even business ventures after they 
graduate, united by this creative approach 
to education.
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REDUCE YOUR CARBON FOOTPRINT WITH AN APP

A wearable app called Worldbeing tracks an individual’s carbon 
footprint. Created by Benjamin Hubert of the U.K. design studio 
Layer, users can monitor their consumption of everything 
from food to clothes to travel to see the real-life impact on the 
environment. The idea is to create a sense of accountability that 
will lead to the first steps of carbon responsibility.

BACKED BY BILL GATES, CANADA OPENS A PLANT THAT 
TURNS CARBON INTO FUEL

Canadian clean tech firm Carbon Engineering opened an 
experimental plant that has the ability to suck carbon straight 
from the air using fans, and processes it into pellets. This 
revolutionary technology combines hard-to-reach carbon 
molecules with hydrogen to produce net zero emission fuels. With 
a unique design, this technology can also be scaled up quickly and 
affordably to industrial size. 
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Chapter 3

ENTREPRENEURSHIP
RANKINGS:
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He was so successful, at such a young age – one million dollars 
earned by age 20 – that you might think that Joel Neoh is a born 
entrepreneur. In fact, he was an inquisitive child and he admits 
that he “must have annoyed people” as he constantly challenged 
conventional wisdom about the way the world works. Luckily, 
technology was upending the status quo all around him. Neoh 
earned a huge paycheck when he sold his popular retailing website 
to a global competitor. He then jumped right back into the risk-
taking pool with a business that sells customers subscription 
access to thousands of fitness centers. He soon dominated the 
market. Now, at age 32, Neoh is taking on the role of mentor, 
supplying capital and advice to entrepreneurs who remind him of 
himself in younger days.

At first glance, Joel Neoh’s rocketing journey to the heights of 
success might make a case for the importance of an individual’s 
intelligence, temperament, and innate abilities. These factors 
all contributed to his success. However, Neoh credits, in great 
measure, the business environment where he operates. In his 
home country “there is ample financing,” and a stable regulatory 

system that encourages a level playing field free of corruption and 
cronyism makes entrepreneurs and investors “super comfortable.” 

Is Neoh talking about Silicon Valley in the United States, or 
perhaps the high tech community in greater London? No, he’s 
talking about Singapore. The smallest country in the top tier of 
our Entrepreneurship rankings, Singapore is recognized as a 
powerhouse of tech expertise, innovation, and entrepreneurial 
spirit. Long the number one country for “doing business,” according 
to the World Bank Group, this country of five million is one of the 
only Asian countries in the top ten (World Bank Doing Business 
Index). Our decision makers and highly-informed respondents rank 
Singapore ahead of Australia, France, South Korea and China. 

All of the leaders in our Entrepreneurship category score highly 
in a range of traits that span labor skills, capital formation, 
legal stability and education. At the top, Germany, despite being 
manufacturing versus start-up led, is perceived for “innovative” 
thinking across its culture while having infrastructure and a solid 
legal system. Of course, the 2015 scandal at Volkswagen, where 
executives ordered the manipulation of pollution controls, dented 

The recent Volkswagen scandal shocked the German people and the officials in my country. The 
government expressed its dismay and shock and disappointment in the intent behind it. We are 
concerned that there be total transparency. There’s a government investigation and a criminal 
investigation. Volkwagen has pledged full cooperation with authorities here. While the impact is 
huge on VW over time, the company is very strong and they will survive it and learn from it.”
- Peter Wittig, German Ambassador to the United States

http://data.worldbank.org/indicator/IC.BUS.EASE.XQ?order=wbapi_data_value_2014+wbapi_data_value+wbapi_data_value-last&sort=asc
http://data.worldbank.org/indicator/IC.BUS.EASE.XQ?order=wbapi_data_value_2014+wbapi_data_value+wbapi_data_value-last&sort=asc
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DEVELOPING MARKETS PROGRESS ON “EASE OF 
DOING BUSINESS”

From June 2014 to June 2015, the World Bank’s Doing 
Business report documented 231 business reforms 
worldwide, including 122 improvements to local regulatory 
framework to benefit entrepreneurs. Sub-Saharan Africa 
made the largest improvements, representing approximately 
30% of the regulatory reforms. The top 10 Improvers include 
Costa Rica, Uganda, Kenya, Cyprus, Mauritania, Uzbekistan, 
Kazakhstan, Jamaica, Senegal and Benin.

(World Bank Doing Business 2016 Report)

http://www.doingbusiness.org/reports/global-reports/doing-business-2016
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the German image. However, the country enjoys a deep reservoir 
of international esteem, which increased thanks to its generous 
response to the crisis caused by refugees arriving in vast numbers 
from the Middle East and Africa.  

The next two countries in the top 10 – Japan and then the United 
States – were highly regarded in many areas but suffered from 
comparatively low marks in a few key aspects. Respondents judged 
Japan’s legal system to be less pro-business than all the other top 
10 nations. The United States was found lacking in education.

Although the world’s opinion of America’s education system 
should give policy-makers pause, the United States is judged to 
be extremely friendly to businesses seeking access to capital, 
an entrepreneurial spirit, innovative thinking and worldwide 
opportunities. Some of these traits may be associated with 
national character and culture. America’s entrepreneurial spirit 
was observed by Alexis de Tocqueville when he toured America 
in the 1830s. However, government can set conditions that 
allow for innovators to thrive by creating a strong infrastructure 
(transportation, utilities, etc), strong social institutions (schools, 
courts etc.) and publicly-funded science. In the United States, 
federal research in energy, space exploration, defense and other 
areas of science and technology have produced enormous 
economic benefits. On a much smaller scale, the Israeli government 
has done the same thing, through the Office of the Chief and other 
agencies that support the innovation described in the book Start-
Up Nation by Dan Senor and Paul Singer.    

The private and public contributions combine to aid the creation 
and growth of small and medium sized enterprises, which are 

ENTREPRENEURSHIP SURVEY ATTRIBUTES 
THAT WENT INTO THE RANKING:

Skilled labor force

Transparent business practices

Well developed infrastructure

Connected to the rest of the world

Educated population

Entrepreneurial

Innovative

Provides easy access to capital

Technological expertise

Well developed legal framework
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engines of growth and job development in the modern global 
economy. Generally defined as companies with fewer than 250 
employees, small and medium-sized enterprises (SMEs) are 
typically more nimble and flexible and can adapt to changing 
conditions that might stymie very large ones. Accounting for 90 
percent of businesses and 50 percent of employment worldwide, 
SMEs offer sustainable opportunities for businesses that are 
locally owned and operated (International Finance Corporation 
Small and Medium Enterprises Brief). In many countries, small and 
medium size enterprises (SME) are promoted by special incentives 
and programs. The World Bank’s Development Finance Project is 
helping Nigeria build financial infrastructure through a $500 million 
International Bank for Reconstruction and Development credit 
(World Bank Development Finance Project). The Irish government 
uses the SME Online Tool to digitally connect SMEs with the 
€2 billion in government funding available (Irish Department of 
Finance), while the Singaporean government recently committed 
500 million Singaporean dollars to the ICT for Productivity and 
Growth program to improve high-speed connectivity for SMEs 
(Singaporean Government). 

“A country that achieves economic success, by its definition, 
is a country that allows a very high degree of innovation, 
creativity, improvisation under certain elements, as well 
as certainly a high degree of education to enable their 
citizens to achieve whatever the citizen wants to achieve the 
economic sphere.”

- Zev Furst, Chairman & CEO, First International

THE POWER OF A BLANK AGENDA: 
‘UNCONFERENCING’ ON THE RISE

What can happen when you give top creative thinkers several hours together with no set agenda, a whiteboard 
and an embargo on slide presentations? Innovation. The kind that exists outside of daily thinking patterns and 
conventional wisdom. WPP’s Stream exemplifies this “unconferencing” approach where the lack of structure 
welcomes discussion on our digital future, from communications to creativity to businesses. 

BEST COUNTRIES VIDEO INTERVIEW Click here to watch

http://www.ifc.org/wps/wcm/connect/277d1680486a831abec2fff995bd23db/AM11IFC+IssueBrief_SME.pdf?MOD=AJPERES
http://www.ifc.org/wps/wcm/connect/277d1680486a831abec2fff995bd23db/AM11IFC+IssueBrief_SME.pdf?MOD=AJPERES
http://www.worldbank.org/projects/P146319?lang=en
http://www.finance.gov.ie/news-centre/press-releases/government-launches-new-online-search-tool-sme-business-supports
http://www.finance.gov.ie/news-centre/press-releases/government-launches-new-online-search-tool-sme-business-supports
https://www.ida.gov.sg/Programmes-Partnership/Small-and-Medium-Enterprises
http://usnews.com/news/best-countries/videos/entrepreneurship-e-book-video-3
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As a country that is friendly to SMEs, Germany has long nurtured 
small- and medium-sized (a.k.a. Mittelstand) businesses 
with strong support for education and apprenticeships. In 
past decades, much of this activity revolved around precision 
manufacturing and this business remains strong; however, since 
Angela Merkel’s election as Chancellor in 2005, both the public 
and private sectors have focused more on innovative technologies 
and web-based enterprises. Germany captures the number four 
spot for Innovation in our survey and is ranked sixth for Innovation 
by the World Economic Forum (World Economic Forum Global 
Competitiveness Index, Innovation Top 10). Liberal immigration 
policies have contributed to Germany’s economic growth and 
business development as the government’s “Make It In Germany” 
program recruits highly educated professionals and even offers a 
hotline for immigrants with questions about settling in Germany.  

Cosmopolitan Berlin, with its vibrant cultural scene, has attracted 
the bulk of the newcomers who have made the city younger and 
more creative. Indeed, Berlin has more than 20,000 companies 
engaged in creative industries and these employ more than 
170,000 people. Berlin is also home to “Silicon Allee” with its 
hundreds of new startups aided by events such as Tech Open Air 
and Startup Camp Berlin, which brings innovators and investors 
together. The fertile scene in Berlin, which is a magnate for creative 
entrepreneurs, persuaded Google to open a business incubator 
called The Factory. It is now one of more than 20 centers that 
provide space, access to capital, and collaborating partners to 
Berliners with start-up ideas. 

 

Robert Collymore, CEO of Kenya’s top wireless 
provider, Safaricom, envisions a future where 
mobile communication system M-PESA can 
be used to benefit society on a larger scale.

http://www3.weforum.org/docs/img/WEF_GCR2014-15_Innovation_Image.png
http://www3.weforum.org/docs/img/WEF_GCR2014-15_Innovation_Image.png
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The incubator network is just one part of the highly developed 
support system that won Germany a number one survey ranking 
in our infrastructure category. Germany also came in first when 
our well-informed leaders considered whether a country offered 
businesses a reliable legal system. A fair, consistent legal system 
that is free of corruption will maintain a level playing field for 
competitors. In the absence of such systems, which allow for 
the protection of property and for disputes to be settled fairly, a 
country falls out of favor. For example, according to perceptions 
in our survey, Argentina ranks 53rd in “legal framework,” 60th in 
“transparency” and an overall rank of 35th in entrepreneurship. 
This score reflects Argentina’s 15-year decline from from 
relative prosperity to laggard status when compared with other 
high-income states outside the Organization for Economically 
Co-operation and Developed (OECD) countries (World Bank Gini 
Index). The crossover occurred at the start of the millennium and 
Argentina hasn’t been able to recover since.

In contrast, Japan has transformed itself to such a degree that it 
came in second overall when our respondents were asked about 
nations that support entrepreneurship. Japan scored top numbers 
in every category from education to tech expertise to innovation 
to skilled labor. But for lower scores on transparency and access 
to capital, Japan could have surpassed Germany. However, these 
minor drawbacks did not diminish the positive overall impression 
Japan makes on leaders and well-informed observers. 

The shift in Japan’s reputation, from conformist to creative, has 
occurred as the children of post-war Japan, who were themselves 
more adventurous, taught their own sons and daughters to risk 
failure in the pursuit of their dreams. In a country where tradition 
taught the strict avoidance of shame, start-ups needed a bit 
of coaxing, which is what Prime Minister Shinzo Abe has done 
with programs to reverse the NIH – Not Invented Here – style of 
Japanese business. We saw evidence of a change in a visit to 
Japan after the 2011 tsunami caused three meltdowns, and a 
contamination crisis, at the Fukushima nuclear complex. In the 
midst of the disasters, young Japanese created instant start-up 
charities including one that provided shelter along the lines of the 
commercial AirBnB service. A young serial entrepreneur named 
Yosh Kanematsu explained that younger adults in his country are 
striving to replace dull ”rice work” with  ”life work” which adds 
purpose and meaning to their existence (The Athena Doctrine, Wiley 
Publishing 2013). 

Innovation unleashed in an entrepreneurial environment can imbue 
a nation with a sense of purpose, too. It is no coincidence that the 
most highly-regarded countries in this subset of our survey are 
often found at the top of global assessments for quality of life, 
political stability, and a belief in the individual’s role in charting his 
or her own success. Where nations provide the right environment 
for entrepreneurs to make the most of their innovations, people 
feel the sense of purpose that comes with empowerment. This 
state is no guarantee of success, but it is the promise the whole 
world seeks. 

http://data.worldbank.org/indicator/SI.POV.GINI
http://data.worldbank.org/indicator/SI.POV.GINI
http://www.johngerzema.com/books/athena-doctrine
http://www.johngerzema.com/books/athena-doctrine
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According to Japanese serial entrepreneur Yosh Kanematsu, “rice work” provides long-term 
security. With fewer opportunities for such predictable work, his generation wants ”life work” 
instead. This is work with a purpose, something that gives meaning to your life. It brings people 
together in the pursuit of a series of goals that include profit and employment but also new 
relationships, improved communities, and, if possible, a better world.
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http://usnews.com/news/best-countries
http://data.worldbank.org/indicator/ST.INT.RCPT.XP.ZS  
http://data.un.org/Data.aspx?d=WHO&f=MEASURE_CODE%3aWHS9_96  
http://data.worldbank.org/indicator/TX.VAL.TECH.CD
http://data.worldbank.org/indicator/BX.KLT.DINV.CD.WD
https://www.cia.gov/library/publications/the-world-factbook/rankorder/2078rank.html
http://goo.gl/FFkcS8
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Q&A
with Peter Wittig
German Ambassador to the United States
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How would you briefly describe Germany’s international 
reputation?

Our reputation is good and sometimes even very good. I say this 
based on my work here, the feedback I receive, and conversations 
with people from all walks of life. First and foremost as a leader 
in politics and business - the world is looking to Germany 
for leadership. Back in the 1990s, when we had to digest our 
unification, it meant a lot of economic reform and sacrifice. We 
were called the “sick man of Europe.” Now in The Economist we 
are called the “hegemon of Europe” – and they added a reluctant 
hegemon – a power that has no ambition.

We were propelled into this leadership position and an increased 
sense of responsibility that our leaders have felt particularly 
in the last year. We have to play a more extensive role. The 
various crises since 2014 – Ukraine in February, the annexation 
of Crimea, then the Greek crisis, which was a challenge for the 
Eurozone, now the refugee crisis. Afghanistan and Isil where we 
are stepping into a hot war zone with a military contribution. All 
that propels us into that leadership role. That has changed the 
role of our country and the perception of our country. 

A nation’s reputation is similar to a brand. Does Germany have a 
nation brand? If so, what is its personality?

The balance seems to be very good. It’s based on a strong, 
healthy economy. We survived the shocks of the financial crisis 
much better than others. We have been stable, the locomotive 
of growth in Europe. This healthy economy is something that 
impresses people. We have a high degree of political stability 
combined with solid wealth and social peace.  

The mindset of the German people is well reflected in the 
Chancellor. She’s a very cautious, very rational leader. She 
doesn’t make important decisions in an emotional or passionate 
way. Her understanding of leadership is based on the fact that 
we are firmly embedded in Europe and the Western alliance. You 
could see that in Ukraine crisis – the Chancellor insisted that 
France was on board.

Her humanitarian response is a watershed moment – one of 
the most dramatic moments in the history of the European 
project and the biggest challenge since German reunification. 
She has decided to follow humanitarian standards, but also in 
accordance with our historical legacy. 
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We have a liberal asylum law as a result of the Nazi regime that 
is ingrained in the law and in the judiciary. This is a lesson our 
founding fathers prescribed to us after the Second World War. 
Had she reacted differently, it would have been a disaster. She 
has led by setting the standard.  

How does innovation and entrepreneurship contribute to 
Germany’s nation brand?

We are at least in some spheres very innovative. We call it 
The Land of Ideas …There’s a specific German interest in 
manufacturing. Whereas, the Dot Com Boom intoxicated some 
people, Germany never followed that model. The backbone is 
still manufacturing and, in particular, the small and medium 
enterprises. They account for 99 percent of our firms and for 
more than 50 percent of our economic output.  

What factors do you believe are necessary to drive innovation 
and entrepreneurship within a country? 

We do it in a different way. We call it the social market economy. 
We are capitalist, but it’s embedded in high social standards. 
The state sets that standard. In the American model, people 
fight about healthcare. This is something we take for granted. 
The state has to provide a framework for social insurance. 
This element of welfare state in our model deviates from pure 
capitalism, where the government role is as small as possible, 
but it leaves enough room for innovation and creativity.

Is a nation’s innovation driven by its government, its businesses 
or its citizens?

All are involved.  One example is that of vocational training of 
skilled labor. It’s a partnership. The enterprises train the trainees 
at their own expense. The state provides the community college. 
Individuals can choose from 350 specialized professions. They 
get a two-year certificate and it usually gets everyone a job. Most 
people, in turn, stay with the enterprise that trained them. More 
than 50 percent of our high school graduates choose that track.



57

When it comes to innovation and entrepreneurship, how should 
governments help entrepreneurs and facilitate innovation?

We have one model with our Fraunhofer societies, which are 
research hubs partially funded by government. There are sixty-
seven of these named after an engineer from the 19th century. 
They do applied research that drives development of industry, 
the service sector, and public administration. 

We don’t have the kind of venture capital scene like in Boston or 
the Silicon Valley but we are trying to create funding and set the 
conditions for the start-up scene. Berlin is a destination where 
that is happening quite fast. We have also set up incubators 
and accelerators in San Francisco, New York and Boston, where 
young Germans working on start-ups can spend three or four 
months. This is something America is a leader in.  We cannot 
emulate it, but we’re eager to entice that culture.

What is your opinion on the concept that some companies are 
simply “too big to fail”?

Too big to fail is less of an acute problem for us. We have Siemens 
and Bosch, which are global, but our structure is different. We 
would not subscribe to the concept that the government has to 
save the big guys. It’s not part of our experience.  

Would you credit Germany’s Mittelstand as a major force in the 
country’s ability to create and apply innovative technology and 
business practices, respectively? If so, how? 

Our businesses invest in innovation for the long term. This is 
our trademark. We have major companies, yes. But it is often the 
small enterprises that are world market leaders in their niches. 
We have 1,300 market leaders from the small and medium sized 
enterprises.

They are mostly family owned, which means they are not hooked 
on shareholder values. Their policies are long term. Most engage 
in dual professional training and train their own laborers. All of 
this favors innovation for the long-term.

What can other countries learn from Germany’s example?

We have a grand coalition, with the two main parties ruling 
together. This is something unimaginable in many countries, but 
we have a more consensual approach to politics. It helps us to 
maintain stability in the face of the many crisis we are facing. 
Even internationally, we believe we should never be leading alone.
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Q&A
with Joanna Landau
Founder and CEO of Vibe Israel
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How would you briefly describe Israel’s international reputation?

The inevitable associations with the Middle Eastern conflict 
heavily influence Israel’s international reputation. Israel is 
considered a strong leader, with a daring and confident spirit, 
but at the same time, it is perceived to be a very militaristic 
society, dominated by men, religion and war. Very little is known 
about its many attractive and relevant qualities. Having said 
this, Israel’s strength and resilience seeps positively into its 
economic reputation, drawing also on its ability to withstand 
economic turbulence, making it attractive for economic 
purposes and as such, it is considered a good place to invest 
in and do business with. This is also a direct result of its 
innovation-based economy, which is strongly apparent in its 
high tech sector. 

A nation’s reputation is similar to a brand. Does Israel have a 
nation brand? If so, what is its personality?

There is a distinct gap between perception and reality, where 
Israel is concerned. Israel is in the unique and unfortunate 
position of a nation brand about which many people think they 
know a lot, but in fact, their knowledge is quite limited to its 
actions relating to the Israeli-Palestinian conflict. Therefore, 
Israel’s current nation brand is very much related to and limited 
to the conflict. 

However, casting aside the heavy veil of the conflict, and 
exposing Israel’s true characteristics and advantages, Israel’s 
brand can be summarized as “Creative Energy”. There is an 
energy to Israel that is literally palpable and is absolutely 
linked to the fact that its citizens live in a state of conflict. As 
a place embroiled in a conflict, with limited natural resources 
and unstable conditions, Israelis have had to be very creative, 
resilient and active in order to ensure their survival. As a result, 
the Israeli people are extremely innovative and entrepreneurial. 

If Israel were a person, its personality would be: informal, 
energetic, spontaneous, straight-talking, argumentative, 
analytical, outgoing, warm, fun.

How does innovation and entrepreneurship contribute to Israel’s 
nation brand?

Innovation and entrepreneurship are key components of Brand 
Israel. The world is desperately seeking nations that are able 
to constantly think out-of-the-box and find solutions to global 
challenges, and when such solutions arise, to act upon them, be 
fearless in the face of potential failure, and see things through. 
This is what Israel can offer the world, which increases its brand 
value tremendously. For Israel, which as previously mentioned, 
has a controversial and complicated brand, innovation and 
entrepreneurship are important positive components that 
improve its global reputation.
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What factors do you believe are necessary to drive innovation 
and entrepreneurship within a country?

To drive innovation and entrepreneurship within a country, some 
basic factors need to be present:

• A flourishing economic environment with less government 
control and involvement;

• A multi-cultural society, more often than not influenced 
by the degree of immigration it allows (higher and more 
varied immigration leads to variety within the types of 
people that make up a country’s society – the more varied 
it is, the more creativity abounds);

• A can-do spirit that often rests upon the country’s history 
and heritage;

• An acceptance of failure as an integral component of 
break-throughs and new ideas;

• Significant government and private sector investment (but 
not, as aforesaid, control) in industries where innovation 
and entrepreneurship are a necessity – such as high tech.  

Is innovation driven by a country’s government, businesses or 
its people?

A country’s innovative spirit either exists or not. Certainly, 
innovation can be encouraged and developed by the government 
where a country’s innovative spirit is not very developed, but 
some countries simply have it as part of their national character. 
Government can support innovation by providing the necessary 
infrastructure, which in turn encourages businesses to invest 
and for people to thrive. Where incentives exist, entrepreneurship 
abounds. That being said, if the people themselves – like in the 
case of Israel - have a spirit of entrepreneurship that transcends 
their geographic definition and limitations, then even if the 
government does not provide the necessary infrastructure, it will 
happen by inertia. 

How has Israel’s approach to innovation changed over time?

Innovation has always been a part of Israel’s very existence. 
When the state was established, it had to deal with almost 
impossible conditions, such as waves of immigration following 
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the Holocaust, or coming from Arab countries and of course 
numerous wars. This required an out-of-the-box-thinking 
approach from the top down. 

In the 1990s, Israel’s government invested heavily in its high 
tech sector, not least as a result of the influx of Russian 
immigrants fleeing Soviet Russia. These immigrants were highly 
skilled and contributed tremendously to Israel’s capabilities in 
the fields of engineering, medicine, science, mathematics and 
much more. In the ‘90s, the government recognized Israel’s 
potential to become a global leader in high tech and invested a 
significant portion of its budget in research and development, 
patents and more. 

Israel’s army, the Israel Defense Forces, which in the early 
days was busy defending the country from aggression by its 
neighbors, also – over time – developed its intelligence and 
cyber units and ensured that the connection between industry, 
the army and academia remains strong, and today serves as a 
driver of innovation in Israel.

How do you see Israel’s approach to innovation continuing to 
change in the future?

Israel sees its brand as the Startup Nation to be one of 
its biggest assets and therefore I expect to see continued 
government investment in industries in which this spirit can be 
developed further. 

Local government has also in recent years taken an active part 
in creating the necessary conditions for businesses to thrive 
and develop, and – like the global urbanization phenomenon - I 
expect this will continue to grow. I expect social philanthropy 
in Israel to grow, and social enterprises as well. Israel’s 
government has to invest a significant portion of its annual 
budget in security considerations, and therefore I do expect 
the private sector, and the philanthropic sector to bolster their 
investment in innovation.

How does social innovation contribute to Israel’s competitive 
advantage as a country?

There is an enormous amount of social innovation in Israel, 
probably because the government does not invest enough in it, 
and because where innovation is part of a national psyche, it 
necessarily manifests itself everywhere. Social entrepreneurship 
in Israel thrives, and makes up a significant part of the term, the 
“Startup Nation”. 
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“Closing companies is part of the process. If 
you are not willing to assume that it is, then it is 
impossible to succeed at all. The elements I want 
to see in a company have to do with the people. 
It’s about the virtues of the people. They have to 
be top talent, this is quality number one. Second, 
I want them to be nice people because your mood 
and happiness depend on the people around you. 
Third, I want the entrepreneurs to be very careful 
with money and very responsible.”
-Yossi Vardi, Israeli Entrepreneur
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These contributions add to Israel’s competitive advantages 
well beyond its innovation-based economy, its rich heritage 
and history, and its multicultural society. Especially for the 
millennial generation that greatly appreciates social justice and 
involvement, if they were to know about Israel’s contributions in 
this regards, Israel’s brand would be infinitely stronger and more 
attractive to them.

What can other countries learn from Israel’s example of 
innovation?

1. Immigration: laxer regulation on immigration (putting aside 
the current refugee crisis in Europe, which is a different matter 
altogether) and the development of an aggressive integration 
system for immigrants upon arrival;

 

2. Army: If other countries treated their soldiers who come 
back from combat or are leaving their military careers, as 
Israel treats its young men and women who finish their army 
service, their economies will benefit greatly. Israelis recognize 
that military training can contribute significantly to a person’s 
business capabilities, whereas in other countries, there is more 
appreciation for educational prowess over military experience.

3. Failure: In Israel, if you have failed, you are more likely 
than not to succeed in the future. This spirit is integral to the 
development of an innovative eco-system. Failure in Israel is 
embraced, talked about and even celebrated. Other countries, 
especially in Asia, where failure is a four-letter word, would 
benefit greatly from developing this kind of approach. It will 
allow for a much more creative society, where new ideas and the 
willingness to take the necessary risks to turn these ideas into 
reality, are the norm.
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INCLUSIVE ENTREPRENEURSHIP IN 
AFRICA

African countries are encouraging 
innovation among women and young 
entrepreneurs. The continent-wide 
Anzisha Prize rewards 17 to 22-year-
olds who solve social problems through 
innovative businesses or projects. 
Ethiopia is offering incentives for women 
through loans and microfinancing; 
Namibia and South Africa have abolished 
all legal barriers for women to become 
entrepreneurs. With the help of overnight 
successes like mobile phone giant 
Safaricom and mobile payment system 
M-Pesa, Nairobi has risen as a start-
up hub known for its ability to adapt to 
existing infrastructure and regulations 
throughout Africa.

REINVENTING THE WHEEL… 
LITERALLY

An Israeli farmer has figured out how to 
make his wheelchair work harder with 
“SoftWheel.” Transforming what can be a 
bumpy ride that wastes 30 percent of the 
user’s energy due to lack of suspension, 
this new design absorbs shock before it 
reaches the rider, increasing efficiency 
and ride quality for wheelchair users.

CASE STUDIES

TRANSFORMING JAPANESE GOLF 
GREENS INTO GREEN ENERGY

Japanese manufacturer Kyocera is 
capitalizing on the country’s 40 percent 
decline in golf participation. Offering 
large greens that are cleared of trees, 
golf courses are an ideal environment 
for solar panels. The pilot course for this 
idea, Kagoshima, is set to be completed 
in 2017 and will provide electricity for 
8,100 households.
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E-RESIDENCY IN ESTONIA

Estonia has opened up its digital borders 
to Singaporeans in 2016. “E-Residency” 
allows entrepreneurs to start companies in 
Estonia and run them from abroad, without 
paying taxes there. Bringing a government 
service beyond the country’s borders by 
taking it online, will this start a trend of 
offering government as a service remotely? 

SOUTH AMERICA’S INNOVATION HUB: 
‘CHILECON VALLEY’

Known for its copper production, Chile 
is looking to make a name for itself in a 
new export: innovation. The government-
led Start-Up Chile initiative provides 
capital, including a visa, for international 
entrepreneurs. Three years after founding 
the program in 2010, Chile earned the 
second spot on WIPO’s Global Innovation 
Index for the region.

FROM “MOST DANGEROUS” TO “MOST 
CREATIVE”: A TALE OF COLOMBIA’S 
RECREATION

When asked where Facebook’s first 
international town-hall meeting was held, 
chances are Bogota, Colombia, is not 
the first city that comes to mind. Mark 
Zuckerberg hand-picked the city for its 
growing entrepreneurial culture. Colombia’s 
emphasis on diversifying its economy 
and foreign direct investment, along with 
a growing middle class, have made the 
country increasingly attractive for business. 
Combined with the country’s young, 
thriving sprit of creativity, it is a rising South 
American haven for innovators.
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INDONESIA GETS INTERNET FROM BALLOONS

Google’s Project Loon will start testing in Indonesia this year, 
bringing internet to 83 percent of the population 
that does not have access. Following the successful model 
piloted in Australia, Brazil and New Zealand, Google will work 
with local network operators to provide connectivity from the 
sky via balloons that hang in the earth’s stratosphere, well 
above airplane traffic and weather complications. 

TURKISH AGRICULTURE: THERE’S AN APP FOR THAT

Farmers in Turkey have been battling climate change as rain 
becomes less predictable in their arid part of the world. The 
Turkish government is promoting sustainable agriculture by 
bringing real-time agricultural updates to farmers’ tablets through 
a free intranet service. From wind speed to rain predictions, the 
app provides information powered by 1,200 ground stations using 
sensors to pick up on the natural elements. 
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THE PHILIPPINES IS THE MOST ACTIVE COUNTRY ON 
SOCIAL MEDIA

Last year, 86 percent of mobile web page views in the 
Philippines came from social networking sites, representing 
a 62 percent year-over-year increase and making it the most 
active nation in the world for social media usage. Driven 
by the rise of smartphones in the Philippines (55 percent 
of the population had one in 2015), social media provides 
connectivity, especially on Facebook, the preferred network 
for Filipinos.

CAN BEER BE THE NEXT BIOFUEL?

The quest for alternative fuel sources has revealed an interesting 
solution in New Zealand: a biofuel made with yeast left over 
from beer brewing. DB Exports Brewtroleum not only prevents 
this yeast from going to waste but also helps limited gasoline 
resources go farther. We’ll drink to that!
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Chapter 4

QUALITY OF LIFE
RANKINGS:

1. Canada

2. Sweden 

3. Denmark 

4. Australia 

5. Netherlands

6. New Zealand 

7. Germany 

8. Austria 

9. United Kingdom 

10. Luxembourg 

Quality of Life accounts for 19% of our total rankings:

CITIZENSHIP ENTREPRENEURSHIP QUALITY OF LIFE CULTURAL 
INFLUENCE

OPEN FOR 
BUSINESS

POWER

ADVENTURE

HERITAGE

19% 19% 19% 14% 13% 8% 4% 4%

BACK TO CONTENTS
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When Britannia ruled the waves, the monarch’s subjects may 
have felt a sense of satisfaction or even superiority based on 
their nation’s might. Today’s leaders and citizens do not equate 
might with right in the same way. They admire, instead, societies 
that offer safety, stability, and support for families; in other words, 
quality of life. The best countries in this measure provide for the 
health and education of their people in ways that inspires the kind 
of confidence that is the foundation for economic growth.

A case in point is Denmark, which occupies third place in our 
quality of life rankings and provides citizens with universal 
healthcare, heavily subsidized day care and free education through 
university. The main appeal in the Danish model seems to be that 
it provides a secure base for individuals and families who face the 
uncertainty of global economic competition and worries about 
the current costs of health care and what the future holds for their 
children. The sense of peace enjoyed by Danes satisfies a basic 
human desire for security. As they responded to our questions 
about their outlook on life, we found a bit more than 80 percent 
of people in all regions agreed, to one degree or another, with the 
statement, “I would like things to be certain and predictable.” 

Perhaps not surprisingly, desire for certainty was greatest in the 
region where predictability is in short supply, the Middle East. 
Respondents in this region also seemed most pessimistic about 
their ability to improve things for themselves. More than 10 
percent agreed strongly with the statement, “There is little I can 
do to change my life.” In the Americas, only 5.5 percent were so 
pessimistic. In fact, they were on the other end of the scale, with 
more than 30 percent saying they strongly disagreed with the 

proposition that they had little agency when it came to improving 
their lot. By this measure, they were the most optimistic than 
people in our survey. 

Europeans also show a strong sense of self determination, with 
only 5.8 percent strongly agreeing that there is little they can do 
to change their futures. This may seem like a paradox considering 
the assumption, at least among some Western economists, that 
the high taxes required to maintain welfare states drain national 
economies of essential capital and could erode people’s work 
ethic. Although the taxes required to provide these supports 
consume, in Denmark’s case, almost half the national income, 
the system does not seem to make people less willing to work, as 
some economist might predict.  

 

“There is little I can do to change my life.”

Middle East 
& Africa

Americas

Asia

Europe

Strongly 
Agree

Strongly 
Disagree

10.6%

5.5%

7.4%

5.8%

29.3%

30.4%

14.1%

18.0%

(BAV Nation Brand Study, 16,200 respondents, Aug 2015)

http://usnews.com/news/best-countries


70

The kind of quality of life in Copenhagen is probably an important part of the image of the 
country abroad. Copenhagen is pushing the green agenda and is known for promoting green 
issues. People have asked for urban spaces that benefit everyone. The politicians listened 
and this is the picture of Copenhagen and Denmark that people know.”
- Andreas Røhl, Former Minister of Cycling, Copenhagen, Associate at Gahl Architects
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In fact, throughout this century, Danes have far outpaced 
Americans when it comes to the percentage of prime working-
age adults who are employed (Federal Reserve Bank of St. Louis). 
Obviously the Danish economy has performed well enough to 
create these jobs. 

As in many of our best country categories, wealthier developed 
nations cluster in the higher range of the ratings. However, a 
comparison with the world’s top ten countries by per capital wealth 
finds that none of them are among the ten best in the quality of life 
section of our study (International Monetary Fund 2014 GDP based 
on PPP). For example, the United States’ position as an economic 
powerhouse (first in overall GDP and 10th on a per capita basis) 
was not enough to earn a quality of life ranking higher than 14th. 
The United States score was dragged down by its poor standing 
when it comes to affordability (44th) and safety (20th). 

Is the United States as expensive or dangerous as our respondents 
fear, or are these rankings the result of the picture of American 
life the world sees on video and movie screens? These questions 
are almost irrelevant because, when it comes to national image, 
perception is synonymous with reality. If the world believes that 
a country offers a high quality of life to a typical citizen, then it 
will benefit from this esteem. This reputation-is-reality dynamic 
holds for Canada, which claimed first position for quality of life. 
In every subcategory exception cost-of-living, Canada places no 
lower than fourth. Its job market is rated best in the world, as is its 
education system. These two traits surely contributed to the high 
scores given to Canadian society for political stability, which is 
essential to those who would seek to immigrate or to invest in new 
or existing businesses. 

QUALITY OF LIFE SURVEY ATTRIBUTES THAT 
WENT INTO THE RANKING:

Income equality

A good job market

Economically stable

Family friendly

Politically stable

Safe

Well developed public 
education system

Well developed public health 
system

Affordable

https://research.stlouisfed.org/fred2/graph/?graph_id=262756
http://goo.gl/FFkcS8
http://goo.gl/FFkcS8
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Quality of life is one of the three big elements in our global 
assessments of national reputations, equal to innovation and 
citizenship. It consists of a combination of social supports, 

like public health and safety, and opportunity for the individual 
through education, employment, and economic security. When the 
United Nations set an agenda called Global Goals for Sustainable 
Development at its last general assembly, all 17 goals were aimed 
at encouraging a high quality of life for the greatest number of 
people. Gains in the battle against poverty suggest that hundreds 
of millions of people who once struggled for subsistence have 
reached a level of basic economic security that permits them to 
consider broader concerns (The World Bank World Bank Forecasts 
Global Poverty to Fall Below 10% for First Time). And thanks to the 
mass media and the Internet, information about global conditions 
are always at hand, with a few clicks, busy parents in Pakistan 
can discover that schools in Portugal care for kids until 5:30 
PM. Parents in the United States, where daycare varies greatly in 
quality and cost – often higher than housing – can learn about 
Australia’s national minimum standards.

As they seek to balance robust private development with the 
public demand for community services, leaders in Australia and 
many other countries win favor by supporting quality of life for all. 
France, for example, gets poor marks for its job market and high 
cost of living, but a highly-regarded public health system (rated 
8th best in the world by our respondents) improved its overall 
ranking. Similarly, Malaysia, Thailand and Vietnam don’t break into 
the top 60 in the United Nations “human development index,” but 
they occupy 22nd, 23rd, and 24th place amongst the 60 nations in 
our survey for quality of life (United Nations Human Development 
Index). These three countries benefit extremely from affordability 
and they are also credited in our survey with remarkably strong job 
markets. These views are informed, no doubt, by media reports on 

“We’ve seen that the entire world now put a spotlight on the 
access to education, especially for girls and women, the 
inequalities in education around the world and what that 
ends up meaning for a country and for people as a whole. 
The great thing is people are talking about this. You have 
the hashtag “62 million” which recognizes that there are 62 
million girls who want to be in school and aren’t in school 
right now, which is huge. The impact of that on every country, 
on the GDP of those countries where they don’t have equality 
– gender equality in schools – is really, really large.”

- Anna Blue, Deputy Director, Girl Up at United 
Nations Foundation

BEST COUNTRIES VIDEO INTERVIEW Click here to watch

http://www.worldbank.org/en/news/press-release/2015/10/04/world-bank-forecasts-global-poverty-to-fall-below-10-for-first-time-major-hurdles-remain-in-goal-to-end-poverty-by-2030
http://www.worldbank.org/en/news/press-release/2015/10/04/world-bank-forecasts-global-poverty-to-fall-below-10-for-first-time-major-hurdles-remain-in-goal-to-end-poverty-by-2030
http://hdr.undp.org/en/composite/HDI
http://hdr.undp.org/en/composite/HDI
http://usnews.com/news/best-countries/videos/quality-of-life-e-book-video-4
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the GDP growth in these countries and across Southeast Asia. 
Although developing countries often depend on labor intensive 
industries such as manufacturing to drive job growth, leaders 
in these societies are turning to more advanced technologies to 
improve quality of life more rapidly. In early 2015, the Academy 
of Sciences of Malaysia organized a regional symposium on a 
so-called “Smart Villages Initiative” that would use solar and 
other forms of power generation to create self-contained electric 
and communications grids in rural areas. In Kenya, private 
enterprise has transformed financial life for millions of people 
with an instant cashless payment system based on cell phone 
technology. M-Pesa (mobile combined with the Swahili word for 
money) enables secure payments for goods and services even in 
the most remote places. In a nation ill-served by traditional banks, 
the M-Pesa aids entrepreneurs and consumers, and even helps 
farmers complete sales of their crops. 

Essentially a secure and reliable form of instant data transmission, 
M-Pesa turns information into economic activity. Leaders in other 
countries are using technology to educate people so that they can 
better themselves and better the societies they inhabit. China and 
the World Bank are collaborating on a virtual learning center – 
called the e-Institute – to provide practical education to millions 
of urban poor. Now available in eighteen provinces, this training 
is essential for residents of small and medium sized cities where 
new arrivals find limited options for schooling. Without job skills 
to match the needs of employers, people are more likely to seek 
opportunities in major metropolises, which are already straining 
under the pressure of population growth.

MALAYSIA LEADS EFFORTS TO BRING CUSTOMIZED 
ENERGY SOLUTIONS TO RURAL VILLAGES

Two Malaysian universities have teamed up to make 
the United Nations’ Sustainable Development Goal of 
energy access for all by 2030 a reality. In conjunction 
with a UK-based team, the Smart Villages Initiative is 
hosting workshops across Africa, Asia and Latin America 
to urge community members in rural areas to create 
solutions to their unique energy issues. Because each 
community faces its own issues when it comes to access 
to electricity, the input of its citizens is imperative for 
developing custom, functional solutions.
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On a smaller scale, the Danes, who already enjoy a much-envied 
quality of life, are embracing an environmentally friendly project 
under the banner of an organization called Stop Wasting Food. 
Founded by a young woman named Selina Juul, Stop Wasting Food 
shifted responsibility for waste from farmers and food sellers, who 
often come in for criticism, to consumers, who actually account 
for the largest share of waste. Many Danish chefs have joined 
Juul’s initiative and it has been endorsed by former Prime Minister 
Poul Nyrup Rasmussen. A 2014 poll found that half of all Danes 
think more carefully about the food they buy and consumer and 
one-third believe they are wasting less food today than they did 
five years ago (NPR Denmark Might Be Winning the Global Race to 
Prevent Food Waste).

Danish food conservation, Kenya’s M-Pesa and China’s e-Institute 
show that quality-of-life improvements can be initiated by 
actors in every corner of a given society. Relatively new global 
assessment scales, like the Program for International Student 
Assessment, which measures schools and press efforts to rate 

countries and communities are providing people everywhere 
with the means to make rough judgments about the conditions 
where they live. These ratings may not be scientific but people 
everywhere would prefer to see they are living in, say, one of  the 
world’s happiest places (Bhutan often tops such lists) and will 
expect their leaders to do something about it should their nation 
land in the bottom tier in any important measure. It may be 
enough, for most people, to maintain a place in the middle of the 
pack but few will long tolerate coming in last.                                                 

(World Economic Forum Human Progress is Faster Than You Think)

(NPR Denmark Might Be Winning the Global Race to Prevent Food Waste)

the amount the Danes reduced 
food waste from 2009 to 2014

25%

CAN YOU GUESS THE RATE OF HUMAN PROGRESS?
Despite improvement in recent years, people perceive conditions in low-income 

countries to be much worse than they are. The truth is:

Over the last 13 years, average 
life expectancy has increased 

from 65 to 70-71 years

80% of global 
population has 

electricity at home

85% of children are 
vaccinated against 

measles

90% of girls are in 
primary school 

http://www.npr.org/sections/thesalt/2015/09/01/436292784/denmark-might-be-winning-the-global-race-to-prevent-food-waste
http://www.npr.org/sections/thesalt/2015/09/01/436292784/denmark-might-be-winning-the-global-race-to-prevent-food-waste
https://agenda.weforum.org/2015/10/human-progress-is-faster-than-you-think/?utm_content=buffer5adb0&utm_medium=social&utm_source=twitter.com&utm_campaign=buffer
http://www.npr.org/sections/thesalt/2015/09/01/436292784/denmark-might-be-winning-the-global-race-to-prevent-food-waste
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(OECD Social Expenditures)

SPENDING ON SOCIETY
Across the OECD, public social spending is worth 22 percent of GDP. 

These are the countries with the most momentum in social spending, 
showing the highest growth from 2014 to 2007.
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QUALITY OF LIFE
Perceptions that went into this ranking include:
Income equality, A good job market, Economically stable, Family friendly, Politically stable, Safe, 
Well developed public education system, Well developed public health system, Affordable

THE TOP 10 COUNTRIES FOR QUALITY OF LIFE

1. Canada

2. Sweden 

3. Denmark 

4. Australia 

5. Netherlands

6. New Zealand 

7. Germany 

8. Austria 

9. United Kingdom 

10. Luxembourg

THE TOP 10 QUALITY OF LIFE NATIONS ACCOUNT FOR

(Based on 2014 Purchasing Power Parity per capita GDP)

31% of  GDP 

THE PEACE MAKERS

FIVE STAR FARMERS MARKET

1.Canada
2. Sweden
3. Netherlands
4. Australia
5. Denmark

6. New Zealand
7. United Kingdom
8. Luxembourg
9. Austria
10. France

Japan
France

Italy
Spain

Singapore
Portugal

Countries with the most Safety, 
Gender Equality, Concern for Human 

Rights and Religious Freedom 

Countries that rank in the top 30% for both Health Consciousness and Has Great Food



BAV Nation Brand Study, 16,200 respondents, Aug 2015, International tourism, receipts (% of total exports) World Bank, World Economic Forum Global Competitiveness Report 2015 – 2016, 
Gallup’s Global Well-being Index, World Bank Level of Income, IMF Purchasing Power Parity per Capita GDP

THE CONNECTION EFFECT

LIFE IS GOOD

1. Austria
2. Chile
3. Peru
4. Costa Rica
5. Czech Republic

$$$ $$ $$

1.Brazil
2. Italy
3. New Zealand
4. Australia
5. Spain

6. Sweden
7. Netherlands
8. Portugal
9. Canada
10. Costa Rica

CANADA

SWEDEN

MALAYSIA
THAILAND

VIETNAM

INDONESIA

AUSTRIA

NIGERIA

DENMARK

NETHERLANDS

COSTA RICA
GUATEMALA

PANAMA

CHINA

PHILIPPINES

Countries that experience the most 
happiness in relation to their productivity

Top 5 countries for Quality of Life relative to income level

THE HAPPY SHOP

MILLENNIAL POTENTIAL
Countries where Millennials Want to Live, 
compared to the general population

Quality of Life is  

79.6%
correlated to Being 

Connected to the Rest of the World

http://usnews.com/news/best-countries
http://data.worldbank.org/indicator/ST.INT.RCPT.XP.ZS  
http://reports.weforum.org/global-competitiveness-report-2015-2016/ 
http://www.gallup.com/poll/126965/gallup-global-wellbeing.aspx 
http://data.worldbank.org/news/2015-country-classifications  
http://goo.gl/FFkcS8
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Q&A
with Lars Gert Lose
Danish Ambassador to the United States
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How would you briefly describe Denmark’s international 
reputation?

Denmark is known as a free-market democracy with a high 
degree of social security that prioritizes human rights and the 
fight against climate change. Denmark is a creative nation, 
built on social engineering to create one of the world’s richest 
countries. We are also known to take seriously our international 
responsibilities. To give you a couple of examples, Denmark 
stands with the global community to counter terrorism and 
has joined the fight against ISIL, and we remain one of only five 
countries to meet the UN’s target of spending 0.7 percent of its 
GNI on the world’s poor.

Denmark ranks in the top 10 of the most competitive nations 
in Europe and in the top 13 of the most competitive nations 
in the world, according to the World Economic Forum (World 
Economic Forum Global Competitiveness Report 2014-2015). 
We rank in the top 5 of the most creative nations in the world, 
according to Global Creativity Index 2015 (Martin Prosperity 
Creativity Index 2015).  

A nation’s reputation is similar to a brand. Does Denmark have a 
nation brand? If so, what is its personality?

Denmark’s personality is built on the guiding principles 
of modesty, egalitarianism, democracy and sustainability. 
Denmark’s brand attracts foreign investments. For example, 
because of our strong brand as a sustainable country, earlier 

this year, Apple decided to establish one of the world’s largest 
data centers in Denmark. The new data center will be powered 
by renewable energy, and surplus heating will be recycled 
in the local district heating system, thereby minimizing any 
negative environmental impact. Because of Denmark’s long-
term investment in sustainable technology we are attracting 
foreign investments, and at the same time the global community 
is looking to Denmark for inspiration on how to grow their own 
renewable energy mix.

How does quality of life contribute to Denmark’s nation brand?

First, a high ‘Quality of Life’ score is great publicity for us! 
Second, and on a more serious note, it contributes to the better 
understanding of our social welfare model. Obviously, there 
is a cost to this. Taxes are high. However, the combination 
of a dynamic, competitive and liberal society where it is the 
obligation of the government to create an environment for 
businesses to thrive, and where citizens, within reason, are given 
the freedom to create their own individual happiness, has proven 
to be a good foundation for a high quality of life.

Is a nation’s quality of life driven by its government, its 
businesses or its citizens?

I believe that the quality of life of a country is a joint-venture. 
Private-public partnership is paramount and a key to success. 
Denmark is one of Europe’s most competitive industrial 
countries with the best public sector in the world. And, from the 

http://reports.weforum.org/global-competitiveness-report-2014-2015/
http://reports.weforum.org/global-competitiveness-report-2014-2015/
http://martinprosperity.org/media/Global-Creativity-Index-2015.pdf
http://martinprosperity.org/media/Global-Creativity-Index-2015.pdf
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recent OECD and Global Competitiveness rankings, I believe we 
must be doing something right.

What factors do you believe are necessary for any country to 
provide a high quality of life to its citizens and residents?

Denmark has a lot to offer in terms of how we organize our 
society. The factors necessary, in my opinion, for a country to 
provide a high quality of life, are a politically stable society with 
a competitive economy, where citizens are given a great deal of 
freedom to pursue their own dreams and goals.  

The latest OECD ‘How’s Life’ report says that Danes are the 
happiest with their lives (OECD How’s Life? 2015 Report). 
That is a good measure of how good Danes perceive their 
quality of life to be.

Danes have a special relationship with their bicycles. Can you 
explain how it has become a major form of transportation in 
Denmark’s capital?

 
In the 1960s, cars were threatening to displace bicycles in the 
main Danish cities. But the oil crisis and the environmental 
movement reversed that trend. Danes associate bicycles with 
positive values, such as freedom and health, and in recent 
years cycling has actually become a symbol of personal energy. 
The bicycle has become very modern again, aided by societal 
development, successful political initiatives and conscious 

marketing. The three largest Danish cities – Copenhagen, 
Aarhus and Odense – have all carried out large branding 
campaigns that put cyclists in a positive light on advertising 
billboards, on the internet and by actively including cyclists 
in new bicycle projects. The result is an increasing number of 
cyclists and cleaner, healthier and more live-able cities.

Is there a culture that has evolved from the widespread usage of 
bicycles? If so, what does that culture look like?

45 percent of people in Copenhagen bike to work and school 
every day, according to a new study by the Municipality of 
Copenhagen (Copenhagen City of Cyclists: The Bicycle Account 
2014). So you can imagine what Copenhagen looks like during 
the morning rush. The city literally comes to life. Men in 
business suits, women fashionably dressed in the latest styles 
down to their high heels, and parents carrying their children in a 
cargo bike, all hop on their bikes and set off for work or school. 
Including even the royal family. A photo of Crown Princess Mary 
and her twins on a cargo bike coming back from kindergarten 
went viral just a few weeks ago.

Aside from a great workout, how has the Danish population 
benefited from its widespread use of bikes?

Danes, in general, are fairly fit and, of course, biking helps. But 
cycling is also the preferred means of transport because it’s the 
quickest and easiest way to get around.

http://www.oecd.org/std/how-s-life-23089679.htm
http://www.cycling-embassy.dk/wp-content/uploads/2015/05/Copenhagens-Biycle-Account-2014.pdf
http://www.cycling-embassy.dk/wp-content/uploads/2015/05/Copenhagens-Biycle-Account-2014.pdf
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“Biking puts you in contact with all sorts of people, face to face. You 
are on the street with a lot of different kinds of people and not within 

your own car. It may affect the way you think about your fellow 
citizens. You share a social sphere with different kinds of people and 

that’s a positive thing.”
- Andreas Røhl, Former Minister of Cycling, Copenhagen & Associate at Gahl Architects
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Biking has also become part of what keeps our lives together – 
allowing us to better connect our everyday tasks. While this tells 
us a bit about the Danish mind-set it also demonstrates that 
given the right support, cities around the world can be modelled 
to be more sustainable.

What can other countries learn from Denmark’s affinity 
for biking?

How do you create a city of cyclists? More than anything, you 
need to make cycling safe and competitive with other modes 
of transportation, and a great point of departure is having city 
planners armed with political will who make access for bicycles 
in public spaces a priority.

In Copenhagen there is a coherent network of designated bike 
lanes all over the city. That means you can ride from one part of 
Copenhagen to another almost without ever having to leave the 
bike lanes. Not only is biking made safer that way, in most cases 
it also means less travel time than going by car or bus.

Creating viable infrastructure and policies is important, but 
these are only some of the elements in developing a more 
sustainable and live-able city. As long as the common 
understanding of mobility is connected to the concept of driving 
a car, the road towards sustainable urban mobility through 
cycling will not be an easy one.

Therefore part of the challenge is to change public perception 
of which kinds of mobility carry the greatest benefits for both 
citizen and society. Fortunately, cycling leaves plenty of facts 
on the advocate’s side – to be used in campaigns and other 
communication activities. Performing over the long haul has 
been the essence in the Danish capital.

Copenhagen – as a city of cyclists – wasn’t designed and 
constructed overnight. It has been decades in the making, and 
the consistency in prioritizing cyclists on the city’s street goes a 
long way to explaining why there are more bikes than citizens in 
Copenhagen today.
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Q&A
with Shai Reshef
President of University of the People, the world’s first 
tuition-free, non-profit online academic institution 

“I believe there is no greater use for the invention 
of the Internet than spreading knowledge.”
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What is the mission of the University of the People?

The mission of University of the People is to open the gates 
to higher education by offering affordable, quality, online, 
accredited degrees to any qualified student around the world.

What role does education play in the quality of life for the 
citizens in their countries? How does providing education make 
people stronger contributors?

When you educate one person, you can change a life, but 
when you educate many, you can change the world. Nothing 
is as important as education. Higher education is a key 
ingredient in the promotion of world peace and global economic 
development. Higher education should be a basic human 
right for all, and not a privilege for the few. Education can both 
transform the lives of individuals and be an important force for 
societal change, strengthening respect for human rights and 
fundamental freedoms, and in promoting understanding and 
tolerance.  

Your institution is not hindered by borders or limited by tuition. 
How do students get access to quality education material and 
learn at a competitive pace?

We have enrolled students from over 170 countries. As an 
online university, naturally, having a basic internet connection is 
essential for studying at UoPeople.

 

I believe there is no greater use for the invention of the Internet 
than spreading knowledge. UoPeople uses the Internet to serve 
as an equalizer, offering access to high quality education to 
all qualified students, even as other factors divide them. In the 
online classroom, there is room for all – nobody needs to sits in 
the back of the lecture hall.  

Where is UoPeople headquartered and which regions have the 
highest enrollment of students?

We are headquartered in Pasadena, California. We have 
enrolled students from over 170 countries. UoPeople has 
attracted many first-generation college students, single moms, 
undocumented immigrants, Rwandan orphans and survivors of 
the genocide, Haitian earthquake survivors, refugees from Africa 
and Syria, and a plethora of others who have been financially, 
geographically or socio-culturally denied the opportunity for one 
reason or another, to access a quality higher education degree. 
Most students are enrolled from the US, followed by Nigeria, 
Canada and Haiti. 

With students from 170 countries, how are classes adapted to 
various cultural customs and societal norms around the world? 

We put students in small online classes of 20-30 students, often 
representing as many countries from around the world. They 
learn from each other, and learn to respect each other. Our peer-
to-peer pedagogy makes students be aware, opens their mind, 
and shifts attitudes towards other cultures and perspectives.  
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Can you explain UoPeople’s “global village” approach? How 
does it empower students to make change in their communities?

Peer-to-peer learning is at the center of UoPeople’s interactive 
instructional model. It is built on the belief that studying as 
part of a global learning community is highly motivating and 
that mastery is facilitated through actively applying one’s 
newly-acquired knowledge and skills. After reading the relevant 
material for the week, students are expected to contribute to 
the class discussion and comment on one another’s entries. 
Through the give-and-take of the discussion forum, students 
build on the contributions of others, and collaboratively 
generate knowledge and understanding. With classmates from 
so many different countries, cultures and backgrounds, peer 
learning and assessment also broadens students’ appreciation 
for differing ideas and global perspectives and ideas. Course 
Instructors participate in discussion forums as co-learners, 
and also to facilitate interaction and monitor assessment 
outcomes. Every time a student takes a class, s/he meets 
20-30 students often from as many different countries, which 
fosters a unique global perspective.

How has the UoPeople made an impact specifically through 
its initiatives in Africa? Can you share an example of how a 
UoPeople student has gone on to improve his or her community 
in this region?

The right to a quality education mustn’t be a matter of one’s 
geographical or financial situation. In Africa in particular, online 
education can be more accessible than traditional education 
and utilizing it can mean the difference for millions of individuals 
to successfully attain education or remain shut out of education, 
as is the status quo. 

How does UoPeople empower students in crisis situations, such 
as refugees, migrants and victims of natural disasters? 

Reaching out to the least upwardly mobile population is very 
much in line with the university’s mission, to open the gates to 
higher education to qualified students and those most in need 
of education in order to overcome other barriers. The hardships 
that these people have experienced cannot be reversed; through 
education, however, their futures can be transformed. UoPeople 
has experience with providing refugee assistance programs with 
UNHCR, whereby a special policy, approved by the university’s 
US accrediting agency, DEAC, has been established in order 
to admit refugees and asylum seekers in cases where official 
transcripts and documents cannot be obtained. In addition, we 
set up computer centers following the Haiti Earthquake of 2010, 
in addition to special scholarship funds for survivors of the 
Haitian disaster. We have special scholarship funds for refugees 
from around the world and we believe that in spite of their 
transitory circumstances, whether the students remain in their 
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host countries, relocate again, or return home, these students 
will be able to continue their online studies and qualify for their 
chosen degree through UoPeople. For this reason, we have been 
called a “University in a box”. We’re with the students wherever 
they go. The only way to make a lasting difference in the future 
lives of the individuals, their families, communities and host 
countries, is through education. 

How can other institutions, public and private in other countries, 
learn from the example of the UoPeople?

Governments, instead of spending millions on building brick-
and-mortar universities with resources they do not have, can 
educate every qualified student online, tuition-free. In 2025, 
UNESCO has stated that nearly 100 million people will be 

deprived of a higher education simply because there will not 
be enough seats available for them (UNESCO Director-General 
Irina Bokova, quoted in UNESCO Debates Uses and Misues of 
Rankings). University of the People is not only servicing those 
who are currently constrained from attaining higher education, 
but also, and perhaps even more important, it is building a 
model for governments and universities worldwide to emulate 
in order to educate even greater numbers of individuals in 
need. We are willing to show them how to do it. The UoPeople 
model shows that every single qualified person in the world 
can get an affordable, quality higher education opportunity. 
What a great leap this would be for not only the individuals, but 
for their families, their communities, their countries, and for the 
world at large.

http://www.universityworldnews.com/article.php?story=20110521105752138
http://www.universityworldnews.com/article.php?story=20110521105752138
http://www.universityworldnews.com/article.php?story=20110521105752138
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RELIGIOUS CROSSROADS IN 
AZERBAIJAN

Bridging Europe and Asia, Azerbaijan 
has long been a cultural crossroads of 
the East and West. With a predominately 
Muslim population, the country has made 
strides to make those from other religious 
backgrounds feel at home. The President 
allocated approximately 2.8 million USD 
to the Religious Culture Development 
Fund in 2015 to continue the country’s 
efforts to promote education as a 
foundation for understanding.

PAKISTAN’S SCRABBLE GENIUS

In last year’s International Youth 
Scrabble Championship in Sri Lanka, 
9-year-old Hasham Hadi Khan scored 
a whopping 878 points. The Pakistani 
national team placed second in the 
championship overall, a result of the 
country’s recent focus on youth players. 
Parents appreciate the intellectual 
stimulation this “indoor sport” allows 
and kids enjoy making a name for their 
country on the international stage.

MOROCCO EMPOWERS WOMEN BY 
EDUCATING THEM TO BE SPIRITUAL 
GUIDES

The Moroccan government is educating 
women to become spiritual guides, or 
“Mourchidat.” While the role of prayer 
leader, or “Imam” is still reserved for men, 
this initiative trains women alongside men 
to travel the country, spreading religious 
messages and combatting sexism and 
extremist thought.

CASE STUDIES
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BOLIVIA’S POP-UP PLAYGROUND

Urban green spaces are hard to come by 
in Bolivia’s El Alto, the world’s highest 
major city. The solution? A mobile 
playground on wheels that travels the 
city. Designed by the International Design 
Clinic, the park was brought to life by a 
group of American and Bolivian design 
students over three summers. 

HAVE YOU WALKED A MILE IN 
ANOTHER PERSON’S SHOES?

The world’s first Empathy Museum opened 
in London at the 2015 Thames Festival, 
allowing attendees to literally walk a mile 
in someone else’s shoes. Guests are 
given a pair of shoes and accompanying 
audio narrative of their owner’s life story 
and are invited to walk a mile and listen. 
Bringing a whole new meaning to the 
world “perspective”, the Empathy Museum 
plans to bring understanding around the 
world with a traveling exhibition of “A Mile 
in My Shoes.” 

E-BIRTH CERTIFICATES IN TANZANIA

In a country where 90 percent of children 
do not have birth certificates, mobile 
technology is bringing new life to families. 
Local carrier Tigo and UNICEF have 
created an SMS system that provides the 
baby’s name, gender, date of birth and 
family details via text. Parents can now 
receive birth certificates free of charge, 
within days of the birth.
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THE SECRET BEHIND KAZAKHSTAN’S MYSTERIOUS 
SLEEPING DISEASE

A strange illness struck villages in northern Kazakhstan, causing 
people and animals alike to fall asleep suddenly, sometimes for 
a period of more than five days, waking with fatigue and memory 
loss. A government analysis revealed the cause: nearby uranium 
mines that, despite being closed for several decades, still emit 
high levels of carbon monoxide. Both villages are being evacuated 
with the government help to relocate families to new towns.

 ‘TINY LIVING’ IS THE NEXT BIG THING IN NEW ZEALAND

Whether a small trailer fully-equipped with modern amenities or 
a more primitive tent-like yurt on a communal plot of land, Kiwis 
are seeing the financial, social and environmental benefits of 
downsizing. To accommodate a rising trend of “living small”, they 
are asking officials to revisit policies such as limiting the number 
of dwellings that can exist on a property and regulations for 
locating mobile homes.
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WORLD BANK OPENING DOORS TO INCLUSIVE HEALTHCARE

Since 2005, the World Bank has invested in improving access to healthcare through the Universal Health Coverage Studies Series (UNICO). 

DIFFERENT AGENCIES COME 
TOGETHER TO IMPROVE HEALTHCARE 
IN INDIA

Two new initiatives are showing promise 
for restructuring India’s approach to 
medical funding. The government-led 
National Rural Health Mission allows 
public health facilities to retain autonomy 
in funding, creating unprecedented 
flexibility for these institutions. 
Meanwhile, Government Sponsored Health 
Insurance Schemes are using output-
based incentives to motivate private 
hospitals as opposed to the traditional 
input-based systems.

REVOLUTION DRIVES FOCUS 
ON HEALTHCARE FOR THE POOR 
IN TUNISIA

Since the revolution of 2011, distribution 
of healthcare has become a top priority 
in Tunisia. Funded through central 
government transfers, the Free Medical 
Assistance Program has expanded to 
reach about twenty-seven percent of 
the population. As the country makes 
strides towards improving financing for 
inclusive healthcare, next steps include 
increasing efficiency of programs and 
targeting of recipients.

ARGENTINA CONNECTS UNINSURED 
NEW MOTHERS AND CHILDREN 
TO TREATMENT

The Provincial Maternal and Child Health 
Investment Program (“Plan NACER”) 
works with local governments on the 
treatment of uninsured pregnant women 
and children under five. Leveraging 
existing social frameworks and strategic 
investment points, Plan NACER uses 
“results-based financing” to reward 
clinics based on enrollment and 
improvements in health performance 
and care quality. The program has seen 
success in the form of rising prenatal 
visits, number of vaccinations and 
ultrasounds, birth weight and well-baby 
checkups among the uninsured.

(World Bank Universal Health Coverage Studies Series for Argentina, India, and Tunisia)

http://www-wds.worldbank.org/external/default/WDSContentServer/WDSP/IB/2013/01/31/000425962_20130131151019/Rendered/PDF/749560NWP0ARGE00Box374316B00PUBLIC0.pdf
http://www-wds.worldbank.org/external/default/WDSContentServer/WDSP/IB/2013/02/01/000333037_20130201141312/Rendered/PDF/750030NWP0Box300exp0anding0coverage.pdf
http://www-wds.worldbank.org/external/default/WDSContentServer/WDSP/IB/2013/02/01/000425962_20130201161248/Rendered/PDF/749970NWP0Box30Transparency0TUNISIA.pdf
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Chapter 5

CULTURAL INFLUENCE
RANKINGS:

1. France

2. Italy

3. United States

4. Spain

5. United Kingdom

6. Japan

7. Brazil

8. Australia

9. Sweden

10. Germany

 

Cultural Influence accounts for 14% of our total rankings:

CITIZENSHIP ENTREPRENEURSHIP QUALITY OF LIFE CULTURAL 
INFLUENCE

OPEN FOR 
BUSINESS

POWER

ADVENTURE

HERITAGE

19% 19% 19% 14% 13% 8% 4% 4%

BACK TO CONTENTS
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There was a time, not so long ago, when many Americans believed 
that Italian cuisine was something inexpensive and perhaps 
scooped out of a can on an evening when they didn’t have time 
to cook something else. Today, they join the rest of the world 
in ranking Italian food, and the rest of its culture – art, design, 
fashion – as the second most influential. Who comes in first? 
Americans and the world agree that it is the French. Judged to 
be extremely fashionable, prestigious and perfectly on trend, the 
French edged past the Italians because our respondents also 
viewed them as more modern.  

What is a country’s cultural influence? Simply put, it’s a measure 
of a nation’s power to influence the vast areas of our daily lives 
outside the realms of geopolitics and economic might. At its base 
level, cultural influence tells us whether, to use an Italian term, a 
nation cuts a bella figura on the global stage. Do people around 
the world smile and get warm feelings when they consider the 
culture of the United States, Spain, the United Kingdom, Japan, 
and Brazil?  These countries, which vary widely when it comes to 
art, cuisine, or climate, stand together in the top rankings.  Brazil is 
regarded as a genuinely happy place while Japan is considered the 
most high-tech society on Earth.      

In our study, which seeks to measure the so-called “soft power” 
influence of nations, we discovered that cultural influence 
accounts for fourteen percent of a country’s overall status. It is 
vastly more important than more traditional forms of power and 
influence and slightly more valuable than business readiness. In 
this arena, a commercial behemoth like China, with the second 
largest gross domestic product in the world, struggles to attract 

global esteem. China, in the eyes of the world, is unfashionable 
and quite unhappy. Indeed, China scores 53rd place in the 
happiness category. The places ranked happiest are, in order, New 
Zealand, Australia, Brazil, and Italy. 

CULTURAL INFLUENCE ATTRIBUTES THAT WENT 
INTO THE RANKING:

Fashionable

Happy

Has an influential culture

Modern

Prestigious

Trendy

Culturally significant in terms of 
entertainment
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People agree, in a rough way, on what makes for a happy life. 
University of Pennsylvania Professor Cassie Mogliner, who studies 
happiness with a focus on organizations, notes that “people get 
this from a variety of experiences which range from excitement and 
novelty when they are young to calm, acceptance, and appreciation 
when you they are older. Happiness also comes from having 

a sense of agency, that you can be effective in changing your 
circumstances matters, and so does connectedness.” Mogliner’s 
work has established that stereotypes people hold about others can 
have a significant and lasting effect (Knowledge @ Wharton What 
Makes You Happy? It Depends on How Old You (Think) You Are).

Positive stereotypes, which are generated in classical art, literature, 
entertainment and mass media, reverberate and gain power across 
time and space. Five of the top six countries with cultural influence 
can claim powerful artistic traditions that are more than a thousand 
years old. In this same time period, the cultural products of Japan, 
the United Kingdom, Spain, France, and Italy came to determine 
regional and global ideals. The greats of the European Renaissance, 
for example, established artistic and intellectual standards that 
remain influential today. The current economic effects can be 
seen in the tourism industry, where Western Europe and especially 
France, dominates global trade. France, Italy, Spain and the United 
Kingdom attract more than 220 million travelers per year. This 
figure is three times greater than the number who visit the United 
States, which is vastly bigger in both territory and population, 
than those nations combined (United Nations World Tourism 
Organization Tourism Highlights 2015).            

Besides tourism, cultural influence energizes exports of services 
and goods ranging from fashion to intellectual properties sold 
by what can be called the “creative industries” which includes 
television, film, literature, music, video games, software, 
architecture, design and visual arts. The value in these enterprises 
can be seen in the efforts that nations use to protect them, through 
copyright regulations and enforcement and active efforts to 
promote these industries. In Great Britain, the 2015 report of the 

“Think about what a difference it makes for people 
everywhere in the world to see movies made in the United 
States about the United States. About experiences here. And 
how that shapes our attitudes about them. Think about India 
and the films that come out of Bollywood, as it’s known, and 
how that shapes what we think we know about what life in 
India is like and what being Indian is all about. You can just 
go right through every country.”

- Don Baer, Worldwide Chairman & CEO, Burson Marsteller

BEST COUNTRIES VIDEO INTERVIEW Click here to watch

http://knowledge.wharton.upenn.edu/article/makes-happy-depends-old-think/
http://knowledge.wharton.upenn.edu/article/makes-happy-depends-old-think/
http://www.e-unwto.org/doi/pdf/10.18111/9789284416899
http://www.e-unwto.org/doi/pdf/10.18111/9789284416899
http://usnews.com/news/best-countries/videos/cultural-influence-e-book-video-5
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“I think that Italy’s appeal is Cultural but not Cultural as in museums or monument, but living culture: The Italian lifestyle. That is the 
real brand that Italy sells. The lifestyle is a combination of Identity, traditions, aesthetics and ethics. Italy breathes culture on the streets. 
Churches are not museums but part of the society; Restaurants are not only about the food, terroir and ingredients but also about 
socializing and being part of a community.”

- Massimo Bottura, Italian restaurateur and the chef patron of Osteria Francescana
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Warwick Commission on the Future of Cultural Value highlighted 
the long term social and economic values of a culturally educated 
and creative people. “Culture and creativity” established “a sense 
of identity, place, and community across the country,” noted 
the commission. They also generate “economic growth and 
opportunity” (The University of Warwick Enriching Britain: Culture, 
Creativity and Growth 2015).

In fact, Britain’s cultural and creative industries, which exports 
substantial amounts of content, add over $115 billion to the 
national economy every year. The products of these activities 
include everything from British Premier League football broadcasts 
seen via satellite to digitally-delivered Beatles songs. This activity 
employs more than 2.6 million people, or more than eight percent 
of all workers. When the report was released, the United Kingdom’s 
minister for culture and the digital economy (yes, there’s a minister 
with this portfolio) noted that this sector “is growing three times 
faster than our economy, at almost ten percent per year”  (United 
Kingdom Department for Culture, Media & Sport Creative Industries 
Economic Estimates January 2015). 

Technology development is a key component of much of the media 
produced by the creative industries, especially in film, television, 
and video games. The research, development, and deployment of 
new machines and methods requires substantial capital investment 
and an education infrastructure that supplies people with the base 
of knowledge and skills to accomplish the creative, scientific, and 
technical work required to keep up with global competition. The 
special effects that make fantastic worlds seem real on the screen 
can require armies of engineers and artists working with costly 
equipment. The United Kingdom government supports this activity 
with tax credits for film, animation, television, and game production. 
A seven-year program of relief was cleared with European Union 
officials, and will be in place until 2021. In the United States, similar 
tax benefits are offered by states and cities as they compete to host 
everything from production studios to film crews seeking locations 
for shooting. 

Like other countries, the United Kingdom invests in cultural 
influence by pouring money and intellectual capital into festivals 
and sporting events. Although citizens still debate the wisdom of 

(United Kingdom Department for Culture, Media & Sport Creative Industries Economic Estimates January 2015)

UNITED KINGDOM OF CREATIVITY
In 2013, the British Creative Economy accounted for:

2.26
million jobs

5%
of the United Kingdom 

economy (valued at 
$118.6 billion)

9.9%
 increase in Gross 
Value Added from 

2012-2013

9.8%
of total United 

Kingdom service 
exports

http://www2.warwick.ac.uk/research/warwickcommission/futureculture/finalreport/warwick_commission_final_report.pdf
http://www2.warwick.ac.uk/research/warwickcommission/futureculture/finalreport/warwick_commission_final_report.pdf
https://www.gov.uk/government/news/creative-industries-worth-88-million-an-hour-to-uk-economy
https://www.gov.uk/government/news/creative-industries-worth-88-million-an-hour-to-uk-economy
https://www.gov.uk/government/news/creative-industries-worth-88-million-an-hour-to-uk-economy
https://www.gov.uk/government/news/creative-industries-worth-88-million-an-hour-to-uk-economy


97

subsidizing stadium construction of Olympic Games, communities 
and nations still commit to these activities because, over the long 
run, they value the esteem the world offers to a successful effort. 
The 2012 Summer Olympics in London required the construction 
of a sprawling Olympic Park and public spending on the games far 
exceeded original estimates. However, the events were a success 
and the opening ceremony, which amounted to a sprawling pageant 
of culture, attracted an enthusiastic global audience. The value 
added to the brand that is the United Kingdom was immeasurable.         

Governments see more than economic benefits from their 
partnerships with cultural producers. In the summer of 2015, 
culture industries help Britain reached the top of The Soft Power 
30, an index developed to reflect a concept of international status 
developed Joseph Nye of Harvard University. Nye, who coined the 
term “soft power,” studies the way that nations use their political, 
cultural, and philosophical appeal to influence world affairs (The 
Soft Power 30 Index Results). Distinguished from the “hard” power 
of military might or financial inducements, soft power depends 
on winning the admiration of others. In the case of Great Britain, 
the Soft Power 30 survey found an unmatched combination of 
strengths. Key assets included the BBC World Service radio and TV 
networks and Britain’s higher education system. In another study 
of soft power, produced with Nye’s help by the Monocle media 
group, the United States took first place thanks to the popularity 
of American-made entertainment and the enormous impact of 
technologies developed by Silicon Valley and other research hubs 
(Monocle Soft Power Survey 2014-15). America’s support for the 
free flow of information and its spirit of innovation wins admirers 
around the world.    

“I would say the combination of the reminder of the global 
gift, if you will, that was William Shakespeare, plus the 
Olympics, plus the Paralympics, plus the role of the royal 
family – their extraordinary popularity not just in Britain 
but around the world – all this helped with the image, 
the brand of Britain at a time when our economy was 
emerging from a recession.”

- Sir Peter Westmacott, British Ambassador to the 
United States

http://softpower30.portland-communications.com/ranking
http://softpower30.portland-communications.com/ranking
http://monocle.com/film/affairs/soft-power-survey-2014-15/
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Modern measures of soft power, which are weighted in a way that 
allows for countries to advance rather quickly, give credit to newer 
powers like South Korea and Brazil. In our cultural influence data, 
we saw Brazil make a strong showing as the only Latin American 
country in the top 10. Our respondents rate Brazil as the number 
one country in culturally significant entertainment, number three 
in happiness and number six in fashion. Clothes and accessories 
represent a vital form of self-expression in every socio-economic 
strata and trendy fashions can signal a wearer’s sophistication 
and sensitivity to changing norms. Information technology permits 
such rapid and wide distribution of information that trends are no 
longer set by a handful of people working in fashion capitals. This 
dynamic allowed Brazil to emerge as a trendsetter in clothes while 
South Korea, with its K-pop sound, can make inroads in music.     

South Korea, which was rated highly in our survey for its modern 
society, proves that countries can follow many different avenues 
to earn cultural influence. Chinese leaders have embarked 
on a formal effort to raise their nation’s cultural impact with 
investments, media, communications and cultural production. 
Whether this centrally planned campaign will let China compete 
with Bollywood, or Hollywood, remains to be seen. Creativity may 
not be a top-down endeavor. In the meantime, Italy, France, Spain 
and the United Kingdom demonstrate that a long and deep history 
of cultural achievement can lend a nation lasting influence. These 
nations lost their conventional empires long ago, but their cultural 
influence endures.   

JAPAN IS EXPORTING “GROSS NATIONAL COOL”

In 2002, the Japanese Ministry of Economy, Trade 
and Industry formed the “Cool Japan” initiative that 
emphasized the country’s “soft power” through its 
cultural exports, including food, fashion and creative 
outputs like anime. The initiative supports small and 
mid-sized Japanese businesses, both domestically 
and abroad. Cool Japan projects have reached many 
countries abroad, like the United States, France, China, 
South Korea, Singapore, Brazil, Italy, and India.
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“The basic values of India such as diversity and democracy have helped in encouraging India’s thirst for creativity which is best reflected 
in India’s film industry. However, it can be seen in many fields such as business, sports, media, Indian CEOs on the global stage, Indian 
music, dance, yoga and finally our all-inclusive democracy. India receives the world with generosity and treats the world as one family. In 
our strife-torn world, India is an example of celebration of civilizational values like peace, harmony and holistic progress.”

- Mr. Dnyaneshwar M. Mulay, Consul General of India to the United States
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CULTURAL INFLUENCE
Perceptions that went into this ranking include:
Fashionable, Happy, Has an influential culture, Modern, Prestigious, 
Trendy, Culturally significant in terms of entertainment

THE TOP 10 COUNTRIES FOR CULTURAL INFLUENCE

1. France

2. Italy

3. United States

4. Spain

5. United Kingdom

6. Japan

7. Brazil

8. Australia

9. Sweden

10. Germany

THE TOP 10 CULTURAL INFLUENCE NATIONS ACCOUNT FOR

(Based on 2014 Purchasing Power Parity per capita GDP)

25% of  GDP 
CHEAP CHIC
Countries with the highest Cultural Influence despite below average per capita GDP

1. Brazil
2. China
3. Greece

4. Thailand
5. Mexico
6. India

7. Russia
8. Argentina
9. Turkey

MILLENNIALS CRAVE ASIAN CULTURE 

80% of the countries Millennials rank more 
highly for “Place I’d Like to Live” than the general 
population are in the Asia-Pacific region

1. Singapore
2. New Zealand
3. Portugal
4. Sri Lanka
5. Vietnam

80%



BAV Nation Brand Study, 16,200 respondents, Aug 2015, International tourism, receipts (% of total exports) World Bank, World Bank Level of Income, 
Institute for Statistics Feature Films – Cinema Infrastructure, size, IMF Purchasing Power Parity per Capita GDP

A CULTURE OF INNOVATION

LIGHTS, CAMERA, CULTURE! SHOES, SAMBA & K POP
60% of the top 10 countries for Cultural Influence are 
among the biggest feature film producers in the world

Accessibility and connectivity are drivers of 
Cultural Influence

Regional perspectives on Cultural Influence

India
United States

China
Japan

France
United Kingdom

Spain
Germany

South Korea
Argentina

1724
738
638
591
270
241
231
223
207
168

Number of Movies Made Americas

South Korea
Italy
France
United States
Thailand

Asia

South Korea
Italy
France
United States
Thailand

Europe

Italy
France
Spain
United States
United Kingdom

Middle East & Africa

Italy
France
Spain
United States
United Kingdom

Indicates top 10 country for Cultural  Influence

ALL ACCESS PASS

Connected to the Rest of the World
Well-Developed Infrastructure
Strong International Alliances 
Open Travel Policies

89%
79%
77%
75%

Correlation to Cultural Influence

The correlation between 
Cultural Influence & 
Entrepreneurship 

Which came first: the hip entrepreneur or the cool coffee 
shop where he works? 

http://usnews.com/news/best-countries
http://data.worldbank.org/indicator/ST.INT.RCPT.XP.ZS  
http://data.worldbank.org/news/2015-country-classifications 
http://data.uis.unesco.org/index.aspx?queryid=55 
http://goo.gl/FFkcS8
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Q&A
with Massimo Bottura
Italian restaurateur and the chef patron of Osteria Francescana, 
a three-Michelin-star restaurant based in Modena, Italy

“Today a country’s cuisine is everything. It is 
history, geography, identity and innovation all 

in one. Many of a country’s values can be seen 
through the food. Language isn’t necessary or 

description. This is the power of food.” 



103

How would you briefly describe Italy’s international reputation?

Italy has a reputation for being an authentic place, a place 
people love to visit and often return to again and again. I have 
asked myself why time and again.  I think that Italy’s appeal is 
about a very rare and precious sense of Identity. There may be 
a general idea about Italian Identity but the reality is that Italy is 
specific with each region of Italy, each town having something 
unique to offer. 

Language - The official language of Italy is Italian but there are 
hundreds of dialects that are still spoken in Italy that safeguard 
the character and particular customs of each region.

Geography - The diverse geography of Italy and the 
microclimates mean a wide variety of ingredients and 
artisan products that render each area unique in flavor and 
culinary traditions.

Architecture - A wide range of architectural styles, from the 
Greek architecture to Fascist architecture, and more recently 
contemporary buildings in cities like Milan, Rome and Venice 
but also small and very beautiful projects in small towns, like 
the Calatrava train station in Reggio Emilia. These monuments 
to culture are moments of discovery that make each landscape 
memorable and encourage a desire to discover more.

Culinary - The rich culinary history of Italy from east to west, 
from north to south, has become a trademark. Travelers are 

always pleasantly surprised at the diversity, at the quality of the 
food and also how healthy and fresh it is. Culinary discoveries 
are a part of anyone’s journey to Italy and something that can 
easily be brought back either in the form of an ingredient, a 
recipe or even just a great story.

A nation’s reputation is similar to a brand. Does Italy have a 
nation brand? If so, what is its personality?

I think that Italy’s appeal is Cultural but not Cultural as 
in museums or monuments but living culture: The Italian 
lifestyle. That is the real brand that Italy sells. The lifestyle is a 
combination of Identity, traditions, aesthetics and ethics. Italy 
breathes culture on the streets. Churches are not museums but 
part of the society; Restaurants are not only about the food, 
terroir and ingredients but also about socializing and being part 
of a community. Every town has something unique that the next 
town over envies. It could be an ingredient, a church, a museum, 
and a patron saint. The people in that town identify with that 
unique object but do whatever they can to encourage others to 
see it, taste it, visit it. 

How does a country’s cuisine impact its culture and its 
international reputation?

Today a country’s cuisine is everything. It is history, geography, 
identity and innovation all in one. We know about places by the 
restaurant and chefs we hear about on social media, television 
shows like “Mind of a Chef,” or documentaries like Netflix’s 
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“Chef’s Table.” The public becomes aware of a place because 
of a face or a name – it is easier to identify with a detail than a 
large picture. Culinary travels are a way of looking at a country 
or a culture through a very basic need. Many of a country’s 
values can be seen through the food. Language isn’t necessary 
or description. This is the power of food.

How would you characterize typical Italian fare? How are you 
reinventing the space?

Italy has a diverse culinary history and each region boasts 
traditions that are unique to that part of Italy, at times, even 
unique to that town.

Culinary traditions are sacred in Italy and hard to budge or move 
forward; however, I have been working for the past 20 years on 
a concept I call: Tradition in Evolution. This idea is not about 
breaking with tradition but allowing traditions to breathe and 
evolve with the times. This concept is cornerstone of my kitchen. 
If culinary traditions are placed under glass and frozen in time, 
they lose their meaning and context. In order to be safeguarded 
and to have a place in the future of Italian gastronomy, they need 
to be modified, adapted to a contemporary palate, to changing 
state of ingredients, to new techniques and today’s lifestyle. 
Frying a piece of Cotechino sausage in the 15th century was 
okay. People worked the fields and needed those calories. Today 
it is improbable for many reasons. 

Contemporary Italian cuisine is not re-inventing the rules or the 
recipes but bringing the best of the past into the future. Then 
and only then can we guarantee that the traditions that have 
been passed on to us remain fresh, interesting and alive.

Why did you choose to build a culinary icon, Osteria 
Francescana, in the medieval town of Modena? Has this 
contributed to its success?

I am from Modena, born and raised. Although I have traveled the 
world and worked in New York, France and Spain, my dream has 
always been to bring people to Modena. When I opened Osteria 
Francescana in 1995, I was already dreaming about Michelin 
stars and hoping that someday Modena would become a foodie 
destination. This dream is coming true year after year, and 
recipe after recipe. The gastronomic pilgrimages that our guests 
make to dine at Osteria Francescana are better than any award, 
stars or rankings. 

Modena is a rich culinary region with key Italian ingredients 
such as Parmigiano Reggiano, Prosciutto, Mortadella, Balsamic 
Vinegar, as well as rich farmland that produce excellent 
vegetables and fruits. We are centrally located and have access 
to all of Italy by train and car. Modena was a crossroads for 
travellers from north to south, from east to west and these 
trade routes are responsible for the dynamic and rich culinary 
traditions in the area.
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Now that it is established, how has the innovation at Osteria 
Francescana impacted the culture of Modena, Italy and 
other countries?

Innovation has always been our platform alongside tradition. 
Tradition in Evolution we call it in fact or rather, Tradition seen 
from 10 kilometers away. The idea that you need to take a step 
back in order to see things clearly, like when you look at a Monet 
painting, a Turner landscape or the sculptures of Giacometti, is 
a meditation on Perspective. In order to innovate, one needs to 
know everything and then forget it. That is the only way that you 
can keep a window of poetry open and natural changes occur.

I do believe that our 20-year struggle to go against the grain, 
swim upstream, and move the Italian kitchen into the 21st 
century has had an enormous effect on the area, the energy 
around the contemporary kitchen, and a renewed enthusiasm 
for gastronomic curiosity. Modena is on the map for several 
important factors: an 11th century Romanesque Unesco 
World Heritage site Cathedral; Enzo Ferrari and the fast car 
phenomenon of Ferrari, Maserati and Lambourghini in Modena 
and the vicinity; Luciano Pavarotti and the attention to Opera; 
and Osteria Francescana. 

As for impacting other countries, it is hard to say. I do travel 
and cook abroad often. I talk and demonstrate our ideas and 
our recipes. What we try to do as a team is stimulate young 
chefs to think about their culinary traditions and their cultural 
institutions from a fresh point of view. As I have learned from the 
Chinese artist Ai Wei Wei – art is not an end but a beginning – I 
feel the same way about making a recipe – it is not an end but a 
beginning of a new tradition, a new path, a new way of thinking 
about an ingredient, technique, or tradition. Breaking with the 
past is necessary to forge the new. Learning to bring the best of 
the past into the future is a very difficult task but can be applied 
to all cultures. 
 
Can you explain your role as “Ambassador for Food in the Year 
of Italian Culture in the United States”? 

Absolutely! During the year 2013 we cooked in many cities and 
promoted Italy through a menu designed to surprise, inform and 
stimulate the imagination. It was called, “Come to Italy with Me”. 
Each plate addressed a particular region, tradition or ingredient 
in an unusual way to take our guests on a flavor adventure. From 
Los Angeles to Washington DC we cooked, talked and told stories 
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“Safeguarding the future of food with sustainable 
ideas and ethical practices will become standard 

practice for future generations.”
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about our culture through the recipes. It was a marvelous trip 
and a great way to rouse our guests’ curiosity about Italian food 
that most people love and adore but never want to question. 
When you question the things you think you know, you are taken 
out of your comfort zone and then and only then are there an 
opportunity to learn something new. That is why breaking with 
expectations is so important, especially when it comes to food.

What countries do you think produce the most influential cuisine 
around the world? What can other countries learn from Italy’s 
example of re-examining its cuisine?

Today many countries are re-examining their cuisine – both 
the historical kitchens and those that evolved after the 
industrial revolution, or 20th century economic boom. Many 
Latin American countries are finally realizing what incredible 
resources they have and beginning to re-discover them and 
praise them after years of copying the American or International 
Culinary model. This is positive.

Asian Culinary Traditions have always been very strong and now 
contemporary chefs are beginning to fuse Western techniques 
and ideas, with Asian traditions. This is very interesting and 
always breeds new ideas and flavors. I am personally interested 

in Africa and I believe that it could be the new frontier of flavor, 
ethics, sustainability, and storytelling. There is still so much 
to discover and uncover there. But like anything, change takes 
time, and positive change even longer.

What is important is that chefs become more aware of their 
social responsibility to their communities, their artisans, their 
farmers and cheese makers. All the lights are on culinary stars 
these days that means that it is time that we chefs take a stand 
and fight for those who have less of a voice than us. Without our 
artisans and our farmers, we would be nowhere.

Safeguarding the future of food with sustainable ideas and ethical 
practices will become standard practice for future generations. 

And Culture and the Arts are really the motivational force 
behind the evolution of our kitchen at Ostoria Francescana. The 
lessons I have learned and shared with my staff from artists, 
musicians and literature, have given so much to our kitchen. 
The Arts are the absolute pinnacle of society. We Chefs are not 
artists but artisans but we can become cultured informs our 
ideas, our traditions and our kitchens. As I have often said and 
repeat again and again, “Food is not only about the quality of the 
ingredients, but the quality of the ideas.”
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Q&A
with Mr. Dnyaneshwar M. Mulay
Consul General of India to the United States
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How would you briefly describe India’s international reputation?

India, which is the largest democracy, has emerged as a global 
leader. India encourages pluralism, inclusiveness and equal 
opportunity to all its citizens. It has strong soft power of long 
heritage, diverse forms of arts and culture and strong values 
such as respect for all and non-violence.

A nation’s reputation is similar to a brand. Does India have a 
nation brand? If so, what is its personality?

India as an ‘idea’ has existed for over two millennia. It has a 
strong spiritual character which is manifested in its music, 
dance, theatre, yoga and vast body of ancient and modern 
literature. By character, India is a place that has absorbed 
and accommodated different cultures and streams over 
several centuries. As a result, today, India is diverse not only 
geographically and environmentally, but also in terms of 
heritage, culture and faith. Slogans like ‘Incredible India’, ‘Unity 
in Diversity’ and ‘Continuity and Change’ broadly are the brands 
that India is known for.

How do values and heritage contribute to India’s nation brand?

Indians by and large cherish values that enrich humanity. These 
include respect for everybody, strong sense of charity towards 
underprivileged, emphasis on character and good education. 
In terms of heritage, the diverse Indian heritage has no parallel 
in the world. It has a strong tradition of music, dance, theatre, 

architecture and literature. Indian heritage views life in holistic 
manner as could be seen in Ayurveda and Yoga.

Would you say a nation’s ability share its culture is driven by its 
government, its businesses, or its citizens?

A nation’s ability to share is essentially driven by the people 
and their cultural and civilizational values. The Governments, 
business houses and people with strong personality such as 
Vivekananda, Mahatma Gandhi and Jawaharlal Nehru have been 
able to articulate these values to the world.

India’s Bollywood is the largest producer of moves in the world. 
How does India capture and/or reflect the many aspects of its 
complexed mix of cultures in its films?

Bollywood is one of the manifestations of Indian creativity and 
culture. Besides being the world’s largest, it is also among the 
leading film industries in the world. It has already completed 
over 100 years of history. It has evolved its own character and 
has a global brand appeal known as Bollywood that has earned 
acclaims and awards globally.

Just how far do Indian movies reach, geographically? And which 
countries or regions are they the most popular in?

Indian movies are popular on all continents covering almost the 
entire planet. The Indian Diaspora spread over 120 countries 
has helped in popularising the Bollywood. However, there is 
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universality of appeal to Indian movies which are received 
with equal enthusiasm in the Muslim world, former Soviet 
Union and East European countries as well as Africa and Latin 
American nations. The increasing trend of cooperation between 
Hollywood and Bollywood has created an audience in the 
western world too. Joint productions like Bend it Like Beckham, 
100 Foot Journey, The Monsoon Wedding are also strengthening 
Bollywood’s presence.

What drives Bollywood’s popularity? And are the cultures of 
international audiences in various regions influenced by the 
culture of Indian movies? If so, please elaborate. 

Bollywood’s popularity is driven by universality of themes, 
prominence to love stories and happy endings, the spice of 
life (music, dance, melodrama) being presented in an 
entertaining manner with technical refinement. Global 
audiences are being influenced by Indian movies and, as a 
result, there is more cooperation between Hollywood and 
Bollywood in terms of themes, technical collaborations, studio 
work and financial arrangements. 
 
How has India’s international reputation been affected by the 
widespread viewing of its movies? Has India been able to enjoy 
political or social benefits that are a direct result the 
film industry?

Compared to Hollywood, despite being the largest producer 
of movies, the financial size of Bollywood is about 1/6th of 
Hollywood. Indian films have won awards in all international 
film festivals and are often an attraction. Films like Gandhi and 
Slumdog Millionaire are globally known. However, new genres 
of films with Indian themes such as The Hundred Foot Journey, 
Million Dollar Arm, The Best Exotic Marigold Hotel, among 
others, are the films of an entirely new style and category that 
are also becoming popular. India is known globally as a country 
with quality films. Directors like Satyajit Ray, Mira Nair, Shyam 
Benegal and Deepa Mehta are known worldwide.

What can other countries learn from India’s example?

The basic values of India such as diversity and democracy 
have helped in encouraging India’s thirst for creativity which is 
best reflected in India’s film industry. However, it can be seen 
in many fields such as business, sports, media, Indian CEOs on 
the global stage, Indian music, dance, yoga and finally our all-
inclusive democracy. India receives the world with generosity 
and treats the world as one family. In our strife-torn world, India 
is an example of celebration of civilizational values like peace, 
harmony and holistic progress.
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LINGERIE FOR A CAUSE IN COLOMBIA

The Naja lingerie factory not only 
benefits women through its message 
of self-acceptance but also employs 
single mothers and offers incentives 
for childcare. The Underwear for Hope 
program contributes two percent of all 
purchases to entrepreneurial efforts in 
sewing foundations, empowering stay-at-
home moms with work and income.

MEET THE “HIJABERS“

A group of young Indonesian fashion 
designers is joining the ranks of the 
“Hijabers” who are transforming 
traditional perceptions of the Muslim 
fashion staple by adding their own trendy 
twists on the traditional garment. Their 
efforts to promote cultural acceptance 
through fashion are becoming so popular 
that non-Muslim designers are picking up 
on the trend.

GRAFFITI REVOLUTION IN KIEV, 
UKRAINE

Celebrating traditional definitions of beauty, 
Kiev’s street art revolution shows portraits 
of women wearing “vyshyvanka,” the East 
Slavic embroidery technique. A sign of 
respect to the country’s age-old customs, 
the purpose of this artwork is to bring unity 
to the country in a time of strife.

CASE STUDIES
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CZECH REPUBLIC TAKES CENTER 
STAGE FOR FILM PRODUCTION IN 
EUROPE

Known as “Hollywood East,” the Czech 
Republic is where movies such as 
Casino Royale and Mission Impossible 
were filmed. New amendments to the 
government’s Movie Act aim to increase 
the country’s already high tax incentives 
for film-makers. The government is also 
increasing funding to support domestic 
film production, giving Czech filmmakers 
more opportunities to shine on the 
international stage.

NIGERIA’S NOLLYWOOD IS THE 
SECOND LARGEST FILM MARKET IN 
THE WORLD

A 2014 report by the Nigerian government 
reveals that the film industry in Nollywood 
is worth $3.3 billion, surpassing 
Hollywood as the second largest global 
movie production spot. Second only to 
Bollywood, the Nigerian film market is 
known for churning out 50 movies each 
week, which brings in some $600 million 
in annual revenue to the country. The 
industry is still battling issues of piracy 
and production quality, but its meteoric 
rise shows Nigeria’s potential to become 
a long-term player on the international 
moviemaking stage.

FROM SNAGGLETEETH TO FAKE 
BRACES: DIFFERING DEFINITIONS OF 
DENTAL BEAUTY IN SOUTHEAST ASIA

In Japan, crooked teeth – or “Yaeba” – 
are considered beautiful. Men find these 
imperfections attractive and endearing, 
which has led to a trend of installing fake 
snaggleteeth. In other Southeast Asian 
nations, the high price tag associated 
with straight teeth is making fake braces 
a status symbol. Teens order stick-on 
orthodontia with designs like Hello Kitty 
and Mickey Mouse as a fashion accessory 
to be worn out on a Saturday night.
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YOU KNOW WHAT THEY SAY 
(IN INDONESIA): BIG FEET... 
ATTRACTIVE WOMAN

The Karo Batak people who live on the 
Indonesian island of Sumatra admire 
ladies with large feet. In this agricultural 
community, it is a sign of strength that 
implies she might be more capable 
of working in the fields and thus a 
more productive member of society. 
Diverging significantly from many other 
cultures who prefer small feet on a 
woman, this cultural norm suggests 
that “attractive” qualities can be learned 
based on one’s surroundings and are 
not necessarily innate.

CHOLITAS MAKING STATEMENTS IN 
BOLIVIAN FASHION

A term previously associated with middle-
class maids, Bolivia’s “cholitas” are 
recognizable for their brightly colored full 
skirts, bowler hats and shawls. Dating 
back several hundred years, the fashion 
staples of the Aymara Indian women of La 
Paz are taking South American runways 
by storm. The cholitas’ rise in popularity 
is also helping them overcome years of 
discrimination and stereotyping.

THE SOCIAL NATIONS

Ecuador (@Presidencia_Ec) and the 
United Kingdom (@Number10gov) top 
the OECD’s list of central government 
Twitter accounts with the most followers 
as a percentage of their population. 
With almost five million followers, the 
United States (@whitehouse) has the 
highest following overall. The United 
Kingdom (@Number10gov), Turkey (@
tccankaya), Japan (@Kantei_Saigai), 
Russia (@KremlinRussia) and Mexico (@
PresidenciaMX) all break one million.
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I’LL HAVE SOME CORAL WITH MY 
HUNGARIAN SOUP,  PLEASE

Halászlé is a traditional Hungarian 
fisherman’s soup prepared on the banks 
of the Danube and Tisza rivers. Made 
from boiling fish stock in a cauldron over 
an open fire for several hours before 
adding spicy paprika, carp roe and coral, 
preparations vary slightly by region. Like 
all good chefs, Hungarian fishermen guard 
their halászlé recipes closely.

FILIPINO “ANTI-MALL” IS A 
DESTINATION FOR CREATIVITY

Located in Manila’s Makati City, The 
Collective is an abandoned warehouse 
turned trendy hang out dedicated 
to diversity and art. Here, shoppers 
can find the latest fashions at a girly 
boutique specializing in custom jewelry; 
take turntable lessons at the nearby 
vinyl specialist; find inspiration at a 
young artist’s exhibition; or visit a pasta 
bar offering noodle dishes from around 
the world.

YOUTUBE TESTS IN VIETNAM

Vietnam is among the few emerging 
markets where YouTube tests new ideas. 
Like many emerging markets, the majority 
of Vietnamese people access the Internet 
with smartphones at limited WiFi access 
points. YouTube is testing an Offline 
Viewing tool that allows 
users to download content to view when 
they are outside of these zones. The video 
giant also recently-added “.vn” local video 
site that enables users to focus only on 
Vietnamese content. With a rising young, 
entrepreneurial population, How-To videos 
have been particularly popular.
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Chapter 6

OPEN FOR BUSINESS
RANKINGS:

1. Luxembourg

2. Sweden

3. Canada

4. Denmark

5. Panama

6. New Zealand

7. Netherlands

8. Singapore

9. Australia

10. Thailand 

Open For Business accounts for 13% of our total rankings:

CITIZENSHIP ENTREPRENEURSHIP QUALITY OF LIFE CULTURAL 
INFLUENCE

OPEN FOR 
BUSINESS

POWER

ADVENTURE

HERITAGE

19% 19% 19% 14% 13% 8% 4% 4%

BACK TO CONTENTS
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Poised between its authoritarian past and the promise of a 
democratic future, Myanmar’s 50 million people also dwell 
between the powerhouse economies of China, on its eastern 
frontier and India, across the Bay of Bengal. The 2010 dissolution 
of the junta that ruled the county since 1988 freed Nobel Peace 
Prize winner Aung San Suu Kyi, who had long lived under house 
arrest. The November 2015 election saw her party sweep to power 
and added to the hope that the country would continue to open 
itself to the world.

Long driven by armed internal conflict and subject to repressive 
governments, Myanmar’s thaw has produced a relative boom in 
tourism, and with it an increase in the number of visitors who 
bring both hard currency and foreign attitudes to the country. 
When New York Times travel writer Ceil Miller Bouchet spent 36 
hours in Yangon (historically called Rangoon), she found a city 
buzzing with energy and eagerness to recover the status it once 
knew as an outpost of the British Empire. Writing last summer on 
the promising business prospects in Myanmar, Sir Martin Sorell, 
Founder and CEO of WPP, noted that global brands like Heineken 
are returning to the country and foreigners are making big 
investments, especially in telecommunications.

In Sorrell’s analysis, Myanmar is, along with Iran and Cuba, a 
country that is coming in from the cold of international isolation. 
Although these nations had longstanding rifts with Western 
powers this history “will not deter companies from investing,” 
noted Sorrell (The Telegraph Iran, Cuba and Myanmar Offer 
Rare Opportunities for New Business). In fact, the growth likely 
to accompany economic changes in these nations will entice 
investment. McKinsey and company estimates that Myanmar, will 

quadruple its economy by 2030 while adding roughly one-third 
to its population (McKinsey & Company Insights & Publications 
Myanmar’s Moment: Unique Opportunities, Major Challenges). 
Recent reforms that make it more business ready could place it on 
a par with modern Vietnam, Thailand, or Malaysia as an emerging 
regional economic force.

Although Myanmar was not included in our survey of nations, 
Thailand came in 10th in the “Open for Business” category, 
scoring fourth-best in the cost of manufacturing and ninth in 
a measure of bureaucracy. Thailand also rated highly (10th) 
when it came to taxes on business and development. Similarly 
high scores for taxes and low-cost manufacturing helped 

CULTURAL INFLUENCE ATTRIBUTES THAT WENT 
INTO THE RANKING:

Not bureaucratic

Cheap manufacturing costs

Not corrupt

Favorable tax environment

Transparent government practices

http://www.telegraph.co.uk/finance/newsbysector/epic/wpp/11762915/Iran-Cuba-and-Myanmar-offer-rare-opportunities-for-new-businesses.html
http://www.telegraph.co.uk/finance/newsbysector/epic/wpp/11762915/Iran-Cuba-and-Myanmar-offer-rare-opportunities-for-new-businesses.html
http://www.mckinsey.com/insights/asia-pacific/myanmars_moment
http://www.mckinsey.com/insights/asia-pacific/myanmars_moment
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Malaysia earn a rating as the 14th most business ready country. 
Vietnam ranked 21st on the strength of its extremely low cost 
of manufacturing. Low manufacturing costs, due mainly to low 
wages, also propelled Peru, Sri Lanka, the Philippines into the top 
20 for business readiness, ahead of both Japan and the United 
States, which ranked 22nd and 23rd respectively.

Low wage countries can be seen as winners in a race to the 
bottom when it comes to the competition for certain kinds of 
investment, especially from those interested in manufacturing 
goods that require lots of hands-on work. However, a wide-angle 
view of our findings suggests something more is going on. Four 
very high-wage countries – Luxembourg, Sweden, Canada and 
Denmark – claimed the top four business readiness spots. These 
highly developed countries are considered to be comparatively 
free of the bureaucratic obstacles that limit business investment 
and growth. Most are also credited with transparent governments, 
minimal corruption governments and favorable tax rates. Well-
informed people around the world seem to agree that a positive 
government approach to business can help overcome high costs.   

Number one in business readiness, Luxembourg has long been 
regarded as a reliable financial center where a coherent legal 
system and strict standards provide security for confidential 
transactions. This tiny country has more recently become known 
for its dynamic role in the enormous economy of the European 
Union. A government sponsored branding campaign organized 
around the slogan “further together” emphasizes Luxembourg’s 
status as a multilingual state with strong ties to its neighbors and 
a history of forward-looking social and commercial practices. Its 
extraordinary trade agreement with Belgium and the Netherlands 

“The Luxembourg government has, over the past 
three years, launched an intensive effort to define and 
communicate its “nation brand”. It is articulate around 
three core values that the country stands for, both 
traditionally and in current practice: reliability, openness 
and dynamism. Its key promise is “further together”, since 
as a small nation it has always worked together with allies 
and has traditionally been at the vanguard of progress, 
both in terms of technology and social development.”

- Jean Louis Wolzfeld, Luxembourg’s Ambassador to 
the United States
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“The New Zealand government has developed the ‘New Zealand Story’ which is an initiative that defines the distinctly Kiwi attributes 
that make us unique and provides a framework to help us better communicate our value to the world. 

Underpinning our story are three core values that shape who we are as people and reflect the way we act. These values are:

• Kaitiaki – meaning care of people and place.

• Integrity – we value trust, honesty, humility and reciprocal respect.

• Resourcefulness – we have a fresh, outward-looking way of thinking.

The New Zealand story was created with extensive input from over 200 leaders from New Zealand’s primary sector, manufacturing, 
Māori, export industry, education and wider government services; through a series of collaborative and robust private and public sector 
workshops. The Story was then tested for relevance and authenticity in a range of international markets across both business and 
consumer audiences.”

- Peter Crabtree, General Manager of Science, Innovation and International, Ministry of Business, Innovation & Employment
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– the Benelux Union – pre-figured the EU and established 
Luxembourg as a country of extraordinary diplomatic and economic 
expertise. Today it is home to numerous high tech enterprises 
including some of the most advanced global data centers. 

On the opposite side of the globe, but also in the top ranks in our 
survey, New Zealand shares much in common with Luxembourg. 
Both countries enjoy a reputation for offering businesses a 
culture of integrity and resourcefulness. In Luxembourg’s case, 
these traits emerged from its political isolation as a neutral 
state. New Zealand is geographically remote and its geography 
has encouraged its people to be inventive and sophisticated 
in their approach to business. Most importantly, New Zealand 
presents itself to the world in an open and honest way. New 
Zealand is considered to be the very least bureaucratic country for 

businesses. It ranks fifth from the top in government transparency 
and is regarded as one of the least corrupt places on Earth.

New Zealand’s reputation seems to be based on the world’s 
long-running, positive experiences with the Kiwi government. In 
the World Bank’s annual assessments of nations New Zealand 
has scored consistently high marks for its fair and open business 
permitting process and transparent financial system. People the 
world over believe they will get an honest deal in New Zealand, 
even if they are small fish. The most recent World Bank survey 
found New Zealand to be the very best place for access to credit 
(World Bank Doing Business Index).

The United States is also very friendly to borrowers, according 
to the World Bank, but nevertheless suffers from some image 
problems in our survey. For instance, the United States is perceived 

(OECD Total Tax Revenue as a Percentage of GDP Data)

LOW TAXATION NATIONS
These are the countries with the lowest tax revenue as a % of GDP:

Chile

United States

Korea

Turkey

Switzerland

http://data.worldbank.org/indicator/IC.BUS.EASE.XQ?order=wbapi_data_value_2014+wbapi_data_value+wbapi_data_value-last&sort=asc
http://www.oecd-ilibrary.org/taxation/total-tax-revenue_20758510-table2
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as a high tax country. This image persists even though individual 
Americans pay taxes at a rate below the OECD average. (KPMG 
Individual Income Rates Table 2015). And unlike many countries, 
the United States does not tax commerce with either a Value 
Added Tax (VAT) or a national sales tax. When the Organization 
for Economic Cooperation and Development measured taxes as a 
share of Gross Domestic Product in 2012, the United States came 
in near the bottom, at 24.3 percent (OECD Total Tax Revenue as 
a Percentage of GDP Data). Why then does the world believe that 
the United States is a high tax locale for business? The answer 
may lie in a high official corporate tax rate, and a complex tax law 
system that makes it difficult to determine, in advance, the tax any 
enterprise will ultimately pay. This complexity is no doubt a factor 
in the world’s assessment of the United States as a business-
ready place.  

The good news for the United States can be found in the finer 
details of our respondents’ attitudes. Business decision-makers 
rank America first among countries they have done business 
with and first, too, among the countries they would do business 
with again. Consumers also rank the United States first when it 
comes to the question of making repeat purchases. This compares 
favorably with export superpower China. The Chinese came in 
first to America’s second when we asked consumers if they had 
purchased goods or services from certain in nations. However, the 
Chinese fell to number eight when we asked whether respondents 
would purchase from them a second time. This reticence could 
indicate unhappiness with the quality China delivers. India shows 
a similar decline in trust, with world consumers voting against 
repeat business with Indian firms.            

Of course world opinion is based as much on impressions 
as facts. Brazil, for example, is a notoriously bureaucratic 
country where more than one hundred days worth of effort is 
required just to register a business (World Bank Doing Business 

“For many years, people outside of the United States of 
America wanted to have something “Made in USA” because 
you are buying part of what we called “The American Dream”, 
the American excellence, the American innovation…Today, if 
we look at the African continent, Africa has to create African 
champions. Africa needs champions in many industries, like 
the Gap of Africa, like the Zara of Africa, if we think just about 
the clothes industry. Maybe one day to have an automotive 
industry made in Africa, like you have great cars made in 
Eastern Europe or even in China or in Korea.”

- Richard Attias, Founder, Attias & Associates

BEST COUNTRIES VIDEO INTERVIEW Click here to watch

https://home.kpmg.com/xx/en/home/services/tax/tax-tools-and-resources/tax-rates-online/individual-income-tax-rates-table.html
https://home.kpmg.com/xx/en/home/services/tax/tax-tools-and-resources/tax-rates-online/individual-income-tax-rates-table.html
http://www.oecd-ilibrary.org/taxation/total-tax-revenue_20758510-table2
http://www.oecd-ilibrary.org/taxation/total-tax-revenue_20758510-table2
http://www.doingbusiness.org/rankings
http://usnews.com/news/best-countries/videos/open-for-business-e-book-video-6
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Increasingly we see a rise of feminine power that we wrote about in 
our book, The Athena Doctrine, is emerging in China which is home 
to half of the world’s self-made women billionaires. (Quartz 2013)

http://www.johngerzema.com/books/athena-doctrine
http://qz.com/125160/half-of-the-worlds-self-made-women-billionaires-are-from-china/
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Economy Rankings). In the United States, the figure is about four 
days. However, in our survey, Brazil was judged to be far less 
bureaucratic than the United States. Brazil got a big bump in its 
overall ratings from our respondents in Asia who judged it higher 
overall than respondents in any other region. This favored status 
may be traced, perhaps, to Brazil’s status as the only state in the 
Americas to be considered an emerging economic superpower. 
People everywhere seem to know that Brazil’s economy is on the 
rise and they view this record favorably.

The greatest agreement, when it comes to region-by-region views 
of business readiness, can be found at the bottom of our rankings. 
Russia’s reputation was consistent, with three out of four regions 
putting it at the bottom, in 60th place. The exception was our pool 
or respondents in the Middle East and North Africa who counted 
Russia as 58th, just ahead of Israel and Iran.

Israel boasts one of the most technologically advanced economies 
in the world. As one might expect, respondents in the Middle East 
and North Africa, where large Muslim populations focus on the 
Israeli/Palestinian conflict, opinion of Israel is lowest, at 60th. 
However, the numbers from the rest of the world should concern 
Israelis too. Americans rate them 38th, sandwiched between 
Mexico and behind Columbia. Europeans and Asians place in the 
mid-forties among sixty countries. 

Considering geopolitical realities, there’s only so much a country 
like Israel can do in order to improve its reputation and leaders 
there are making an effort. For example, Israel, Singapore and 
Spain provide a specific tax credit or deductions to women in 

order to encourage their participation in the economy. Also, 
Israel’s focus on the tech sector aligns with the best practices 
recommended by global opinion. Worldwide consumer brands are 
considered another key to international esteem, however these 
must be developed with a focus on consistent quality.

Best countries will follow Nordic nations in the quick adoption of 
business-friendly practices like cashless transactions. (Denmark 
will soon drop the requirement that retailers accept cash for 
clothing, gasoline, and restaurant meals.)  Leaders will also help 
their countries if they move nimbly toward new manufacturing 
processes that help high-wage countries compete with low-wage 
ones, and if they exploit the science that produces better materials 
and the technology that delivers services across borders. The good 
news for those who would be the best is that vast store of natural 
resources, which once defined business readiness in the global 
economy, are no longer required of those who would be great. The 
bad, or rather daunting news is that this truth holds for us all. In 
the race to be best, even giants like China and the United States 
must hustle against the Luxembourgs and New Zealands.  

http://www.doingbusiness.org/rankings
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MEXICO 
enacted legislation that makes payments 
for childcare tax deductible.

TURKEY 
enacted a new law introducing one year of 
publically provided pre-primary services 
for 4-5 year-olds.

BELARUS
introduced state allowances for families 
with children under the age of 18 years.

ISRAEL, SINGAPORE & SPAIN 
provide a specific tax credit or deduction 
to women.

WOMEN IN THE WORKFORCE
According to the World Bank’s Women, Business and the Law 2016 report, 55% of economies 
covered provide financial support to parents with children under primary education age

TAJIKISTAN
now has a law on preschool education, 
including direct public childcare.

MALAWI & OMAN 
introduced free and compulsory primary 
education.

(World Bank Report: Women, Business and the Law 2016: Getting to Equal)

http://wbl.worldbank.org/~/media/WBG/WBL/Documents/FactSheets/WBL2016-Providing-Incentives-to-Work.pdf
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3. Singapore
4. Sweden

5. New Zealand
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the past” and “desire to do business in the future”

Countries where elites see the most potential for lifestyle, innovation, and business
MARKETS OF OPPORTUNITY

1. India
2. Thailand
3. Brazil
4. Greece

5. Egypt
6. Turkey
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9. Indonesia
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11. South Africa
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http://usnews.com/news/best-countries
http://data.worldbank.org/indicator/ST.INT.RCPT.XP.ZS  
http://goo.gl/FFkcS8
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Q&A
with Jean Louis Wolzfeld
Luxembourg’s Ambassador to the United States



129

How would you briefly describe Luxembourg’s international 
reputation?    

Luxembourg generally suffers from low recognition value 
outside Europe: it is often thought to be a city in Germany 
or confused with Liechtenstein. Even though they exist, no 
consumer products are readily linked to Luxembourg, unlike 
Belgian Beer or Swiss chocolate. When it is known, then it is 
often for its financial center and thought to be a tax haven for 
multinational companies or wealthy individuals. Its industrial 
heritage and current excellence, its multiculturalism and 
engagement in development aid and multilateral diplomacy are 
too often ignored.

A nation’s reputation is similar to a brand. Does Luxembourg 
have a nation brand? If so, what is its personality?

The Luxembourg government has, over the past three years, 
launched an intensive effort to define and communicate its 
“nation brand”. It is articulate around three core values that the 
country stands for, both traditionally and in current practice: 
reliability, openness and dynamism. Its key promise is “further 
together”, since as a small nation it has always worked together 
with allies and has traditionally been at the vanguard of 
progress, both in terms of technology and social development. 

What makes a country strong center for a business investment?

Business investment is attracted to Luxembourg for a number 
of reasons:

• Location: The country is located at the center of the 
world’s largest integrated market, the European Union 
and wedged between the two largest economies on the 
continent, Germany and France, which are easily served 
from a Luxembourg base.

• Labor force: With three official languages 
(Luxembourgish, German and French) and English 
universally spoken, a very multi-cultural (46 percent of 
residents are international) and highly-skilled workforce, it 
is an ideal location to service larger markets in their own 
language.

• Political stability: Governed by coalitions based on 
consensus, there are no policy swings that make business 
planning difficult. The government has traditionally been 
business-friendly, understanding that wealth needs to 
be created before some of it can be redistributed. It is in 
constant contact and dialogue with the private sector 
in order to enhance the regulatory landscape and foster 
innovation and economic expansion.
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Why is climate change an important issue for businesses? 
How should countries work with the private sector to tackle 
this issue?

As a small country, Luxembourg cannot expect to make a 
significant contribution to the reduction of the threat of climate 
change all by itself. It works in international organizations and 
shares its part of the burden, but also works with business to 
bring new technology to its national market in order to reduce 
energy consumption, for example, in building technology and 
the automotive sector. A small and comparably wealthy market 
of “early-adopters” is an ideal testing ground for advanced 
technology, fostered by government initiatives through regulation 
(move towards energy-passive housing) or financial incentives 
(renewable energy, smart grids, low-emission vehicles).

What is “distributive capitalism” and how will it impact future 
generations?

Distributed capitalism is technological innovation through the 
cooption of ever-larger numbers of creators, maybe similar to 
biological evolution or genetic mutation. As a leader in cloud-
based technology and ultra high-speed broadband connectivity 
available to nearly 100 percent of the population, innovation will 
accelerate and the previously untapped potential of available 
data can be connected and completely new ways to improve 
efficiency in society (government and business) can emerge. 

Challenges will be privacy and data protection issues where a 
balanced approach needs to be found under EU regulation and 
domestic law.

Can you explain Luxembourg’s plans for “the third industrial 
revolution”?

The Luxembourg government, together with the private sector, 
has recently contracted the famed economist Jeremy Rifkin in 
order to study the avenues for the country to exploit its potential 
in the light of the third industrial revolution. The documents 
should be available in Q4 2016 and will build upon existing plans 
(such as smart meters, open data and high-speed connectivity) 
as well as explore future avenues for growth.

Luxembourg recently announced that it is deploying the Sigfox 
Internet of Thigs (IoT) network across the country. What 
does this mean for the country’s citizens? How will it impact 
investors - both foreign and domestic - who utilize the country 
as a business hub?

The current IoT initiative is linked to the plan (established about 
five years ago) of the national utility, Enovos, to roll out smart 
meters in order to improve energy efficiency through a better 
management of power load on the grid infrastructure as well as 
a better integration of renewable energy sources and prepare 
for challenges of the future like a wider use of electric vehicles. 
The data generated will provide numerous opportunities for 
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business applications (B2B & B2C) and the development of new 
technology. We do already see domestic startups developing 
soft- and hard-ware tailored to this environment and there is an 
increasing demand by foreign corporates to use Luxembourg as 
a testing ground for technology that would be harder to integrate 
in the presently somewhat aged networks of larger markets. The 
impact will also be felt by companies in unrelated fields since 
it will lower their energy cost and allow them to market their 
“green values”.

Is Luxembourg prepared for all of the implications of nationwide 
IOT? How will the country scale the technology? 

The first step towards an IoT, smart meters for electricity 
consumers has been in the planning for over five years. Smart 
meters will be installed with all consumers and paid for by 
the utility company. Given the comparatively small size of the 
market, roll-out time is manageable and the cost has been 
provisioned. This first step will without a doubt encourage 
consumers, who are known as early adopters of new technology 
and have comparatively high spending power, to acquire other 
hardware that will integrate into a wider IoT. The hurdle of 

integrating all those pieces of hardware into the network is, 
given universal broadband, quite low, only the smart meters will 
have to communicate through the cellular network, which is a bit 
harder to achieve but solutions have been found in consultation 
with the domestic cellular operators.

What can other nations learn from Luxembourg’s example 
of adopting innovative technology to drive prosperity for 
businesses?

Luxembourg is certainly hard to compare to other jurisdictions, 
be it only because of the size of the country and its politics 
of stability. The main lesson could be in a culture of dialogue 
and mutual understanding between government, labor and 
enterprise in the interest of economic development and future-
proofing the social model.

In larger countries, there is often a disconnect between parties 
and competing visions of how the creation of value should 
happen. Luxembourg’s political parties have always understood 
that “there are not 100 ways to run a small country” and 
that business needs security and stability in order to invest 
sustainably and create wealth. 
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Q&A
with David Downs
General Manager New Zealand Trade and Enterprise



133

How would you briefly describe New Zealand’s international 
reputation?

New Zealand is a country with a strong international reputation 
for its honesty, integrity and reputable business practices 
and legal systems. It is a country of open spaces - a unique 
landscape on the edge of the world, whose remoteness has 
bred into its people a unique open-minded inventiveness and 
innovation. This remoteness has created a strongly trade-
oriented society with sophisticated infrastructure and policies 
to support companies do business internationally. We are 
well connected by efficient technology and logistics, and have 
a reputation for creating high quality, innovative products 
and services. We are travelers, and explorers, and, we love to 
welcome people from around the world to see who we are and 
what we are about.  

A nation’s reputation is similar to a brand. Does New Zealand 
have a national brand? If so, what is its personality?

New Zealand’s story is best told through a framework of 
three chapters - Open Spaces, Open Hearts and Open Minds. 
Underpinning our story are three core values that shape who we 
are as people and reflect the way we act.

 

These are:

1. Resourcefulness: our determination and independence of 
thought allows us to be creative, innovative and often ingenious.

2. Integrity: trust, honesty, humility and reciprocal respect. We 
have a reputation as ‘down to earth’ and ‘good to work with’.

3. Care of the land and sea have shaped us: We’re proud of our 
role as guardians of the land and its people – not just for now, 
but for future generations.

What makes a country a strong center market for testing 
new ideas?

New Zealand is ‘small, but perfectly formed’. We may only have 
4.5 million people, but we are a first world country, with cities, 
rural areas, infrastructure, and all the other moving parts of a 
major economy. We’re remote, but well connected. We embrace 
multiculturalism, and have strong ties to the Pacific and Asia. 
Our small size makes us the perfect ‘petri dish’ and our curiosity 
and hunger for new ideas makes us a great test bed. New 
Zealanders are used to being early adopters and enthusiastically 
flock to new ideas as diverse as online payment systems, Uber, 
and extreme sports.  If you’ve got a great idea and want a 
mature & savvy market to test in – bring it on!
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According to the OECD, New Zealand has the second most 
competitive tax system in the world. How does the government 
ensure this level of competition? What benefits does it provide 
for local and international companies with offices in 
New Zealand?

New Zealand has a simple tax structure that is business-
friendly and supports capital expansion, R&D and investment. 
The corporate tax rate is 28 percent with no payroll tax and no 
capital gains tax. Recent tax initiatives include the reduction 
in the rate of company taxation; progression of initiatives 
under the international tax review with respect to controlled 
foreign companies (by providing an exemption for real business 
income earned by overseas subsidiaries); and tax credits for 
research and development. Other benefits for international 
companies are New Zealand’s culture of entrepreneurship and 
risk-taking, which encourages individuals to seek out new 
opportunities. Access to capital, a skilled workforce and a fertile 
public research base that can provide resources also allows 
businesses to succeed.

Large tech companies such as Microsoft, Facebook and Yahoo 
use New Zealand as a development lab. How has this built the 
country’s credibility as an international test market for tech? 
What actions has New Zealand taken to foster and promote 
this reputation?

The Government recently launched the New Zealand Investment 
Attraction Strategy to encourage more foreign direct investment 
in New Zealand through direct investment in companies, 
investment in R&D, and encouraging investor migrants. New 
Zealand also benefits from technology talent in its film industry 
which has filtered through to some fantastic innovation across 
other technology sectors. This talent, the concentrated multi-
cultural profile of New Zealand users and the attractive business 
environment has created interest among the large corporate 
tech companies, which can speed test new ideas. 
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New Zealand also encourages small start-ups and nimble 
innovation. For example, the country’s first female founder 
accelerator program, Lightning Lab XX, is scheduled to open 
in March 2016. How does the government foster inclusive 
business ideals? Is this the responsibility of the government, 
businesses or its citizens?

One thing to point out right at the beginning – the New Zealand 
government has a strong tradition of support female disruptive 
thinkers. Kiwi Kate Sheppard lobbied for and ultimately won the 
right for all women to vote in 1893 – first in the world!

Inherent in New Zealand’s DNA is a ‘can-do’ attitude, which 
inspires us to be innovators and global leaders in our chosen 
fields. The Government encourages and enables business-led 
innovation (especially through R&D) to improve 
business productivity.

This requires a multi-pronged approach. As a start, New Zealand 
wants to ensure that all of its people can fully participate in a 
digital world, with online access and digital literacy programmes. 

 
 

Meanwhile, the focus in education is on ensuring there are 
innovation skills in the workforce. Innovation hubs and precincts 
contribute to innovative activity by physically bringing industry, 
education providers and researchers together. Collaboration 
between industry and public research organisations can help 
to create scale and depth in the innovation system by bringing 
together different combinations of knowledge, expertise and 
resources. An excellent example of such an innovation hub is 
the Enterprise Precinct Innovation Centre (EPIC) in Christchurch, 
which connects high-tech entrepreneurs with each other and 
their counterparts around the world. EPIC now has 20 ICT/
high-tech focused companies, with between 250 and 300 FTEs 
engaging in active collaboration with each other each day. 
Google was instrumental in the design of the campus, Cisco took 
care of fitting out all of the networking infrastructure and video 
conferencing facilities, and Weta Workshop supplied most of 
the amazing artwork on display. Co-location makes it easier for 
R&D-performing firms to seek tacit knowledge and skills from 
research activities performed by universities, and to bridge the 
gap between concepts, production and markets. Our focus will 
be to ensure that hubs and precincts are emerging that attract 
private investment with the right scale and characteristics to be 
sufficiently attractive to multi-national investors.
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“For New Zealand our approach is to focus on high value 
exports and niches. By choosing a niche and being the 

best in the world at it, we can be successful.” 
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How do small businesses and start-ups impact global politics?

With innovation and disruptive thinking. Start-ups can 
disrupt industries, and change the nature of legal and policy 
frameworks, through great ideas executed well. Companies such 
as New Zealand online accounting company Xero can conceive 
and launch new ideas from anywhere, and the exponential 
growth offered through online channels allows anyone’s 
messages to be heard.

As Margaret Mead (who married a kiwi!) said: “Never doubt that 
a small group of thoughtful, committed citizens can change the 
world. Indeed, it is the only thing that ever has.”

Small businesses are also instrumental to economic 
growth, and form a major part of the New Zealand business 
demographic. 97 percent of all enterprises in New Zealand 
employ less than 20 people, and one in three workers are 
employed in a small business.

How can small countries like New Zealand make a splash on 
such a large global stage? What are the advantages small 
countries offer big business?

For New Zealand our approach is to focus on high value exports 
and niches. By choosing a niche and being the best in the world  
 

at it, we can be successful. For example, we can take what we 
have learned from our ability to provide a high quality healthcare 
system at a reasonable cost and sell that to the rest of the world. 
We can we take our world-leading knowledge of grass genetics, 
animal genetics, farming and harvesting systems, food safety 
technology and expertise, and apply it internationally.

New Zealand is currently on the Security Council of the United 
Nations, initiated the talks that led to the TPPA – and looking 
further back, NZ was the first in the world to give Women the 
Vote. Small doesn’t mean immature, it often means we can be 
nimble where others can’t and can pivot easily.  

What can other nations learn from New Zealand’s example as a 
test market for new ideas?

It is important to have a regulatory environment that supports 
entrepreneurship and business development. New Zealand’s 
efficient regulatory system (for example, intellectual property 
rights and system of resource management), government 
policies (both fiscal and monetary policies) and market and 
financial systems do not burden business unnecessarily. We 
support R&D through research institutes, universities and 
tax credits for business. We believe that businesses need to 
be allowed the flexibility to allocate resources to their most 
productive use in order to be competitive internationally.
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IS PANAMA THE BEST COUNTRY TO 
RETIRE AS A MILLIONAIRE?

Panama’s tropical climate and low cost 
of living have long made the country 
a haven for retirees. But a growing 
economy (Panama was ranked among 
the top 5 Latin American countries for 
doing business in 2015) is drawing a new 
audience: wealthy entrepreneurs seeking 
to grow their fortunes in this increasingly 
business ready country.

DENMARK EMBRACES A CASHLESS 
ECONOMY

Wallets are becoming a thing of the 
past in Denmark, where more than 
2.5 million citizens (almost half of the 
country’s population) use the cashless 
app MobilePay. The government is 
encouraging this progression, citing 
increased security for businesses and 
shorter transaction times as reasons 
to adopt the proposal to remove the 
obligation for stores to accept cash at all.

MEET THE 13-YEAR-OLD ON FORBES’ 
MOST POWERFUL MEXICAN 
WOMEN LIST

“The world’s youngest psychologist” is 
one of 13-year-old child prodigy Dafne 
Alamazan’s many accolades. Other 
hobbies include teaching Mandarin to 
gifted children, playing the piano and 
sharing projects in global competitions. 
The next stop for this young genius? A 
Master’s degree in education, which she 
hopes to use as a springboard to improve 
Mexico’s education system and enable 
more kids to be as successful as she is. 

CASE STUDIES
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BRINGING SEX APPEAL TO PORTUGAL’S SHOE INDUSTRY

In hopes of competing with fashion-giant Italy, Portuguese shoe 
manufacturers are increasing brand provenance with their newest 
tagline “The Sexiest Industry in Europe.” In recent years, even 
Italian manufacturers have shifted production to Portugal where 
they can find quality at lower prices. Will this new campaign make 
Made in Portugal the next must-have tagline for European shoes?

PAKISTAN’S FIRE WOMAN

Shazia Parveen is defying gender stereotypes in her small 
Pakistani village, becoming the first female firefighter. After 
passing training as the only woman among 600 men, Shazia 
has been valuable to her unit in situations where women need to 
be rescued and prefer the assistance of a fellow woman in their 
conservative society. 
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REGISTER PROPERTY IN SAUDI ARABIA IN ONLY 6 DAYS

Saudi Arabia is making it easier to do business with the launch 
of a new digital system to expedite the registration of property, 
causing the country to rise a full 18 spots for this metric in the 
World Bank Doing Business Rankings. Using this new system, 
it takes only 6 days to register property at no cost, compared to 
the regional average of 30 days to register and a payment of 5.6 
percent of the property value.

DEVELOPING ECONOMIES SEE THE “GLASS AS HALF FULL”

Optimism is more prevalent in developing economies, where 
more than half of the population believe that their children will 
have a better future (compared to only 28 percent of developed 
economies). 71 percent believe that most are better off in a free 
market economy (compared to 63 percent of people in 
developed nations). 

6
DAYS
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SOUTH KOREA LEADS THE WORLD IN ROBOTS PER 
EMPLOYEE

With almost 500 industrial robots per 10,000 employees, South 
Korea is among the top five markets for robot sales worldwide. 
Japan and Germany follow South Korea with 315 units per 
10,000 employees and 292 units per 10,000 employees, 
respectively. The United States and China round out the top five 
countries in the world for robot sales, but have room to grow, 
with only 164 robots per 10,000 employees in the United States 
and 36 per 10,000 in China. RACE TO LUXURY IN KAZAKHSTAN’S AUTO MARKET

One of Maserati’s newest showrooms has opened its doors 
in Almaty, riding the growing trend of luxury consumption in 
Kazakhstan. Demand for high-priced cars is expected to grow 
more than nine percent a year through 2020 in this frontier market, 
which is good news for Bentley and Rolls-Royce, the other top 
luxury car brands in the country. 
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Chapter 7

POWER
RANKINGS:

1. United States

2. Russia

3. China

4. Germany

5. United Kingdom

6. France

7. Japan

8. Israel

9. Saudi Arabia

10. South Korea 

Power accounts for 8% of our total rankings:

CITIZENSHIP ENTREPRENEURSHIP QUALITY OF LIFE CULTURAL 
INFLUENCE

OPEN FOR 
BUSINESS

POWER

ADVENTURE

HERITAGE

19% 19% 19% 14% 13% 8% 4% 4%

BACK TO CONTENTS
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With wealth and power, history’s strong leaders built empires of 
territory (ancient Rome) and influence (modern America) that 
yielded even more empire. Today, nearly two-thirds of a nation’s 
prestige is determined not by imperial strength but by its quality of 
life, global citizenship, culture and innovation. However, our study 
revealed that old fashioned power still matters. Eight percent of 
a nation’s reputation flows from these traditional measures of 
dominance, and the world knows who possesses them. 

First in traditional power is, not surprisingly, the United States. 
At nearly $640 billion, America’s military spending accounted 
for 34 percent of global military spending in 2013 (Stockholm 
International Peace Research Institute Trends in 2013 Military 
Expenditure 2013). This spending exceeds the military budgets 
of the next eight top-spenders combined. It permits the United 
States to play the world’s policeman, a role that wins America 
a combination of respect and resentment. Those who welcome 
America’s security effort appreciate the safety it provides in a 
sometimes dangerous world. Those who reject it consider it 
empire-building by another name.  

The United States security investment does come with territorial 
elements as it projects an American presence to military 
installations outside North America. Like the British empire of yore, 
the sun never really sets on the United States military. However, 
America’s top standing in “power and influence” stems more from 
its leadership, alliance-building, and economic influence. Clearly, the 
world sees America as a geopolitical powerhouse in every sense.      

Second ranked in our survey, Russia spends about $60 billion 
annually on its armed forces, which have recently engaged in 
conflicts with Ukraine and in Syria (Global Firepower Rankings). 
Third-place China devotes $145 billion to its military, which has 
embarked on a costly modernization of its forces. China has 
projected its strength recently with its efforts in the disputed 
Spratly islands, which are mainly unoccupied reefs and shoals in 
the South China Sea. Dredging has permitted the construction of a 
military airstrip and other facilities. Although this development is 
opposed by other powers, it has contributed to China’s reputation 
as an effective power. 

POWER INFLUENCE ATTRIBUTES THAT WENT 
INTO THE RANKING:

A leader

Economically influential

Politically Influential

Strong International alliances

Strong military

http://books.sipri.org/product_info?c_product_id=476
http://books.sipri.org/product_info?c_product_id=476
http://books.sipri.org/product_info?c_product_id=476
http://www.globalfirepower.com/defense-spending-budget.asp
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In our modern measure of 
nation brands, aggressive 

military moves don’t necessarily 
translate into global esteem



145

In our modern measure of nation brands, aggressive military 
moves don’t necessarily translate into global esteem. Among 
the top eight countries ranked for power and influence, Germany 
(fourth) and Japan (seventh) are essentially absent from the 
world military scene. Japan spends one percent of its GDP on 
defense, which puts it on a par with Latvia and Sierra Leon. 
Germany spends only slightly more (CIA World Factbook Military 
Expenditures). However, both countries are recognized by our 
respondents for their leadership in world affairs, their economic 
influence, and their alliances.

The value of a security umbrella was noted by Iranian President 
Hassan Rouhani after the 2015 negotiations lifted sanctions and 
froze Tehran’s pursuit of weapons-grade nuclear materials. Echoing 

similar sentiments expressed by Western powers, he said, “We can 
engage in a good and constructive negotiation with other powers 
only when we are powerful and capable” (Daily Times Pakistan 
Rouhani Says Only Powerful Countries Can Guarantee Peace).

Our survey found the world does respect Iran’s military, ranking it 
sixth in the world. This score represents Iran’s strongest showing 
by far in our entire survey. However, Israel is also one of six 
countries in that echelon of power and influence that cannot be 
found among the overall “best countries” in the eyes of the world.  

(Stockholm International Peace Research Institute Trends in 2013, Military Expenditure 2013, GlobalFirePower Manpower Reaching Military Age)

GLOBAL FIREPOWER: MILITARY EXPENDITURES AROUND THE WORLD

$1747
global military 

expenditure in 2013

80%
of military 

expenditures were 
made by 15 countries

14%
increase in Saudi 
Arabian military 

spending raised it 
from 7th to fourth 

4th globally

8.3%
increase in spending 

across Africa, 
making it the region 

with the largest 
growth in military 

expenditures

22.9
million men reached 
military age in 2013 
in India, followed by 
China (19.5 million)

https://www.cia.gov/library/publications/the-world-factbook/rankorder/2034rank.html
https://www.cia.gov/library/publications/the-world-factbook/rankorder/2034rank.html
http://www.dailytimes.com.pk/foreign/22-Aug-2015/rouhani-says-only-powerful-countries-can-guarantee-peace
http://www.dailytimes.com.pk/foreign/22-Aug-2015/rouhani-says-only-powerful-countries-can-guarantee-peace
http://books.sipri.org/product_info?c_product_id=476
http://www.globalfirepower.com/manpower-reaching-military-age-annually.asp
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Because war power and economic might can affect events in 
direct ways, our respondents harbor deep concerns about both. 
Given the higher value that global citizens place on qualities such 
as citizenship and cultural influence, the world clearly prefers 

peace through normal relations and negotiated resolutions to 
conflict. War is a sign of a political failure and sanctions, while 
less directly lethal, are unproven. According to world-renowned 
experts on economic boycotts, they are rarely effective and, even 
when they are, their impact is felt the least by the power elite. 
Sanctions can also backfire as they inspire patriotism in target 
countries. “In these circumstances it’s a very difficult task to 
gauge the sanctions correctly so that they don’t exacerbate the 
problem that they are designed to address,” says Adam Roberts of 
Oxford University (BBC Analysis: Do Economic Sanctions Work?).

For most countries, the best alternative to military action and 
punishing sanctions can be found in restrained military and 
economic persuasion. Here, South Korea strikes an admiral 
balance with a strong modern military that stays close to home 
and an economic model that it shares with other nations through 
growing foreign aid programs and diplomatic outreach. “When 
South Korea went through the war with the North, the country’s 
slogan was Rich Country, Strong Army,” notes Charles Armstrong, 
PhD, a Korea expert at Columbia University. “That was useful when 
the country had to defend itself against a threat that was real.” 

“Now South Korea is more interested in projecting soft power 
in the form of technology, culture, and development,” adds 
Armstrong. “I think the Korean elites feel they have a model of 
sorts. It’s a small country that came from dire poverty and became 
an affluent society in a generation. By showing how it’s done, 
Korea can win favor in the world without asserting military might.”

“There are lots of forums in which people can gather, consult 
and talk, at the government level and at the business level…
One of the vehicles is the institution for which I believe this is 
being created – or at least one of them – which is the World 
Economic Forum. You do have a lot of formal and informal 
channels of communication, both at a government level, at 
a business level, at an NGO level, and between those levels. 
That’s been a hallmark of the World Economic Forum for a 
long time. It’s to the credit of Klaus Schwab that he’s been 
able to create that environment.”

- Jeffrey Rosen, Deputy Chairman, Lazard Financial Services

BEST COUNTRIES VIDEO INTERVIEW Click here to watch

http://www.bbc.com/news/world-middle-east-10742109
http://usnews.com/news/best-countries/videos/power-e-book-video-7
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“Now South Korea is more interested in projecting soft power in the form of technology, culture, and development. I think the Korean 
elites feel they have a model of sorts. It’s a small country that came from dire poverty and became an affluent society in a generation. 
By showing how it’s done, South Korea can win favor in the world without asserting military might.”

- Charles Armstrong, PhD, The Korea Foundation Professor of Korean Studies in the Social Sciences at Columbia University



POWER
Perceptions that went into this ranking include:
A leader, Economically influential, Politically influential, 
Strong military alliances, Strong international alliances

THE TOP 10 COUNTRIES FOR POWER

1. United States

2. Russia

3. China

4. Germany

5. United Kingdom

6. France

7. Japan

8. Israel

9. Saudi Arabia

10. South Korea

THE TOP 10 POWER NATIONS ACCOUNT FOR

(Based on 2014 Purchasing Power Parity per capita GDP)

24% of  GDP 
EXPORTING INFLUENCE

WHO’S ELITE AMONG THE ELITES

Countries with high volumes of exports are also seen as influential

Countries experts rank more highly 
on Power than the general population 

“Economic Influence”
Correlation to

“Strong Alliances”
Correlation to

“Political Influence”
Correlation to

Exports

83%
Exports

76%
Exports

73%
GDP

43%
GDP

21%
GDP

3%

1. India
2. Israel
3. Spain
4. France
5. Singapore
6. Brazil
7. Romania
8. Indonesia
9. Denmark
10. Sweden

EMPATHY BUILDS REPUTATION
“Caring about human rights” is 

79.6%
correlated with “Prestige”



BAV Nation Brand Study, 16,200 respondents, Aug 2015, International tourism, receipts (% of total exports) World Bank, CIA World Factbook Public Debt as % of GDP, 
CIA World Factbook Merchandise Exports, World Bank proportion of parliament seats held by women, The Athena Doctrine, Wiley Publishing 2013, IMF Purchasing Power Parity per Capita GDP

RETURN ON TRUST

THE ATHENA DOCTRINE

(OVER?) SPENDING ON INFLUENCE

According to experts, Trust 
and Transparency are 
highly correlated to GDP

Countries with the most women in power compared to their 
overall Power & Influence scores

Countries that score in the top 30% for both 
Power and Public Debt

Trustworthy
Transparent Business Practices
Transparent Government Practices

75%
75%
73%

Correlation to GDP

Income classifications according to World Bank Income Level data

Germany

Sweden

Netherlands

80.2%

95.5%

74.7%

Public Debt (as % of GDP)

THE POWER BROKERS

$$$ $$ $$

JORDAN
INDIAPAKISTAN

VIETNAM

UKRAINE
GERMANY
FRANCE

UNITED KINGDOM

UNITED STATES

BRAZIL

RUSSIA

CHINA
IRAN

TURKEY
EGYPT

Sri Lanka
Costa Rica

Morocco
Argentina

New Zealand
Denmark
Romania

45
39
37
37
39
39
29

% Women in Parliament

http://usnews.com/news/best-countries
http://data.worldbank.org/indicator/ST.INT.RCPT.XP.ZS  
https://www.cia.gov/library/publications/the-world-factbook/rankorder/2186rank.html 
https://www.cia.gov/library/publications/the-world-factbook/rankorder/2078rank.html 
http://data.worldbank.org/indicator/SG.GEN.PARL.ZS 
http://www.johngerzema.com/books/athena-doctrine 
http://goo.gl/FFkcS8
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Q&A
with Charles Armstrong
PhD, The Korea Foundation Professor of Korean Studies in the 
Social Sciences at Columbia University
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How would you briefly describe South Korea’s international 
reputation?

Younger people see it as a kind of cool place.  They are into the 
technology and tend to know it through its popular culture.  With 
them the view of South Korea is generally quite positive.  The 
older generation associates it with the war and the United States 
military presence and security issues. Among this audience, it is 
remembered as a very poor country.

Does South Korea have a nation brand? If so, what is its 
personality?

Korea is associated with good manufactured products. 
Hyundai cars used to be kind of a joke; now they are reliable 
and desirable. Samsung is the world’s biggest producer of cell 
phones. On the other hand, people have negative views of Korea 
as well. It has an image of a closed society, which is partly true. 
Immigrants who work in South Korea, many from South and 
Southeast Asia, find it rather closed and not very welcoming.

Koreans are known as very hard working and ambitious. 
Koreans play very hard, as well. That can be good and bad. 
Foreigners are struck by how much they party and drink. They 
don’t like to relax and take it easy. When Koreans say good-bye, 
they say “sugo haseyo,” which means “work hard.”

How has South Korea’s reputation, or nation brand, evolved over 
the last 50 years?

It has gone from being a place no one knew much about to a 
place that produces very high quality products, from ships to 
cars to cell phones, that everyone wants. It’s also quite strong 
as a cultural brand with music, K-pop, leading the way.

That kind of took off on its own around 15 years ago and the 
government has been consciously trying to exploit it ever since.

According to the World Bank, South Korea’s GDP per capita 
in 1961 was $2.6 billion and has risen to $1.4 trillion today, 
representing 2.27 percent of the global economy. What do you 
believe caused this meteoric rise?

South Korea is the one non-communist country that developed 
multi-year economic plans and stuck with them, successfully. 
This involved the government nurturing certain key industries, 
which it sought to develop very strongly, and everyone buying 
into it. This was a much more assertive policy than you would 
see in most other countries. The model was what Japan did in 
the post war years. This is how the country has gone from poor, 
to a quite high standard of living.  

How have “hard power’ elements, such as increased military 
strength, impacted South Korea’s rise on the global stage?

Korea is known for having an effective military and all males are 
required to do 18 months of service. It used to be three years. 
But this is not an aspect of the society that leaders emphasize. 
They downplay the possibility of conflict and South Korea is not 
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known as the kind of country that wants to dominate others. 
I would say that this kind of hard power is not important to 
Korea’s image.

How have “soft power” elements, including cultural exports like 
K-Pop, benefitted South Korea?

It has been very significant. K Pop is a way of connecting Korea 
to young people around the world. This is something you could 
call part of Korea’s soft power. The government is aware of it 
and trying to exploit it to present a more positive view of Korea 
and promote interest in the country. Some of the techniques 
used to promote cars and manufactured steel are transferred 
to the promotion of Korean pop culture. It’s purposeful. Big 
companies promote pop stars and cultural centers attached to 
consulates that push music, TV drama and dance. Korea has 
also become a significant donor of foreign aid, especially in Asia 
and Africa.   

How will South Korea continue to grow its power and influence?

There’s a big effort to make Korea into a more multi-cultural 
society, to have it be more open and accepting and integrate 
people from other countries. South Korea is one of the 
most rapidly aging countries in the world. The need for labor 
is great, which is something the country is grappling with. They 

are trying to open up culturally in order to continue growth 
and development.

And there’s an interest in promoting Korea as an international 
country. The Secretary General of the United Nations is Korean 
and “Global Korea” is a popular slogan. Also, parents are very 
concerned about giving their children a good education and 
many make sure their kids study in an English-speaking country, 
often from as early as middle school. That idea, and promotion 
of education that encourages more creativity and innovation, is 
on their minds. They admire America for these things, but so far 
are still working to find the best ways to implement these ideas 
into their own societies.

What can other nations learn from South Korea’s example of a 
holistic approach to power?

I think South Korea is open to learning from others and is both 
very proud and very self-critical. The two things work together. 
They have a model of sorts. It’s a small country that came from 
dire poverty and became an affluent society in a generation. 
The Koreans can say, “We did it ourselves with a combination 
of planning and commitment and stubbornness.” [South] 
Korea shows that you can be a kind of neutral country with no 
ambitions to dominate others and yet make a lot of progress in a 
short time.
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“K-Pop is a way of connecting Korea to 
young people around the world.” 



154

Q&A
with Stephen Sestanovich
George F. Kennan Senior Fellow for Russian and Eurasian Studies at the 
Council of Foreign Relations, professor at Columbia University’s School 
of International and Public Affairs, and author of of Maximalist: America 
in the World from Truman to Obama (Knopf, 2014)
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Are Russia’s leaders acting to build any particular image in 
the world?

Russia’s leaders are speaking to different audiences as they try 
to re-shape their country’s image. Russia has put significant 
resources into reaching the so-called “Russian world” beyond 
its borders. In trying to appeal to those who share some kind 
of common cultural heritage, Russia’s leitmotifs are language, 
religion, national identity, and history. When we look at Russian 
outreach to a broader audience, there’s an additional theme 
that’s worth noting. That’s a semi-angry contrarianism—
Russia’s readiness to stand against what it sees as the negative 
direction taken by Europe and the United States. It wants to 
present itself as an alternative to an allegedly decadent west. 
That may be the single most important recent element in the 
evolution of Russia’s “brand”.

When we asked which countries are more culturally significant 
– as represented by art, history, literature etc – Russia scored 
higher than both China and the United States. Do you have an 
idea about the sources of this positive regard?

It’s no mystery—think of the great Russian writers and 
composers. Also singers, choreographers, comedians, painters, 
literary critics, mathematicians, scholars, and scientists. There’s 
no denying the contributions to world culture of Russian artists 
and intellectuals. Russia has not always treated them well, of 
course — but it does take pride in them.  

Russia’s business climate is not ranked highly by our 
respondents. The nation scores below the median on questions 
related to taxes, property rights, and corruption.  Do these views 
strike you as the product of stereotypes rooted in reality or are 
they false?

If you doubt the problems faced by honest businessmen in 
Russia today, you have only to listen to president Putin’s 
description of the situation in his speech to the federal assembly 
on December 3.  He has made his own personal contributions to 
these problems, but he at least described them well.

Russian society suffers, in the view of our respondents, from a 
reputation for environmental pollution, bureaucracy, and other 
problems that make daily life more difficult. Russia ranked 
43rd out of 60 nations, as “a place where I’d like to live.” Do our 
respondents, who were chosen for a higher education level and 
“decision-maker,” status have a fair view?

Many visitors to Russia would be surprised to discover how much 
the standard of living has improved in the past 10 to fifteen years, 
especially in the biggest cities. Still, Russians will tell you that your 
picture of their country is very fair. Take just one problem: official 
corruption. Putin has often commented on the decay of Russian 
state institutions that occurred in the 1990s. He considered it his 
job to restore the powers of the state bureaucracy, but in so doing 
he re-created an army of officials that prey upon the rest of society. 
It’s possible that even he recognizes that he went too far but doesn’t 
know how to change things.
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What trends in Russia’s relationship with the global community 
strike you as most important?

Obviously the most important trend is Russia’s isolation. I can’t 
think of any country in the world that has experienced as sharp 
a decline in “soft power” in the past decade. By this, I mean a 
decline in the respect that people elsewhere feel for Russia’s 
leaders, for their policies, for the way they go about dealing with 
their problems, for the way they treat their own citizens. Yes, 
Russia’s hard power — its military might and its material wealth 
— went up, and that has created some new opportunities for its 
leaders. But the decline of Russia’s reputation is a pretty serious 
problem. It has closed off opportunities. This is a terrible setback 
for Russia — and a setback, too, for governments that would like 
to be able to work with Russia in addressing common problems.

Are recent global events, including those related to terrorism and 
conflict involving ISIS, raising Russia’s profile in a positive way?

Some people may have a higher opinion of Putin because of 
his intervention in Syria. My guess, however, is that there are 
just as many who have a lower opinion—who have been put off 
by his claim that he’s in Syria to fight ISIS when it seems clear 
that his real purpose is to prop up the Assad regime. Putin often 
hurts his own cause in this way. He doesn’t understand western 
governments and societies very well.    

Can you imagine a turnaround in Russia’s global image, which 
much of the world associates with unhappiness and constraint?  
If this were to happen, what kind of role would you imagine 
Russia’s leaders are seeking for their country in terms of global 
security and world trade?

It’s not hard to imagine an improvement in Russia’s image. 
We’ve seen it happen several times in recent decades. 
Remember, Gorbachev took a losing brand and made it much 
more attractive. For a time Yeltsin did even better — he seemed, 
with all his limitations, to embody the possibility of a real break 
with the past. And Putin himself had a good reputation for a 
while. So did Medvedev. I think Europeans and Americans are 
actually eager to think well of Russia’s leader, but they do seem 
to have given up on Putin himself. If his successor presents 
a different face to the world, if he (or she) can drop the tough 
guy style, can stop picking on neighbors, can get over Putin’s 
zero-sum obsessions, Russia’s global standing could be quickly 
repaired. When they see how quickly this transformation could 
occur, Russians may ask themselves why they stuck with Putin 
for so long. What has he gotten them?   
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“The most important trend is Russia’s isolation. I can’t 
think of any country in the world that has experienced as 
sharp a decline in “soft power” in the past decade.” 
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GERMAN PRISONS REHABILITATE 
YOUTH WITH BUNNIES

At Nuetralitz Prison, bleak cells and 
handcuffs are replaced with white 
cottages and rabbits (useful for “animal 
therapy”). Housing some of Germany’s 
most dangerous young prisoners, this 
facility aims to tap into the potential of 
youthful minds to recover quickly from 
their crimes and become rehabilitated. 
Offering 
a second chance to individuals ages 19 
to 25, this facility challenges traditional 
models of imprisonment.

THE CHANGING FACE OF LEADERSHIP: 
CANADA ELECTS MOST DIVERSE 
PARLIAMENT EVER

Canada’s elections in fall 2015 not only 
brought the landmark shift from the 
Conservative Party to the Liberal Party 
with the election of Justin Trudeau as 
prime minister (who also appointed half 
of the seats on his cabinet to women), 
but this year also marks the most diverse 
parliament in the country’s history. 
Women claimed 88 seats in the Canadian 
House of Commons, representing 26 
percent of MPs, while Muslim and 
Indigenous citizens each claimed 10 
seats, respectively.

NOW YOU SEE IT, NOW YOU DON’T: 
DARPA SETS SIGHTS ON VANISHING 
SUPPLY VEHICLES

DARPA is extending its Vanishing 
Programmable Resources Project 
(VAPR) to include devices that can carry 
resources to intended areas and then 
disappear. Benefitting soldiers in remote 
and war-torn areas, these vanishing 
vessels also have the potential to help 
victims in the wake of natural disasters or 
other crises.

CASE STUDIES
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ROMANIA SUES THEIR OWN PRIME MINISTER FOR 
CORRUPTION

The youngest premier ever to take office in Romania, Victor Ponta 
was also the first prime minister to stand trial and be indicted 
while in office. Pushed forward by Romania’s National Anti-
Corruption Directorate, the charges against Ponta included tax 
evasion and money laundering. After several months of denying 
the claims, Ponta and his cabinet resigned in November 2015.

THE WORLD’S COLDEST REAL ESTATE BATTLE: RUSSIA AND 
DENMARK FIGHT OVER THE NORTH POLE

With the potential to be a lucrative source of oil. Russia laid claims 
to land in the Arctic, directly contradicting Denmark’s proposal 
for ownership of the North Pole. After extensive research, both 
countries have submitted proposals to the UN’s Commission on 
the Limits and the Continental Shelf (CLCS) for review. Russia 
claims that the Arctic land mass is connected with their country 
through underwater ridges, while Denmark claims the land 
belongs to them by way of their autonomous territory, Greenland. 
The United States, Canada and Norway have all also put in bids for 
this land. 

North    Pole
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US AND SAUDI ARABIA BRING SOLAR POWER TO SOUTH 
AFRICA

Working with the Overseas Private Investment Corporation (OPIC), 
the United States has approved $400 million in funding for a solar 
farm in South Africa. Two companies are leading the project – one 
from the United States and one from Saudi Arabia – which is part 
of President Obama’s $7 billion plan to “Power Africa.” 

COLOMBIAN WOMEN EMPOWERED IN THE FACE 
OF ADVERSITY

Though the 50-year armed insurgency in Colombia has created 
many challenges for women, many have gone from viewing 
themselves as victims to affirming their rights as citizens. 
They are banding together – with the support of Colombia’s 
Constitutional Court – to fight for their rights and tell the stories 
of abuses they faced in order for change. Women are also 
demanding more representation in parliament and involvement in 
peace negotiations. 
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EMPOWERING THROUGH EDUCATION IN AFGHANISTAN

When Sakena Yacoobi founded an underground school for 
women despite the turbulence in her country, she never guessed 
that her best students would end up being 19 armed young men 
from the Taliban who threatened to stop her. Once convinced of 
Yacoobi’s school, they left the Taliban demanding to be educated, 
too. Today, they are among Yacoobi’s best teachers, guides 
and guards as she continues to expand her education practice 
throughout Afghanistan.

COSTA RICA: A COUNTRY WITHOUT A MILITARY

When foreign dignitaries arrive in Costa Rica, they are greeted, 
not by armed men in uniform, but by school children dressed 
in the colors of their home country. It has been 67 years since 
President Figueres abolished the country’s military to redirect 
funding to education, healthcare and preserving the nation’s 
biodiversity. Today, the country provides free, high-quality 
education, healthcare, social security, and lead the world in 
renewable energy use.
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In this age of virtual reality, it turns out that people all over the 
world value actual experiences, especially adventure and time 
spent in beautiful natural environments, more and more. In our 
study, a country’s reputation for adventure and natural beauty 
accounted for four percent of its national brand. How important 
is this factor? Consider the roughly $263 billion per year spent by 
adventure travelers and you get some idea about the monetary 
value that can be attached to excitement and pleasure (George 
Washington University & Adventure Travel Trade Association 
Adventure Tourism Market Study 2013). 

In a time when international travel has never been cheaper and 
communication has never been easier, a pristine, accessible 
and beautiful natural environment is a huge draw for tourist 
dollars. Perhaps no country on earth has done more to cultivate 
this resource than Costa Rica where, in the past 40 years, a new 
national park system has doubled the number of acres devoted to 
natural jungle wilderness. This effort was spurred by government 
programs that use fees for water use to pay landowners who give 
up their development rights.            

“We have made a BIG bet on our natural environment,” explains 
Román Macaya Hayes, Costa Rica’s ambassador to the United 
States. “We have also bet on renewable energy. In the first half of 
2015, we generated 98.55 percent of our electricity from carbon 
free renewable resources. Approximately 70 percent came from 
hydroelectricity, 15 percent from volcanoes, and 15 percent from 
wind. By 2100, we want to have departed completely from oil, even 
in transportation. We want an economy based on 
renewable resources.” 

The Costa Rican example begins with a society where eight 
percent of government spending must, by law, be devoted to 
education and school is both free and mandatory for all children. 
Costa Ricans gave themselves a “peace dividend” by disbanding 
the nation’s armed forces in 1949 and they were among the first 
nations in the world to adopt both universal free health care and 
a maximum 40 hour work week. These practices have contributed 
to the country’s high quality of life as reflected in life expectancy 
(79 years) and its number one rank in the annual Happy Planet 
Index published by the London-based New Economics Foundation 
(World Health Organization Life Expectancy, Data by Country; 
Happy Planet Index 2015).

ADVENTURE INFLUENCE ATTRIBUTES THAT 
WENT INTO THE RANKING:

Friendly

Fun

Pleasant climate

Scenic

Sexy

http://files.adventuretravel.biz/docs/research/adventure-tourism-market-study-2013-web.pdf
http://files.adventuretravel.biz/docs/research/adventure-tourism-market-study-2013-web.pdf
http://files.adventuretravel.biz/docs/research/adventure-tourism-market-study-2013-web.pdf
http://apps.who.int/gho/data/node.main.688?lang=en
http://www.happyplanetindex.org/data/
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Our 16,500 respondents recognized tiny Costa Rica, with its 4.8 
million population, as a top 10 country for climate, fun and the 
ineffable quality we called “sexy.” Not surprisingly, the number 
one country for sexiness was Brazil, which also came in first as 
the most fun nation on Earth and first overall for adventure and 
beauty. Italy and Spain followed in the number two and three spots. 
Many of the countries that did well in other measures of national 
esteems, including the United States, Japan, Germany and the 
United Kingdom fall well behind these nations and others, such as 
the Dominican Republic and Peru.

Countries perceived as less adventurous in our survey would do 
well to study growth of the global adventure travel sector which 
has grown at a double digit rate in recent years. Whether they 
are rock climbing in Australia or touring India on horseback, 
adventure travelers are big spenders who immerse themselves in 
the countries they explore. Many also look for opportunities to get 
close to the nature as part of the so-called “eco-tourism” trend. 
African nations are well-positioned to develop this industry and 
many are seeking to catch up with leaders such as Zimbabwe, 
Kenya and South Africa where established preserves and parks 
have supported generations of visitors. In Gabon, where equatorial 
forest covered 90 percent of the land, the government is stepping 
up wildlife and habitat protection efforts. Gabon was the first 
African nation to submit plans for climate change mitigation prior 
to the recent Paris summit and, with aid from France, leaders are 
preserving three wilderness areas close to the growing city of 
Liberville. Gabon’s president has also begun a marine habitat and 
fisheries protection project called Gabon Bleu. 

“In a nutshell, I think Brazil is renowned by its exuberant 
nature and welcoming people, as well as its multiethnic 
society, vibrant democracy and influential culture.”

- Luiz Alberto Figueiredo Machado, Brazilian Ambassador 
to the United States
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However, as a sparsely populated country of 1.8 million, Gabon 
in one of the few nations where a well-managed forest could 
produce more valuable products. “Out of 23 million hectares of 
woodland we’re currently exploiting less than two million,” says 
Tanguy Gahouma-Bekale, permanent secretary of the National 
Climate Council, “…we don’t intend to leave our forest under a 
cloche. We need to exploit it, with due restraint, because we’re 
keen to achieve emerging-economy status very soon” (The 
Guardian Gabon: Protecting Vital Forests, and Communities).    

Tropical forests hold enormous value as natural chemistry 
labs that produce compounds useful to science and medicine. 
Ingredients in human birth control pills and treatments for malaria, 
multiple sclerosis, and various types of cancer have all come from 
compounds discovered in these jungles. Wild places are also 
sources of food, especially in developing countries, and they help 
provides clean air and water for human populations. Of course the 
benefits of protecting the natural environment are not confined by 
national borders. Air and water produced in one country naturally 

flow into others, and this truth has diplomatic implications. For 
decades much of the world watched with deep concern as satellite 
images showed the Brazilian rainforest retreating under the 
onslaught of farmers, miners, developers, and lumber harvesters. 
Last June, the country took a step in the other direction, pledging 
to restore 12 million hectares of oxygen-producing forest by 2030. 
The area to be returned to wilderness would equal the size of the 
American state of Pennsylvania (The Guardian Brazil Announces 
Massive Reforestation and Renewable Energy Plan with US).

(World Bank Natural Capital Accounting)

of total wealth in developing countries 
is driven by natural capital

36%

“When one country wanted to put in some drilling into the 
ocean, it was discovered that it was going to affect where the 
great whales mate. Treasures are there for everybody in the 
world and there has to be sensitivity and appreciation, and a 
value that is unquestionable.

- Nancy Kamel, US National Commissioner, UNESCO

BEST COUNTRIES VIDEO INTERVIEW Click here to watch

http://www.theguardian.com/world/2015/aug/27/gabon-forests-protect-communities-biodiversity-climate-change
http://www.theguardian.com/world/2015/aug/27/gabon-forests-protect-communities-biodiversity-climate-change
http://www.theguardian.com/world/2015/jun/30/brazil-us-reforestation-forests-renewable-energy
http://www.theguardian.com/world/2015/jun/30/brazil-us-reforestation-forests-renewable-energy
http://www.worldbank.org/en/topic/environment/brief/environmental-economics-natural-capital-accounting
http://usnews.com/news/best-countries/videos/adventure-e-book-video-8
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Although Costa Rica has shown that the wilderness can be 
restored to the benefit of all species, including homo sapiens, some 
older, highly-urbanized nations may struggle to expand nature 
preserves. However, much can be done, even in older societies with 
great population density, to make the adventure accessible through 
a hospitable culture. Spain sets a good example. Despite the strong 
presence of the socially conservative Catholic Church, the Spanish 
outlawed discrimination against LGBT people in 1998 and their 

society is known for welcoming gay, lesbian, and transgendered 
couples. Spain was the third nation in the world to make marriage 
equality the law, which it did in 2005, and it ranks second in tourism 
revenues from gay travelers (behind only the United States), 
making approximately $6.8 billion USD in revenue from inbound 
LBGT tourism (LGBT Capital Estimated LGBT-GDP Tourism Impact 
2015). Worldwide, the LGBT population numbers more than 300 
million and is estimated to possess as much buying power as the 
entire nation of Germany (LBGT Capital).  

Travelers, potential investors, and even immigrants seeking fun, 
friendly, scenic and sexy destinations are better informed than ever. 
New services including specialized travel websites and peer-to-
peer services like the room-rental service Airbnb make it possible 
for people to connect to countries in a more direct way and on a 
human scale. Once a scheme for saving money, Airbnb became a 
way to make friends in faraway places. Transport services such as 
Uber provide the same side benefit, and places that make it easier 
for them to function have an advantage over others that do not. 
When Airbnb came under pressure from regulators in New York 
City, officials in the United Kingdom saw an opening. The United 
Kingdom embarked on a program to encourage the development of 
the so-called sharing economy which would make a pricey city like 
London friendlier to budget travelers. 

The United Kingdom has also benefited greatly from the enormous 
brand equity created by the 2012 Olympic Games in London. 
A showcase for British style and ingenuity, the games were a 
popular success and the opening ceremony, a showcase of British 

(Euromonitor From the Online to the Mobile Travel Era)

Mobile travel bookings are expected to 
account for 25% of total global online 

travel bookings by 2019 
(increasing from 12.5% in 2014).

HAVE SMARTPHONE, WILL TRAVEL

http://www.lgbt-capital.com/docs/Estimated_LGBT-GDP_Tourism_(table)_-_July_2015.pdf
http://www.lgbt-capital.com/docs/Estimated_LGBT-GDP_Tourism_(table)_-_July_2015.pdf
http://www.lgbt-capital.com/docs/LGBT-GDP_2015_Press_Release.pdf
http://www.euromonitor.com/from-the-online-to-the-mobile-travel-era/report
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culture devised by the Oscar-winning film director Danny Boyle, 
was viewed by an enormous TV audience around the world. Brazil 
will attempt a similar feat with its 2016 games. The mayor of Rio 
de Janeiro has already said that the hoped-for clean-up of local 
waters won’t be realized (The Guardian Olympic Chiefs to Order 
Testing for Viruses in Rio’s Sewage-Polluted Waters). The chairman 
of the organizing committee said that the games represent a 
“chance for one region of the world. And this chance is to start an 
enormous legacy ... to show to the world what we can do” (SBS 
The 2016 Rio Olympics Will Change the Perception of Brazil, says the 
President of the Organising Committee for the Olympic Games).    

With less than a year to go, some in the press noted the various 
crises afflicting Brazil, including downgraded bond ratings, 
rampant inflation, and political corruption scandals, and predicting 
troubles for the 2016 games. Should pollution, traffic snarls, 
and subpar venues mar the games, Brazilians already enjoy the 
goodwill of a world that considers them the some of the friendliest, 
sexiest people on earth occupying a beautiful environment. Their 
country has a great distance to fall before it seems as bad a place 
for fun and pleasure as say, the United States.

http://www.theguardian.com/sport/2015/aug/03/olympic-chiefs-to-order-testing-of-rios-sewage-polluted-waters
http://www.theguardian.com/sport/2015/aug/03/olympic-chiefs-to-order-testing-of-rios-sewage-polluted-waters
http://www.sbs.com.au/news/article/2015/10/06/olympics-will-change-brazil-perception
http://www.sbs.com.au/news/article/2015/10/06/olympics-will-change-brazil-perception
http://www.sbs.com.au/news/article/2015/10/06/olympics-will-change-brazil-perception
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1. Brazil

2. Italy 

3. Spain 

4. Thailand 

5. New Zealand
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8. Costa Rica 

9. Portugal 
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17% of  GDP 

THE FRUGAL TOURISTS

ADVENTURE IS OUT THERE

FUN GETAWAYS
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1. Thailand
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Adventure Tourism will be in 
emerging economies by 2030

$3K

$48K

$46.8K

57%



BAV Nation Brand Study, 16,200 respondents, Aug 2015, International tourism, receipts (% of total exports) World Bank, World Bank International tourism, number of arrivals, 
CIA World Factbook Land Area in Square KM, Mother Nature Network, UNWTO Global Report on Adventure Tourism, BBC, IMF Purchasing Power Parity per Capita GDP
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Aruba: Dutch (official), Papiamento (official), English, Spanish  
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Countries in the top 30% for both tourism 
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http://usnews.com/news/best-countries
http://data.worldbank.org/indicator/ST.INT.RCPT.XP.ZS  
http://data.worldbank.org/indicator/ST.INT.ARVL
https://www.cia.gov/library/publications/the-world-factbook/fields/2147.html
http://www.mnn.com/lifestyle/arts-culture/stories/9-of-the-worlds-most-multilingual-countries
http://www.adventuretravel.biz/store/unwto-global-report-on-adventure-tourism
http://www.bbc.com/travel/story/20150928-living-in-the-most-multilingual-cities
http://goo.gl/FFkcS8
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How would you briefly describe Brazil’s international reputation?

In a nutshell, I think Brazil is renowned by its exuberant nature 
and welcoming people, as well as its multiethnic society, vibrant 
democracy and influential culture. The cherished values of 
democracy and tolerance are embodied in Brazilian international 
standing, serving as guiding principles for the country’s foreign 
policy. I believe that Brazil’s international reputation as a 
peace-loving country, fully committed to the strengthening of 
multilateralism, international law and the peaceful settlement 
of disputes, spring from a genuine feeling of brotherhood with 
other nations and reflects the virtues of the Brazilian citizens 
themselves and their common national identity.

A nation’s reputation is similar to a brand. Does Brazil have a 
nation brand? If so, what is its personality?

It would be hard to name a single brand to Brazil, due to its size, 
complexity and inherited diversity. When one thinks of Brazil, the 
first elements that come to mind might be soccer, samba, the 
rain forest or its beaches. These stereotypes notwithstanding, 
what someone who comes to Brazil for the first time will 
definitely remember is its people, their openness to the world 
and their happiness. We like to think of ourselves as a young, 
creative, artistic, diverse and energetic people, with strong 
cultural values in favor of conciliation and tolerance.

Beyond that, Brazil now projects the image of a large, democratic, 
and peaceful developing country that, even though still facing 

many challenges, has accomplished a great deal in the areas 
of economic and social development. A focus on sustainable 
development has helped Brazil achieve over the past decade one 
of history’s most successful processes of social inclusion. More 
than 36 million people were lifted out of extreme poverty, while 42 
million Brazilians ascended to the middle class.

How does a sense of adventure and beauty contribute to Brazil’s 
nation brand?

A sense of adventure and beauty has always been part of a 
certain vision of Brazil, one that combines its cultural diversity 
with its varied and stunning landscapes. First-time visitors 
to the Iguazu Falls or to the Brazilian Amazon rain forest will 
certainly have unforgettable experiences to share.  But so will 
those who go deeper into the country. With its 8,000 kilometers 
of coastline, Brazil offers hundreds of different beaches as 
holiday destinations. Baía do Sancho (Sancho Bay), on the 
island of Fernando de Noronha, for instance, was for the second 
consecutive year nominated as Best Beach in the World in the 
2015 edition of Traveler’s Choice. A sense of adventure and 
beauty is also definitely present on many national parks across 
the country, and there is an overall awareness of the importance 
of promoting sustainable and green tourism in Brazil. Rio de 
Janeiro (the “Marvelous City”) is still the main postcard and 
port of entry to Brazil, and by no coincidence it was chosen 
to host the first Olympic and Paralympic Games in South 
America. An estimated five billion people will be watching the 
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competitions in 2016, and they will probably witness the most 
beautiful games ever held. This exposition will certainly add still 
more value for a Brazil’s nation brand, promoting its image, its 
business, its people.

Would you say a nation’s ability to offer adventure and beauty is 
driven by its government, its businesses, or its citizens?

The openness, joy, tolerance, and warmth of the Brazilian people 
were the most remarkable traits noted by visitors during the 2014 
FIFA World Cup.

I would not like to underestimate the role the government and 
businesses play in promoting a nation’s brand, but in the case 
of Brazil one should recognize that the Brazilian people are our 
best asset.  Many agree that the soccer World Cup in Brazil was 
probably the best ever in history, and this is not only due to 
the quality or to the organization of the games, but especially 
because tourists enjoyed the hospitality of the Brazilian 
people and the festive atmosphere that engulfed the country. 
The estimated 400,000 visitors expected in Rio next year will 
certainly see this pattern repeated at the 2016 Olympic and 
Paralympic Games.

 
 
 
 

Mass deforestation is currently a big issue affecting the natural 
beauty and health of the Amazon rainforests. What are the 
negative effects that Brazil is seeing today as a result?

Though deforestation remains a problem, this is an area in which 
Brazil has been making a remarkable progress. From 2004 to 
2014, deforestation in the Amazon fell by 82 percent, thereby 
reducing significantly the negative effects of CO2 emissions and 
biodiversity loss. This is a result of a persistent and coordinated 
effort by both government and civil society. The problem of 
deforestation has made the government invest in its capacity to 
detect deforestation, including with the use of satellite and radar 
images, and to expand, consolidate, and maintain conservation 
units and indigenous lands, which today correspond to 
approximately 45 percent of the territory of the Brazilian Amazon. 
Besides, the Brazilian government is committed with the goal of 
reaching zero illegal deforestation by 2030.

This year, Brazil’s government made a sustainable energy deal 
with the US that includes repopulating the destroyed rainforests. 
Can you tell us more about this initiative and how the country 
will benefit? How will other countries benefit from restoring the 
rainforest?

Building on the personal commitment of both President Dilma 
Rousseff and President Barack Obama on climate change, 
Brazil and the United States have adopted an important Joint 
Statement on Climate Change during President Rousseff’s 
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visit to Washington D.C. on June 2015. In this document, our 
Presidents announced a joint commitment to reaching a share 
of 20 percent renewable sources other than hydropower in 
the electricity mixes of Brazil and the United States, by 2030 
(The White House United States-Brazil Joint Statement On 
Climate Change). In that document, Brazil also anticipated its 
commitment to restoring and reforesting 12 million hectares of 
forests by 2030. Brazil and the United States will work together 
to promote investments in sustainable forest management 
and forest restoration, encouraging the provision of ecosystem 
services, building resilience, mitigating climate change, and 
contributing to improved income streams for farmers. 
 
Brazil’s rivers have also been heavily polluted and have become 
a major concern for the approaching Olympic Games. How does 
Brazil intend on tackling the problem?

There are 15 municipalities along the Guanabara Bay, a region 
with approximately 8 million inhabitants.

The impulse for the recovery of the Bay will be one of the most 
important legacies of the 2016 Olympic and Paralympic Games. 
In the past years, the amount of wastewater that undergoes 
treatment in this region increased fivefold. We are committed to 
continuing the investments in wastewater treatment and in solid 
waste management.

During the games, additional measures, such as the installation 
of eco-barriers along the rivers that flow into the Guanabara 
Bay, will guarantee that the waters are in accordance with 
international standards. As the test events have already shown, 
the water sports competitions will be a great success.

Once the rivers are cleaned, what are some of the benefits that 
Brazil might be able to enjoy regarding tourism?

The Guanabara Bay is already a stunning natural scenery. 
Further improvements in the quality of the water will allow 
residents and tourists to enjoy an even wider range of leisure 
and sports activities.

https://www.whitehouse.gov/the-press-office/2015/06/30/us-brazil-joint-statement-climate-change
https://www.whitehouse.gov/the-press-office/2015/06/30/us-brazil-joint-statement-climate-change


175

What can Brazil do to balance the need for agricultural land and 
protecting the beauty and integrity of its natural equity?

Since 1984, 70 percent of Brazil’s increase in agriculture 
production has been due to continuous increases in yield, 
and not to the expansion of agricultural land. Brazil has 
been developing comprehensive policies to guarantee that 
agricultural production and environmental protection coexist 
in a sustainable way. One of those policies is the new Forest 
Code, which requires that private landowners set aside areas 
for protection inside their properties. The areas along the 
rivers, water springs and mountain tops, for example, will 
be permanently protected.  In the Amazon, 80 percent of the 
properties have to be set aside for conservation.

 What can other countries learn from Brazil’s example?

Other countries can see that Brazil is a country that is taking the 
challenge of sustainable development - in its economic, social and 
environmental dimensions - seriously. Brazil is open to share its 
experience in areas such as forest monitoring systems; biofuels; 
low carbon and resilient agriculture; restoration and reforestation 
activities; management of protected areas; increased resilience 
through social inclusion and protection programs.   



176

Q&A
with Román Macaya Hayes
Costa Rica’s Ambassador to the United States
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How would you describe Costa Rica’s international reputation?

A lot of people know we are a nation of peace, we are the oldest 
democracy in Latin America, we are stable and we are green. 
Many know we abolished the army in 1948. However, many 
people may not know the specifics, or more recent trends.  For 
example, we have implemented very successful environmental 
and conservation strategies with which we became the first 
tropical nation to have dramatically reversed deforestation and 
with which we generated 98.55 percent of our total electricity 
from carbon-free renewable resources during the first half of the 
year. In addition, many people may now know that our economy 
is undergoing a fundamental change, with high value services, 
hi-tech manufacturing and innovation leading the way. Our 
number one export product class is medical devices. 

A nation’s reputation is similar to a brand. Does Costa Rica have 
a nation brand? If so, what is its personality?

Our brand is multidimentional: we are a peaceful, democratic, 
green and sustainable country with educated, healthy and happy 
people that have a strong work ethic. The Happy Planet Index 
ranked Costa Rica as the happiest country in the world in 2014 
(Happy Planet Index 2014). Visitors are initially attracted to 
Costa Rica´s natural beauty, but once they arrive, they quickly 
appreciate the warmth and openness of our people.  

 

How does a sense of adventure and beauty contribute to Costa 
Rica’s nation brand?

Costa Rica offers the adventurous traveler many exhilarating 
options, from white water rafting, zip-lining through the forest 
canopy, mountain biking through mountain trails, hiking to 
volcanic craters and waterfalls, surfing the perfect wave, or 
scuba diving among schools of very big fish. These activities 
awaken the senses to our natural wonders of our country and 
strengthen our strong brand in eco-tourism. 

Would you say your nation’s ability to offer adventure and 
beauty is driven by its government, its businesses, or its 
citizens?

Government, businesses and citizens are all involved and their 
roles change over time, but citizens are where the ultimate 
power resides in a true democracy. We have a very robust civil 
society with complete freedom of speech and a highly educated 
population of people who know their rights. We also have had 
enlightened leaders, but they are supported, politically, by 
our citizens. There is broad support for Costa Rica’s goals of 
becoming a carbon-neutral country by 2021, of conserving our 
environment, and of moving away from fossil fuels. This citizen’s 
support has allowed the Government of Costa Rica, through 
different administrations, to implement ambitious and creative 
programs to promote our sustainability as a nation.  Some of 
our conservation policies have been quite successful. Back in 

http://www.happyplanetindex.org/countries/costa-rica/
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the 1970s, we were promoting agricultural commodity exports, 
such as beef, which unfortunately involved clearing forests. We 
realized we had to save our forests by creating national parks. 
Our new national parks soon protected about 25 percent of our 
territory. However, creating additional national parks became 
very expensive as the value of land started to increase. We 
needed to find a way to encourage private landowners to enter 
the conservation effort. To this end we established a carbon 
tax – on gasoline and diesel – and water fees that every user 
pays. The money collected is distributed to landowners to 
compensate them for setting land aside for conservation. Now, 
instead of having forest cleared for cattle, we have forests 
people tour.  With this policy, forest coverage increased from 21 
percent to 52 percent of our territory in 26 years.  

What makes Costa Rica so attractive to the adventurous? 

One thing is probably the fact that we have such a diverse 
environment in an area the size of West Virginia. Therefore, 
Costa Rica offers lots of unique adventures that the adventurous 
traveler can experience in a relatively short visit of one or two 
weeks. While other tourism destinations often advertise “sun and 
beach”, Costa Rica’s offering is much more diverse. Costa Rica 
is a destination where people visit several different sites, each 
of which offers a unique experience. People learn while in Costa 
Rica, and probably return to their home with a stronger sense of 
adventure and personally more committed to conservation.

Costa Rica has a strong tourism industry, particularly 
ecotourism. Can you tell us about what ecotourism is and what 
sets it apart from other forms of tourism?

The term eco-tourism was virtually coined for Costa Rica, 
since most visitors come to experience nature without 
damaging it.  Costa Rica´s eco-tourism started in the 1980s 
with backpackers, surfers, and birdwatchers seeking a different 
type of tourism based on having the lightest footprint possible 
on the environment. Eco-tourism depends on a commitment 
to environmental sustainability by both the service providers 
(hotels, tour guides, etc.) and the tourists themselves.  

Though Costa Rica makes up only 0.03 percent of the earth’s 
surface, it is home to about 4 percent of the species on Earth. 
How does this biodiversity contribute to the country’s economy 
and culture?

Our biodiversity is not theoretical. You experience it personally 
with all the different forms of life you encounter.  It is not difficult 
to see many types of birds, mammals, trees and flowers. Take 
hummingbirds: in all of the United States east of the Mississippi, 
there is one species. In Costa Rica, we have 52 species. Look 
at trees: Brazil has six species of trees per 10,000 square 
kilometers. Colombia has 35. Costa Rica has 295. After a few 
days seeing wildlife and plants that you have never seen in 
person, you will quickly realize that God was very generous with 
Costa Rica. It is our duty to protect this gift.
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What do the inhabitants of Costa Rica do to protect and preserve 
the natural beauty of the country? 

Laws and regulations govern where and what you can build. You 
cannot build on wetlands, or too close to the beach.  We regulate 
access to sensitive environments. Cocos Island, which is way 
out in the Pacific, is only inhabited by park rangers and only a 
certain number of boats can visit each year. It is an amazing 
place with the best scuba diving in the world, where there are 
schools of hammerhead sharks, big turtles and big sailfish. 
Another environment where access is regulated in sea turtle 
nesting sites, such as the beach where the leatherback turtles 
lay their eggs at night. You cannot simply go and wait for the 
leatherbacks to come onto the beach. You must follow trained 
guides who know what they are doing and who use special red 
lights that won’t disturb them. Places like this are recognized for 
their value and protected.

What can other countries learn from Costa Rica’s ability to 
benefit from and protect its natural beauty?

The point is not that every country can do the same thing, 
emphasizing eco-tourism, for example. The key is to identify 
what your country has that is special – history, cities, art, 
landscape, you name it – and then protect and build on 
that strength. 

Of course, this is not done overnight.  In Costa Rica we bet 
heavily on education over 150 years ago.  We made education 
for both boys and girls mandatory, free and paid for by the 
State in 1869.  That was a big bet and it paid off. In the 1940s, 
we also made a big bet on universal health care, and later 
did something no other country had ever done: abolish its 
own army. The budgetary savings from not spending money 
on a military allowed for further and sustained investment in 
education and health. You need a sustained effort to create a 
peaceful, democratic, and educated society that you can build 
on. Our policies have been aimed at fulfilling the aspirations 
of our citizens, not necessarily following some model used in 
another country with a different reality. Every time a majority 
of our citizens agreed with the goals we set for our country, we 
achieved them, regardless of the size of our economy.
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PRAGUE IS THE BEES KNEES

With over 50,000 registered beekeepers, 
the Czech Republic is a destination for 
honey. The Intercontinental hotel in 
Prague offers a one-of-a-kind experience, 
where guests can enjoy honey produced 
right on the spot from beehives on the 
hotel’s roof.

WILDLIFE THRIVES BETWEEN NORTH 
AND SOUTH KOREA

The Korean Demilitarized Zone (DMZ) is a 
strip of land no bigger than 1,000 square 
kilometers that divides the peninsula in 
two – North and South. Without human 
occupation, the land’s natural wildlife has 
thrived, making it home to thousands of 
unique plant and animal species. South 
Korea has an official tourism site called 
the “Peace-Life” zone that highlights the 
untouched beauty of the region. 

HOW JORDAN IS USING DRONES TO 
BOOST TOURISM

After the success of movies such as 
Indiana Jones, Jordan is turning again 
to film as a way to boost tourism in 
the region. Flying drones are capturing 
airborne footage of the country’s most 
beautiful landscapes and sacred sites 
to bring awareness to the region and 
attract tourists.  

CASE STUDIES
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THE BATH THAT MIGHT GIVE YOU A HANGOVER

The Czech Republic is leveraging one of its oldest resources 
– dark beer – for a new type of experience: bathing. The liquid 
is said to open pores and exfoliate skin in a 20-minute soak, 
followed by 20 minutes wrapped in fleece blankets. Most beer 
spas offer a different kind of benefit as well – all you can drink 
beer while you bathe.

SHEEPDOGS SAVING PENGUINS IN AUSTRALIA

When a penguin population on a small Australian island dwindled 
down to 10, threatened by a group of foxes, farmers called on 
territorial sheepdogs to protect the birds. The stuff of local legend, 
the story of the penguin population’s comeback can now be seen 
on the big screen in the movie Oddball. 
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LEBANESE SPICES IN MEXICAN TACOS 

Unrest in the Middle East after World War I drove migration to 
Mexico by way of the Yucatan Peninsula and, with it, an affinity 
for roasted lamb with a special combination of spices from Beirut. 
This tasty dish was quickly paired with a Mexican favorite, tacos, 
to create the “taco Arabe” that is today known as tacos “Al Pastor.”  

THE ECONOMY OF SEA AGRICULTURE

Aquaculture – the agriculture of the sea – is seeing remarkable 
success in Greece, which produces almost half of the sea bass 
and sea bream in the Mediterranean and provides more than 
15,000 jobs in the fish farming industry. The Mediterranean region 
has seen huge growth in the industry, surpassing the EU annual 
growth rate average by 16 times.
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BEAUTY OFF THE BEATEN PATH IN INDIA

Located deep within the Ranni rainforest, Gavi is an up and coming 
tourist spot. Humble cabins and minimally-invasive infrastructure, 
accessible only by jeeps with four-wheel drive, make it a scenic 
destination for the more adventurous outdoor traveler.  

ROMANIA IS NUMBER ONE

Lonely Planet named Romania its number one country to visit 
this year. The country is building its modern amenities – such as 
nightlife, art and transportation – while maintaining its historically 
mysterious environment that is home to vampires and lynxes 
alike. Now you can climb the foggy mountains surrounding 
Dracula’s castle and hail an Uber to take you back to the city.
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Chapter 9

HERITAGE
RANKINGS:

1. Italy

2. Spain 

3. Greece 

4. France 

5. Mexico 

6. India 

7. Japan 

8. Thailand 

9. Portugal 

10. China 

Heritage accounts for 8% of our total rankings:

CITIZENSHIP ENTREPRENEURSHIP QUALITY OF LIFE CULTURAL 
INFLUENCE

OPEN FOR 
BUSINESS

POWER

ADVENTURE

HERITAGE

19% 19% 19% 14% 13% 8% 4% 4%

BACK TO CONTENTS
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Which countries win the world’s admiration for their history, 
culture, and food? It turns out that they are the ones that gave 
us Cervantes, democracy, Leonardo da Vinci, and champagne. 
Despite their standing as “Old World” nations rooted in centuries 
gone by, Italy, Spain, Greece and France hold the top positions 
in our survey findings related to national values and heritage. 
Respect for the contributions these countries have made is 
consistent in all regions of the world, and is unmatched by any of 
the nations associated with more modern measure of influence 
such as dominance in trade, technology, or innovation. People in 
the Middle East and North Africa love Italian food almost as much 
as people in Europe. People in Asia and the Americas agree on the 
value of Greece’s cultural attractions. 

Global affinity for the nations where Western art, culture and 
cuisine were born, suggests that many people identify with 
values beyond those granted by the places where they were 
born. Writer Pico Iyer pointed to this dynamic in a much-viewed 
TED (Technology, Entertainment and Design) lecture in which he 
described his complex identity as a man of Indian heritage who 
was born in England, and has spent much of his life in Japan 
and the United States. Iyer insists he is an example of a growing 
trend. “Most of the kids I meet are much more international and 
multicultural than I am,” Iyer notes. “They’re whole life will be 
spent taking pieces of many different places putting them together 
in a stained glass whole” that permits many “upgrades and 
improvements and corrections” drawn from varied  countries and 
cultures (TED: Where is Home?).

 

The diversification of values and blurring of cultures have been 
stimulated by global communication and travel trends, which bring 
more people into contact with each other than ever before.  
This exchange increases the chance that people of the world will 
find understanding and meeting points where conflicts can be 
resolved. However, the trend can also contribute to the anxieties 
and even outrage that harden differences. The ongoing crisis 
posed by Islamic terrorism is seen, by some experts, as partly a 
response to Western involvements in the Muslim world and the 
effects of powerful Western ideas, art, and culture in societies 
around the globe. Extremists found justification for their acts in 
a radical interpretation of religion, which permits them to push 
back violently against the West. 

 

ADVENTURE INFLUENCE ATTRIBUTES THAT 
WENT INTO THE RANKING:

Has a rich history

Has great food

Many cultural attractions

Culturally accessible

http://www.ted.com/talks/pico_iyer_where_is_home
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Nowhere is the push-pull-effect of cultural globalization more 
evident than it is in conflict-torn countries where important art 
works and antiquities have been demolished by forces intending to 
impose draconian religious views on regions they come to occupy.  
The destruction of architectural columns at the ancient city of 
Palmyra, by Islamic State jihadists, ruined part a World Heritage 
Site designated by the United Nations. This act followed the 
destruction of a giant Buddhas of Bamiyan by Taliban forces in 
Afghanistan. The bitter irony of these events can be found in the 
fact that both sites had been preserved as part of the cultural 
wealth of poor countries – Syria and Afghanistan – and their 
destruction harmed local communities most of all (PBS The 
Evolution of Islamic Terrorism: An Overview).     

Visitors at museums across Western Europe or at the world’s oldest 
wooden structures at the Horyuji Temple in Japan experience, 
firsthand, the reverence many societies attach to their cultural 
treasures. Even in the world’s poorer countries such as Peru (Machu 
Picchu) and Guatemala (El Mirador), societies generally recognize the 
value of national artistic and archeological wealth and take pains to 
protect this heritage. This process can be cultivated with education 
and programs that connect people to their own culture, encourage 
participation, and inspire pride. The positive cycle of education, 
participation, and preservation can be seen in countries where people 
are more likely to visit museums than sporting events and historically 
significant sites are preserved and protected. 

The key to effective cultural preservation and presentation may be 
the passionate experts who can make art and object relevant. In 
a recent lecture, Thomas P. Campbell, director of the Metropolitan 
Museum of Art in New York, explained, “We live in an age of 

“Syria has become defined by conflict and the refugee 
crisis. ISIS [Islamic State militants] sees culture, especially 
archaeological wealth, as a resource to be exploited. Selling 
items on the black market or destroying things is a kind of 
asymmetrical warfare. It causes maximum damage and 
shakes up people.”

- Dr. Amr Al-Azm, Head of the Syrian Heritage Task Force, 
Professor of Middle East Studies and Anthropology at 
Shawnee State University

http://www.pbs.org/wgbh/pages/frontline/shows/target/etc/modern.html
http://www.pbs.org/wgbh/pages/frontline/shows/target/etc/modern.html
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ubiquitous information, and sort of “just add water” expertise, 
but there’s nothing that compares with the presentation of 
significant objects in a well-told narrative, what the curator does, 
the interpretation of a complex, esoteric subject, in a way that 
retains the integrity of the subject, that makes it – unpacks it for a 
general audience.” It’s the general audience of both local citizens 
and visitors from a broad, who transforms values and heritage into 
cross-cultural understanding and economic development (TED: 
Weaving Narratives in Museum Galleries). 

Barcelona and its region Catalonia may represent the best modern 
example of culture and heritage at work. Beginning with the 
city’s stunning architectural wonders, including Gaudi’s Sagrada 
Familia cathedral and others, Barcelona’s leaders embarked on a 
deliberate campaign to make their city attractive to international 
travelers. Policies adopted to encourage local businesses helped 
keep independent merchants and restaurateurs in business and 
preserved local art, crafts, and cuisine. (Building on the appeal of 
authentic Catalan food, Barcelona became a culinary destination 
with a boom in restaurant openings.) In the 1980s and 1990s, 
infrastructure investments, including many that were built to 
accommodate the 1992 summer Olympic Games, made it easier 
for the world to visit burgeoning Barcelona and many who came 
stayed long enoughto explore the region. The payoff has been 
substantial.  The city and region have become magnets for foreign 
investment. As local pride surged, Catalans have pressed for 
greater independence from Spain, which some see as a negative 
development; however, this impulse is an outgrowth of successful 
initiatives which should inspire more emulation than fear (The 
Atlantic Catalonia’s Winding Road to Secession).     

As Barcelona’s experience with Gaudi’s cathedral shows, 
monumental religious sites stand as important cultural 
attractions. No visitor to Sagrada Familia will fail to notice the 
spiritual elements of the architecture and the Catholic Church 
preserves its religious purpose. Visitors find similar experiences at 
churches, mosques, shrines, and other religious sites worldwide. 
The reverence people feel at these places affirms local values but 
can also inspire understanding in people of different faiths. 

“When you have on the one hand the desire to feel like you can 
live anywhere, but you also have threats that are coming from 
groups who feel basically like this new modernity is itself a 
threat to what they represent. These are two different realities 
that are going to have to be sorted out in the coming years.”

- Ambassador Dennis Ross, The Washington Institute for 
Near East Policy

BEST COUNTRIES VIDEO INTERVIEW Click here to watch

http://www.ted.com/talks/thomas_p_campbell_weaving_narratives_in_museum_galleries?language=en
http://www.ted.com/talks/thomas_p_campbell_weaving_narratives_in_museum_galleries?language=en
http://www.theatlantic.com/international/archive/2015/09/spain-catalonia-catalan-independence-vote/407752/
http://www.theatlantic.com/international/archive/2015/09/spain-catalonia-catalan-independence-vote/407752/
http://usnews.com/news/best-countries/videos/heritage-e-book-video-9
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According to the highly-respected Pew Research center, religion 
will maintain its position at the heart of world culture. The number 
of Muslims will grow fastest in coming decades, exceeding 
Christians as the world’s largest formally organized faith group. 
However, the religiously unaffiliated will also increase in number. 
The opportunities and perils implicit in religion will challenge 
leaders seeking to have more valuable nation brands that would 
appeal to the largest number of global citizens (Pew Research 
Center The Future of the World Religious: Population Growth 
Projections 2010-2050). 

 
 

The countries that earned our respondents’ highest level of 
respect for their cultural assets are generally more diverse and 
cosmopolitan. Italy, Spain, France and Greece each built empires in 
the past and became central, in their turn, to global trade. People 
who met at these centers of activity exchanged ideas and values, 
and generally discovered that their differences were small when 
compared with what they shared. This contact can provoke fear 
and anxiety in times of crisis, as the world has witnessed after 
terrorist attacks in cosmopolitan places like Beirut, and Paris. 
After dangerous moments, societies that manage these crises 
well, calling upon their highest values, win the world’s admiration. 
Those that respond poorly risk further conflict and enmity.       

(Pew Research Center The Future of the World Religious: Population Growth Projections 2010-2050)

2.92 billion Christians

2.76 billion Muslims 

1.38 billion Hindus

490 million Buddhists 

450 million Folk Religion

20 million Jews 

25% growth

42%

25%

0%

11%

50%

RELIGION ON THE RISE
By 2050, Pew predicts that all major religious groups with the exception of Buddhists will grow:

http://www.pewforum.org/files/2015/03/PF_15.04.02_ProjectionsFullReport.pdf
http://www.pewforum.org/files/2015/03/PF_15.04.02_ProjectionsFullReport.pdf
http://www.pewforum.org/files/2015/03/PF_15.04.02_ProjectionsFullReport.pdf
http://www.pewforum.org/files/2015/03/PF_15.04.02_ProjectionsFullReport.pdf
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Over time, culture and experience evolve into the histories we write 
about our own nation and the world. “History matters,” observed 
the writer Bill Bryson, “because it reminds us who we are, what 
we’ve done and what we might do better” (The Guardian Heritage: 
Why We All Have a Part to Play). Indeed, it is history, both ancient 
and recent, that shape a nation’s self-image and the image it 
presents to the world.  

A clear-eyed approach to history can help a nation, and its 
brand, recover from almost any injury. Germany’s ongoing self-
examination in the wake of World War II and the Holocaust 
contributed substantially to a modern society that is so admired 
around the world it was judged best country overall in our survey. 
In the subcategory of Heritage, where history weighed most 
heavily, Germany nevertheless ranked 16th overall. This score 
was hurt a bit by German food, which doesn’t seem very popular, 
but helped by international respect for “cultural accessibility.” 
Germany, it turns out, is regarded as a friendly place to visit.

Cultural development that yields benefits to a nation’s brand 
is a project that requires time and broad popular support. The 
United Kingdom, which comes in 12th in this category, began to 
protect its historically important sites in the late 19th Century. 
Near the end of the century, the National Trust was formed to 
protect treasured places including structures and landscapes. 
Its first acquisition was made to protect a 14th century house 
in East Sussex. From its early devotion to the preservation of 
country houses, the organization moved on to protect land, urban 
buildings, and geological treasures such as the Giant’s Causeway 
in Northern Ireland. The largest private landowner in the United 

Kingdom, it also conserves a vast art collection, much of which 
has been acquired with properties. 
 
As an example of a national cultural endeavor with broad support, 
the national Trust may have no equal. Its annual budget, which 
is in excess of $600 million USD, is provided largely through 
subscriptions purchased by the public, bequests, and revenues 
from its activities. This rate of public participation, for an agency 
with the motto “For ever, for everyone” may be the key element of 
its success. Writing for The Guardian, former trust director Fiona 
Reynolds recently credited the shared effort of public and private 
sectors. “Britain has a grand history of civic society stepping in 
to fill the gap between free market and state action,” she wrote. 
However, she added that there is no substitute for the role played 
by government, “which it must not duck and that is the wider 
climate that it sets: whether it recognizes the importance of quality 
of life as well as the economy; whether it values the historic and 
irreplaceable alongside the need for progress.”

25% growth

42%

25%

0%

11%

50%

http://www.theguardian.com/culture-professionals-network/culture-professionals-blog/2012/jan/23/heritage-mixed-economy-government-role
http://www.theguardian.com/culture-professionals-network/culture-professionals-blog/2012/jan/23/heritage-mixed-economy-government-role
http://www.theguardian.com/culture-professionals-network/culture-professionals-blog/2012/jan/23/heritage-mixed-economy-government-role


HERITAGE
Perceptions that went into this ranking include:
Has a rich history, Has great food, Many cultural 
attractions, Culturally accessible

THE TOP 10 COUNTRIES FOR HERITAGE

1. Italy

2. Spain 

3. Greece 

4. France 

5. Mexico

6. India 

7. Japan 

8. Thailand 

9. Portugal 

10. China

THE TOP 10 HERITAGE NATIONS ACCOUNT FOR

(Based on 2014 Purchasing Power Parity per capita GDP)

16% of  GDP 
ENDANGERED HERITAGE

INCOGNITO COMPETITORS
Countries in the top 30% for number of Olympic Medals winners, 
but are not globally perceived as Athletically Talented

1. Luxembourg
2. Ireland
3. Greece
4. Austria
5. Portugal

6. New Zealand
7. Singapore
8. Israel
9. Uruguay
10. Denmark

1. Japan (1228 medals)
2. Hungary (1053)
3. India (1053)

4. Sweden (1021)
5. Netherlands (782)
6. Jordan (704)

7. Denmark (491) 
8. Bulgaria (331)

10%
North America 

and Europe

8%
Asia Pacific

SMALL POPULATION, BIG REPUTATION

Regional distribution of the 48 
UNESCO World Heritage Sites in 

Danger around the world

Countries with the highest ratio of 
Heritage to population 

33%
Africa

33%
Arab States

15%
Latin America 
and Caribbean



BAV Nation Brand Study, 16,200 respondents, Aug 2015, International tourism, receipts (% of total exports) World Bank, CIA World Factbook Land Area in Square KM, World Bank Urban Population (% of 
Total), UNESCO List of World Heritage in Danger, The Guardian - Olympic medal winners: every one since 1896 as open data, World Bank 2014 Total Population, IMF Purchasing Power Parity per Capita GDP

PLACES OF FAITH
Countries where religion resonates in society based on 
Religious and Has an Influential Culture

1. India
2. Egypt
3. Israel
4. Saudi Arabia
5. Turkey

6. Italy
7. Iran
8. Pakistan
9. Jordan
10. Morocco

1. Singapore
2. Saudi Arabia
3. Morocco
4. Brazil
5. India

6. South Korea
7. South Africa
8. Tunisia
9. Philippines
10. Argentina

1. Italy (51 UNESCO 
World Heritage Sites)
2. China (48)
3. Spain (44)
4. France (41)

5. Germany (40)
6. Mexico (33)
7. India (32)
8. United Kingdom (29)
9. Russia (25)

10. United States (23)
11. Japan (19)
12. Brazil (19)
13. Greece (17)
14. Turkey (15)

1. India
2. Italy
3. Japan
4. Israel
5. Egypt

6. France
7. Saudi Arabia
8. Spain
9. United States
10. United Kingdom

11. Turkey
12. Germany
13. Iran
14. China
15. Jordan

PYRAMIDS TO SKYSCRAPERS MILLENNIAL NATION

VINTAGE NATION

THE VALUES CREW

Countries that score highly for Having a Rich 
History and Being Culturally Influential in 
relation to the urban population percentage

Countries that Millennials rate more highly for 
Heritage than the general population

Countries in the top 30% for both Culturally Influential and 
number of UNESCO World Heritage Sites

Countries that are the most Religious, Modern, and 
Culturally Influential

2012 Pop in Urban Areas (%)

Culturally Influential and Rich History
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http://usnews.com/news/best-countries
http://data.worldbank.org/indicator/ST.INT.RCPT.XP.ZS  
https://www.cia.gov/library/publications/the-world-factbook/fields/2147.html
http://data.worldbank.org/indicator/SP.URB.TOTL.IN.ZS
http://data.worldbank.org/indicator/SP.URB.TOTL.IN.ZS
http://whc.unesco.org/en/danger/
http://www.theguardian.com/sport/datablog/2012/jun/25/olympic-medal-winner-list-data
http://data.worldbank.org/indicator/SP.POP.TOTL 
http://goo.gl/FFkcS8
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Q&A
with Deborah Lehr
Founder and Chairman of the Antiquities Coalition, senior fellow at the 
Hank Paulson Institute at the University of Chicago

& Amr Al-Azm
Ph.D, Head of the Syrian Heritage Task Force and professor of Middle 
East Studies and Anthropology at Shawnee State University 



193

How would you describe Syria’s international reputation?

Arm: There is Syria before war and a Syria after. Before, there 
was a hope that Syria was going through a positive and 
transformative process. Expectations were high. People were 
recruited to go back to Syria to help with the opening up of 
the country. They were positioning themselves to turn cultural 
heritage into an economic powerhouse, a generator for jobs 
and contact with other countries. Tourism was on the increase. 
Then, there was the Damascus Spring in March 2011. People 
started to really embrace reform, to open a new era. Within a 
year it was crushed. 

How did the war shift perspectives?

Arm: Syria has become defined by conflict and the refugee 
crisis. ISIS [Islamic State militants] sees culture, especially 
archaeological wealth, as a resource to be exploited. Selling 
items on the black market or destroying things is a kind of 
asymmetrical warfare. It causes maximum damage and shakes 
up people.

What do you believe is the role of government in protecting a 
country’s heritage during a time of war?

Deborah: Looking at countries across the Middle East, you 
can see the revenues of the nations coming from tourism are 

quite valuable but these resources have to be protected and 
monetized for the local communities. It can’t just be for the 
crony capitalists.   

Amr: Some practices are very negative. Because they are 
lucrative, these assets become target of the predatory practices. 
Crony capitalism in Tunisia allowed certain people to take over 
the tourist industry. This is why these places become targets. By 
hitting tourist sites, ISIS is targeting the regime.

What is the role of international organizations like the United 
Nations and UNESCO in protecting cultures?

Amr: International agencies are struggling because they were 
set up to deal with countries and here the problem cannot be 
handled that way. Syria has seven world heritage sites. At least 
three have been damaged significantly. Aleppo’s old city and 
Palmyra are damaged beyond real recovery.

Deborah: The political will about the need to do something is 
building. Political energy is building because it’s front page news. 
The world is also recognizing that looting and selling antiquities 
is a resource to fund ISIS. Intelligence services and foreign 
ministers are acting to shut down the trade. Military forces are 
also trying to help Syrians protect antiquities with targeted 
military air strikes when ISIS is headed toward heritage sites. 
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When people are uprooted from their country, do their values 
and heritage follow them? Do they leave pieces of it behind?

Amr: Refugees always try to preserve the intangibles and Syrians 
are doing that. Syrian cuisine is very famous and accepted in 
countries where people settle as refugees or immigrants. Certain 
aspects will be lost, but some perhaps should be lost. It may be 
traditional for Syrian value that a woman is not equal to a man. 
Perhaps that should be lost.  

What more can be done to protect Syrian heritage?

Deborah: Efforts are being made to close the markets for 
antiquities. The International Criminal Court has taken up 
their first heritage destruction case, so that may become an 
avenue that can be followed. Many big museums are pushing 
the concept of safe havens but they are sometimes opposed 
because people get concerned about the final disposition of 
items. It’s a long, and complicated process even when people all 
want to help.

Wars often leave scars that can shape the values of people 
in the short run and heritage in the long run.  What do you 
anticipate in the future?

Amr: Syrians do generally understand the value of their heritage. 
People on all sides risk their lives to preserve it. The problem 
now is that Syria is in the worst refugee crisis the world has 
seen since the Second World War. Forty-nine percent of the 
population is displaced. But my own take on this is that this 
conflict will end one day. Then Syrians are going to have to find 
common denominators to reunite them. One of them is our 
history. We all can agree that Zenobia was the queen of Palmyra. 
That’s a start. And perhaps by saving Syria’s past means we can 
start to save its future. 
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“Syria has become defined by conflict and the 
refugee crisis. ISIS [Islamic State militants] sees 
culture, especially archaeological wealth, as a 
resource to be exploited. Selling items on the 
black market or destroying things is a kind of 
asymmetrical warfare.” 
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Q&A
with Arturo Franco Hernandez
Undersecretary for Strategic Priorities and Delivery Unit, Nuevo León State 
Government, & Professor, The Future of Cities at Tec de Monterrey
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How would you briefly describe Mexico’s international 
reputation?

Mexico has always been known as a beautiful, enjoyable and 
friendly country.  

Like any emerging economy, Mexico needs to work hard 
to improve its global standing to regain its attractiveness 
as a tourist and investment destination, to generate better 
relationships with other countries, and to increase cultural and 
commercial opportunities. 

A nation’s reputation is similar to a brand. Does Mexico have a 
nation brand? If so, what is its personality?

Mexico has been trying for many years to come up with a more 
structured marketing and positioning strategy, to increase the 
value of our nation brand. Learning from successful examples 
(like Colombia’s passionate re-branding), our leaders have tried 
to move our country “beyond margaritas and Mariachis,” and 
“beyond beaches and bullets,” into other realms: natural beauty, 
adventure, luxury, sophistication, innovation and modernity. 

For instance, during the last administration, foreign media was 
invited to film the President of Mexico diving into the cenotes of 
the Yucatan Peninsula, and rappelling down the beautiful Cave 
of Swallows in San Luis Potosi. 

How do values and heritage contribute to Mexico’s nation 
brand?

Mexico is a privileged country, with thousands of years of 
incredible history, an awfully fortunate geographic location, and 
a mix of cultures that have created a truly unique blend. 

I’ve just asked a Polish barista in London what comes to his 
mind when I say Mexico: “Mundial 86, Corona, and hats,” 
he said. But we are much more than tequila, tacos and big 
sombreros. We are family (for good and for bad), solidarity, 
resilience and justice. We are courage, humility and ingenuity. 

We are starting to show this to the world, through our Oscar-
winning films and filmmakers like Iñarritu, through our role-
model soccer superstars like Chicharito Hernandez, through our 
hard-working immigrants and our dreamers in the United States, 
but we need to do more of that.

Would you say a nation’s ability share its values and heritage is 
driven by its government, its businesses, or its citizens?

In my view, sharing Mexico’s values and heritage with the rest 
of the world is a task that involves all of us. The private sector 
is trusted by the global business community, but often lacks 
consistency; the media, which is really there to uncover the 
truth of things, often has a negative bias.
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Yet, in a world where globalization moved from being country-
led, to company-led, to people-led, citizens themselves play 
the most important branding role. More and more, Mexico’s 
international reputation is built on us, the Mexicans who live 
abroad, the foreigners who come our way, the diaspora that 
shares our traditions, values, and heritage around the globe.

What makes Mexico so attractive to the adventurous is search 
of history and heritage?

“Discovering” ancient Mayan pyramids in the middle of the 
jungle; trekking down a Canyon you’ve never heard of, but that 
is actually deeper and larger than the Grand Canyon; going on a 
callejoneada with a Mariachi band around the Colonial town of 
Zacatecas; these are easy ways to answer the question.

But the magic of Mexico lays in its enchanting contrast. We 
have always been a country of contrast: old and new, Spanish 
and indigenous, worldly and extremely local, simple and 
sophisticated. That is where the real adventure is.

What does a Mexican city look like today? What does it say 
about Mexican values and heritage?

Mexico is big enough to fit 35 European countries in its territory, 
including all of Greece, Portugal, Hungary and Ireland. The 

country has 11 cities with over one million inhabitants, and more 
than 100 cities surpassing 100 thousand people. There is no 
easy way to generalize on what a Mexican city looks like today, 
except to say, we have everything from futuristic Santa Fe, a 
21st Century suburb of Mexico City, to cities in Oaxaca that have 
been trapped in time for many years.

What lessons can other countries learn from Mexico’s example?

A 2013 cover article in Wired magazine featured a Mexican 
primary school teacher that had innovated in the way he taught 
his group of students, and unleashed a group of genius kids, 
who scored in the top of the country’s standardized test. This 
story went around the world as an example of the famous 
“flipped classroom” theory (Wired A Radical Way of Unleashing 
a Generation of Geniuses). Most importantly, it had a bigger 
splash in helping Mexico’s brand and sharing our values of 
innovation, creativity and empathy, than the millions of dollar the 
government has spent on their “Live it” campaign. What Mexico 
can teach the world is simple. 

http://www.wired.com/2013/10/free-thinkers/
http://www.wired.com/2013/10/free-thinkers/
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Our leaders have tried to move our country 
“beyond margaritas and Mariachis,” and “beyond 

beaches and bullets,” into other realms: natural 
beauty, adventure, luxury, sophistication, 

innovation and modernity. 
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Q&A
with Iván Espinosa de los Monteros
Leader of Vox, a new conservative party in Spain 
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How would you briefly describe Spain’s international reputation? 

A nation’s image abroad varies over time, and Spain recently 
went through years of hardship that affected its reputation. 
Fortunately, Spain’s overall international reputation is currently 
either good or very good, depending on how well Spain is known 
in the country where the issue is raised. This is not a personal 
opinion, but rather the conclusion of several research projects 
conducted by the Elcano Royal Institute, the Spanish institution 
that has historically tracked this metric over time. What varies 
in different countries is the degree of awareness of Spain itself, 
which is very high in Europe, OECD countries in general, and 
Latin America. However, it is still low in Asia, except for sport-
related matters. 

A nation’s reputation is similar to a brand. Does Spain have a 
nation brand? If so, what is its personality?

It certainly does. Spain is at the same time traditional and 
innovative, diverse and creative, supportive and caring, 
committed and responsible. It also embodies fun and joie de 
vivre, which coupled with sunshine and a high quality of life, is 
a pretty unbeatable proposition. This is why Spain consistently 
ranks as one of the top countries in the world to live in, visit, 
work, study and retire. 

How does culture and heritage contribute to Spain’s nation 
brand?

Culture and heritage are central to Spain’s nation brand. They 
both help explain why we receive over 65 million tourists a year. 
Spanish is the native tongue to 400 million people around the 
world, second only to Mandarin. Spain is probably the oldest 
nation in Europe, boasts a very rich History, is one of the top 
three countries with the most UNESCO World Heritage Sites, 
has some of the world’s greatest museums, has produced some 
of the world finest artists and at present is at the forefront of 
the international culinary and restaurant scene. So there is no 
question about it; culture and heritage play a very significant 
role in the perception of who we are. 

Who would you say is responsible for protecting and preserving 
the value of a country’s heritage and culture? The people, the 
government, businesses?

I think we all share some degree of responsibility in portraying 
our heritage and culture; it is a shared challenge and a common 
goal, because we all benefit from it, both Spaniards and 
foreigners who visit or live in this country.  
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How has globalization affected Spain’s cultural identity? And 
what aspects of Spain’s identity have endured without change? 

No country is immune to globalization. The key is integrating it 
gracefully, melding it with what is unique and worth protecting. 
I would perhaps remark how well we have preserved the quality 
of our way of life, the strength of family ties, the capacity to 
integrate our own diversity and immigrants who come looking 
for better opportunities, our solidarity with the less fortunate 
peoples around the world, and, last but not least, our proven 
know-how and determination to enjoy life to the fullest. 

Culture and language differences, and economic stress, between 
Spain and Catalonia have made secession a major domestic 
issue. What are the implications if Catalonia succeeds in 
becoming an independent state?

As mentioned earlier, Spain has very rich History. All of the 
territories currently contained in Spain have been part of the 
nation for at least five centuries. However, Spain is unique in 
that it is also a very diverse nation, with several regions and 
territories having specific cultural traits and languages that are 
not common to other regions. Catalonia is one of those regions.    

Independence will simply not take place. It would be not only 
legally impossible and openly contrary to the Constitution, but 
also irresponsible for all parties involved, and would not make 
much sense. Catalonia presently enjoys the most complete self-
government it has ever had, just like all the other regions in Spain.  

Having to set up new frontiers and customs, losing free trade 
within Europe, and becoming a new, isolated state with what 
would become a presumably hostile neighbor such as Spain, does 
not seem to make much sense to anybody. Deep-rooted Catalan 
pragmatism or seny is in itself a barrier to any mad political 
adventures that would be so detrimental to people’s livelihood.  

The rest of Spain, however, has to make an effort to ensure that 
Catalans, like all Spaniards, are more aware of our common 
heritage, and of the fact that there is much more in common 
than sets us apart. 

Many other regions enjoy a different culture and language from 
Castille in peace within Spain. After 600 years of being together, 
why do Catalans still feel so disconnected from the country? Are 
there ways that Catalan and Spanish cultures can be bridged to 
create harmony? 

There can be no “bridging Catalan and Spanish cultures”, 
because being Catalan is itself a way of being Spanish, just 
like being Texan is a way of being American. A generation 
of nationalist politicians, however, have used the education 
system and public media to irresponsibly influence the way 
Catalans perceive themselves in the context of Spain. In 1978, 
for instance, over 90 percent of Catalans voted in favor of our 
then-new Constitution. Today, perhaps only half of them would, 
regardless of the fact that they have the highest degree of 
autonomy they have ever had.    
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This process took them 40 years, and will take at least an equal 
amount of time to reverse. So Catalonia will remain an issue 
in Spain for decades in the future, much like it has been for 
decades in the past; but my forecast is that the issue will be 
toned down with a new tax distribution model that will favor the 
region even more than it already does.   

How does the younger generation today differ from the previous 
generation in their desires to break from Spain? How do the 
youth from other regions of Spain see the issue?

Again, this would be a non-issue if not for the way the Catalan 
politicians took over Education. Obviously, if you allow the 
nationalists to re-write text books for Catalan schools and 
falsify History for decades, you are going to see generations of 
Catalans raised hating the rest of Spain. On top of that, the local 
media outlets depend heavily on the regional government’s ad 
spending and grants, so you can imagine how public perception 
is shaped in Catalonia.  

But let’s put things into perspective: the desire to secede from 
Spain is limited both geographically and sociologically. It is the 
exception, not the rule. For most of our youth, secession is a 
non-starter, and quite incomprehensible.

 
 

Should values and heritages adapt to the changing times? Or 
does this idea contradict the purpose of values and heritage? 

Values in fact do evolve over time. Much is lost along the way, 
but hopefully this creative destruction can add some new values 
as well. For instance, solidarity is a relatively new value in Spain 
which we all feel proud of. Our past is full of wars and violence, 
but we are now one of the safest countries in the planet. 
Becoming the world leaders in organ donations only recently 
became even possible thanks to progress in Medicine. So much 
has changed, but we have often adapted for the better. 

As to heritage, the whole point is that you can’t change your 
past, so I would argue it doesn’t change so easily.

What can other countries learn from Spain?

I think the last few years of severe economic crisis have made 
a case study out of Spain. The government leaves room for 
improvement, but the Spanish people have risen to the occasion 
and shown their mettle. While politicians have undertaken 
virtually no sacrifices themselves, Spaniards have proven their 
capacity to shoulder the burden by assuming the reforms and 
austerity measures applied to them. The Economic recovery 
we are beginning to show has only been made possible by this 
extraordinary behavior, a product of our undefeatable optimism 
and hard work as a nation. Spain is back!
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CASE STUDIES

INDONESIA: A LAND OF TRIBES AND TWEETS

Amongst the Indonesia’s collection of islands built from the 
ruins of several European empires, fragmented influences have 
produced a rich variety of cultures that reflect dichotomy and 
co-existence of history and modernity. Jakarta, the world’s 
Twitter capital is just a stone’s throw away from a tribe of hunter-
gatherers living in the rainforests of Sumatra that still practice the 
same rituals they did thousands of years ago (sans hashtag). “MONKEY MAN” MAKES COSTA RICA’S OLDEST 

TREASURES ACCESSIBLE

Donald Perry earned the nickname “Hombre Mono,” or “Monkey 
Man”, when he took his exploration of Costa Rica’s rainforests to 
new heights in the 1970s. His pioneering rope climbing method 
opened access to the highest layer of trees in the canopy, where 
40 percent of all life on Earth is found. He received the Rolex 
Award for Enterprise and used the prize money to create a network 
of ropes that became the world’s first ever zip line to the treasures 
at the tops of the trees.
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AN INNOVATIVE APPROACH TO APPRECIATING ARMENIAN 
CULTURE AND HERITAGE

Working with the Smithsonian Institute and USAID, the United 
States launched an innovative four-year initiative in 2015 to 
increase appreciation of Armenian culture through tourism. 
Focusing on traditional arts, music and culture, the program draws 
visitors outside the capital of Yerevan and into the country’s more 
rural areas through research, scholarship and engagement with 
local communities.

IS THE WORLD’S FIRST STAIRWAY TO HEAVEN IN SRI 
LANKA?

Long before Buddhism reached the region, the mountain of 
Sri Prada was considered to be the home of Samanta, a local 
mountain god. A footprint that some call “Buddha’s Footprint at 
the top of the mountain is said to date back to 100 BC. Today, 
travelers come in droves to “walk in Buddha’s shoes,” climbing the 
mountain overnight to watch the sunrise over the footprint. 
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THE WORLD’S OLDEST MANSION DISCOVERED IN BULGARIA

Archaeologists found what they believe to be prehistoric Europe’s 
largest stone building near Bulgaria’s Durankulak Lake. Home 
to many archaeological treasures, artifacts dating back more 
than 12,000 years have been found at the site. It is also home 
to an ancient necropolis with 2,600 graves and believed to be a 
prehistoric salt production center.

SICILIAN TOWN IS SELLING HOUSES FOR ONLY ONE EURO

As the population of Gangi, one of Sicily’s oldest villages, dwindles, 
so too does its ability to preserve its long-standing history. 
To encourage renovation, the town is selling houses for less than 
a euro with the promise that houses must be restored within four 
years of purchase. 
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THE WORLD’S NEWEST WONDERS

Which pieces of heritage are worthy of joining the Great Pyramid 
of Giza and the Hanging Gardens of Babylon as Wonders 
of the World? Founded by Swiss-born Canadian filmmaker, 
New7Wonders set out to answer this question to expand respect 
for the world’s heritage. Global voting elected seven new world 
wonders: the Christ Redeemer in Rio De Janeiro, Brazil; the 
Great Wall of China; Machu Picchu in Peru; Petra in Jordan; they 
Pyramid at Chichen Itza in Mexico; the Colosseum in Rome; and 
the Taj Mahal in India.

50,000 YEARS OF TRADITION IN AUSTRALIA

For more than 50,000 years, the Aboriginal and Torres Strait 
Islanders have been passing down cultural traditions. Despite 
shifting political influences, these people have retained key values 
of observing the sanctity of land and a system of kinship to guide 
relationships, from marriage to daily interactions, in accordance 
with Aboriginal Law.
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Chapter 10

CONCLUSION
Before there were nations, as we know them, kings, queens, emperors and warriors were known by 
their reputations. Their stories were told and retold until they became legendary.  Cleopatra, Julius 
Caesar, The Crusaders, Conquistadors – even Genghis Kahn developed brands that were so strong 
they endure today.

In our time, nations also depend on reputation to establish their standing in political and economic 
affairs.  But legends are no longer enduring.  Information flows so freely that a nation can be revered 
one year and reviled the next. To build a secure and prosperous nation that the world will trust and 
admire, consider these take-aways:

BACK TO CONTENTS
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A NEW GDP: GROSS DOMESTIC PURPOSE.

In today’s world, people expect national leaders to be both 
innovative and compassionate as they seek to create a better 
life for their citizens and the world at large. (In fact, caring about 
human rights is 79 percent correlated with “prestige.”) Beyond 
driving positive perceptions, our data show that these are “soft” 
attributes that most relate to tangible outcomes. Innovation is 74 
percent correlated to GDP per capita PPP, while citizenship and 
quality of life are each 72 percent correlated.

NATIONS ARE BRANDS

Corporations have long emphasized and marketed the value of 
their brands. Nations should view themselves the same way 
because their policy decisions impact perceptions and, in turn, 
investment and future GDP. 

Nations have to think of themselves as brands 
because audiences all over the world, no matter 
what sector they’re in or what kind of decisions 
they’re trying to make about how they’re going 
to use their resources, their time, their money, 
whatever it happens to be. They’re going to be 
responding to the brand of those countries that 
they are making decisions about.” 
- Don Baer, Global Chairman & CEO, Burson-Marsteller

I would scratch beneath the surface on the 
Best Countries and say, “not only what are 
the best countries, but what are the good 
countries?” What are the countries which have 
not just GDP and value creations, but values 
creation as creation as well?”
- Michael Lomax, Ph.D, President & CEO, United Negro 
College Fund
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EACH GOVERNMENT HAS 7.3 BILLION CONSTITUENTS

Traditionally it is thought that ‘all politics are local.’  This is only 
partly true.  Our study shows that governments are also obliged 
to act with sensitivity to the larger world. Policies aren’t created 
in vacuum. Human rights standards, immigration practices, 
environmental protection and even labor laws all have cross-
border implications and affect investment, tourism, and national 
esteem. Policies created in the Rotunda, Abbey, Great Hall or 
Kremlin must be considered not just in political terms, but also in 
the context of a world view.

ROI MEANS RETURN ON INNOVATION

In addition to driving entrepreneurship and advancement, 
innovation is essential for building a reputation on the 
international stage. It is also the main element of the Fourth 
Industrial Revolution, which is reshaping all commerce. 
Technology creates a level-playing field where many more people 
and organizations can conceive and develop new technologies, 
businesses, and social paradigms. But governments must create 
policies that encourage a ‘start-up nation’ culture. Our data 
reveals that being economically influential is highly correlated to 
foreign direct investment and exports (68 percent, 71 percent and 
65 percent, respectively).

BEING ECONOMICALLY INFLUENTIAL IS:

90%
correlated to a country’s tech expertise

88%
correlated with entrepreneurialism

85%
correlated with innovative attitudes
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LOOK FORWARD OR FALL BEHIND

Perceptions of 21st century power are a departure from 
traditional metrics of power, economic output and military 
strength (e.g. ‘banks and tanks’), which represent only 8 percent 
of our overall model. Countries that rest on their laurels of 
these traditional attributes without a vision for the future while 
encouraging modern, responsible economic development will 
realize a steep rise in reputation. 

“There are disproportionate benefits if you are seen 
as changing. You don’t always have to produce an 
immediate success as long as you’re showing that 
you’re addressing a problem and it’s changing. 
Addressing it and having the perception that in fact the 
way you’re addressing it is producing change, that will 
give you almost a disproportionate pay-off.”

- Ambassador Dennis Ross, Counselor at the 
Washington Institute for Near East Policy

THE RISE OF THE GLOBAL CITIZEN

Being connected to the rest of the world improves a country’s 
reputation as well as its economy. The top five countries from 
which people would buy products are also the top five for 
connectivity.  Economic influence overall is 75 percent correlated 
to connectivity. Meanwhile, cultural influence and quality of life 
are 89 percent and 79.6 percent correlated, respectively, to being 
connected to the rest of the world. The Nordic countries that 
perform strongly on perceptions of global citizenship convey 
a new type of ‘soft power’. Today, leadership is about solving 
the problems that matter in the world, from the environment, 
to poverty, peace and social prosperity. It also demands 
consideration for the growth of the middle class, which is the 
engine of prosperity in all the so-called BRIC countries (Brazil, 
Russia, India, China) as well as rising nations such as the 
Philippines, Vietnam, Egypt, Mexico, Nigeria, Colombia, and Peru. 
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UNIVERSAL VALUES, LOCAL SOLUTIONS

The data show that people worldwide share a common yearning 
for a high quality of life reflected in safety, economic stability, good 
healthcare, access to education, a well-protected environment 
and a sense of purpose.  This consistent view can be seen in the 
fact that our respondents’ assessments of “best countries” were 
consistent from one region of the world to another. On the other 
hand, our respondents and the experts we interviewed agreed 
that nations can and will follow distinct paths to the common 
goal. Burdened by history, Germany has emphasized domestic 
consensus and generosity abroad. The United States has stressed 
individuality and creativity. Vietnam is opening itself to the world 
for investment.

TO LEARN AND GROW, THINK G-206

In the past the world was dominated by a small number of leaders 
– the G-8 or the G-20 – and everyone else followed.  In a world 
that prizes creativity and original thinking this old dynamic is 
fading. Power is spreading around the world, into Latin America, 
Africa, Asia, Eastern Europe, and the Middle East. Indeed, 
leadership and inspiration can now be found in any one of the 
206 sovereign nations around the world. A mobile phone-based 
transaction system has made Nigeria a shining example of how 
innovation can unlock an economy. Indonesia’s experiment with 
balloon-based internet service points the way to connectivity 
for every off-the-grid community in the world. From technology 
to education, to human rights and more—the performance of 
nations casts a wide net of potential learning and application 
for the country whose leaders can see potential across cultures, 
economic, ideological and other borders. In the global village, we 
have a lot to learn from each other. 
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EVERY COUNTRY HAS CLOUT

Migration, trade, web-based communication and ever-rising 
tourism trends are producing constant contact between cultures. 
Dining fads are occurring at an ever faster rates with new cuisines 
– Peruvian is a recent example – accepted by people all over 
the world. The world is also hungry for all forms of art, music, 
literature and these cultural riches, when shared, are the currency 
that buys esteem. Every nation and locale possesses cultural 
assets, like the architecture of Barcelona or and spirituality of 
Bhutan, that can stimulate pride, development, and global prestige 
which all contribute to quality of life.              

‘BEST’ COUNTRIES STATUS IS NOT STATIC

Countries have the ability to improve their standing in the eyes 
of the world through active government leadership and policies 
which can be used not only to reverse negative perceptions but 
also to build positive ones. By understanding current perceptions 
and their drivers, countries can begin to diagnose the actions 
necessary to become a Best Country.

I think there is a great opportunity for 
countries that wish to elevate themselves 
– and when they elevate themselves in the 
eyes of the world it’s almost cyclical. As 
they elevate themselves, they attract more 
investments. They attract more partnerships. 
They attract more growth.”
- Nancy Kamel, US National Commissioner, UNESCO



214



John Gerzema, CEO of 

WPP’s BAV Consulting, 

is a pioneer in the 

use of data to identify 

social change and help 

companies anticipate 

and adapt to new trends 

and demands. An author, 

strategist, speaker and 

consultant, his books 

have appeared on the best seller lists of The New York Times, 

Wall Street Journal, USA Today, Fast Company, The Washington 

Post, Bloomberg Business Week, The WEEK Magazine, and 

many others. A frequent analyst on television and radio, John’s 

TED talks have been viewed by hundreds of thousands of 

people. John’s writing was included among “The Fifty Classic 

Management Articles of The Decade” by Strategy & Business, 

and his research has been presented at The World Economic 

Forum and cited in publications like The Journal of Consumer 

Psychology and Marketing Management textbooks. A Fellow at 

Barnard College, John was named “The Top 100 Thought Leaders 

in Trustworthy Business”, and “Must-Follow Marketing Minds 

on Twitter” by Forbes Magazine. As CEO of BAV Consulting, 

he guides a global management consultancy with expertise 

in corporate, brand and marketing strategy and innovation by 

harnessing BrandAsset® Valuator, the world’s largest consumer 

survey with data on over 16,000 consumers quarterly and 50,000 

brands in fifty countries.

For more information on our data and rankings or to get copies of this book, please contact Abbey Lunney at 
       alunney@bavconsulting.com

Professor David J. 

Reibstein’s research 

focuses on competitive 

marketing strategies, 

marketing metrics, and 

product line decisions, 

among other issues. 

His recent research 

offers companies insight 

into ways to anticipate 

competitors’ reactions 

to marketing actions and use them as a part of strategizing. 

His recent book, Marketing Metrics: The Definitive Guide to 

Measuring Marketing Performance, 2nd ed, links marketing 

metrics to financial consequences. Professor Reibstein is the 

Immediate Past Chairman of the Board of Directors of the 

American Marketing Association. A former Executive Director 

of the Marketing Science Institute, he consults with companies 

worldwide, including Google, GE, Pfizer, Johnson & Johnson, IBM, 

and HP. He has been published in top-tier academic journals 

including Marketing Science, Journal of Marketing Research, and 

the International Journal of Research in Marketing. Professor 

Reibstein is the author or co-author of numerous books on 

subjects including competitive marketing strategy, global 

branding, and marketing performance measurement. Professor 

Reibstein received his PhD from Purdue University and his BS and 

BA degrees from the University of Kansas.

reibstein@wharton.upenn.edu
jgerzema@bavconsulting.com

mailto:reibstein%40wharton.upenn.edu?subject=
mailto:jgerzema%40bavconsulting.com?subject=
mailto:alunney%40bavconsulting.com?subject=


216

SUGGESTED READINGS
CITIZENSHIP

• “#BBCtrending: Five Facts about #BringBack-
OurGirls - BBC News.” BBC News. BBC, 13 May 
2013. Web. 27 Nov. 2015

• “A Short History of Awesome Hashtags for 
Social Change.” Mashable. Mashable, 12 Feb. 
2015. Web. 27 Nov. 2015

• Andrei, Mihai. “All 6,000 Mosques in Jordan to 
Run on Solar Energy.” ZME Science. ZME Sci-
ence, 18 Feb. 2015. Web. 17 Nov. 2015

• Baird-Remba, Rebecca. “13 Countries That Are 
More Gay Friendly Than America.” Business 
Insider. Business Insider, Inc, 23 Mar. 2013. Web. 
17 Nov. 2015

• Baker, Peter, and Jim Yardley. “Pope Francis, in 
Congress, Pleads for Unity on World’s Woes.” 
The New York Times. The New York Times, 24 
Sept. 2015. Web. 16 Nov. 2015

• Bertrand, Matthew Speiser and Natasha. “The 16 
Most Socially Advanced Countries in the World.” 
Business Insider. Business Insider, Inc, 23 Apr. 
2015. Web. 17 Nov. 2015

• Bose, Adrija. “Social Media in Tahrir Square: How 
#FreeMona Resulted in Freeing Mona – Tech2.” 
Tech2. Tech2, 24 Nov. 2011. Web. 17 Nov. 2015 
 
 
 

• Brown, Heather, Emily Guskin, and Amy Mitchell. 
“The Role of Social Media in the Arab Uprisings.” 
Pew Research Centers Journalism Project. Pew 
Research Center, 27 Nov. 2012. Web. 17 Nov. 
2015

• Chakraberty, Sumit. “From Tahrir Square to 
Ukraine’s #Euromaidan – Social Media on the 
Frontlines.” YourStorycom. Your Story Media 
Private Limited, 04 Mar. 2014. Web. 17 Nov. 
2015

• Chammah, Maurice. “How Germany Treats 
Young Criminals | VICE | United States.” VICE. 
VICE, 19 June 2015. Web. 17 Nov. 2015

• “CO2 Emissions (metric Tons per Capita).” The 
World Bank. The World Bank, n.d. Web. 27 Nov. 
2015

• Cole, Diane. “Meet The 15-Year-Old From Rural 
Guatemala Who Addressed The U.N.” NPR. NPR, 
12 Mar. 2015. Web. 17 Nov. 2015

• DeSilver, Drew. “U.S. Spends over $16 Billion 
Annually on Counter-terrorism.” Pew Research 
Center. Pew Research Center, 10 Sept. 2013. 
Web. 16 Nov. 2015

• “Environmental Country Reviews.” Reviewing 
Environmental Performance. OECD, n.d. Web. 17 
Nov. 2015

• “Fair Play: More Equal Laws Boost Female Labor 
Force Participation.” International Monetary 
Fund. International Monetary Fund, 23 Feb. 
2015. Web. 17 Nov. 2015

• “Field Listing: Area.” Central Intelligence Agency. 
Central Intelligence Agency, n.d. Web. 27 Nov. 
2015

• Foley, Elise. “18 U.S. Mayors To Obama: We’ll 
Take Even More Refugees.” Huffington Post. 
Huffington Post, 24 Sept. 2015. Web. 16 Nov. 
2015

• “Foreign Aid Dashboard.” Foreign Aid Dash-
board. N.p., n.d. Web. 16 Nov. 2015

• “Girls’ Education and Gender Equality.” UNICEF. 
UNICEF, 23 July 2015. Web. 17 Nov. 2015

• Gerzema, John. “Trust and the Rise of a Citizen 
Market Place.” 

• “Global Citizen Festival FAQs.” Global Citizen. 
Global Poverty Project, n.d. Web. 16 Nov. 2015

• Gwartney, James, Robert Lawson, and Josh-
ua Hall. “Institutions, Economic Freedom, and 
Cross-Country Differences in Performance.” 
Southern Economic Journal 75.4 (2009): 937-56. 
Economic Freedom of Network. Fraser Institute, 
2015. Web. 17 Nov. 2015

• “Human Development Report 2014.” Human De-
velopment Reports. United Nations Development 
Programme, n.d. Web

• Jones, Allison. “Syrian Refugees Arrive in Cana-
da on First Government Aircraft.” The Huffington 
Post. The Huffington Post, 10 Dec. 2014. Web. 
15 Dec. 2015

http://www.bbc.com/news/blogs-trending-27392955
http://www.bbc.com/news/blogs-trending-27392955
http://mashable.com/2015/02/12/hashtags-social-change-brandspeak/#IXPyP022VPkB
http://mashable.com/2015/02/12/hashtags-social-change-brandspeak/#IXPyP022VPkB
http://www.zmescience.com/ecology/renewable-energy-ecology/jordan-mosque-solar-energy-18022015
http://www.zmescience.com/ecology/renewable-energy-ecology/jordan-mosque-solar-energy-18022015
http://www.businessinsider.com/worlds-most-gay-friendly-countries-2013-3
http://www.businessinsider.com/worlds-most-gay-friendly-countries-2013-3
http://www.businessinsider.com/worlds-most-gay-friendly-countries-2013-3
http://www.nytimes.com/2015/09/25/us/pope-francis-congress-speech.html  
http://www.nytimes.com/2015/09/25/us/pope-francis-congress-speech.html  
http://www.businessinsider.com/16-most-socially-advanced-countries-2015-4
http://www.businessinsider.com/16-most-socially-advanced-countries-2015-4
http://tech.firstpost.com/news-analysis/social-media-in-tahrir-square-how-freemona-resulted-in-freeing-mona-209032.html
http://www.journalism.org/2012/11/28/role-social-media-arab-uprisings/
http://www.journalism.org/2012/11/28/role-social-media-arab-uprisings/
http://www.journalism.org/2012/11/28/role-social-media-arab-uprisings/
http://yourstory.com/2014/03/russia-ukraine-social-media/
http://yourstory.com/2014/03/russia-ukraine-social-media/
http://yourstory.com/2014/03/russia-ukraine-social-media/
http://www.vice.com/read/how-germany-treats-young-criminals-619
http://www.vice.com/read/how-germany-treats-young-criminals-619
http://data.worldbank.org/indicator/EN.ATM.CO2E.PC/
http://data.worldbank.org/indicator/EN.ATM.CO2E.PC/
http://data.worldbank.org/indicator/EN.ATM.CO2E.PC/
http://www.npr.org/sections/goatsandsoda/2015/03/12/392174520/meet-the-15-year-old-from-rural-guatemala-who-addressed-the-u-n
http://www.npr.org/sections/goatsandsoda/2015/03/12/392174520/meet-the-15-year-old-from-rural-guatemala-who-addressed-the-u-n
http://www.pewresearch.org/fact-tank/2013/09/11/u-s-spends-over-16-billion-annually-on-counter-terrorism/
http://www.pewresearch.org/fact-tank/2013/09/11/u-s-spends-over-16-billion-annually-on-counter-terrorism/
http://www.pewresearch.org/fact-tank/2013/09/11/u-s-spends-over-16-billion-annually-on-counter-terrorism/
http://www.oecd.org/env/country-reviews/reviewingenvironmentalperformance.htm
http://www.oecd.org/env/country-reviews/reviewingenvironmentalperformance.htm
http://www.oecd.org/env/country-reviews/reviewingenvironmentalperformance.htm
http://www.imf.org/external/pubs/cat/longres.aspx?sk=42721
http://www.imf.org/external/pubs/cat/longres.aspx?sk=42721
http://www.imf.org/external/pubs/cat/longres.aspx?sk=42721
https://www.cia.gov/library/publications/the-world-factbook/fields/2147.html
https://www.cia.gov/library/publications/the-world-factbook/fields/2147.html
https://www.cia.gov/library/publications/the-world-factbook/fields/2147.html
http://www.huffingtonpost.com/entry/mayors-letter-refugees-obama_56044aefe4b08820d91c1b86
http://www.huffingtonpost.com/entry/mayors-letter-refugees-obama_56044aefe4b08820d91c1b86
http://www.huffingtonpost.com/entry/mayors-letter-refugees-obama_56044aefe4b08820d91c1b86
https://explorer.usaid.gov/aid-dashboard.html#2013
https://explorer.usaid.gov/aid-dashboard.html#2013
http://www.unicef.org/education/bege_70640.html
http://www.unicef.org/education/bege_70640.html
https://www.globalcitizen.org/en/festival/2015/faqs/
https://www.globalcitizen.org/en/festival/2015/faqs/
http://www.freetheworld.com/2015/economic-freedom-of-the-world-2015.pdf
http://www.freetheworld.com/2015/economic-freedom-of-the-world-2015.pdf
http://www.freetheworld.com/2015/economic-freedom-of-the-world-2015.pdf
http://hdr.undp.org/sites/default/files/hdr14-report-en-1.pdf
http://hdr.undp.org/sites/default/files/hdr14-report-en-1.pdf
http://hdr.undp.org/sites/default/files/hdr14-report-en-1.pdf
http://www.huffingtonpost.com/hamish-priest/why-planned-serendipity-m_b_6145908.html
http://www.huffingtonpost.com/hamish-priest/why-planned-serendipity-m_b_6145908.html
http://www.huffingtonpost.com/hamish-priest/why-planned-serendipity-m_b_6145908.html


217

• Kabeer, Naila, and Luisa Natali. “Gender Equality 
and Economic Growth: Is There a Win-Win?” 
Pathways. Institute of Development Studies, 
Feb. 2013. Web. 17 Nov. 2015

• Macleod, Duncan. “Vodafone Red Light - The 
Inspiration Room.” The Inspiration Room. The 
Inspiration Room, 24 June 2015. Web. 17 Nov. 
2015

• Mekay, Emad. “One Libyan Battle Is Fought in 
Social and News Media.” The New York Times. 
The New York Times, 23 Feb. 2011. Web. 17 Nov. 
2015

• Nield, David. “The Netherlands Plans to Have a 
100% Wind-powered Railway System by 2018.” 
Science Alert. Science Alert, 2 Sept. 2015. Web. 
16 Nov. 2015

• “Purchasing Power Parity per Capita GDP.” Inter-
national Monetary Fund. International Monetary 
Fund, Oct. 2015. Web. 27 Nov. 2015

• Richtel, Matt. “Egypt Cuts Off Most Internet and 
Cell Service.” The New York Times. The New 
York Times, 28 Jan. 2011. Web. 27 Nov. 2015

• Rowlands, Lyndal. “Using Facebook to Address 
Social Issues in the Pacific.” SciDev.Net South-
East Asia & Pacific. ScienceDev, 4 Jan. 2015. 
Web. 17 Nov. 2015

• Sanders, Sen. Bernie. “What Can We Learn From 
Denmark?” The Huffington Post. TheHuffington-
Post.com, 26 May 2013. Web. 17 Nov. 2015

• Sengupta, Somini. “Report Finds Most Nations 
Hinder Women.” The New York Times. The New 
York Times, 09 Sept. 2015. Web. 17 Nov. 2015

• “Sustainable Development Goals - United Na-
tions.” UN News Center. UN, 2015. Web. 27 Nov. 
2015

• Swan, Jennifer. “How Black Lives Matter Re-
shaped the Traditional Narrative About Police 
Killings.” Take Part. Take Part, 9 Aug. 2015. Web. 
17 Nov. 2015

• Taube, Aaron. “The 10 Best Countries For 
Women’s Equality.” Business Insider. Business 
Insider, Inc, 28 Oct. 2014. Web. 17 Nov. 2015

• “The 21st Century Business - Planning for Suc-
cess in a Changing World.” The Futures Compa-
ny Free Thinking. The Futures Company, 2014. 
Web. 17 Nov. 2015

• “The City of Johannesburg Issues the First Ever 
JSE Listed Green Bond.” Joburg. Official Website 
of the City of Johannesburg, 6 Apr. 2014. Web. 
17 Nov. 2015

• “The Road to a Paris Climate Deal.” The New 
York Times. The New York Times. The New York 
Times, 11 Dec. 2015. Web. 15 Dec. 2015

• “The Swedish Recycling Revolution.” Sweden.se. 
Swedish Institute, 24 Sept. 2015. Web. 16 Nov. 
2015

• “U.S.-China Joint Presidential Statement on 
Climate Change.” The White House. The White 
House, 25 Sept. 21015. Web. 16 Nov. 2015

• “United Nations Sustainable Development Sum-
mit 2015.” Sustainable Development Knowledge 
Platform. United Nations, n.d. Web. 16 Nov. 2015

• “Worldbeing : Layer.” Layer. Layer, 2015. Web. 17 
Nov. 2015

• “NET OFFICIAL DEVELOPMENT ASSISTANCE 
FROM DAC AND OTHER DONORS IN 2014 
Preliminary Data for 2014.” OECD. OECD, 8 Apr. 
2015. Web. 16 Nov. 2015

• “Top 20 Best Countries for Women in Photos.” 
Forbes. Forbes Magazine, 2011. Web. 17 Nov. 
2015

• “Women’s Participation in Peace Negotiations: 
Connections between Presence and Influence.”  
UN Women. UN Women, Oct. 2012. Web. 16 Nov. 
2015

• Youssef, Nour. “Egypt’s Women-only Taxi Ser-
vice Promises Protection from Male Drivers.” 
The Guardian. The Guardian, 7 Oct. 2015. Web. 
17 Nov. 2015

• Zakaria, Fareed. “Zakaria: Germany’s Road to 
Redemption - CNN.com.” CNN. Cable News Net-
work, 13 Sept. 2015. Web. 17 Nov. 2015

• Zogby, John. “Younger Millennials Of US, UK And 
Australia Share Common Vision.” Forbes. Forbes 
Magazine, 13 Sept. 2015. Web. 17 Nov. 2015

• Zwinoira, Tatira. “30 000 Entrepreneurs to Get 
Assistance from the US - NewsDay Zimbabwe.” 
NewsDay Zimbabwe. NewsDay Zimbabwe, 26 
Aug. 2015. Web. 17 Nov. 2015 
 
 
 
 
 
 
 
 

http://www.pathwaysofempowerment.org/archive_resources/gender-equality-and-economic-growth-is-there-a-win-win-ids-working-paper-417
http://www.pathwaysofempowerment.org/archive_resources/gender-equality-and-economic-growth-is-there-a-win-win-ids-working-paper-417
http://theinspirationroom.com/daily/2015/vodafone-red-light/
http://theinspirationroom.com/daily/2015/vodafone-red-light/
http://theinspirationroom.com/daily/2015/vodafone-red-light/
http://www.nytimes.com/2011/02/24/world/middleeast/24iht-m24libya.html?_r=1
http://www.nytimes.com/2011/02/24/world/middleeast/24iht-m24libya.html?_r=1
http://www.nytimes.com/2011/02/24/world/middleeast/24iht-m24libya.html?_r=1
http://www.sciencealert.com/the-netherlands-aims-to-have-a-completely-wind-powered-railway-system-by-2018
http://www.sciencealert.com/the-netherlands-aims-to-have-a-completely-wind-powered-railway-system-by-2018
http://goo.gl/FFkcS8
http://goo.gl/FFkcS8
http://goo.gl/FFkcS8
http://www.nytimes.com/2011/01/29/technology/internet/29cutoff.html?+r=0
http://www.nytimes.com/2011/01/29/technology/internet/29cutoff.html?+r=0
http://www.scidev.net/asia-pacific/icts/feature/using-facebook-to-address-social-issues-in-the-pacific.html
http://www.scidev.net/asia-pacific/icts/feature/using-facebook-to-address-social-issues-in-the-pacific.html
http://www.scidev.net/asia-pacific/icts/feature/using-facebook-to-address-social-issues-in-the-pacific.html
http://www.huffingtonpost.com/rep-bernie-sanders/what-can-we-learn-from-de_b_3339736.html
http://www.huffingtonpost.com/rep-bernie-sanders/what-can-we-learn-from-de_b_3339736.html
http://www.nytimes.com/2015/09/10/world/report-finds-most-nations-hinder-women.html?_r=1
http://www.nytimes.com/2015/09/10/world/report-finds-most-nations-hinder-women.html?_r=1
http://www.un.org/sustainabledevelopment/sustainable-development-goals/
http://www.un.org/sustainabledevelopment/sustainable-development-goals/
http://www.takepart.com/article/2015/08/09/black-lives-matter
http://www.takepart.com/article/2015/08/09/black-lives-matter
http://www.businessinsider.com/best-countries-for-womens-equality-2014-10
http://www.businessinsider.com/best-countries-for-womens-equality-2014-10
http://tfcfiles.com/Freethinking/TFC_21st_Century_Business_FP2014.pdf
http://tfcfiles.com/Freethinking/TFC_21st_Century_Business_FP2014.pdf
http://tfcfiles.com/Freethinking/TFC_21st_Century_Business_FP2014.pdf
http://www.joburg.org.za/index.php?option=com_content&view=article&id=9073%3A04062014-the-city-of-johannesburg-issues-the-first-ever-jse-listed-green-bond-&catid=217%3Apress-releases-2013&Itemid=114#ixzz3puDamtPx
http://www.joburg.org.za/index.php?option=com_content&view=article&id=9073%3A04062014-the-city-of-johannesburg-issues-the-first-ever-jse-listed-green-bond-&catid=217%3Apress-releases-2013&Itemid=114#ixzz3puDamtPx
http://www.joburg.org.za/index.php?option=com_content&view=article&id=9073%3A04062014-the-city-of-johannesburg-issues-the-first-ever-jse-listed-green-bond-&catid=217%3Apress-releases-2013&Itemid=114#ixzz3puDamtPx
http://www.nytimes.com/interactive/projects/cp/climate/2015-paris-climate-talks/where-in-the-world-is-climate-denial-most-prevalent
http://www.nytimes.com/interactive/projects/cp/climate/2015-paris-climate-talks/where-in-the-world-is-climate-denial-most-prevalent
http://www.nytimes.com/interactive/projects/cp/climate/2015-paris-climate-talks/where-in-the-world-is-climate-denial-most-prevalent
https://sweden.se/nature/the-swedish-recycling-revolution/
https://sweden.se/nature/the-swedish-recycling-revolution/
https://sweden.se/nature/the-swedish-recycling-revolution/
https://www.whitehouse.gov/the-press-office/2015/09/25/us-china-joint-presidential-statement-climate-change
https://www.whitehouse.gov/the-press-office/2015/09/25/us-china-joint-presidential-statement-climate-change
https://sustainabledevelopment.un.org/post2015/summit
https://sustainabledevelopment.un.org/post2015/summit
http://layerdesign.com/projects/worldbeing/
http://layerdesign.com/projects/worldbeing/
http://www.oecd.org/dac/stats/documentupload/ODA%202014%20Tables%20and%20Charts.pdf
http://www.oecd.org/dac/stats/documentupload/ODA%202014%20Tables%20and%20Charts.pdf
http://www.forbes.com/pictures/ekjg45hgih/new-zealand/
http://www.forbes.com/pictures/ekjg45hgih/new-zealand/
http://www.unwomen.org/~/media/Headquarters/Media/Publications/en/03AWomenPeaceNeg.pdf
http://www.unwomen.org/~/media/Headquarters/Media/Publications/en/03AWomenPeaceNeg.pdf
http://www.theguardian.com/world/2015/oct/07/egypt-pink-taxi-service-women-safe-haven-patronising
http://www.theguardian.com/world/2015/oct/07/egypt-pink-taxi-service-women-safe-haven-patronising
http://www.cnn.com/2015/09/13/europe/zakaria-germeny-redemption/
http://www.cnn.com/2015/09/13/europe/zakaria-germeny-redemption/
http://www.forbes.com/sites/johnzogby/2015/09/13/younger-millennials-of-us-uk-and-australia-share-common-vision/
http://www.forbes.com/sites/johnzogby/2015/09/13/younger-millennials-of-us-uk-and-australia-share-common-vision/
https://www.newsday.co.zw/2015/08/26/30-000-entrepreneurs-to-get-assistance-from-the-us/
https://www.newsday.co.zw/2015/08/26/30-000-entrepreneurs-to-get-assistance-from-the-us/


218

ENTREPRENEURSHIP

• “2015 Index of Economic Freedom.” Index 
of Economic Freedom: Promoting Economic 
Opportunity and Prosperity by Country. The Her-
itage Foundation, n.d. Web. 19 Nov. 2015

• “About Joel Neoh.” Joel Neoh. Joel Neoh, n.d. 
Web. 16 Nov. 2015

• “About Us | TechInnovation 2015.” TechInnova-
tion. TechInnovation, 2015. Web. 19 Nov. 2015

• Alfaro, Lyanne. “The 20 Hottest Startup Hubs in 
the World.” Business Insider. Business Insider, 
Inc, 30 July 2015. Web. 19 Nov. 2015

• Anderson, Elizabeth. “An Office Block in Sweden 
Is Micro-chipping Its Employees.” The Tele-
graph. Telegraph Media Group, 30 Jan. 2015. 
Web. 19 Nov. 2015

• Bariso, Justin. “How Going on Welfare Made Me 
an Entrepreneur.” Inc.com. Inc, 04 Sept. 2015. 
Web. 19 Nov. 2015

• Barnes, Sara. “Abandoned Golf Courses in Japan 
Are Being Turned into Solar Power Fields.” My 
Modern Met. My Modern Met, 21 July 2015. 
Web. 17 Nov. 2015

• “Berlin’s Burgeoning Startup Scene.” German 
Missions in the United States. German Informa-
tion Center, n.d. Web. 16 Nov. 2015

• Calandrelli, Emily. “The Corporate Battle For 
Global Internet Connectivity.” TechCrunch. AOL 
Inc., 18 Sept. 2015. Web. 19 Nov. 2015. 
 

• “Country Comparison Exports.” Central Intelli-
gence Agency. Central Intelligence Agency, n.d. 
Web. 27 Nov. 2015

• Coy, Peter. “The Bloomberg Innovation Index.” 
Bloomberg.com. Bloomberg, n.d. Web. 19 Nov. 
2015

• Csorba, Emerson. “Canada Can Be a Leader in 
the Sharing Economy.” The Globe and Mail. The 
Globe and Mail Inc, 19 Sept. 2015. Web. 19 Nov. 
2015

• “Data Analysis | The Global Innovation Index.” 
Global Innovation Index. Cornell, INSEAD, WIPO, 
2015. Web. 27 Nov. 2015

• “Development Finance Project.” The World Bank. 
The World Bank, 25 Sept. 2014. Web. 16 Nov. 
2015

• “Doing Business 2016 - Measuring Regulatory 
Quality and Efficiency.” World Bank Group. World 
Bank Group, 27 Oct. 2015. Web. 16 Nov. 2015

• Dutta, Soumitra, Bruno Lanvin, and Sacha 
Wunsch-Vincent. “The Global Innovation Index 
| Leading Innovation Reference.” Global Inno-
vation Index. Cornell University, INSEAD, World 
Intellectual Property Organization, 2015. Web. 19 
Nov. 2015

• Elis, Niv. “Israel Ranked 5th in Bloomberg Inno-
vation Index.” The Jerusalem Post. The Jerusa-
lem Post, 27 Nov. 2015. Web. 27 Nov. 2015

• “Entrepreneurship.” The World Bank Doing Busi-
ness. The World Bank, n.d. Web. 27 Nov. 2015 
 

• “Ethiopia: Female Entrepreneurship Thrives in 
Ethiopia.” AllAfrica.com. All Africa, 22 Aug. 2015. 
Web. 19 Nov. 2015

• “Factsheet - How the IMF Promotes Global Eco-
nomic Stability.” International Monetary Fund. 
International Monetary Fund, 10 Sept. 2015. 
Web. 19 Nov. 2015

• Flaherty, Joseph. “An Ingenious Shock-Absorb-
ing Wheel for Bikes and Wheelchairs.” Wired.
com. Conde Nast Digital, 5 May 2015. Web. 17 
Nov. 2015

• Folger, Jean. “Best And Worst Countries For 
Entrepreneurs.” Investopedia. Investopedia, LLC, 
19 Dec. 2014. Web. 19 Nov. 2015

• Gerzema, John, and Michael D’Antonio. The Ath-
ena Doctrine: How Women (and Men Who Think 
like Them) Will Rule the Future. San Francisco: 
Jossey-Bass, 2013

• Gillespie, Patrick. “From Murder Capital to Latin 
America’s Silicon Valley: Colombia’s Comeback.” 
CNNMoney. Cable News Network, 13 Mar. 2015. 
Web. 17 Nov. 2015

• “Gini Index.” The World Bank. The World Bank, 
12 Nov. 2015. Web. 16 Nov. 2015

• Goldstuck, Arthur. “Which Country Is Most Active 
on Social Media?” Agenda. World Economic 
Forum, 04 Aug. 2015. Web. 17 Nov. 2015

• Guest, Peter. “12 of Africa’s Brightest Young 
Entrepreneurs - CNN.com.” CNN. Cable News 
Network, 29 Oct. 2015. Web. 17 Nov. 2015 
 

http://www.heritage.org/index/
http://www.heritage.org/index/
http://www.heritage.org/index/
http://www.heritage.org/index/
http://joelneoh.com/
http://joelneoh.com/
http://www.techinnovation.com.sg/about-us
http://www.techinnovation.com.sg/about-us
http://www.businessinsider.com/the-20-hottest-startup-hubs-in-the-world-2015-7
http://www.businessinsider.com/the-20-hottest-startup-hubs-in-the-world-2015-7
http://www.telegraph.co.uk/finance/newsbysector/mediatechnologyandtelecoms/11378908/An-office-block-in-Sweden-is-micro-chipping-its-employees.html
http://www.telegraph.co.uk/finance/newsbysector/mediatechnologyandtelecoms/11378908/An-office-block-in-Sweden-is-micro-chipping-its-employees.html
http://www.telegraph.co.uk/finance/newsbysector/mediatechnologyandtelecoms/11378908/An-office-block-in-Sweden-is-micro-chipping-its-employees.html
http://www.inc.com/justin-bariso/how-going-on-welfare-made-me-an-entrepreneur.html
http://www.inc.com/justin-bariso/how-going-on-welfare-made-me-an-entrepreneur.html
http://www.mymodernmet.com/profiles/blogs/Kyocera-abandoned-golf-courses-solar-power-plants
http://www.mymodernmet.com/profiles/blogs/Kyocera-abandoned-golf-courses-solar-power-plants
http://www.mymodernmet.com/profiles/blogs/Kyocera-abandoned-golf-courses-solar-power-plants
http://startupcamp.co/about/mission/
http://startupcamp.co/about/mission/
http://startupcamp.co/about/mission/
http://techcrunch.com/2015/09/18/the-corporate-battle-for-global-internet-connectivity/
http://techcrunch.com/2015/09/18/the-corporate-battle-for-global-internet-connectivity/
https://www.cia.gov/library/publications/the-world-factbook/rankorder/2078rank.html
https://www.cia.gov/library/publications/the-world-factbook/rankorder/2078rank.html
https://www.cia.gov/library/publications/the-world-factbook/rankorder/2078rank.html
http://www.bloomberg.com/graphics/2015-innovative-countries/
http://www.bloomberg.com/graphics/2015-innovative-countries/
http://www.theglobeandmail.com/report-on-business/rob-commentary/canada-can-be-a-leader-in-the-sharing-economy/article26430506/
http://www.theglobeandmail.com/report-on-business/rob-commentary/canada-can-be-a-leader-in-the-sharing-economy/article26430506/
http://www.theglobeandmail.com/report-on-business/rob-commentary/canada-can-be-a-leader-in-the-sharing-economy/article26430506/
https://www.globalinnovationindex.org/content/page/data-analysis/
https://www.globalinnovationindex.org/content/page/data-analysis/
http://www.worldbank.org/projects/P146319?lang=en
http://www.worldbank.org/projects/P146319?lang=en
http://www.worldbank.org/projects/P146319?lang=en
http://www.doingbusiness.org/reports/global-reports/doing-business-2016
http://www.doingbusiness.org/reports/global-reports/doing-business-2016
https://www.globalinnovationindex.org/content/page/GII-Home
https://www.globalinnovationindex.org/content/page/GII-Home
https://www.globalinnovationindex.org/content/page/GII-Home
https://www.globalinnovationindex.org/content/page/GII-Home
http://www.jpost.com/Israel-News/New-Tech/Israel-ranked-5th-in-Bloomberg-innovation-index-389639
http://www.jpost.com/Israel-News/New-Tech/Israel-ranked-5th-in-Bloomberg-innovation-index-389639
http://www.doingbusiness.org/data/exploretopics/entrepreneurship
http://www.doingbusiness.org/data/exploretopics/entrepreneurship
http://allafrica.com/stories/201508242025.html
http://allafrica.com/stories/201508242025.html
https://www.imf.org/external/np/exr/facts/globstab.htm
https://www.imf.org/external/np/exr/facts/globstab.htm
https://www.imf.org/external/np/exr/facts/globstab.htm
http://www.wired.com/2014/05/an-amazing-shock-absorbing-wheel-for-bikes-and-wheelchairs/
http://www.wired.com/2014/05/an-amazing-shock-absorbing-wheel-for-bikes-and-wheelchairs/
http://www.wired.com/2014/05/an-amazing-shock-absorbing-wheel-for-bikes-and-wheelchairs/
http://www.investopedia.com/articles/personal-finance/121914/best-and-worst-countries-entrepeneurs.asp
http://www.investopedia.com/articles/personal-finance/121914/best-and-worst-countries-entrepeneurs.asp
http://www.amazon.com/The-Athena-Doctrine-Women-Future/dp/111845295X
http://www.amazon.com/The-Athena-Doctrine-Women-Future/dp/111845295X
http://www.amazon.com/The-Athena-Doctrine-Women-Future/dp/111845295X
http://www.amazon.com/The-Athena-Doctrine-Women-Future/dp/111845295X
http://money.cnn.com/2015/03/13/investing/colombia-tech-silicon-valley/?iid=EL
http://money.cnn.com/2015/03/13/investing/colombia-tech-silicon-valley/?iid=EL
http://data.worldbank.org/indicator/SI.POV.GINI
http://data.worldbank.org/indicator/SI.POV.GINI
https://agenda.weforum.org/2015/08/which-country-is-most-active-on-social-media/
https://agenda.weforum.org/2015/08/which-country-is-most-active-on-social-media/
http://www.cnn.com/2015/10/06/africa/12-of-africas-brightest-young-entrepreneurs-2015/
http://www.cnn.com/2015/10/06/africa/12-of-africas-brightest-young-entrepreneurs-2015/


219

• Hellyer, Isabelle. “New Zealand Just Worked Out 
How to Run Your Car on Beer.” VICE. VICE, 5 July 
2015. Web. 17 Nov. 2015

• “High-technology Exports (current US$).” The 
World Bank. The World Bnak, n.d. Web. 27 Nov. 
2015

• Holmes, Kevin. “UK to Try Using “Electric 
Highways” | The Creators Project.” The Creators 
Project. VICE Media Inc., 24 Aug. 2015. Web. 19 
Nov. 2015

• “How Canadian Entrepreneurship Has Changed 
Through Increased Tech Adoption.” Techvibes.
com. Tech Vibes, 24 Aug. 2015. Web. 19 Nov. 
2015

• “IFC and Small and Medium Enterprises.” Inter-
national Finance Corporation. World Bank Group, 
March 2012. Web. 16 Nov. 2015

• “Industry and entrepreneurship Data.” OECD. 
OECD, n.d. Web. 19 Nov. 2015

• “Innovation and Technology Data.” OECD.  OECD, 
n.d. Web. 19 Nov. 2015

• “Innovative Top 10 – The Global Competitive-
ness Index 2014-2015.” World Economic Forum. 
World Economic Forum, n.d. Web. 16 Nov. 2015

• “Introducing the German Mittelstand.” Make It In 
Germany. Federal Ministry for Economic Affairs 
& Energy, Federal Ministry of Labour & Social 
Affairs, n.d. Web. 27 Nov. 2015

• Jena, Manipadma. “Turkey’s Plan to Help Farm-
ers Adapt to Climate Change? Ask a Tablet.” 
Reuters UK. Thomson Reuters, 26 Oct. 2015. 
Web. 17 Nov. 2015

• Kukelhaus, Frederick. “Chile’s Startup Dreams.” 
Yale School of Management. Yale School of 
Management, 25 Sept. 2015. Web. 17 Nov. 2015

• Makinen, Julie. “A Subculture of Entrepreneur-
ship Hatches in Japan.” Los Angeles Times. Los 
Angeles Times, 29 Mar. 2015. Web. 19 Nov. 2015

• “Mission.” Start Up Camp Berlin. Start Up Camp 
Berlin, n.d. Web. 16 Nov. 2015 

• Muggeridge, Paul. “These Are the Most Innova-
tive Countries in the World.” Agenda. World Eco-
nomic Forum, 09 July 2015. Web. 19 Nov. 2015

• Mungai, Richard. “Kenya: Govt Encourages 
Entrepreneurship and Employment for Women 
- World Bank.” AllAfrica.com. All Africa, 14 Sept. 
2015. Web. 19 Nov. 2015

• Park, Paula. “Sustainable Cities Depend on 
Empowered Citizens.” SciDev.Net. SciDev.Net, 22 
May 2015. Web. 19 Nov. 2015

• Priest, Hamish. “Why Planned Serendipity Mat-
ters, and How ‘Unconferencing’ Is a Great Place 
to Start.” The Huffington Post. The Huffington 
Post, 17 Nov. 2014. Web. 16 Nov. 2015

• Priest, Hamish. “Why Planned Serendipity Mat-
ters, and How ‘Unconferencing’ Is a Great Place 
to Start.” The Huffington Post. TheHuffington-
Post.com, 17 Nov. 2014. Web. 19 Nov. 2015

• “Purchasing Power Parity per Capita GDP.” Inter-
national Monetary Fund. International Monetary 
Fund, Oct. 2015. Web. 27 Nov. 2015 
 

• Rapoza, Kenneth. “The Best Countries For Your 
Investment.” Forbes. Forbes Magazine, 6 Mar. 
2015. Web. 19 Nov. 2015

• “Reinventing Innovation.” Jpost.com, The Jeru-
salem Post, 13 Sep. 2015 Web. 19 Nov 2015

• Roinn Airgeadais, Department of Finance, 19 
May 2014. Web. 16 Nov. 2015

• Russell, Jon. “Crowdsourced Translation Startup 
Gengo Raises $5.4M And Changes Its CEO.” 
TechCrunch. AOL Inc., 22 Apr. 2015. Web. 19 
Nov. 2015

• Shammah, David. “Brain-tech Start-up ElMindA 
Makes Worldwide ‘most Innovative’ List.” The 
Times of Israel. The Times of Israel, 28 Aug. 15. 
Web. 19 Nov. 2015

• Shammah, David. “Israeli Medical Tech Compa-
ny Joins Billion Dollar Exit Club.” The Times of 
Israel. The Times of Israel, 2 Sept. 2015. Web. 19 
Nov. 2015

• SiliconAllee.com. Silicon Allee, n.d. Web. 16 Nov. 
2015

• “Small & Medium Enterprises.” Ida.gov.sg. IDA 
Singpaore, n.d. Web. 16 Nov. 2015

• “Technology Is the Trigger of Disruptive Innova-
tion”: States Etisalat at “Technology Is the Trig-
ger of Disruptive Innovation”: States Etisalat at 
Global Innovation Summit 2015.” Zawya. Zawya, 
13 Sept. 2015. Web. 19 Nov. 2015

• Tecson, Karla. “The Netherlands Creates World’s 
Biggest Man-made Wave Facility to Test Flood 
Defences.” International Business Times AU. IBT 
Media Inc, 13 Sept. 2015. Web. 19 Nov. 2015

http://www.vice.com/read/new-zealand-just-worked-out-how-to-run-your-car-on-beer
http://www.vice.com/read/new-zealand-just-worked-out-how-to-run-your-car-on-beer
http://data.worldbank.org/indicator/TX.VAL.TECH.CD
http://data.worldbank.org/indicator/TX.VAL.TECH.CD
http://data.worldbank.org/indicator/TX.VAL.TECH.CD
http://thecreatorsproject.vice.com/blog/uk-to-try-using-electric-highways
http://thecreatorsproject.vice.com/blog/uk-to-try-using-electric-highways
http://thecreatorsproject.vice.com/blog/uk-to-try-using-electric-highways
http://www.techvibes.com/blog/how-canadian-entrepreneurship-has-changed-through-increased-tech-adoption-2015-08-24
http://www.techvibes.com/blog/how-canadian-entrepreneurship-has-changed-through-increased-tech-adoption-2015-08-24
http://www.techvibes.com/blog/how-canadian-entrepreneurship-has-changed-through-increased-tech-adoption-2015-08-24
http://www.ifc.org/wps/wcm/connect/277d1680486a831abec2fff995bd23db/AM11IFC+IssueBrief_SME.pdf?MOD=AJPERES
http://www.ifc.org/wps/wcm/connect/277d1680486a831abec2fff995bd23db/AM11IFC+IssueBrief_SME.pdf?MOD=AJPERES
http://www.ifc.org/wps/wcm/connect/277d1680486a831abec2fff995bd23db/AM11IFC+IssueBrief_SME.pdf?MOD=AJPERES
http://www.oecd.org/industry/
http://www.oecd.org/industry/
https://data.oecd.org/innovation-and-technology.htm
https://data.oecd.org/innovation-and-technology.htm
http://reports.weforum.org/global-competitiveness-report-2014-2015/top-10/
http://reports.weforum.org/global-competitiveness-report-2014-2015/top-10/
http://www.make-it-in-germany.com/en/for-qualified-professionals/working/mittelstand
http://www.make-it-in-germany.com/en/for-qualified-professionals/working/mittelstand
http://www.make-it-in-germany.com/en/for-qualified-professionals/working/mittelstand
http://www.make-it-in-germany.com/en/for-qualified-professionals/working/mittelstand
http://uk.reuters.com/article/2015/10/26/turkey-climatechange-technology-idUKL8N12P08R20151026
http://uk.reuters.com/article/2015/10/26/turkey-climatechange-technology-idUKL8N12P08R20151026
http://som.yale.edu/blog/2015/09/chiles-startup-dreams
http://som.yale.edu/blog/2015/09/chiles-startup-dreams
http://www.latimes.com/world/asia/la-fg-japan-entrepreneurs-20150329-story.html
http://www.latimes.com/world/asia/la-fg-japan-entrepreneurs-20150329-story.html
http://startupcamp.co/about/mission/
http://startupcamp.co/about/mission/
https://agenda.weforum.org/2015/07/these-are-the-most-innovative-countries-in-the-world/
https://agenda.weforum.org/2015/07/these-are-the-most-innovative-countries-in-the-world/
http://allafrica.com/stories/201509140486.html
http://allafrica.com/stories/201509140486.html
http://www.scidev.net/global/cities/news/sustainable-cities-empowered-citizens-technology.html
http://www.scidev.net/global/cities/news/sustainable-cities-empowered-citizens-technology.html
http://www.huffingtonpost.com/hamish-priest/why-planned-serendipity-m_b_6145908.html
http://www.huffingtonpost.com/hamish-priest/why-planned-serendipity-m_b_6145908.html
http://www.huffingtonpost.com/hamish-priest/why-planned-serendipity-m_b_6145908.html
http://www.huffingtonpost.com/hamish-priest/why-planned-serendipity-m_b_6145908.html
http://goo.gl/FFkcS8
http://goo.gl/FFkcS8
http://goo.gl/FFkcS8
http://www.forbes.com/sites/kenrapoza/2015/03/06/the-best-countries-for-your-investment/
http://www.forbes.com/sites/kenrapoza/2015/03/06/the-best-countries-for-your-investment/
http://www.jpost.com/Business-and-Innovation/Reinventing-innovation-416084
http://www.jpost.com/Business-and-Innovation/Reinventing-innovation-416084
http://www.finance.gov.ie/news-centre/press-releases/government-launches-new-online-search-tool-sme-business-supports
http://www.finance.gov.ie/news-centre/press-releases/government-launches-new-online-search-tool-sme-business-supports
http://techcrunch.com/2015/04/22/gengo-series-c/
http://techcrunch.com/2015/04/22/gengo-series-c/
http://www.timesofisrael.com/brain-tech-start-up-elminda-makes-worldwide-most-innovative-list/
http://www.timesofisrael.com/brain-tech-start-up-elminda-makes-worldwide-most-innovative-list/
http://www.timesofisrael.com/brain-tech-start-up-elminda-makes-worldwide-most-innovative-list/
http://www.timesofisrael.com/israeli-medical-tech-company-joins-billion-dollar-exit-club/
http://www.timesofisrael.com/israeli-medical-tech-company-joins-billion-dollar-exit-club/
http://www.timesofisrael.com/israeli-medical-tech-company-joins-billion-dollar-exit-club/
http://www.siliconallee.com/
http://www.siliconallee.com/
https://www.ida.gov.sg/Programmes-Partnership/Small-and-Medium-Enterprises
https://www.ida.gov.sg/Programmes-Partnership/Small-and-Medium-Enterprises
https://www.zawya.com/story/Technology_is_the_trigger_of_Disruptive_Innovation_states_Etisalat_at_Global_Innovation_Summit_2015-ZAWYA20150913101003/
https://www.zawya.com/story/Technology_is_the_trigger_of_Disruptive_Innovation_states_Etisalat_at_Global_Innovation_Summit_2015-ZAWYA20150913101003/
https://www.zawya.com/story/Technology_is_the_trigger_of_Disruptive_Innovation_states_Etisalat_at_Global_Innovation_Summit_2015-ZAWYA20150913101003/
http://www.ibtimes.com.au/netherlands-creates-worlds-biggest-man-made-wave-facility-test-flood-defences-1466441
http://www.ibtimes.com.au/netherlands-creates-worlds-biggest-man-made-wave-facility-test-flood-defences-1466441


220

• Tegos, Micheal. “Singaporeans Can Soon Be-
come E-residents of Estonia.” Tech in Asia. Tech 
in Asia, 15 Sept. 2015. Web. 17 Nov. 2015

• “The Rise of the Sharing Economy.” The Econo-
mist. The Economist Newspaper, 09 Mar. 2013. 
Web. 19 Nov. 2015

• Tung, Liam. “Google Balloon Fleet to Broadcast 
Internet to 17,000 Indonesian Islands.” ZDNet. 
CBS Interactive, 29 Oct. 2015. Web. 17 Nov. 2015

• Wanjiku, Clara. “They Call It ‘Silicon Savannah’: 
What an East African Nation Teaches about 
Innovation.” MG Africa. Mail & Guardian Africa, 
14 Sept. 2015. Web. 17 Nov. 2015

•  “World Intellectual Property Indicators – 2014 
Edition.” WIPO. World Intellectual Property Orga-
nization, 2014. Web. 19 Nov. 2015

• “World Heritage List.” UNESCO World Heritage 
Centre. UNESCO World Heritage Centre, n.d. 
Web. 27 Nov. 2015

• “World Urbanization Prospects - Population 
Division - United Nations.” World Urbanization 
Prospects - Population Division - United Na-
tions. United Nations, n.d. Web. 27 Nov. 2015

QUALITY OF LIFE

• “Achieving Zero Hunger: Combining Social Pro-
tection with Pro-poor Investments.” Food and 
Agriculture Organization of the United Nations. 
FAO, 10 July 2015. Web. 19 Nov. 2015 
 
 
 

• “Achieving Zero Hunger: The Critical Role of In-
vestments in Social Protection and Agriculture.” 
Food and Agriculture Organization of the United 
Nations. FAO, IFAD and WFP, Rome: 2015. Web.  
16 Nov. 2015

• Arfa, Chokri and Heba Elgazzar. “Consolida-
tion and Transparency: Transforming Tunisia’s 
Health Care for the Poor.” Washington, D.C.: 
World Bank, 2013. The World Bank Documents 
and Reports. The World Bank, Jan. 2013. Web. 
17 Nov. 2015

• Armstrong, Paul. “World’s Most Livable City in 
2015 is….” CNN. CNN, 1 Sep. 2015. Web. 19 Nov. 
2015

• Arsenault, Chris. “Kale or Steak? Change in 
Diet key to U.N. Plan to End Hunger by 2030.” 
Reuters. Thomson Reuters, 10 Sept. 2015. Web. 
19 Nov. 2015

• Beaubien, Jason. “U.N. Dreams Big: 17 Huge 
New Goals To Build A Better World.” NPR. NPR, 
25 Sept. 2015. Web. 19 Nov. 2015

• Boonstra, Claire. “What Makes a Quality Educa-
tion?” Agenda. World Economic Forum, 23 Sept. 
2015. Web. 19 Nov. 2015

• Collinson, Patrick. “Go Dutch and save Yourself 
£50,000.” The Guardian. The Guardian, 5 Sept. 
2015. Web. 19 Nov. 2015

• “Copenhagen City of Cyclists - The Bicycle 
Account.” Cycling Embassy of Denmark. Cycling 
Embassy of Denmark, 6 May 2015. Web. 16 Nov. 
2015 
 

• Cortez, Rafael, and Daniela Romero. “Argentina 
Increasing Utilization of Health Care Services 
among the Uninsured Population the Plan Nacer 
Program.” Washington, D.C.: World Bank, 2013. 
The World Bank Documents and Reports. The 
World Bank, Jan. 2013. Web. 17 Nov. 2015

• Cox, Azzurra. “A Park That Moves Around the 
City.” City Lab. The Atlantic Monthly Group, 9 
Sept. 2015. Web. 17 Nov. 2015

• Coy, Peter. “These Are The Happiest Countries in 
The World.” Bloomberg.com. Bloomberg, 23 Apr. 
2015. Web. 19 Nov. 2015

• D’Urso, Joseph. “Human Progress Is Faster than 
You Think.” Agenda. World Economic Forum, 30 
Oct. 2015. Web. 16 Nov. 2015

• Dearden, Lizzie. “Revealed: The Best and Worst 
Countries in the World to Grow Old.” The Inde-
pendent. Independent Digital News and Media, 2 
Oct. 2014. Web. 19 Nov. 2015

• “Development Dialogue: Improving Global Food 
Safety.” The World Bank Striking Poverty. The 
World Bank, n.d. Web. 19 Nov. 2015

• “Development Dialogue: Improving Youth Em-
ployment.” The World Bank Striking Poverty. The 
World Bank, n.d. Web. 19 Nov. 2015

• “Development Dialogue: Reducing Pollution for 
Improved Health.” The World Bank Striking Pov-
erty. The World Bank, n.d. Web. 19 Nov. 2015

• “Development Dialogue: Tapping Technology 
to Promote Early Childhood Development.” The 
World Bank Striking Poverty. The World Bank, 
n.d. Web. 19 Nov. 2015

https://www.techinasia.com/estonia-e-residency-singapore/
https://www.techinasia.com/estonia-e-residency-singapore/
http://www.economist.com/news/leaders/21573104-internet-everything-hire-rise-sharing-economy
http://www.economist.com/news/leaders/21573104-internet-everything-hire-rise-sharing-economy
http://www.economist.com/news/leaders/21573104-internet-everything-hire-rise-sharing-economy
http://www.zdnet.com/article/google-balloon-fleet-to-broadcast-internet-to-17000-indonesian-islands/
http://www.zdnet.com/article/google-balloon-fleet-to-broadcast-internet-to-17000-indonesian-islands/
http://mgafrica.com/article/2015-09-09-kenya-the-worlds-innovation-hub
http://mgafrica.com/article/2015-09-09-kenya-the-worlds-innovation-hub
http://www.wipo.int/edocs/pubdocs/en/wipo_pub_941_2014.pdf
http://www.wipo.int/edocs/pubdocs/en/wipo_pub_941_2014.pdf
http://whc.unesco.org/en/list
http://whc.unesco.org/en/list
http://whc.unesco.org/en/list
http://esa.un.org/unpd/wup/CD-ROM/
http://esa.un.org/unpd/wup/CD-ROM/
http://esa.un.org/unpd/wup/CD-ROM/
http://www.fao.org/news/story/en/item/297804/icode/
http://www.fao.org/news/story/en/item/297804/icode/
http://www.fao.org/news/story/en/item/297804/icode/
http://www.fao.org/3/a-i4777e.pdf
http://www.fao.org/3/a-i4777e.pdf
http://www.fao.org/3/a-i4777e.pdf
http://www-wds.worldbank.org/external/default/WDSContentServer/WDSP/IB/2013/0/01/000425962_20130201161248/Rendered/PDF/749970NWP0Box30Transparency0TUNISIA 2.pdf
http://www-wds.worldbank.org/external/default/WDSContentServer/WDSP/IB/2013/0/01/000425962_20130201161248/Rendered/PDF/749970NWP0Box30Transparency0TUNISIA 2.pdf
http://www-wds.worldbank.org/external/default/WDSContentServer/WDSP/IB/2013/0/01/000425962_20130201161248/Rendered/PDF/749970NWP0Box30Transparency0TUNISIA 2.pdf
http://www-wds.worldbank.org/external/default/WDSContentServer/WDSP/IB/2013/0/01/000425962_20130201161248/Rendered/PDF/749970NWP0Box30Transparency0TUNISIA 2.pdf
http://www.cnn.com/2015/08/17/travel/most-liveable-city-2015/
http://www.cnn.com/2015/08/17/travel/most-liveable-city-2015/
http://www.reuters.com/article/2015/09/11/us-development-goals-hunger-idUSKCN0RB00220150911
http://www.reuters.com/article/2015/09/11/us-development-goals-hunger-idUSKCN0RB00220150911
http://www.npr.org/sections/goatsandsoda/2015/09/25/443149821/u-n-dreams-big-17-huge-new-goals-to-build-a-better-world
http://www.npr.org/sections/goatsandsoda/2015/09/25/443149821/u-n-dreams-big-17-huge-new-goals-to-build-a-better-world
https://agenda.weforum.org/2015/09/what-makes-a-quality-education/?utm_content=buffereae44&utm_medium=social&utm_source=twitter.com&utm_campaign=buffer
https://agenda.weforum.org/2015/09/what-makes-a-quality-education/?utm_content=buffereae44&utm_medium=social&utm_source=twitter.com&utm_campaign=buffer
http://www.theguardian.com/money/2015/sep/05/students-university-study-abroad-eu-fees-cost
http://www.theguardian.com/money/2015/sep/05/students-university-study-abroad-eu-fees-cost
http://www.cycling-embassy.dk/wp-content/uploads/2015/05/Copenhagens-Biycle-Account-2014.pdf
http://www.cycling-embassy.dk/wp-content/uploads/2015/05/Copenhagens-Biycle-Account-2014.pdf
http://www.cycling-embassy.dk/wp-content/uploads/2015/05/Copenhagens-Biycle-Account-2014.pdf
http://www-wds.worldbank.org/external/default/WDSContentServer/WDSP/IB/2013/01/31/000425962_20130131151019/Rendered/PDF/749560NWP0ARGE00Box374316B00PUBLIC0.pdf
http://www-wds.worldbank.org/external/default/WDSContentServer/WDSP/IB/2013/01/31/000425962_20130131151019/Rendered/PDF/749560NWP0ARGE00Box374316B00PUBLIC0.pdf
http://www-wds.worldbank.org/external/default/WDSContentServer/WDSP/IB/2013/01/31/000425962_20130131151019/Rendered/PDF/749560NWP0ARGE00Box374316B00PUBLIC0.pdf
http://www.citylab.com/design/2015/09/a-park-that-moves-around-the-city/403513/
http://www.citylab.com/design/2015/09/a-park-that-moves-around-the-city/403513/
http://www.bloomberg.com/news/articles/2015-04-23/these-are-the-happiest-countries-in-the-world
http://www.bloomberg.com/news/articles/2015-04-23/these-are-the-happiest-countries-in-the-world
https://agenda.waeforum.org/2015/10/human-progress-is-faster-than-you-think/?utm_content=buffer5adb0&utm_medium=social&utm_source=twitter.com&utm_campaign=buffer
https://agenda.waeforum.org/2015/10/human-progress-is-faster-than-you-think/?utm_content=buffer5adb0&utm_medium=social&utm_source=twitter.com&utm_campaign=buffer
http://www.independent.co.uk/news/world/europe/revealed-the-best-and-worst-countries-in-the-world-to-grow-old-9767639.html
http://www.independent.co.uk/news/world/europe/revealed-the-best-and-worst-countries-in-the-world-to-grow-old-9767639.html
http://www.independent.co.uk/news/world/europe/revealed-the-best-and-worst-countries-in-the-world-to-grow-old-9767639.html
http://strikingpoverty.worldbank.org/conversations/development-dialogue-global-food-safety
http://strikingpoverty.worldbank.org/conversations/development-dialogue-global-food-safety
http://strikingpoverty.worldbank.org/conversations/development-dialogue-improving-youth-employment
http://strikingpoverty.worldbank.org/conversations/development-dialogue-improving-youth-employment
http://strikingpoverty.worldbank.org/conversations/development-dialogue-reducing-air-pollution-improved-health
http://strikingpoverty.worldbank.org/conversations/development-dialogue-reducing-air-pollution-improved-health
http://strikingpoverty.worldbank.org/conversations/development-dialogue-early-childhood-development
http://strikingpoverty.worldbank.org/conversations/development-dialogue-early-childhood-development
http://strikingpoverty.worldbank.org/conversations/development-dialogue-early-childhood-development


221

• Edwards, Charlotte. “The 10 Best Countries for 
Living and Working Abroad.” Business Insider. 
Business Insider, Inc, 06 Feb. 2015. Web. 19 Nov. 
2015

• “FRED Graph.” Economic Research Federal Re-
serve Bank of St. Louis. Federal Reserve Bank of 
St. Louis, n.d. Web. 16 Nov. 2015

• “Gallup Global Wellbeing.” Gallup. Gallup Inc, n.d. 
Web. 27 Nov. 2015

• Gladstone, Rick. “Older People Are Invisible in 
Key Data, Study Warns.” The New York Times. 
The New York Times, 08 Sept. 2015. Web. 19 
Nov. 2015

• “Happy Planet Index.” The Data | Happy Planet 
Index. New Economics Foundation, n.d. Web. 19 
Nov. 2015

• “Health Data.” OECD. OECD, n.d. Web. 19 Nov. 
2015

• Ho, Erica. “The World’s Top 10 Kid-Friendly Na-
tions.” Time. Time, 24 July 2012. Web. 19 Nov. 
2015

• “How’s Life? 2015.” OECD. OECD, 12 Oct. 2015. 
Web. 16 Nov. 2015

• “Human Development Index (HDI).” Human De-
velopment Reports. United Nations Development 
Programme, 14 July 2014. Web. 16 Nov. 2015

• Imtiaz, Saba. “Meet Pakistan’s Junior Scrabble 
Geniuses.” The Guardian. The Guardian, 10 May 
2015. Web. 17 Nov. 2015

• “Inequality Data.” OECD. OECD, n.d. Web. 19 Nov. 
2015

• Kay, Kira. “Morocco Trains Female Spiritual 
Guides to Fight Extremism and Empower Wom-
en.” PBS. PBS, 20 May 2015. Web. 17 Nov. 2015

• Khan, Salman. “Let’s Use Video to Reinvent Edu-
cation.” TED. TED, Mar. 2011. Web. 19 Nov. 2015

• Knot, Stacey. “Tiny Houses with Wow Factor.” 
Stuff. Fairfax New Zealand Limited, 5 Sept. 2015. 
Web. 17 Nov. 2015

• Krznaric, Roman. “At the World’s First Empa-
thy Museum, Visitors Walk a Mile in Another 
Person’s Shoes-Literally.” YES! Magazine. YES! 
Magazine, 21 Aug. 2015. Web. 17 Nov. 2015

• Law, Yao-Hua. “Off-grid Power Systems Urged 
for Rural Villages.” SciDev.Net South-East Asia 
& Pacific. ScienceDev.net, 31 Jan. 2015. Web. 16 
Nov. 2015

• Luhn, Alec. “Mystery of Kazakhstan Sleeping 
Sickness Solved, Says Government.” The Guard-
ian. The Guardian, 17 July 2015. Web. 17 Dec. 
2015

• Malkin, Elisabeth. “Next Test for Guatemala’s 
Protest Movement: Improving Citizens’ Lives.” 
The New York Times. The New York Times, 15 
Sept. 2015. Web. 19 Nov. 2015

• Marshall, Jane. “GLOBAL: UNESCO Debates 
Uses and Misuses of Rankings.” University 
World New. University World News, 22 May 2011. 
Web. 16 Nov. 2015

• McPhillips, Deidre. “Survey: Ecuador Best 
Country for Expats.” US News. U.S.News & World 
Report, 26 Aug. 2015. Web. 19 Nov. 2015 

• Mohammed, Omar. “In Tanzania, You Can Now 
Get Your Birth Certificate by Mobile Phone.” 
Quartz. Quartz, 15 Oct. 2015. Web. 17 Nov. 2015

• Nagpal, Somil. “Expanding Health Coverage for 
Vulnerable Groups in India.” Washington, D.C.: 
World Bank, 2013. The World Bank Documents 
and Reports. The World Bank, Jan. 2013. Web. 
17 Nov. 2015

• Nauert, Rick. “Factors That Influence Health Per-
ceptions Vary by Country.” Psych Central. Psych 
Centra, n.d. Web. 19 Nov. 2015

• “Overview.” World Happiness Report. Ed. John F. 
Heliwell, Richard Layard, and Jeffery D. Sachs. 
Sustainable Development Solutions Network, 23 
Apr. 2015. Web. 19 Nov. 2015

• Pan, Jing. “The 10 Best Places in the World to 
Retire.” Profit Confidential. Lombardi Publishing 
Corporation, 11 Aug. 2015. Web. 19 Nov. 2015

• Parkinson, Justin. “Hygge: A Heart-warming 
Lesson from Denmark - BBC News.” BBC News. 
BBC, 2 Oct. 2015. Web. 17 Nov. 2015

• Perez, Melina. “10 Countries With The Happiest 
Children.” TheRichest. The Richest, 4 May 2014. 
Web. 19 Nov. 2015

• “PISA - OECD.” PISA - OECD. OECD, n.d. Web. 19 
Nov. 2015

• “Purchasing Power Parity per Capita GDP.” Inter-
national Monetary Fund. International Monetary 
Fund, Oct. 2015. Web. 27 Nov. 2015

• “Religious Tolerance: Culture of Coexistence in 
Azerbaijan.” Vestnik Kavkaza. Vestnik Kavkaza, 
9 Sept. 2015. Web. 17 Sept. 2015

http://www.businessinsider.com/the-10-best-countries-for-living-and-working-abroad-2015-2
http://www.businessinsider.com/the-10-best-countries-for-living-and-working-abroad-2015-2
http://www.businessinsider.com/the-10-best-countries-for-living-and-working-abroad-2015-2
https://research.stlouisfed.org/fred2/graph/?graph_id=262756
https://research.stlouisfed.org/fred2/graph/?graph_id=262756
https://research.stlouisfed.org/fred2/graph/?graph_id=262756
http://www.gallup.com/poll/126965/gallup-global-wellbeing.aspx
http://www.gallup.com/poll/126965/gallup-global-wellbeing.aspx
http://www.nytimes.com/2015/09/09/world/older-people-are-invisible-in-key-data-study-warns.html?_r=0
http://www.nytimes.com/2015/09/09/world/older-people-are-invisible-in-key-data-study-warns.html?_r=0
http://www.nytimes.com/2015/09/09/world/older-people-are-invisible-in-key-data-study-warns.html?_r=0
http://www.happyplanetindex.org/data/
http://www.happyplanetindex.org/data/
http://www.happyplanetindex.org/data/
https://data.oecd.org/health.htm
https://data.oecd.org/health.htm
http://newsfeed.time.com/2012/07/24/the-worlds-top-10-kid-friendly-nations/
http://newsfeed.time.com/2012/07/24/the-worlds-top-10-kid-friendly-nations/
http://www.oecd.org/std/how-s-life-23089679.htm
http://www.oecd.org/std/how-s-life-23089679.htm
http://hdr.undp.org/en/content/human-development-index-hdi
http://hdr.undp.org/en/content/human-development-index-hdi
http://hdr.undp.org/en/content/human-development-index-hdi
http://www.theguardian.com/lifeandstyle/shortcuts/2015/may/10/meet-pakistans-junior-scrabble-geniuses
http://www.theguardian.com/lifeandstyle/shortcuts/2015/may/10/meet-pakistans-junior-scrabble-geniuses
http://www.oecd.org/social/inequality.htm
http://www.oecd.org/social/inequality.htm
http://www.pbs.org/newshour/bb/morocco-trains-female-spiritual-guides-fight-extremism-empower-women/
http://www.ted.com/talks/salman_khan_let_s_use_video_to_reinvent_education
http://www.stuff.co.nz/life-style/home-property/71738464/Tiny-houses-wow-and-inspire-alternative-living
http://www.stuff.co.nz/life-style/home-property/71738464/Tiny-houses-wow-and-inspire-alternative-living
http://www.yesmagazine.org/happiness/at-the-worlds-first-empathy-museum-visitors-walk-a-mile-in-another-persons-shoes-literally-20150821
http://www.yesmagazine.org/happiness/at-the-worlds-first-empathy-museum-visitors-walk-a-mile-in-another-persons-shoes-literally-20150821
http://www.scidev.net/asia-pacific/energy/news/off-grid-power-systems-urged-for-rural-villages.html
http://www.scidev.net/asia-pacific/energy/news/off-grid-power-systems-urged-for-rural-villages.html
http://www.scidev.net/asia-pacific/energy/news/off-grid-power-systems-urged-for-rural-villages.html
http://www.theguardian.com/world/2015/jul/17/mystery-kazakhstan-sleeping-sickness-solved
http://www.theguardian.com/world/2015/jul/17/mystery-kazakhstan-sleeping-sickness-solved
http://www.theguardian.com/world/2015/jul/17/mystery-kazakhstan-sleeping-sickness-solved
http://www.nytimes.com/2015/09/16/world/americas/guatemala-protests-president.html?_r=1
http://www.nytimes.com/2015/09/16/world/americas/guatemala-protests-president.html?_r=1
http://www.universityworldnews.com/article.php?story=20110521105752138
http://www.universityworldnews.com/article.php?story=20110521105752138
http://www.universityworldnews.com/article.php?story=20110521105752138
http://www.usnews.com/news/articles/2015/08/26/survey-ecuador-best-country-for-expats
http://www.usnews.com/news/articles/2015/08/26/survey-ecuador-best-country-for-expats
http://qz.com/524909/in-tanzania-you-can-now-get-your-birth-certificate-by-mobile-phone/?linkId=18170028 - m10g21t20w15_Quartz
http://www-wds.worldbank.org/external/default/WDSContentServer/WDSP/IB/2013/02/01/000333037_20130201141312/Rendered/PDF/750030NWP0Box300exp0anding0coverage.pdf
http://www-wds.worldbank.org/external/default/WDSContentServer/WDSP/IB/2013/02/01/000333037_20130201141312/Rendered/PDF/750030NWP0Box300exp0anding0coverage.pdf
http://www-wds.worldbank.org/external/default/WDSContentServer/WDSP/IB/2013/02/01/000333037_20130201141312/Rendered/PDF/750030NWP0Box300exp0anding0coverage.pdf
http://www-wds.worldbank.org/external/default/WDSContentServer/WDSP/IB/2013/02/01/000333037_20130201141312/Rendered/PDF/750030NWP0Box300exp0anding0coverage.pdf
http://psychcentral.com/news/2015/09/14/factors-that-influence-health-perceptions-vary-by-country/92220.html
http://psychcentral.com/news/2015/09/14/factors-that-influence-health-perceptions-vary-by-country/92220.html
http://worldhappiness.report/
http://worldhappiness.report/
http://worldhappiness.report/
http://worldhappiness.report/
http://www.profitconfidential.com/retirement/the-10-best-places-in-the-world-to-retire/
http://www.profitconfidential.com/retirement/the-10-best-places-in-the-world-to-retire/
http://www.bbc.com/news/magazine-34345791
http://www.bbc.com/news/magazine-34345791
http://www.therichest.com/rich-list/rich-countries/10-countries-with-the-happiest-children/
http://www.therichest.com/rich-list/rich-countries/10-countries-with-the-happiest-children/
http://www.oecd.org/pisa/
http://www.oecd.org/pisa/
http://goo.gl/FFkcS8
http://goo.gl/FFkcS8
http://goo.gl/FFkcS8
http://vestnikkavkaza.net/articles/Religious-tolerance-culture-of-coexistence-in-Azerbaijan.html
http://vestnikkavkaza.net/articles/Religious-tolerance-culture-of-coexistence-in-Azerbaijan.html


222

• Ricard, Matthiu. “5 Ways to Improve Health and 
Well-being for All.” Agenda. World Economic 
Forum, 17 Sept. 2015. Web. 19 Nov. 2015

• Richard Florida, Charlotta Mellander, Karen King. 
“The Global Creativity Index 2015.” Martin Pros-
perity. Martin Prosperity Institute, 8 July 2015. 
Web. 16 Nov. 2015

• “Russia Calls Time on Workplace Drinking.” The 
Guardian. The Guardian, 15 Sept. 2015. Web. 19 
Nov. 2015

• Schmalbruch, Sarah. “The 10 Best Countries to 
Live Abroad.” Business Insider. Business Insider, 
Inc, 24 Aug. 2015. Web. 19 Nov. 2015

• Sly, Liz. “As Tragedies Shock Europe, a Big-
ger Refugee Crisis Looms in the Middle East.” 
Washington Post. The Washington Post, 29 Aug. 
2015. Web. 19 Nov. 2015

• “Social Expenditure Database (SOCX).” OECD. 
OECD, Nov. 2015. Web. 16 Nov. 2015

• “Society Data.” OECD. OECD, n.d. Web. 19 Nov. 
2015

• Strongman, Cathy. “Copenhagen Really Is Won-
derful, for so Many Reasons.” The Guardian. The 
Guardian, 7 Apr. 2012. Web. 19 Nov. 2015

• “The Best Places to Retire 2015.” International 
Living. International Living, 01 Jan. 2015. Web. 
19 Nov. 2015

• “The Global Competitiveness Report 2014-
2015.” World Economic Forum. World Economic 
Forum, 2 Sept. 2014. Web. 16 Nov. 2015 

• “The Global Competitiveness Report 2014-
2015.” World Economic Forum. World Economic 
Forum, 2 Sept. 2014. Web. 16 Nov. 2015

• “Unemployment Data.” OECD. OECD, n.d. Web. 
19 Nov. 2015

• Uopeople.edu. University of the People. n.d. 
Web. 16 Nov. 2015

• Wile, Rob. “The ‘Best’ Countries In The World 
Have Changed A Lot Since 1988.” Business 
Insider. Business Insider, Inc, 21 Jan. 2013. Web. 
19 Nov. 2015

• Willett, Megan. “The Best Countries For People 
Over 60.” Business Insider. Business Insider, Inc, 
02 Oct. 2013. Web. 19 Nov. 2015

• “World Bank Forecasts Global Poverty to Fall 
Below 10% for First Time; Major Hurdles Remain 
in Goal to End Poverty by 2030.” The World Bank 
for a World Free of Poverty. The World Bank, 4 
Nov. 2015. Web. 16 Nov. 2015

• “World Economic and Financial Surveys World 
Economic Outlook Database.” International 
Monetary Fund. International Monetary Fund, 
Oct. 2015. Web. 16 Nov. 2015

• “World’s 50 Best Countries to Live a Long, Happy 
Life.” MSN. Microsoft, 4 Feb. 2015. Web. 19 Nov. 
2015

• “Virtual Learning Helps Catalyze Solutions for 
Better Urban Management in China.” The World 
Bank e-Institute. The World Bank, 13 Dec. 2012. 
Web. 16 Nov. 2015 
 
 

CULTURAL INFLUENCE

• Bell, Tom, and Tetyana Fruktova. “Beautiful 
Ukrainian Girl Mural: Kyiv’s Street Art Revolution 
Builds.” UA Today. Ukraine Today, 29 Oct. 2015. 
Web. 17 Nov. 2015

• Benjamin-Phariss, Bonnie. “Films Can Help 
Change the World.” The Huffington Post. The-
HuffingtonPost.com, 25 Feb. 2013. Web. 19 Nov. 
2015

• “Bollywood’s Expanding Reach - BBC News.” 
BBC News. BBC, 3 May 2012. Web. 17 Nov. 2015

• Booth, Robert. “Qatar World Cup Construction 
‘will Leave 4,000 Migrant Workers Dead’” The 
Guardian. The Guardian, 26 Sept. 2013. Web. 19 
Nov. 2015

• Bright, Jake. “Meet ‘Nollywood’: The Second 
Largest Movie Industry in the World.” Fortune 
Meet Nollywood The Second Largest Movie 
Industry in the World Comments. Fortune Maga-
zine, 24 June 2015. Web. 17 Nov. 2015

• “Culture Plays Key Role in Nation Building.” Coa-
lition for Cultural Diversity. Coalition for Cultural 
Diversity, 30 Sept. 2011. Web. 19 Nov. 2015

• Dear, Paula. “The Rise of the ‘cholitas’ - BBC 
News.” BBC News. BBC, 20 Feb. 2014. Web. 17 
Nov. 2015

• “Digital Culture, Creativity, and Copyright Law.” 
Warwick. The University of Warwick, 2015. Web. 
17 Nov. 2015. “UNWTO Tourism Highlights 2015 
Edition.” 
 

https://agenda.weforum.org/2015/09/5-ways-to-improve-the-well-being-of-the-world/
https://agenda.weforum.org/2015/09/5-ways-to-improve-the-well-being-of-the-world/
http://martinprosperity.org/media/Global-Creativity-Index-2015.pdf
http://martinprosperity.org/media/Global-Creativity-Index-2015.pdf
http://martinprosperity.org/media/Global-Creativity-Index-2015.pdf
http://www.theguardian.com/world/2015/sep/15/russia-calls-time-on-workplace-drinking-alcohol-abuse
http://www.theguardian.com/world/2015/sep/15/russia-calls-time-on-workplace-drinking-alcohol-abuse
http://www.theguardian.com/world/2015/sep/15/russia-calls-time-on-workplace-drinking-alcohol-abuse
http://www.businessinsider.com/the-best-countries-for-expats-2015-2015-8
http://www.businessinsider.com/the-best-countries-for-expats-2015-2015-8
https://www.washingtonpost.com/world/middle_east/as-tragedies-shock-europe-a-bigger-refugee-crisis-looms-in-the-middle-east/2015/08/29/3858b284-9c15-11e4-86a3-1b56f64925f6_story.html
https://www.washingtonpost.com/world/middle_east/as-tragedies-shock-europe-a-bigger-refugee-crisis-looms-in-the-middle-east/2015/08/29/3858b284-9c15-11e4-86a3-1b56f64925f6_story.html
http://www.oecd.org/social/expenditure.htm
http://www.oecd.org/social/expenditure.htm
https://data.oecd.org/society.htm
https://data.oecd.org/society.htm
http://www.theguardian.com/world/2012/apr/07/copenhagen-really-wonderful-reasons
http://www.theguardian.com/world/2012/apr/07/copenhagen-really-wonderful-reasons
http://internationalliving.com/2015/01/the-best-places-to-retire-2015/
http://internationalliving.com/2015/01/the-best-places-to-retire-2015/
http://internationalliving.com/2015/01/the-best-places-to-retire-2015/
http://reports.weforum.org/global-competitiveness-report-2014-2015
http://reports.weforum.org/global-competitiveness-report-2014-2015
http://reports.weforum.org/global-competitiveness-report-2014-2015
http://reports.weforum.org/global-competitiveness-report-2014-2015
https://data.oecd.org/unemp/harmonised-unemployment-rate-hur.htm
https://data.oecd.org/unemp/harmonised-unemployment-rate-hur.htm
http://uopeople.edu/
http://uopeople.edu/
http://www.businessinsider.com/wond-economist-where-to-be-born-index-2013-1
http://www.businessinsider.com/wond-economist-where-to-be-born-index-2013-1
http://www.businessinsider.com/wond-economist-where-to-be-born-index-2013-1
http://www.businessinsider.com/best-and-worst-countries-for-older-people-2013-10
http://www.businessinsider.com/best-and-worst-countries-for-older-people-2013-10
http://www.worldbank.org/en/news/press-release/2015/10/04/world-bank-forecasts-global-poverty-to-fall-below-10-for-first-time-major-hurdles-remain-in-goal-to-end-poverty-by-2030
http://www.worldbank.org/en/news/press-release/2015/10/04/world-bank-forecasts-global-poverty-to-fall-below-10-for-first-time-major-hurdles-remain-in-goal-to-end-poverty-by-2030
http://www.worldbank.org/en/news/press-release/2015/10/04/world-bank-forecasts-global-poverty-to-fall-below-10-for-first-time-major-hurdles-remain-in-goal-to-end-poverty-by-2030
http://www.imf.org/external/pubs/ft/weo/2015/02/weodata/index.aspx
http://www.imf.org/external/pubs/ft/weo/2015/02/weodata/index.aspx
http://www.imf.org/external/pubs/ft/weo/2015/02/weodata/index.aspx
http://www.msn.com/en-us/health/wellness/worlds-50-best-countries-to-live-a-long-happy-life/ss-AAalAk2 - image=12
http://www.msn.com/en-us/health/wellness/worlds-50-best-countries-to-live-a-long-happy-life/ss-AAalAk2 - image=12
http://einstitute.worldbank.org/ei/story/virtual-learning-helps-catalyze-solutions-better-urban-management-china
http://einstitute.worldbank.org/ei/story/virtual-learning-helps-catalyze-solutions-better-urban-management-china
http://einstitute.worldbank.org/ei/story/virtual-learning-helps-catalyze-solutions-better-urban-management-china
http://uatoday.tv/society/ukraine-murals-523410.html
http://uatoday.tv/society/ukraine-murals-523410.html
http://www.huffingtonpost.com/bonnie-benjaminphariss/films-can-help-change-the-world_b_2760342.html
http://www.huffingtonpost.com/bonnie-benjaminphariss/films-can-help-change-the-world_b_2760342.html
http://www.huffingtonpost.com/bonnie-benjaminphariss/films-can-help-change-the-world_b_2760342.html
http://www.bbc.com/news/world-asia-india-17920845
http://www.theguardian.com/global-development/2013/sep/26/qatar-world-cup-migrant-workers-dead
http://www.theguardian.com/global-development/2013/sep/26/qatar-world-cup-migrant-workers-dead
http://www.theguardian.com/global-development/2013/sep/26/qatar-world-cup-migrant-workers-dead
http://fortune.com/2015/06/24/nollywood-movie-industry/
http://fortune.com/2015/06/24/nollywood-movie-industry/
http://fortune.com/2015/06/24/nollywood-movie-industry/
http://fortune.com/2015/06/24/nollywood-movie-industry/
http://www.cdc-ccd.org/Culture-plays-key-role-in-nation?lang=fr
http://www.cdc-ccd.org/Culture-plays-key-role-in-nation?lang=fr
http://www.cdc-ccd.org/Culture-plays-key-role-in-nation?lang=fr
http://www.bbc.com/news/magazine-26172313
http://www.bbc.com/news/magazine-26172313
http://www2.warwick.ac.uk/research/warwickcommission/futureculture/finalreport/warwick_commission_final_report.pdf
http://www2.warwick.ac.uk/research/warwickcommission/futureculture/finalreport/warwick_commission_final_report.pdf
http://www2.warwick.ac.uk/research/warwickcommission/futureculture/finalreport/warwick_commission_final_report.pdf
http://www2.warwick.ac.uk/research/warwickcommission/futureculture/finalreport/warwick_commission_final_report.pdf


223

• Drillinger, Meagan. “From Crooked Teeth to Big 
Feet: What People Find Sexy in 11 Countries.” 
Thrillist. Thrillist, 13 Oct. 2015. Web. 17 Nov. 
2015

• “Feature Films : Cinema Infrastructure - Size.” 
UNESCO Institute for Statistics. UNESCO Insti-
tute for Statistics, n.d. Web. 27 Nov. 2015

• Florida, Richard. “The Geography of Pop Music 
Superstars.” City Lab. The Atlantic Monthly 
Group, 27 Aug. 2015. Web. 19 Nov. 2015

• Fujita, Akiko. “Hijab Fashion Is so Popular in 
Indonesia Non-Muslim Designers Are Getting in 
on It.” Public Radio International. Public Radio 
International, 7 Oct. 2015. Web. 17 Nov. 2015

• Greer, Beth. “The Truth About the Clothes We 
Wear: How Fashion Impacts Health and the Envi-
ronment.” The Huffington Post. TheHuffington-
Post.com, n.d. Web. 19 Nov. 2015

• Hoang, Lien. “Vietnam a Laboratory for Emerg-
ing Market Tech.” VOA. Voice of America, 29 Oct. 
2015. Web. 17 Nov. 2015

• “How ‘Italian Food’ Became A Global Sensation.” 
NPR. NPR, 29 July 2011. Web. 19 Nov. 2015

• Hughs, Aria. “Actress Gina Rodriguez Partners 
With Lingerie Start-up Naja.” WWD. Fairchild 
Publishing, LLC, 06 Oct. 2015. Web. 17 Nov. 2015

• “Institute for Cultural Diplomacy.” Culturaldiplo-
macy.org. Cultural Diplomacy, n.d. Web. 19 Nov. 
2015 
 
 

• Javid, Sajid. “Creative Industries worth £8.8 
Million an Hour to UK Economy.” Gov.uk. UK 
Department for Culture, Media & Sport, 13 Jan. 
2015. Web. 17 Nov. 2015

• Jiao, Scilla. “Culture a Key Priority in Five-year 
Plan.” South China Morning Post. South China 
Morning Post Publishers Ltd., 28 Mar. 2011. 
Web. 19 Nov. 2015

• Kelts, Roland. “Japan Spends Millions in Order 
to Be Cool | TIME.com.” Time. Time Inc., 1 July 
2013. Web. 17 Nov. 2015

• Loudenback, Tanza. “The World’s 16 Best Cities 
for Design.” Business Insider. Business Insider, 
Inc, 31 Aug. 2015. Web. 19 Nov. 2015

• Marchetti, Silvia. “Massimo Bottura: The Man 
Who Reinvented Italian Cuisine - CNN.com.” 
CNN. Cable News Network, 1 Apr. 2015. Web. 17 
Nov. 2015

• “Mirror, Mirror on the Wall, 2014 Update: How the 
U.S. Health Care System Compares Internation-
ally.” The Commonwealth Fund. The Common-
wealth Fund, n.d. Web. 19 Nov. 2015

• “NEWS: Creative Industries Bring UK £76.9bn a 
Year.” Creative Industries. Creative Industries, 
Jan. 2015. Web. 19 Nov. 2015

• Nye, Joseph F., Jr. “Think Again: Soft Power.” 
Foreign Policy. Foreign Policy, 23 Feb. 2006. 
Web. 19 Nov. 2015

• Nye, Joseph S. Soft Power: The Means to Suc-
cess in World Politics. New York: Public Affairs, 
2004. Print. 

• Nye, Joseph S., Jr. “Soft Power: The Means 
to Success in World Politics.” Foreign Affairs. 
Council on Foreign Relations Inc., 28 Jan. 2009. 
Web. 19 Nov. 2015

• O’leary, Matt. “Meet the Hip-Hop Pastry Shop 
of Sweden.” MUNCHIES. Vice Food LLC, 7 May 
2015. Web. 19 Nov. 2015

• Orosz, Peter. “Hungary’s Fish Soup Masters - 
Roads & Kingdoms.” Roads & Kingdoms. Roads 
& KIngdoms, 14 Oct. 2015. Web. 17 Nov. 2015

• Perkovic, Jana. “Temporary Fashion Museum 
Opens in the Netherlands.” Blouin Artinfo. Blouin 
Artinfo, 15 Sept. 2015. Web. 19 Nov. 2015

• “Purchasing Power Parity per Capita GDP.” Inter-
national Monetary Fund. International Monetary 
Fund, Oct. 2015. Web. 27 Nov. 2015

• “Reaching Maturity in Government Use of Social 
Media.” OECD Insights Blog. OECD, 21 Aug. 
2015. Web. 17 Nov. 2015

• “Recorded Alcohol per Capita Consumption, 
from 2000Last Update: April 2015.” Global 
Health Observatory Data. World Health Organi-
zation, Apr. 2015. Web. 27 Nov. 2015

• “Soft Power Survey 2014/15 - Film.” Monocle. 
Monocle, Nov. 2015. Web. 17 Nov. 2015

• “Softly Does It.” The Economist. The Economist 
Newspaper, 18 July 2015. Web. 19 Nov. 2015

• Sorrell, Sir Martin. “And The Oscar Goes To... The 
Creative Industries.” LinkedIn Pulse. LinkedIn, 2 
May 2015. Web. 19 Nov. 2015 

https://www.thrillist.com/sex-dating/nation/sex-beauty-fetishes-around-the-world-big-butts-long-necks-big-feet
https://www.thrillist.com/sex-dating/nation/sex-beauty-fetishes-around-the-world-big-butts-long-necks-big-feet
http://data.uis.unesco.org/index.aspx?queryid=55
http://data.uis.unesco.org/index.aspx?queryid=55
http://www.citylab.com/tech/2015/08/the-geography-of-pop-music-superstars/402445/
http://www.citylab.com/tech/2015/08/the-geography-of-pop-music-superstars/402445/
http://www.pri.org/stories/2015-10-07/hijab-fashion-so-popular-indonesia-non-muslim-designers-are-getting-it
http://www.pri.org/stories/2015-10-07/hijab-fashion-so-popular-indonesia-non-muslim-designers-are-getting-it
http://www.huffingtonpost.com/beth-greer/fashion-environment_b_3527049.html
http://www.huffingtonpost.com/beth-greer/fashion-environment_b_3527049.html
http://www.voanews.com/content/vietnam-a-laboratory-for-emerging-market-tech/3027676.html
http://www.voanews.com/content/vietnam-a-laboratory-for-emerging-market-tech/3027676.html
http://www.npr.org/2011/03/24/134628158/how-italian-food-became-a-global-sensation
http://wwd.com/markets-news/intimates-activewear/actress-gina-rodriguez-partners-with-lingerie-start-up-naja-10254597/
http://wwd.com/markets-news/intimates-activewear/actress-gina-rodriguez-partners-with-lingerie-start-up-naja-10254597/
http://www.culturaldiplomacy.org/index.php?en_culturaldiplomacy
http://www.culturaldiplomacy.org/index.php?en_culturaldiplomacy
http://www.culturaldiplomacy.org/index.php?en_culturaldiplomacy
https://www.gov.uk/government/news/creative-industries-worth-88-million-an-hour-to-uk-economy
https://www.gov.uk/government/news/creative-industries-worth-88-million-an-hour-to-uk-economy
https://www.gov.uk/government/news/creative-industries-worth-88-million-an-hour-to-uk-economy
http://www.scmp.com/article/742247/culture-key-priority-five-year-plan
http://www.scmp.com/article/742247/culture-key-priority-five-year-plan
http://www.scmp.com/article/742247/culture-key-priority-five-year-plan
http://world.time.com/2013/07/01/japan-spends-millions-in-order-to-be-cool/
http://world.time.com/2013/07/01/japan-spends-millions-in-order-to-be-cool/
http://www.businessinsider.com/worlds-best-cities-for-design-2015-8
http://www.businessinsider.com/worlds-best-cities-for-design-2015-8
http://www.cnn.com/2015/03/06/travel/chef-massimo-bottura-culinary-journeys/index.html
http://www.cnn.com/2015/03/06/travel/chef-massimo-bottura-culinary-journeys/index.html
http://www.commonwealthfund.org/publications/fund-reports/2014/jun/mirror-mirror
http://www.commonwealthfund.org/publications/fund-reports/2014/jun/mirror-mirror
http://www.thecreativeindustries.co.uk/uk-creative-overview/news-and-views/news-creative-industries-bring-uk-%C2%A3769bn-a-year
http://www.thecreativeindustries.co.uk/uk-creative-overview/news-and-views/news-creative-industries-bring-uk-%C2%A3769bn-a-year
http://foreignpolicy.com/2006/02/23/think-again-soft-power/
http://foreignpolicy.com/2006/02/23/think-again-soft-power/
https://www.foreignaffairs.com/reviews/capsule-review/2004-05-01/soft-power-means-success-world-politics
https://www.foreignaffairs.com/reviews/capsule-review/2004-05-01/soft-power-means-success-world-politics
https://www.foreignaffairs.com/reviews/capsule-review/2004-05-01/soft-power-means-success-world-politics
http://munchies.vice.com/articles/meet-the-hip-hop-pastry-shop-of-sweden
http://munchies.vice.com/articles/meet-the-hip-hop-pastry-shop-of-sweden
http://roadsandkingdoms.com/2015/hungarys-fish-soup-masters/
http://roadsandkingdoms.com/2015/hungarys-fish-soup-masters/
http://www.blouinartinfo.com/news/story/1236280/temporary-fashion-museum-opens-in-the-netherlands
http://www.blouinartinfo.com/news/story/1236280/temporary-fashion-museum-opens-in-the-netherlands
http://goo.gl/FFkcS8
http://goo.gl/FFkcS8
http://goo.gl/FFkcS8
http://oecdinsights.org/2015/08/21/reaching-maturity-in-government-use-of-social-media/
http://oecdinsights.org/2015/08/21/reaching-maturity-in-government-use-of-social-media/
http://apps.who.int/gho/data/node.main.A1026?lang=en
http://apps.who.int/gho/data/node.main.A1026?lang=en
http://apps.who.int/gho/data/node.main.A1026?lang=en
http://monocle.com/film/affairs/soft-power-survey-2014-15/
http://monocle.com/film/affairs/soft-power-survey-2014-15/
http://www.economist.com/news/britain/21657655-oxbridge-one-direction-and-premier-league-bolster-britains-power-persuade-softly-does-it
http://www.economist.com/news/britain/21657655-oxbridge-one-direction-and-premier-league-bolster-britains-power-persuade-softly-does-it
https://www.linkedin.com/pulse/oscar-goes-creative-industries-sir-martin-sorrell?trk=mp-reader-card
https://www.linkedin.com/pulse/oscar-goes-creative-industries-sir-martin-sorrell?trk=mp-reader-card


224

• Stevens, Andrew. “The Singapore Brand Offers 
a Thoroughly Modern City.” City Majors City 
Branding 18. City Mayors, 8 June 2011. Web. 19 
Nov. 2015

• Tiu, Cheryl. “Insider Guide: Best of Manila.” CNN. 
Cable News Network, n.d. Web. 17 Nov. 2015

• “The Couture-buyer beneath the Abaya.” The 
Economist. The Economist Newspaper, 13 June 
2015. Web. 19 Nov. 2015

• “The Soft Power 30.” The Soft Power 30. Port-
land Communications, 14 July 2015. Web. 17 
Nov. 2015

• The World Tourism Organization. UNWTO, 2015. 
Web. 17 Nov. 2015

• “These Are the World’s 10 Most Culturally Rich 
Countries.” The Active Times. Spanfeller Media 
Group Inc, 02 June 2014. Web. 19 Nov. 2015

• “Updated Income Classifications.” The World 
Bank. The World Bank, n.d. Web. 27 Nov. 2015

• Watts, Anita. “Global Impact: Overseas Success 
of Movies Affects the U.S. Concession Biz.” Film 
Journal International. Film Journal International, 
11 June 2013. Web. 19 Nov. 2015

• Willett, Megan. “The 28 Best Countries For 
Healthy Eating.” Business Insider. Business 
Insider, Inc, 28 Jan. 2014. Web. 19 Nov. 2015

• “What Makes You Happy? It Depends on How 
Old You (Think) You Are.” Knowledge @ Whar-
ton. Wharton School of the University of Penn-
sylvania, 27 Jan. 2014. Web. 16 Nov. 2015 

• “Why Would Anyone Want to Host the Olym-
pics?” The Economist. The Economist Newspa-
per, 08 Sept. 2013. Web. 19 Nov. 2015

• Zegheanu, Luciana. “Fashion Trends’ Impact on 
Society.” Not Just A Label. Not Just A Label, 8 
Jan. 2014. Web. 19 Nov. 2015

OPEN FOR BUSINESS

• “2014: By the Numbers.” Kickstarter. Kickstarter, 
2014. Web. 20 Nov. 2015

• Bean, Sara. “Millennial Workers Value Variety 
over Job Security and Tenure - Workplace In-
sight.” Workplace Insight. Insight Publishing, 06 
Oct. 2015. Web. 23 Nov. 2015

• “Best Countries for Business 2014: The Top 20.” 
Bloomberg.com. Bloomberg, 21 Apr. 46028. 
Web. 25 Nov. 2015

• Beres, Damon. “Obama Writes His First Line Of 
Code.” The Huffington Post. TheHuffingtonPost.
com, 12 Sept. 2014. Web. 20 Nov. 2015

• Blickenstaff, Glen. “The Best Countries for Start-
ing a Business Now.” Inc.com. Inc.com, 20 Oct. 
2011. Web. 25 Nov. 2015

• Calandrelli, Emily. “The Corporate Battle For 
Global Internet Connectivity.” Tech Crunch. AOL 
Inc., 18 Sept. 2015. Web. 20 Nov. 2015

• “Charges for the Use of Intellectual Property, 
Receipts (BoP, Current US$).” The World Bank. 
The World Bank, n.d. Web. 27 Nov. 2015 
 
 

• Chhor, Heang, Richard Dobbs, Doan Nguyen 
Hansen, Fraser Thompson, Nancy Shah, and 
Lukas Streiff. “Myanmar’s Moment: Unique 
Opportunities, Major Challenges.” McKinsey & 
Company Insights & Publications. McKinsey & 
Company, June 2013. Web. 20 Nov. 2015

• Clark, Helen. “New Zealand and Trade Diversi-
fication.” The Diplomat. The Diplomat, 28 Sept. 
2015. Web. 20 Nov. 2015

• “Denmark Moves Step Closer to Being a Cash-
less Country.” The Telegraph. Telegraph Media 
Group, 6 May 2015. Web. 23 Nov. 2015

• “Denmark.” Denmark. The World Bank, n.d. Web. 
20 Nov. 2015

•  “Ease of Doing Business in Saudi Arabia.” The 
World Bank Doing Business. The World Bank, 
n.d. Web. 20 Nov. 2015

• “Ease of Doing Business Index (1=most Busi-
ness-friendly Regulations).” The World Bank. 
The World Bank, n.d. Web. 20 Nov. 2015

• “Economy Rankings.” The World Bank Group 
Doing Business. The World Bank, June 2015. 
Web. 20 Nov. 2015

• Eytan, Declan. “Portugal Wants To Be Sexy, As 
It Aims To Rebrand “Made in Portugal” Image.” 
Forbes. Forbes Magazine, 22 Oct. 2015. Web. 20 
Nov. 2015

• “Fundable Research Pegs Crowdfunding Indus-
try to Inject $65 Billion in 2014.” Crowdfunding 
PR Social Media Marketing Campaigns. Crowd 
Funding PR, 12 Feb. 2014. Web. 20 Nov. 2015 

http://www.citymayors.com/marketing/singapore-brand.html
http://www.citymayors.com/marketing/singapore-brand.html
http://www.citymayors.com/marketing/singapore-brand.html
http://www.cnn.com/2015/10/29/travel/insider-guide-manila/
http://www.cnn.com/2015/10/29/travel/insider-guide-manila/
http://www.economist.com/news/middle-east-and-africa/21654069-banning-catwalk-shows-will-not-stop-saudi-women-looking-chic
http://www.economist.com/news/middle-east-and-africa/21654069-banning-catwalk-shows-will-not-stop-saudi-women-looking-chic
http://www.economist.com/news/middle-east-and-africa/21654069-banning-catwalk-shows-will-not-stop-saudi-women-looking-chic
http://softpower30.portland-communications.com/ranking
http://softpower30.portland-communications.com/ranking
http://softpower30.portland-communications.com/ranking
http://www.e-unwto.org/doi/pdf/10.18111/9789284416899
http://www.e-unwto.org/doi/pdf/10.18111/9789284416899
http://www.theactivetimes.com/worlds-10-most-culturally-rich-countries
http://www.theactivetimes.com/worlds-10-most-culturally-rich-countries
http://data.worldbank.org/news/2015-country-classifications
http://data.worldbank.org/news/2015-country-classifications
http://www.filmjournal.com/content/global-impact-overseas-success-movies-affects-us-concession-biz
http://www.filmjournal.com/content/global-impact-overseas-success-movies-affects-us-concession-biz
http://www.filmjournal.com/content/global-impact-overseas-success-movies-affects-us-concession-biz
http://www.businessinsider.com/oxfams-good-enough-to-eat-countries-2014-1
http://www.businessinsider.com/oxfams-good-enough-to-eat-countries-2014-1
http://www.businessinsider.com/oxfams-good-enough-to-eat-countries-2014-1
http://www.e-unwto.org/doi/pdf/10.18111/9789284416899
http://www.e-unwto.org/doi/pdf/10.18111/9789284416899
http://www.e-unwto.org/doi/pdf/10.18111/9789284416899
http://www.economist.com/blogs/economist-explains/2013/09/economist-explains-0
http://www.economist.com/blogs/economist-explains/2013/09/economist-explains-0
https://www.notjustalabel.com/editorial/fashion-trends%E2%80%99-impact-society
https://www.notjustalabel.com/editorial/fashion-trends%E2%80%99-impact-society
https://www.kickstarter.com/year/2014/data
https://www.kickstarter.com/year/2014/data
http://workplaceinsight.net/millennial-workers-value-variety-over-job-security-and-tenure/
http://workplaceinsight.net/millennial-workers-value-variety-over-job-security-and-tenure/
http://www.bloomberg.com/slideshow/2014-01-21/best-countries-for-business-2014.html
http://www.bloomberg.com/slideshow/2014-01-21/best-countries-for-business-2014.html
http://www.huffingtonpost.com/2014/12/09/obama-code_n_6294036.html
http://www.huffingtonpost.com/2014/12/09/obama-code_n_6294036.html
http://www.inc.com/ss/9-best-countries-start-business-right-now
http://www.inc.com/ss/9-best-countries-start-business-right-now
http://techcrunch.com/2015/09/18/the-corporate-battle-for-global-internet-connectivity/
http://techcrunch.com/2015/09/18/the-corporate-battle-for-global-internet-connectivity/
http://data.worldbank.org/indicator/BX.GSR.ROYL.CD
http://data.worldbank.org/indicator/BX.GSR.ROYL.CD
http://www.mckinsey.com/insights/asia-pacific/myanmars_moment
http://www.mckinsey.com/insights/asia-pacific/myanmars_moment
http://www.mckinsey.com/insights/asia-pacific/myanmars_moment
http://thediplomat.com/2015/09/new-zealand-and-trade-diversification/
http://thediplomat.com/2015/09/new-zealand-and-trade-diversification/
http://www.telegraph.co.uk/finance/economics/11586778/Denmark-moves-step-closer-to-being-a-cashless-country.html
http://www.telegraph.co.uk/finance/economics/11586778/Denmark-moves-step-closer-to-being-a-cashless-country.html
http://www.worldbank.org/en/country/denmark
http://www.worldbank.org/en/country/denmark
http://www.doingbusiness.org/rankings
http://www.doingbusiness.org/rankings
http://www.doingbusiness.org/rankings
http://data.worldbank.org/indicator/IC.BUS.EASE.XQ?order=wbapi_data_value_2014+wbapi_data_value+wbapi_data_value-last&sort=asc
http://data.worldbank.org/indicator/IC.BUS.EASE.XQ?order=wbapi_data_value_2014+wbapi_data_value+wbapi_data_value-last&sort=asc
http://www.doingbusiness.org/rankings
http://www.doingbusiness.org/rankings
http://www.doingbusiness.org/rankings
http://www.forbes.com/sites/declaneytan/2015/10/22/portugal-wants-to-be-sexy-as-it-aims-to-rebrand-made-in-portugal-image/
http://www.forbes.com/sites/declaneytan/2015/10/22/portugal-wants-to-be-sexy-as-it-aims-to-rebrand-made-in-portugal-image/
https://crowdfundingpr.wordpress.com/2014/02/12/fundable-research-pegs-crowfunding-industry-to-inject-65-billion-in-2014-crowdfunding_pr/
https://crowdfundingpr.wordpress.com/2014/02/12/fundable-research-pegs-crowfunding-industry-to-inject-65-billion-in-2014-crowdfunding_pr/
https://crowdfundingpr.wordpress.com/2014/02/12/fundable-research-pegs-crowfunding-industry-to-inject-65-billion-in-2014-crowdfunding_pr/


225

• Gillet, Rachel. “The Five Best Places In The 
World To Start A Company (Infographic).” Fast 
Company. Fast Company, 29 July 2014. Web. 25 
Nov. 2015

• “Individual Income Tax Rates Table.” KPMG. 
KMPG International, n.d. Web. 20 Nov. 2015

• “Infographic: Financing for Development.” The 
World Bank Group. The World Bank, n.d. Web. 20 
Nov. 2015

• “International Trade Data.” OECD. OECD, n.d. 
Web. 20 Nov. 2015

• Kamil, Shaimaa and Dayan Khan.“ Meet Paki-
stan’s First Female Fire Fighter - BBC News.” 
BBC News. BBC, 4 Oct. 2015. Web. 20 Nov. 2015

• “Kiwis as Guinea Pigs.” The Economist. The 
Economist Newspaper, 23 May 2015. Web. 27 
Nov. 2015

• Klein, Carlo. “Is Luxembourg Ready for the 3rd 
Industrial Revolution?” Delano.lu. Maison Mod-
erne, 30 Sept. 2015. Web. 27 Nov. 2015

• Kovessy, Peter. “Report: Qatar’s National Brand 
among World’s Strongest - Doha News.” Doha 
News. Doha News, 13 Oct. 2015. Web. 23 Nov. 
2015

• “Leveraging Urbanization in South Asia.” The 
World Bank. The World Bank, n.d. Web. 25 Nov. 
2015

• “Little Optimism for the Next Generation in 
Advanced Economies.” Pew Research Centers 
Global Attitudes Project RSS. Pew Research 
Center, 07 Oct. 2014. Web. 20 Nov. 2015

• Linnane, Rory. “Millennials Share Workplace 
Woes.” Press Gazette Media. Green Bay Press 
Gazette, 23 Oct. 2015. Web. 20 Nov. 2015

• “Managing Millennials.” The Economist. The 
Economist Newspaper, 02 Oct. 2013. Web. 23 
Nov. 2015

• McClay, Hon Todd. “New Zealand’s Tax System 
Second in the OECD.” Scoop Independent News. 
Scoop Media, 29 Sept. 2015. Web. 20 Nov. 2015

• “Millennial Survey 2015 | Deloitte | Social Impact, 
Innovation.” Deloitte. Deloitte, 2015. Web. 23 
Nov. 2015

• “MobilePay.” MobilePay. Danske Bank, n.d. Web. 
20 Nov. 2015

• “Mujeres Poderosas 2015. Dafne Almazán - 
Forbes México.” Forbes Mexico. Forbes Mexico, 
n.d. Web. 20 Nov. 2015

• Nelson, Arthur. “Wind Power Generates 140% of 
Denmark’s Electricity Demand.” The Guardian. 
The Guardian, 10 July 2015. Web. 25 Nov. 2015

• “OECD Development Data.” OECD. OECD, n.d. 
Web. 25 Nov. 2015

• “OECD Economy Data.” OECD. OECD, n.d. Web. 
25 Nov. 2015

• “Patent Applications, Nonresidents.” The World 
Bank. The World Bank, n.d. Web. 27 Nov. 2015

• “Patent Applications, Residents.” The World 
Bank. The World Bank, n.d. Web. 27 Nov. 2015 
 

• Pogorzelski, Catherine, and Geoffrey Scardoni. 
“Corporate Alert: The Luxembourg Special Limit-
ed Partnership | JD Supra.” JD Supra. JD Supra, 
LLC, 23 Sept. 2015. Web. 23 Nov. 2015

• “Purchasing Power Parity per Capita GDP.” Inter-
national Monetary Fund. International Monetary 
Fund, Oct. 2015. Web. 27 Nov. 2015

• Reiter, Chris. “Ultra Luxury Car Sales Booming 
in a Country Where Average Monthly Wage Is 
$330.” The Globe and Mail. The Globe and Mail, 
9 July 2015. Web. 20 Nov. 2015

• Ritz, Theodore. “These Are The Best 11 Coun-
tries For Doing Business.” Business Insider. 
Business Insider, Inc, 17 May 2012. Web. 25 Nov. 
2015

• Russell, Helen. “No Wallet, No Worries: Denmark 
considering Cash-free Shops.” The Guardian. 
The Guardian, 14 May 2015. Web. 20 Nov. 2015

• Sorrell, Sir Martin. “100 Brands and a Picture of 
Modern China.” LinkedIn. LinkedIn, 27 Jan. 2015. 
Web. 23 Nov. 2015

• Sorrell, Sir Martin. “Iran, Cuba and Myanmar 
Offer Rare Opportunities for New Businesses.” 
The Telegraph. Telegraph Media Group, 25 July 
2015. Web. 20 Nov. 2015

• Tasch, Barbara. “12 Reasons Luxembourg Is the 
Best Country in the World.” Business Insider. 
Business Insider, Inc, 04 Oct. 2015. Web. 20 Nov. 
2015

• “Taxing Wages - Comparative Tables.” OECD. 
OECD, n.d. Web. 20 Nov. 2015 

http://www.fastcompany.com/3033589/hit-the-ground-running/the-five-best-places-in-the-world-to-start-a-company-infographic
http://www.fastcompany.com/3033589/hit-the-ground-running/the-five-best-places-in-the-world-to-start-a-company-infographic
http://www.fastcompany.com/3033589/hit-the-ground-running/the-five-best-places-in-the-world-to-start-a-company-infographic
https://home.kpmg.com/xx/en/home/services/tax/tax-tools-and-resources/tax-rates-online/individual-income-tax-rates-table.html
https://home.kpmg.com/xx/en/home/services/tax/tax-tools-and-resources/tax-rates-online/individual-income-tax-rates-table.html
http://www.worldbank.org/en/about/annual-report/infographics
http://www.worldbank.org/en/about/annual-report/infographics
http://www.worldbank.org/en/about/annual-report/infographics
https://data.oecd.org/trade/trade-in-goods-and-services.htm
https://data.oecd.org/trade/trade-in-goods-and-services.htm
http://www.bbc.com/news/world-asia-34427826
http://www.bbc.com/news/world-asia-34427826
http://www.bbc.com/news/world-asia-34427826
http://www.economist.com/news/business/21651858-small-technophile-country-great-place-test-digital-products-kiwis-guinea-pigs
http://www.economist.com/news/business/21651858-small-technophile-country-great-place-test-digital-products-kiwis-guinea-pigs
http://www.economist.com/news/business/21651858-small-technophile-country-great-place-test-digital-products-kiwis-guinea-pigs
http://delano.lu/news/luxembourg-ready-3rd-industrial-revolution
http://delano.lu/news/luxembourg-ready-3rd-industrial-revolution
http://dohanews.co/report-qatars-national-brand-among-worlds-strongest/
http://dohanews.co/report-qatars-national-brand-among-worlds-strongest/
http://dohanews.co/report-qatars-national-brand-among-worlds-strongest/
http://www.worldbank.org/en/region/sar/publication/urbanization-south-asia-cities
http://www.worldbank.org/en/region/sar/publication/urbanization-south-asia-cities
http://www.worldbank.org/en/region/sar/publication/urbanization-south-asia-cities
http://www.pewglobal.org/2014/10/09/emerging-and-developing-economies-much-more-optimistic-than-rich-countries-about-the-future/inequality-13/
http://www.pewglobal.org/2014/10/09/emerging-and-developing-economies-much-more-optimistic-than-rich-countries-about-the-future/inequality-13/
http://www.pewglobal.org/2014/10/09/emerging-and-developing-economies-much-more-optimistic-than-rich-countries-about-the-future/inequality-13/
http://www.greenbaypressgazette.com/story/money/companies/state-of-opportunity/2015/10/23/millennial-generation-wisconsin-jobs/73222560/
http://www.greenbaypressgazette.com/story/money/companies/state-of-opportunity/2015/10/23/millennial-generation-wisconsin-jobs/73222560/
http://www.economist.com/blogs/graphicdetail/2013/10/daily-chart-0
http://www.economist.com/blogs/graphicdetail/2013/10/daily-chart-0
http://www.economist.com/blogs/graphicdetail/2013/10/daily-chart-0
http://www.scoop.co.nz/stories/PA1509/S00494/new-zealands-tax-system-second-in-the-oecd.htm
http://www.scoop.co.nz/stories/PA1509/S00494/new-zealands-tax-system-second-in-the-oecd.htm
http://www2.deloitte.com/global/en/pages/about-deloitte/articles/millennialsurvey.html
http://www2.deloitte.com/global/en/pages/about-deloitte/articles/millennialsurvey.html
http://www.mobilepay.dk/da-dk/Pages/The-story-in-English.aspx
http://www.mobilepay.dk/da-dk/Pages/The-story-in-English.aspx
http://www.forbes.com.mx/media-videos/mujeres-poderosas-2015-dafne-almazan/
http://www.forbes.com.mx/media-videos/mujeres-poderosas-2015-dafne-almazan/
http://www.theguardian.com/environment/2015/jul/10/denmark-wind-windfarm-power-exceed-electricity-demand?wptouch_preview_theme=enabled
http://www.theguardian.com/environment/2015/jul/10/denmark-wind-windfarm-power-exceed-electricity-demand?wptouch_preview_theme=enabled
https://data.oecd.org/development.htm
https://data.oecd.org/development.htm
https://data.oecd.org/economy.htm
https://data.oecd.org/economy.htm
http://data.worldbank.org/indicator/IP.PAT.NRES
http://data.worldbank.org/indicator/IP.PAT.NRES
http://data.worldbank.org/indicator/IP.PAT.RESD
http://data.worldbank.org/indicator/IP.PAT.RESD
http://www.jdsupra.com/legalnews/corporate-alert-the-luxembourg-special-16374/
http://www.jdsupra.com/legalnews/corporate-alert-the-luxembourg-special-16374/
http://goo.gl/FFkcS8
http://goo.gl/FFkcS8
http://goo.gl/FFkcS8
http://www.theglobeandmail.com/globe-drive/news/industry-news/ultra-luxury-car-sales-booming-in-a-country-where-average-monthly-wage-is-330/article25350100/
http://www.theglobeandmail.com/globe-drive/news/industry-news/ultra-luxury-car-sales-booming-in-a-country-where-average-monthly-wage-is-330/article25350100/
http://www.businessinsider.com/the-best-11-countries-for-doing-business-2012-5
http://www.businessinsider.com/the-best-11-countries-for-doing-business-2012-5
http://www.businessinsider.com/the-best-11-countries-for-doing-business-2012-5
http://www.theguardian.com/world/2015/may/14/no-wallet-no-worries-denmark-considering-cash-free-shops
http://www.theguardian.com/world/2015/may/14/no-wallet-no-worries-denmark-considering-cash-free-shops
https://www.linkedin.com/pulse/100-brands-picture-modern-china-sir-martin-sorrell?trk=mp-reader-card
https://www.linkedin.com/pulse/100-brands-picture-modern-china-sir-martin-sorrell?trk=mp-reader-card
http://www.telegraph.co.uk/finance/newsbysector/epic/wpp/11762915/Iran-Cuba-and-Myanmar-offer-rare-opportunities-for-new-businesses.html
http://www.telegraph.co.uk/finance/newsbysector/epic/wpp/11762915/Iran-Cuba-and-Myanmar-offer-rare-opportunities-for-new-businesses.html
http://www.businessinsider.com/12-reasons-why-luxembourg-is-the-best-country-in-the-world-2015-9
http://www.businessinsider.com/12-reasons-why-luxembourg-is-the-best-country-in-the-world-2015-9
http://www.businessinsider.com/12-reasons-why-luxembourg-is-the-best-country-in-the-world-2015-9
http://stats.oecd.org/Index.aspx?QueryId=64116
http://stats.oecd.org/Index.aspx?QueryId=64116


226

• “The Third Industrial Revolution.” The Econo-
mist. The Economist Newspaper, 21 Apr. 2012. 
Web. 23 Nov. 2015

• “Third Industrial Revolution: Power to the Peo-
ple.” Luxembourg For Finance. Luxembourg For 
Finance, 27 May 2011. Web. 23 Nov. 2015

• “Total Tax Revenue As a Percentage of GDP.” 
OECD ILibrary. OECD, 14 Jan. 2014. Web. 20 Nov. 
2015

• Warhorst, John. “Anti-corporate Political Activ-
ism Holds Big Business to Account.” The Sydney 
Morning Herald. The Sydney Morning Herald, 7 
Oct. 2015. Web. 20 Nov. 2015

• “Women, Business and the Law 2016: Getting 
to Equal – Getting a Job.” The World Bank. The 
World Bank. Web. 20 Nov. 2015

• “Women, Business and the Law 2016: Getting to 
Equal – Providing Incentives to Work.” The World 
Bank. The World Bank. Web. 20 Nov. 2015

• “Women, Business and the Law 2016: Getting to 
Equal.” The World Bank. The World Bank, 2015. 
Web. 27 Nov. 2015

• “World Robotics Survey: Industrial Robots Are 
Conquering the World.” IFR Statistical Depart-
ment. IFR Statistical Department, n.d. Web. 20 
Nov. 2015

• “Year of Code.” Year of Code. Year of Code, n.d. 
Web. 20 Nov. 2015 
 
 
 

POWER

• “2015 Manpower Reaching Military Age Annually 
by Country.” GlobalFirePower.com. GlobalFire-
Power.com, 17 Feb. 2015. Web. 27 Nov. 2015

• Atzenhoffer, Thomas. “Countries with the Most 
Passionate Fanbases.” Bleacher Report. Bleach-
er Report, 09 Aug. 2012. Web. 25 Nov. 2015

• Baker, Aryn. “The Wages of War: Syria, Three 
Years On.” Time. Time, 14 Mar. 2014. Web. 25 
Nov. 2015

• Barash, David P. “Costa Rica’s Peace Dividend: 
How Abolishing the Military Paid off.” Los An-
geles Times. Los Angeles Times, 15 Dec. 2013. 
Web. 27 Nov. 2015

• Bender, Jeremy. “’They’d Love to Do Damage’: 
The FBI Says ISIS Wants to Go after One of 
America’s Biggest Vulnerabilities.” Business 
Insider. Business Insider, Inc, 19 Oct. 2015. Web. 
25 Nov. 2015

• “Best Emerging Markets 2014: Countries.” 
Bloomberg.com. Bloomberg, n.d. Web. 25 Nov. 
2015

• Calamur, Krishnadev. “Which Countries Are The 
Most Corrupt?” NPR. NPR, 3 Dec. 2013. Web. 25 
Nov. 2015

• Chammah, Maurice. “How Germany Treats 
Young Criminals | VICE | United States.” VICE. 
VICE, 19 June 2015. Web. 27 Nov. 2015

• Choon, Chang May. “South Korea Increasingly 
Seen as a Middle Power in Asia-Pacific Region.” 
The China Post. The China Post, 29 Sept. 2015. 
Web. 27 Nov. 2015

• “Corruption Perceptions Index 2014: Results.” 
Transparency International. Transparency Inter-
national, 2015. Web. 25 Nov. 2015

• “Country Comparison Exports.” Central Intelli-
gence Agency. Central Intelligence Agency, n.d. 
Web. 27 Nov. 2015 

• “Country Comparison Public Dept.” Central Intel-
ligence Agency. Central Intelligence Agency, n.d. 
Web. 27 Nov. 2015

• Dalgeish, Sarah. “10 Most Patriotic Countries in 
the World - BORGEN.” BORGEN. BORGEN Maga-
zine, 03 July 2014. Web. 25 Nov. 2015

• “ELCANO GLOBAL PRESENCE REPORT 2014.” 
Real Instituto Elcano. Real Instituto Elcano, n.d. 
Web. 25 Nov. 2015

• Easton, Mark. “UK Government ‘most Transpar-
ent’ in the World - BBC News.” BBC News. BBC, 
20 Jan. 2015. Web. 25 Nov. 2015

• Fang, Marina. “Nearly 90 Percent Of People 
Killed In Recent Drone Strikes Were Not The Tar-
get.” Huffpost Politics. Huffington Post, 15 Oct. 
2015. Web. 25 Nov. 2015

• Gerzema, John, and Michael D’Antonio. The Ath-
ena Doctrine: How Women (and Men Who Think 
like Them) Will Rule the Future. San Francisco: 
Jossey-Bass, 2013. Print.

• “Global Firepower Military Powers Ranked for 
2015.” Global Firepower. Global Firepower, n.d. 
Web. 25 Nov. 2015

• “Government at a Glance 2015.” OECD. OECD, 06 
July 2015. Web. 25 Nov. 2015

http://www.economist.com/node/21553017/
http://www.economist.com/node/21553017/
http://www.economist.com/node/21553017/
http://www.luxembourgforfinance.com/news/third-industrial-revolution-power-people
http://www.luxembourgforfinance.com/news/third-industrial-revolution-power-people
http://www.oecd-ilibrary.org/taxation/total-tax-revenue_20758510-table2
http://www.oecd-ilibrary.org/taxation/total-tax-revenue_20758510-table2
http://www.smh.com.au/comment/anticorporate-political-activism-holds-big-business-to-account-20151006-gk2zz0.html
http://www.smh.com.au/comment/anticorporate-political-activism-holds-big-business-to-account-20151006-gk2zz0.html
http://www.smh.com.au/comment/anticorporate-political-activism-holds-big-business-to-account-20151006-gk2zz0.html
http://wbl.worldbank.org/~/media/WBG/WBL/Documents/FactSheets/WBL2016-Getting-a-job.pdf
http://wbl.worldbank.org/~/media/WBG/WBL/Documents/FactSheets/WBL2016-Getting-a-job.pdf
http://wbl.worldbank.org/~/media/WBG/WBL/Documents/FactSheets/WBL2016-Providing-Incentives-to-Work.pdf
http://wbl.worldbank.org/~/media/WBG/WBL/Documents/FactSheets/WBL2016-Providing-Incentives-to-Work.pdf
http://wbl.worldbank.org/~/media/WBG/WBL/Documents/FactSheets/WBL2016-Providing-Incentives-to-Work.pdf
http://wbl.worldbank.org/~/media/WBG/WBL/Documents/FactSheets/WBL2016-Providing-Incentives-to-Work.pdf
http://www.worldrobotics.org/index.php?id=home&news_id=283
http://www.worldrobotics.org/index.php?id=home&news_id=283
http://www.worldrobotics.org/index.php?id=home&news_id=283
http://www.yearofcode.org/
http://www.yearofcode.org/
http://www.globalfirepower.com/manpower-reaching-military-age-annually.asp
http://www.globalfirepower.com/manpower-reaching-military-age-annually.asp
http://bleacherreport.com/articles/1286251-20-countries-with-the-most-passionate-fan-bases
http://bleacherreport.com/articles/1286251-20-countries-with-the-most-passionate-fan-bases
http://time.com/24741/the-cost-of-war-syria-three-years-on/
http://time.com/24741/the-cost-of-war-syria-three-years-on/
http://articles.latimes.com/2013/dec/15/opinion/la-oe-barash-costa-rica-demilitarization-20131208
http://articles.latimes.com/2013/dec/15/opinion/la-oe-barash-costa-rica-demilitarization-20131208
http://articles.latimes.com/2013/dec/15/opinion/la-oe-barash-costa-rica-demilitarization-20131208
http://www.businessinsider.com/isis-and-hacking-us-power-grid-2015-10
http://www.businessinsider.com/isis-and-hacking-us-power-grid-2015-10
http://www.businessinsider.com/isis-and-hacking-us-power-grid-2015-10
http://www.bloomberg.com/visual-data/best-and-worst/best-emerging-markets-2014-countries
http://www.bloomberg.com/visual-data/best-and-worst/best-emerging-markets-2014-countries
http://www.npr.org/sections/thetwo-way/2014/12/02/367815515/which-countries-are-the-most-corrupt
http://www.npr.org/sections/thetwo-way/2014/12/02/367815515/which-countries-are-the-most-corrupt
http://www.vice.com/read/how-germany-treats-young-criminals-619
http://www.vice.com/read/how-germany-treats-young-criminals-619
http://www.chinapost.com.tw/commentary/the-china-post/special-to-the-china-post/2015/09/29/447089/South-Korea.htm
http://www.chinapost.com.tw/commentary/the-china-post/special-to-the-china-post/2015/09/29/447089/South-Korea.htm
https://www.transparency.org/cpi2014/results
https://www.transparency.org/cpi2014/results
https://www.cia.gov/library/publications/the-world-factbook/rankorder/2078rank.html
https://www.cia.gov/library/publications/the-world-factbook/rankorder/2078rank.html
https://www.cia.gov/library/publications/the-world-factbook/rankorder/2078rank.html
https://www.cia.gov/library/publications/the-world-factbook/rankorder/2186rank.html
https://www.cia.gov/library/publications/the-world-factbook/rankorder/2186rank.html
https://www.cia.gov/library/publications/the-world-factbook/rankorder/2186rank.html
http://www.borgenmagazine.com/10-patriotic-countries-world/
http://www.borgenmagazine.com/10-patriotic-countries-world/
http://www.realinstitutoelcano.org/wps/wcm/connect/7dad550043bde17c8f43bff8d447ad6c/Global_Presence_2014.pdf?MOD=AJPERES&CACHEID=7dad550043bde17c8f43bff8d447ad6c
http://www.realinstitutoelcano.org/wps/wcm/connect/7dad550043bde17c8f43bff8d447ad6c/Global_Presence_2014.pdf?MOD=AJPERES&CACHEID=7dad550043bde17c8f43bff8d447ad6c
http://www.bbc.com/news/uk-30883472
http://www.bbc.com/news/uk-30883472
http://www.huffingtonpost.com/entry/civilian-deaths-drone- strikes_561fafe2e4b028dd7ea6c4ff
http://www.huffingtonpost.com/entry/civilian-deaths-drone- strikes_561fafe2e4b028dd7ea6c4ff
http://www.amazon.com/The-Athena-Doctrine-Women-Future/dp/111845295X
http://www.amazon.com/The-Athena-Doctrine-Women-Future/dp/111845295X
http://www.amazon.com/The-Athena-Doctrine-Women-Future/dp/111845295X
http://www.amazon.com/The-Athena-Doctrine-Women-Future/dp/111845295X
http://www.globalfirepower.com/
http://www.globalfirepower.com/
http://www.oecd-ilibrary.org/governance/government-at-a-glance-2015_gov_glance-2015-en;jsessionid=w31t5kp99wwu.x-oecd-live-02
http://www.oecd-ilibrary.org/governance/government-at-a-glance-2015_gov_glance-2015-en;jsessionid=w31t5kp99wwu.x-oecd-live-02


227

• Heimans, Jeremy. “What New Power Looks like.” 
TED. TED, June 2014. Web. 25 Nov. 2015

• Ho, Ky Trang. “Best Emerging Market Countries 
To Invest In Now: Credit Suisse.” Forbes. Forbes 
Magazine, 6 May 2015. Web. 25 Nov. 2015

• Howard, Emma. “Rwanda, 20 Years On: How a 
Country Is Rebuilding Itself.” The Guardian. The 
Guardian, 3 Apr. 2014. Web. 25 Nov. 2015

• Kim, Grace. “South Korea, What Will Limit the 
World’s Global Underdog?” New Geography. New 
Geography, 09 Jan. 2013. Web. 25 Nov. 2015

• “Labor Force, Total.” The World Bank. The World 
Bank, n.d. Web. 27 Nov. 2015

• MacDowell, Andrew. “Scratching the Surface: 
Romania’s Fight Against Corruption.” World Pol-
itics Review. World Politics Review, LLC, 13 Oct. 
2015. Web. 27 Nov. 2015

• Macias, Amanda. “The 35 Most Powerful Mili-
taries In The World.” Business Insider. Business 
Insider, Inc, 10 Dec. 2014. Web. 25 Nov. 2015

• Marcus, Jonathan. “Analysis: Do Economic 
Sanctions Work? - BBC News.” BBC News. BBC, 
26 July 2010. Web. 27 Nov. 2015

• Marcus, Jonathan. “Japan’s (self) Defence Forc-
es - BBC News.” BBC News. BBC, 16 July 2015. 
Web. 25 Nov. 2015

• Menocal, Alina Rocha, and Pilar Domingo. “Co-
lombia’s Women, Tried By War, Find New Power.” 
Foreign Policy. Foreign Policy, 15 Oct. 2015. 
Web. 27 Nov. 2015 

• “Military Expenditures.” Central Intelligence 
Agency. Central Intelligence Agency, n.d. Web. 
27 Nov. 2015

• “Most Successful Countries of All-Time: Per 
Capita.” Most Successful Countries of All-Time. 
Topend Sports Network, n.d. Web. 25 Nov. 2015

• “OECD Goverment Data.” OECD. OECD, n.d. Web. 
25 Nov. 2015

• Pardys, Sara. “World’s Most And Least Patriotic 
Countries.” Forbes. Forbes Magazine, 02 July 
2008. Web. 25 Nov. 2015

• Parker, Tim. “Developing Nations With The Most 
Debt.” Investopedia. Investopedia, LLC, 21 Aug. 
2012. Web. 25 Nov. 2015

• Peralta, Eyder. “6 Things You Should Know 
About The Iran Nuclear Deal.” NPR. NPR, 15 July 
2015. Web. 25 Nov. 2015 

• Perlo-Freeman, Sam, and Carina Solmirano. 
“SIPRI Publications.” SIPRI Publications. Stock-
holm International Peace Research Institute, Apr. 
2014. Web. 27 Nov. 2015

• “Purchasing Power Parity per Capita GDP.” Inter-
national Monetary Fund. International Monetary 
Fund, Oct. 2015. Web. 27 Nov. 2015

• “Rouhani Says Only Powerful Countries Can 
Guarantee Peace.” DailyTimes. DailyTimes, 22 
Aug. 2015. Web. 27 Nov. 2015

• “Russia Challenges Denmark over North Pole.” 
The Local. The Local, 04 Aug. 2015. Web. 27 
Nov. 2015

• “Soap, Sparkle and Pop.” The Economist. The 
Economist Newspaper, 09 Aug. 2014. Web. 27 
Nov. 2015

• Sorrell, Sir Martin. “Iran & Cuba: Open for Busi-
ness?” LinkedIn. LinkedIn, 3 Aug. 2015. Web. 25 
Nov. 2015

• Taylor, Adam. “13 times That Economic Sanc-
tions Really Worked.” Washington Post. The 
Washington Post, 28 Apr. 2014. Web. 25 Nov. 
2015

• Taylor, Ben. “The Most (and Least) Athletic 
Countries.” Business Insider. Business Insider, 
Inc, 21 Feb. 2014. Web. 25 Nov. 2015

• “The Global Competitiveness Report 2014-
2015.” World Economic Forum. World Economic 
Forum, 2 Sept. 2014. Web. 16 Nov. 2015

• “The Most Transparent Governments in the 
World.” I100. The Independent, n.d. Web. 25 Nov. 
2015

• “The Role of Trade in Ending Poverty.” The World 
Bank. World Bank, World Trade Organization, 
2015. Web. 25 Nov. 2015

• “The Success of Austerity in Spain: The Soft 
Bigotry of Incredibly Low Expectations.” Center 
for Economic and Policy Research. Center for 
Economic and Policy Research, 14 Sept. 2015. 
Web. 25 Nov. 2015

• “The World’s Most Powerful Economies.” The 
Telegraph. Telegraph Media Group, n.d. Web. 25 
Nov. 2015 
 
 

http://www.ted.com/talks/jeremy_heimans_what_new_power_looks_like
http://www.forbes.com/sites/trangho/2015/05/06/best-emerging-market-countries-to-invest-in-now-credit-suisse/
http://www.forbes.com/sites/trangho/2015/05/06/best-emerging-market-countries-to-invest-in-now-credit-suisse/
http://www.theguardian.com/global-development/2014/apr/03/rwanda-20-years-on-how-a-country-is-rebuilding-itself
http://www.theguardian.com/global-development/2014/apr/03/rwanda-20-years-on-how-a-country-is-rebuilding-itself
http://www.newgeography.com/content/003905-south-korea-what-will-limit-world-s-global-underdog
http://www.newgeography.com/content/003905-south-korea-what-will-limit-world-s-global-underdog
http://data.worldbank.org/indicator/SL.TLF.TOTL.IN
http://data.worldbank.org/indicator/SL.TLF.TOTL.IN
http://www.worldpoliticsreview.com/articles/16921/scratching-the-surface-romania-s-fight-against-corruption
http://www.worldpoliticsreview.com/articles/16921/scratching-the-surface-romania-s-fight-against-corruption
http://www.worldpoliticsreview.com/articles/16921/scratching-the-surface-romania-s-fight-against-corruption
http://www.businessinsider.com/the-worlds-most-powerful-militaries-2014-12
http://www.businessinsider.com/the-worlds-most-powerful-militaries-2014-12
http://www.bbc.com/news/world-middle-east-10742109
http://www.bbc.com/news/world-middle-east-10742109
http://www.bbc.com/news/world-asia-33549015
http://www.bbc.com/news/world-asia-33549015
http://foreignpolicy.com/2015/10/15/colombias-women-tried-by-war-find-new-power/
http://foreignpolicy.com/2015/10/15/colombias-women-tried-by-war-find-new-power/
https://www.cia.gov/library/publications/the-world-factbook/rankorder/2034rank.html
https://www.cia.gov/library/publications/the-world-factbook/rankorder/2034rank.html
https://www.cia.gov/library/publications/the-world-factbook/rankorder/2034rank.html
http://www.topendsports.com/events/summer/medal-tally/all-time-comparison-pop.htm
http://www.topendsports.com/events/summer/medal-tally/all-time-comparison-pop.htm
https://data.oecd.org/government.htm
https://data.oecd.org/government.htm
http://www.forbes.com/2008/07/02/world-national-pride-oped-cx_sp_0701patriot.html
http://www.forbes.com/2008/07/02/world-national-pride-oped-cx_sp_0701patriot.html
http://www.investopedia.com/financial-edge/0912/developing-nations-with-the-most-debt.aspx?header_alt=b
http://www.investopedia.com/financial-edge/0912/developing-nations-with-the-most-debt.aspx?header_alt=b
http://www.npr.org/sections/thetwo-way/2015/07/14/422920192/6-things-you-should-know-about-the-iran-nuclear-deal
http://www.npr.org/sections/thetwo-way/2015/07/14/422920192/6-things-you-should-know-about-the-iran-nuclear-deal
http://books.sipri.org/product_info?c_product_id=476
http://books.sipri.org/product_info?c_product_id=476
http://books.sipri.org/product_info?c_product_id=476
http://goo.gl/FFkcS8
http://goo.gl/FFkcS8
http://goo.gl/FFkcS8
http://www.dailytimes.com.pk/foreign/22-Aug-2015/rouhani-says-only-powerful-countries-can-guarantee-peace
http://www.dailytimes.com.pk/foreign/22-Aug-2015/rouhani-says-only-powerful-countries-can-guarantee-peace
http://www.thelocal.dk/20150804/russia-challenges-denmark-over-north-pole
http://www.thelocal.dk/20150804/russia-challenges-denmark-over-north-pole
http://www.economist.com/news/books-and-arts/21611039-how-really-uncool-country-became-tastemaker-asia-soap-sparkle-and-pop
http://www.economist.com/news/books-and-arts/21611039-how-really-uncool-country-became-tastemaker-asia-soap-sparkle-and-pop
http://www.economist.com/news/books-and-arts/21611039-how-really-uncool-country-became-tastemaker-asia-soap-sparkle-and-pop
https://www.linkedin.com/pulse/iran-cuba-open-business-sir-martin-sorrell?trk=mp-reader-card
https://www.linkedin.com/pulse/iran-cuba-open-business-sir-martin-sorrell?trk=mp-reader-card
https://www.washingtonpost.com/news/worldviews/wp/2014/04/28/13-times-that-economic-sanctions-really-worked/
https://www.washingtonpost.com/news/worldviews/wp/2014/04/28/13-times-that-economic-sanctions-really-worked/
https://www.washingtonpost.com/news/worldviews/wp/2014/04/28/13-times-that-economic-sanctions-really-worked/
http://www.businessinsider.com/the-most-and-least-athletic-countries-2014-2
http://www.businessinsider.com/the-most-and-least-athletic-countries-2014-2
http://reports.weforum.org/global-competitiveness-report-2014-2015
http://reports.weforum.org/global-competitiveness-report-2014-2015
http://i100.independent.co.uk/article/the-most-transparent-governments-in-the-world--lJXWsd2Qoe
http://i100.independent.co.uk/article/the-most-transparent-governments-in-the-world--lJXWsd2Qoe
http://www-wds.worldbank.org/external/default/WDSContentServer/WDSP/IB/2015/08/06/090224b083055c45/2_0/Rendered/PDF/The0role0of0trade0in0ending0poverty.pdf
http://www-wds.worldbank.org/external/default/WDSContentServer/WDSP/IB/2015/08/06/090224b083055c45/2_0/Rendered/PDF/The0role0of0trade0in0ending0poverty.pdf
http://www-wds.worldbank.org/external/default/WDSContentServer/WDSP/IB/2015/08/06/090224b083055c45/2_0/Rendered/PDF/The0role0of0trade0in0ending0poverty.pdf
http://www.cepr.net/blogs/beat-the-press/the-success-of-austerity-in-spain-the-soft-bigotry-of-incredibly-low-expectations
http://www.cepr.net/blogs/beat-the-press/the-success-of-austerity-in-spain-the-soft-bigotry-of-incredibly-low-expectations
http://www.cepr.net/blogs/beat-the-press/the-success-of-austerity-in-spain-the-soft-bigotry-of-incredibly-low-expectations
http://www.cepr.net/blogs/beat-the-press/the-success-of-austerity-in-spain-the-soft-bigotry-of-incredibly-low-expectations
http://www.telegraph.co.uk/finance/globalbusiness/9765161/The-worlds-most-powerful-economies.html?frame=2436289
http://www.telegraph.co.uk/finance/globalbusiness/9765161/The-worlds-most-powerful-economies.html?frame=2436289
http://www.telegraph.co.uk/finance/globalbusiness/9765161/The-worlds-most-powerful-economies.html?frame=2436289


228

• “Top 10 Powerful Countries.” Most Powerful 
Countries in the World. Compare Infobase Ltd., 
n.d. Web. 25 Nov. 2015

• “U.S. Investment Agency to Fund $400 Mln 
S.Africa Solar Power Plant.” Reuters. Reuters, 21 
Sept. 2015. Web. 25 Nov. 2015

• Woolf, Nicky. “Canada’s New Parliament Is Most 
Diverse Ever.” The Guardian. The Guardian, 22 
Oct. 2015. Web. 27 Nov. 2015

• “World Trade Summary 2014.” World Integrated 
Trade Solutions. World Integrated Trade Solu-
tions, n.d. Web. 25 Nov. 2015 

• Yacoobi, Sakena. “How I Stopped the Taliban 
from Shutting down My School.” TEDWomen. 
TED, May 2015. Web. 25 Nov. 2015

• Zakaria, Fareed. “The Rise of Illiberal Democra-
cy.” Foreign Affairs. Council on Foreign Relations 
Inc., 15 Sept. 2015. Web. 25 Nov. 2015

ADVENTURE

• “Adventure Tourism Dynamically Growing World-
wide.” Tourism-Review.com. Tourism-Review.
com, 27 Jan. 2014. Web. 27 Nov. 2015

• “Adventure Tourism Market Study 2013.” (n.d.): 
n. pag. Adventure Travel Trade Association. 
Adventure Travel Trade Association, 2013. Web. 
27 Nov. 2015

• Barazi-Geroulanou, Lara. “What Aquaculture 
Actually Is And How It’s Benefiting Greece.” The 
Huffington Post. TheHuffingtonPost.com, 10 
Oct. 2015. Web. 27 Nov. 2015 

• “Best Countries to Study Abroad | Best Study 
Abroad Countries.” EducationDynamics, LLC. 
EducationDynamics, LLC, n.d. Web. 27 Nov. 2015

• Brady, Lisa. “How Wildlife Is Thriving in the 
Korean Peninsula’s Demilitarised Zone.” The 
Guardian. The Guardian, 13 Apr. 2012. Web. 27 
Nov. 2015

• Christiansen, Kenan. “A Look at Global Travel 
Trends.” The New York Times. The New York 
Times, 29 Mar. 2014. Web. 27 Nov. 2015

• “Costa Rica | Happy Planet Index.” Costa Rica | 
Happy Planet Index. The New Economics Foun-
dation, n.d. Web. 27 Nov. 2015

• “Estimated LGBT-GDP Tourism Impact - August 
2015.” LGBT Capital. LGBT Capital, Aug. 2015. 
Web. 27 Nov. 2015

• Fanga, Carl. “Gabon Wants to Save Its Forest 
Elephants to Lure Tourists.” Bloomberg.com. 
Bloomberg, 3 Sept. 2015. Web. 27 Nov. 2015

• Farley, David. “A Taco with Middle Eastern 
Roots.” BBC. BBC, 23 Oct. 2015. Web. 27 Nov. 
2015

• “Field Listing: Area.” Central Intelligence Agency. 
Central Intelligence Agency, n.d. Web. 27 Nov. 
2015

• Fraňková, Ruth. “Czech Life Beekeeping Pop-
ular in Czech Republic – and Now Buzzing in 
Prague.” Radio Prague. Radio Progue, 13 June 
2015. Web. 27 Nov. 2015

• “From the Online to the Mobile Travel Era.” From 
the On. Euromonitor, Sept. 2015. Web. 27 Nov. 
2015

• Galloway, Lindsey. “Want to Learn a Language? 
Try Living Here.” BBC. BBC, 5 Oct. 2015. Web. 27 
Nov. 2015

• “Giving Back in Gabon.” The Economist. The 
Economist Newspaper, 22 Aug. 2015. Web. 27 
Nov. 2015

• “Global Travel Update 2015.” Euromonitor. Euro-
monitor, July 2015. Web. 27 Nov. 2015

• Goldenberg, Suzane, and Dan Roberts. “Brazil 
Announces Massive Reforestation and Renew-
able Energy Plan with US.” The Guardian. The 
Guardian, 30 June 2015. Web. 27 Nov. 2015

• Hatton, Will. “A Night in the Desert with a Strang-
er I Met on Couchsurfing.” BBC. BBC, 19 Oct. 
2015. Web. 27 Nov. 2015

• “Index Results-The Travel & Tourism Competi-
tiveness Index Ranking 2015.” World Economic 
Forum. World Economic Forum, n.d. Web. 27 
Nov. 2015

• “International Tourism, Number of Arrivals.” The 
World Bank. The World Bank, n.d. Web. 27 Nov. 
2015

• “International Tourism, Receipts (% of Total 
Exports).” The World Bank. The World Bank, n.d. 
Web. 27 Nov. 2015

• Itb World Travel Trends Report 2014/2015. “ITB 
WORLD TRAVEL TRENDS REPORT 2014/2015.” 
ITB Berlin. Messe Berlin GmbH, Dec. 2014. Web. 
27 Nov. 2015

• Karsten, Mathew. “How To Find Cheap Travel 
Accommodation.” Expert Vagabond RSS. Expert 
Vagabond, 13 Mar. 2013. Web. 27 Nov. 2015

http://www.mapsofworld.com/world-top-ten/world-top-ten-powerful-countries-map.html
http://www.mapsofworld.com/world-top-ten/world-top-ten-powerful-countries-map.html
http://www.mapsofworld.com/world-top-ten/world-top-ten-powerful-countries-map.html
http://www.reuters.com/article/2015/09/21/safrica-power-idUSL5N11R2OF20150921
http://www.reuters.com/article/2015/09/21/safrica-power-idUSL5N11R2OF20150921
http://www.theguardian.com/world/2015/oct/22/canada-new-parliament-most-diverse-ever
http://www.theguardian.com/world/2015/oct/22/canada-new-parliament-most-diverse-ever
http://wits.worldbank.org/CountryProfile/en/Country/WLD/Year/LTST/Summary
http://wits.worldbank.org/CountryProfile/en/Country/WLD/Year/LTST/Summary
http://wits.worldbank.org/CountryProfile/en/Country/WLD/Year/LTST/Summary
https://www.ted.com/talks/sakena_yacoobi_how_i_stopped_the_taliban_from_shutting_down_my_school?language=en
https://www.ted.com/talks/sakena_yacoobi_how_i_stopped_the_taliban_from_shutting_down_my_school?language=en
https://www.foreignaffairs.com/articles/1997-11-01/rise-illiberal-democracy
https://www.foreignaffairs.com/articles/1997-11-01/rise-illiberal-democracy
http://www.tourism-review.com/travel-tourism-magazine-adventure-tourism-market-the-value-of-the-industry-is-growing--article2304
http://www.tourism-review.com/travel-tourism-magazine-adventure-tourism-market-the-value-of-the-industry-is-growing--article2304
http://files.adventuretravel.biz/docs/research/adventure-tourism-market-study-2013-web.pdf
http://files.adventuretravel.biz/docs/research/adventure-tourism-market-study-2013-web.pdf
http://www.huffingtonpost.com/lara-barazigeroulanou2/what-aquaculture-actually_b_8270872.html
http://www.huffingtonpost.com/lara-barazigeroulanou2/what-aquaculture-actually_b_8270872.html
http://www.huffingtonpost.com/lara-barazigeroulanou2/what-aquaculture-actually_b_8270872.html
http://www.studyabroad.com/countries.aspx
http://www.studyabroad.com/countries.aspx
http://www.theguardian.com/environment/2012/apr/13/wildlife-thriving-korean-demilitarised-zone
http://www.theguardian.com/environment/2012/apr/13/wildlife-thriving-korean-demilitarised-zone
http://www.theguardian.com/environment/2012/apr/13/wildlife-thriving-korean-demilitarised-zone
http://www.nytimes.com/2014/03/30/travel/a-look-at-global-travel-trends.html
http://www.nytimes.com/2014/03/30/travel/a-look-at-global-travel-trends.html
http://www.happyplanetindex.org/countries/costa-rica/
http://www.happyplanetindex.org/countries/costa-rica/
http://www.lgbt-capital.com/docs/Estimated_LGBT-GDP_Tourism_(table)_-_July_2015.pdf
http://www.lgbt-capital.com/docs/Estimated_LGBT-GDP_Tourism_(table)_-_July_2015.pdf
http://www.bloomberg.com/news/articles/2015-09-03/gabon-wants-to-save-its-forest-elephants-to-lure-tourists
http://www.bloomberg.com/news/articles/2015-09-03/gabon-wants-to-save-its-forest-elephants-to-lure-tourists
http://www.bbc.com/travel/story/20151021-a-taco-with-middle-eastern-roots
http://www.bbc.com/travel/story/20151021-a-taco-with-middle-eastern-roots
https://www.cia.gov/library/publications/the-world-factbook/fields/2147.html
https://www.cia.gov/library/publications/the-world-factbook/fields/2147.html
http://www.radio.cz/en/section/czech-life/beekeeping-popular-in-czech-republic-and-now-buzzing-in-prague
http://www.radio.cz/en/section/czech-life/beekeeping-popular-in-czech-republic-and-now-buzzing-in-prague
http://www.euromonitor.com/from-the-online-to-the-mobile-travel-era/report
http://www.euromonitor.com/from-the-online-to-the-mobile-travel-era/report
http://www.euromonitor.com/from-the-online-to-the-mobile-travel-era/report
http://www.bbc.com/travel/story/20150928-living-in-the-most-multilingual-cities
http://www.bbc.com/travel/story/20150928-living-in-the-most-multilingual-cities
http://www.economist.com/news/middle-east-and-africa/21661821-selfless-act-memory-fine-man-giving-back-gabon
http://www.economist.com/news/middle-east-and-africa/21661821-selfless-act-memory-fine-man-giving-back-gabon
http://www.economist.com/news/middle-east-and-africa/21661821-selfless-act-memory-fine-man-giving-back-gabon
http://www.euromonitor.com/global-travel-update-2015/report
http://www.euromonitor.com/global-travel-update-2015/report
http://www.theguardian.com/world/2015/jun/30/brazil-us-reforestation-forests-renewable-energy
http://www.theguardian.com/world/2015/jun/30/brazil-us-reforestation-forests-renewable-energy
http://www.bbc.com/travel/story/20151013-a-night-in-the-desert-with-a-stranger-i-met-on-couchsurfing
http://www.bbc.com/travel/story/20151013-a-night-in-the-desert-with-a-stranger-i-met-on-couchsurfing
http://reports.weforum.org/travel-and-tourism-competitiveness-report-2015/index-results-the-travel-tourism-competitiveness-index-ranking-2015/
http://reports.weforum.org/travel-and-tourism-competitiveness-report-2015/index-results-the-travel-tourism-competitiveness-index-ranking-2015/
http://reports.weforum.org/travel-and-tourism-competitiveness-report-2015/index-results-the-travel-tourism-competitiveness-index-ranking-2015/
http://data.worldbank.org/indicator/ST.INT.ARVL
http://data.worldbank.org/indicator/ST.INT.ARVL
http://data.worldbank.org/indicator/ST.INT.ARVL
http://data.worldbank.org/indicator/ST.INT.RCPT.XP.ZS
http://data.worldbank.org/indicator/ST.INT.RCPT.XP.ZS
http://www.itb-berlin.de/media/itbk/itbk_dl_en/WTTR_Report_A4_4_Web.pdf
http://www.itb-berlin.de/media/itbk/itbk_dl_en/WTTR_Report_A4_4_Web.pdf
http://expertvagabond.com/cheap-travel-accommodation/
http://expertvagabond.com/cheap-travel-accommodation/


229

• Kuttoor, Radhakrishnan. “Gavi Emerging as a 
Major Ecotourism Spot.” The Hindu. The Hindu, 
07 Oct. 2015. Web. 27 Nov. 2015

• Lew, Josh. “9 of the World’s Most Multilingual 
Countries.” Mother Nature Network. Mother Na-
ture Network, 28 July 2014. Web. 27 Nov. 2015

• “LGBT CAPITAL PRESS RELEASE.” LGBT Capital. 
LGBT Capital, 3 Aug. 2015. Web. 27 Nov. 2015

• “Life Expectancy Data by Country.” World Health 
Organization. World Health Organization, n.d. 
Web. 27 Nov. 2015

• “Lonely Planet: Best in Travel 2016 - Transylva-
nia.” Lonely Planet. Lonely Planet, 2015. Web. 27 
Nov. 2015

• Mailonline, Becky Pemberton For. “The Bizarre 
Spa Where Guests Soak in Baths Filled with 
BEER in Treatment That’s ‘good for the Skin’ (but 
Isn’t Great for Hangovers).” Mail Online. Associ-
ated Newspapers, 14 Sept. 2015. Web. 27 Nov. 
2015

• Manalo, Joyce. “Jordan Tourism Hopes Drone 
Video Marketing Can Trump Regional Strife.” 
Skift. Skift, 11 June 2015. Web. 27 Nov. 2015

• Mercer, Phil. “Fall in Australian Dollar Boosts 
the Country’s Tourism - BBC News.” BBC News. 
BBC, 16 Oct. 2015. Web. 27 Nov. 2015

• Miller, Lisa. “The Way We Used To Travel: 12 
Ways Travel Has Changed In The Digital Age.” 
The Huffington Post. TheHuffingtonPost.com, 
22 Feb. 2014. Web. 27 Nov. 2015 
 

• Mohammad, Husna. “Gavi Ecotourism - The 
Wilderness Beckons - Arabiangazette.com.” 
Arabian Gazette. Arabian Gazette, 13 Feb. 2013. 
Web. 27 Nov. 2015

• Mukul, Jyoti. “India Climbs One Rank with a 32% 
Sprint in Brand Value.” Business-Standard.com. 
Business-Standard.com, 12 Oct. 2015. Web. 27 
Nov. 2015

• “Natural Capital Accounting.” The World Bank. 
The World Bank, 20 May 2015. Web. 27 Nov. 
2015

• “Olympic Chiefs to Order Testing for Viruses in 
Rio’s Sewage-polluted Waters.” The Guardian. 
The Guardian, 2 Aug. 2015. Web. 27 Nov. 2015

• “Olympics Will Change Brazil Perception.” SBS. 
SBS, 6 Oct. 015. Web. 27 Nov. 2015

• Peltier, Dan. “The Growing Chinese Adventure 
Travel Market Wants Experiences Beyond Tourist 
Traps.” Skift. Skift, 08 Oct. 2015. Web. 27 Nov. 
2015

• Potter, Everett. “The 10 Best Countries For Trav-
eling Alone.” Business Insider. Business Insider, 
Inc, 18 Sept. 2014. Web. 27 Nov. 2015

• “Purchasing Power Parity per Capita GDP.” Inter-
national Monetary Fund. International Monetary 
Fund, Oct. 2015. Web. 27 Nov. 2015

• Ramzy, Austin. “Australia Deploys Sheepdogs to 
Save a Penguin Colony.” The New York Times. 
The New York Times, 04 Nov. 2015. Web. 27 
Nov. 2015 
 

• “Schengen Fact Sheet.” Schengen Fact Sheet. 
U.S. Deparment of State, 29 July 2015. Web. 27 
Nov. 2015

• SmarterTravel. “What You Learn By Traveling 
Alone.” The Huffington Post. TheHuffingtonPost.
com, 20 Aug. 2015. Web. 27 Nov. 2015

• Soares, Victor. “Brazil Protects the Amazon.” The 
World Bank. The World Bank, 9 Oct. 2013. Web. 
27 Nov. 2015

• “Spain Comes out as Most Popular Gay Tourist 
Destination in Europe.” The Local. The Local, 10 
Sept. 2015. Web. 27 Nov. 2015

• “Top 10 Travel Destinations You Didn’t Know 
About.” Forbes. Forbes Magazine, n.d. Web. 27 
Nov. 2015

• “U.S.-Brazil Joint Statement On Climate 
Change.” The White House. The White House, 30 
June 2015. Web. 27 Nov. 2015

• “UNWTO Global Report on Adventure Tourism.” 
Adventure Travel Trade Association. Adventure 
Travel Trade Association, 2014. Web. 27 Nov. 
2015

• “Urban Population (% of Total).” The World Bank. 
The World Bank, n.d. Web. 27 Nov. 2015

• Valo, Martine. “Gabon: Protecting Vital Forests, 
and Communities.” The Guardian. The Guardian, 
27 Aug. 2015. Web. 27 Nov. 2015

• Williams, Christopher. “Airbnb Aims to Reshape 
Travel Industry.” The Telegraph. Telegraph Me-
dia Group, 20 Sept. 2014. Web. 27 Nov. 2015 

http://www.thehindu.com/news/national/kerala/gavi-emerging-as-a-major-ecotourism-spot/article7737001.ece
http://www.thehindu.com/news/national/kerala/gavi-emerging-as-a-major-ecotourism-spot/article7737001.ece
http://www.mnn.com/lifestyle/arts-culture/stories/9-of-the-worlds-most-multilingual-countries
http://www.mnn.com/lifestyle/arts-culture/stories/9-of-the-worlds-most-multilingual-countries
http://www.lgbt-capital.com/docs/LGBT-GDP_2015_Press_Release.pdf
http://www.lgbt-capital.com/docs/LGBT-GDP_2015_Press_Release.pdf
http://apps.who.int/gho/data/node.main.688?lang=en
http://apps.who.int/gho/data/node.main.688?lang=en
http://apps.who.int/gho/data/node.main.688?lang=en
https://www.lonelyplanet.com/best-in-travel/regions/1?detail=1
https://www.lonelyplanet.com/best-in-travel/regions/1?detail=1
http://www.dailymail.co.uk/travel/travel_news/article-3233765/Czech-Republic-spa-offers-luxury-baths-filled-BEER-pint-bathe.html
http://www.dailymail.co.uk/travel/travel_news/article-3233765/Czech-Republic-spa-offers-luxury-baths-filled-BEER-pint-bathe.html
http://www.dailymail.co.uk/travel/travel_news/article-3233765/Czech-Republic-spa-offers-luxury-baths-filled-BEER-pint-bathe.html
http://skift.com/2015/06/11/jordan-tourism-hopes-drone-video-marketing-can-trump-regional-strife/
http://www.bbc.com/news/business-34504003
http://www.bbc.com/news/business-34504003
http://www.huffingtonpost.com/2014/02/22/the-way-we-used-to-travel_n_4818247.html
http://www.huffingtonpost.com/2014/02/22/the-way-we-used-to-travel_n_4818247.html
http://www.arabiangazette.com/gavi-eco-tourism-wilderness-beckons-20130210/
http://www.arabiangazette.com/gavi-eco-tourism-wilderness-beckons-20130210/
http://www.business-standard.com/article/economy-policy/india-climbs-one-rank-with-a-32-sprint-in-brand-value-115101200070_1.html
http://www.business-standard.com/article/economy-policy/india-climbs-one-rank-with-a-32-sprint-in-brand-value-115101200070_1.html
http://www.business-standard.com/article/economy-policy/india-climbs-one-rank-with-a-32-sprint-in-brand-value-115101200070_1.html
http://www.worldbank.org/en/topic/environment/brief/environmental-economics-natural-capital-accounting
http://www.worldbank.org/en/topic/environment/brief/environmental-economics-natural-capital-accounting
http://www.worldbank.org/en/topic/environment/brief/environmental-economics-natural-capital-accounting
http://www.theguardian.com/sport/2015/aug/03/olympic-chiefs-to-order-testing-of-rios-sewage-polluted-waters
http://www.theguardian.com/sport/2015/aug/03/olympic-chiefs-to-order-testing-of-rios-sewage-polluted-waters
http://www.sbs.com.au/news/article/2015/10/06/olympics-will-change-brazil-perception
http://www.sbs.com.au/news/article/2015/10/06/olympics-will-change-brazil-perception
http://skift.com/2015/10/08/the-growing-chinese-adventure-travel-market-wants-experiences-beyond-tourist-traps/
http://skift.com/2015/10/08/the-growing-chinese-adventure-travel-market-wants-experiences-beyond-tourist-traps/
http://www.businessinsider.com/best-countries-for-solo-travelers-2014-9
http://www.businessinsider.com/best-countries-for-solo-travelers-2014-9
http://goo.gl/FFkcS8
http://goo.gl/FFkcS8
http://goo.gl/FFkcS8
http://www.nytimes.com/2015/11/05/world/australia/australia-penguins-sheepdogs-foxes-swampy-marsh-farmer-middle-island.html?smprod=nytcore-iphone&smid=nytcore-iphone-share
http://www.nytimes.com/2015/11/05/world/australia/australia-penguins-sheepdogs-foxes-swampy-marsh-farmer-middle-island.html?smprod=nytcore-iphone&smid=nytcore-iphone-share
http://www.nytimes.com/2015/11/05/world/australia/australia-penguins-sheepdogs-foxes-swampy-marsh-farmer-middle-island.html?smprod=nytcore-iphone&smid=nytcore-iphone-share
http://travel.state.gov/content/passports/en/go/schengen-fact-sheet.html
http://travel.state.gov/content/passports/en/go/schengen-fact-sheet.html
http://travel.state.gov/content/passports/en/go/schengen-fact-sheet.html
http://www.huffingtonpost.com/smartertravel/what-you-learn-by-traveli_b_8011712.html
http://www.huffingtonpost.com/smartertravel/what-you-learn-by-traveli_b_8011712.html
http://www.worldbank.org/en/results/2013/10/09/Brazil-protects-Amazon-increasing-size-protected-areas
http://www.worldbank.org/en/results/2013/10/09/Brazil-protects-Amazon-increasing-size-protected-areas
http://www.worldbank.org/en/results/2013/10/09/Brazil-protects-Amazon-increasing-size-protected-areas
http://www.thelocal.es/20150910/spain-becomes-most-popular-gay-tourist-nation-in-europe
http://www.thelocal.es/20150910/spain-becomes-most-popular-gay-tourist-nation-in-europe
http://www.forbes.com/pictures/feki45mddl/10-latvia/
http://www.forbes.com/pictures/feki45mddl/10-latvia/
https://www.whitehouse.gov/the-press-office/2015/06/30/us-brazil-joint-statement-climate-change
https://www.whitehouse.gov/the-press-office/2015/06/30/us-brazil-joint-statement-climate-change
http://www.adventuretravel.biz/store/unwto-global-report-on-adventure-tourism
http://www.adventuretravel.biz/store/unwto-global-report-on-adventure-tourism
http://www.adventuretravel.biz/store/unwto-global-report-on-adventure-tourism
http://data.worldbank.org/indicator/SP.URB.TOTL.IN.ZS
http://data.worldbank.org/indicator/SP.URB.TOTL.IN.ZS
http://www.theguardian.com/world/2015/aug/27/gabon-forests-protect-communities-biodiversity-climate-change
http://www.theguardian.com/world/2015/aug/27/gabon-forests-protect-communities-biodiversity-climate-change
http://www.telegraph.co.uk/finance/newsbysector/retailandconsumer/leisure/11110784/Airbnb-aims-to-reshape-travel-industry.html
http://www.telegraph.co.uk/finance/newsbysector/retailandconsumer/leisure/11110784/Airbnb-aims-to-reshape-travel-industry.html


230

HERITAGE

• “Australian Indigenous Cultural Heritage.” Aus-
tralia.gov.au. Australia.gov.au, n.d. Web. 27 Nov. 
2015

• Campbell, Thomas P. “Weaving Narratives in 
Museum Galleries.” TED. TED, Mar. 2012. Web. 
27 Nov. 2015

• Chandler, Adam. “Catalonia’s Winding Road to 
Secession.” The Atlantic. Atlantic Media Compa-
ny, 28 Sept. 2015. Web. 27 Nov. 2015

• “Community Post: The 20 Most Beautiful 
Countries In The World.” BuzzFeed Community. 
BuzzFeed Inc., 5 May 2015. Web. 27 Nov. 2015

• Davis, Joshua. “A Radical Way of Unleashing 
a Generation of Geniuses.” Wired.com. Conde 
Nast Digital, 15 Oct. 2015. Web. 27 Nov. 2015

• Galway, Robert. “Does Religion Matter? What 
Role Does Religion Play in Your Life? Is It 
Something That We Can Continue to Ignore as 
a Society? | A Conversation on TED.com.” TED. 
TED, 11 July 2013. Web. 27 Nov. 2015

• Grossman, Samantha. “These Are the 25 Best 
Museums in the World.” Time. Time, 17 Sept. 
2014. Web. 27 Nov. 2015

• Kahler, Karl. “Was Recreational Ziplining Really 
Invented In Costa Rica?” The Tico Times. The 
Tico Times, 01 Aug. 2015. Web. 27 Nov. 2015

• Lesova, Polya. “Bulgaria: A Travel Bargain for 
Luxury Lovers.” Wall Street Journal. Wall Street 
Journal, 13 Aug. 2015. Web. 27 Nov. 2015 

• Lipman, Victor. “The World’s Most Active Twitter 
City? You Won’t Guess It.” Forbes. Forbes Maga-
zine, 30 Dec. 2012. Web. 27 Nov. 2015

• “List of World Heritage in Danger.” UNESCO 
World Heritage Centre. UNESCO World Heritage 
Centre, n.d. Web. 27 Nov. 2015

• Mishra, Pankaj. “A Love Letter to Indonesia - The 
New Yorker.” The New Yorker. The New Yorker, 4 
Aug. 2014. Web. 27 Nov. 2015

• Moore, John. “The Evolution of Islamic Terror-
rism.” PBS. PBS, n.d. Web. 27 Nov. 2015

• “Most Historical Country.” Rankopedia. Ranko-
pedia, n.d. Web. 27 Nov. 2015

• “’My Armenia’ Project to Support Cultural Heri-
tage Tourism.” Asbarez. Asbarez, 20 Nov. 2015. 
Web. 27 Nov. 2015

• “New7Wonders of the World.” World of New 7 
Wonders. New Open World Corporation, 7 July 
2007. Web. 27 Nov. 2015

• Pattanaik, Devdutt. “East vs. West -- the Myths 
That Mystify.” TED India. TED, Nov. 2009. Web. 
27 Nov. 2015

• Picardo, Jose. “Why Students Need a Global 
Awareness and Understanding of Other Cul-
tures.” The Guardian. The Guardian, 25 Sept. 
2012. Web. 27 Nov. 2015

• “Population, Total.” The World Bank. The World 
Bank, n.d. Web. 27 Nov. 2015 
 
 

• “Purchasing Power Parity per Capita GDP.” Inter-
national Monetary Fund. International Monetary 
Fund, Oct. 2015. Web. 27 Nov. 2015

• Renolds, Fiona. “Heritage: Why We All Have a 
Part to Play.” The Guardian. The Guardian, 23 
Jan. 2012. Web. 27 Nov. 2015

• Rogers, Simon. “Olympic Medal Winners: Every 
One since 1896 as Open Data.” The Guardian. 
The Guardian, 25 June 2012. Web. 27 Nov. 2015

• Salgado, Mauricio. “The Importance of Cultur-
al Heritage - Cultivating Culture.” Cultivating 
Culture. Cultivating Culture, 04 Apr. 2013. Web. 
27 Nov. 2015

• SmarterTravel. “What You Learn By Traveling 
Alone.” The Huffington Post. TheHuffingtonPost.
com, 20 Aug. 2015. Web. 27 Nov. 2015

• Soares, Victor. “Brazil Protects the Amazon.” The 
World Bank. The World Bank, 9 Oct. 2013. Web. 
27 Nov. 2015

• Squires, Nick. “For Sale at One Euro: A House 
in an Idyllic Sicilian Village.” The Telegraph. 
Telegraph Media Group, 6 Aug. 2014. Web. 27 
Nov. 2015

• “Sri Lanka Holidays: Readers’ Tips, Advice and 
Recommendations.” The Telegraph. Telegraph 
Media Group, 7 Oct. 2015. Web. 27 Nov. 2015

• “Syrians Protect Their Heritage | United Nations 
Educational.” Safeguarding Syrian Cultyure Heri-
tage. UNESCO, 2015. Web. 27 Nov. 2015 
 
 

http://www.australia.gov.au/about-australia/australian-story/austn-indigenous-cultural-heritage
http://www.australia.gov.au/about-australia/australian-story/austn-indigenous-cultural-heritage
http://www.australia.gov.au/about-australia/australian-story/austn-indigenous-cultural-heritage
http://www.ted.com/talks/thomas_p_campbell_weaving_narratives_in_museum_galleries?language=en
http://www.ted.com/talks/thomas_p_campbell_weaving_narratives_in_museum_galleries?language=en
http://www.theatlantic.com/international/archive/2015/09/spain-catalonia-catalan-independence-vote/407752/
http://www.theatlantic.com/international/archive/2015/09/spain-catalonia-catalan-independence-vote/407752/
http://www.buzzfeed.com/travelguru/the-20-most-beautiful-countries-in-the-world-w9r0
http://www.buzzfeed.com/travelguru/the-20-most-beautiful-countries-in-the-world-w9r0
http://www.wired.com/2013/10/free-thinkers/
http://www.wired.com/2013/10/free-thinkers/
http://www.ted.com/conversations/19404/does_religion_matter_what_rol.html
http://www.ted.com/conversations/19404/does_religion_matter_what_rol.html
http://time.com/3393565/best-museums-trip-advisor/
http://time.com/3393565/best-museums-trip-advisor/
http://travel.ticotimes.net/2015/08/was-recreational-ziplining-really-invented-in-costa-rica-yes-indeeeeeeeeeeeeeeeeed/
http://travel.ticotimes.net/2015/08/was-recreational-ziplining-really-invented-in-costa-rica-yes-indeeeeeeeeeeeeeeeeed/
http://www.wsj.com/articles/bulgaria-a-travel-bargain-for-luxury-lovers-1439483701
http://www.wsj.com/articles/bulgaria-a-travel-bargain-for-luxury-lovers-1439483701
http://www.forbes.com/sites/victorlipman/2012/12/30/the-worlds-most-active-twitter-city-you-wont-guess-it/
http://www.forbes.com/sites/victorlipman/2012/12/30/the-worlds-most-active-twitter-city-you-wont-guess-it/
http://whc.unesco.org/en/danger/
http://whc.unesco.org/en/danger/
http://whc.unesco.org/en/danger/
http://www.newyorker.com/magazine/2014/08/04/places-3
http://www.newyorker.com/magazine/2014/08/04/places-3
http://www.pbs.org/wgbh/pages/frontline/shows/target/etc/modern.html
http://www.rankopedia.com/Most-Historical-Country/Step1/2572/.htm
http://www.rankopedia.com/Most-Historical-Country/Step1/2572/.htm
http://asbarez.com/142055/my-armenia-project-to-support-cultural-heritage-tourism/
http://asbarez.com/142055/my-armenia-project-to-support-cultural-heritage-tourism/
http://world.new7wonders.com/?n7w-page=new7wonders-of-the-world
http://world.new7wonders.com/?n7w-page=new7wonders-of-the-world
http://world.new7wonders.com/?n7w-page=new7wonders-of-the-world
https://www.ted.com/talks/devdutt_pattanaik?language=en
https://www.ted.com/talks/devdutt_pattanaik?language=en
http://www.theguardian.com/teacher-network/2012/sep/25/students-global-awareness-other-cultures
http://www.theguardian.com/teacher-network/2012/sep/25/students-global-awareness-other-cultures
http://data.worldbank.org/indicator/SP.POP.TOTL
http://data.worldbank.org/indicator/SP.POP.TOTL
http://goo.gl/FFkcS8
http://goo.gl/FFkcS8
http://goo.gl/FFkcS8
http://www.theguardian.com/culture-professionals-network/culture-professionals-blog/2012/jan/23/heritage-mixed-economy-government-role
http://www.theguardian.com/culture-professionals-network/culture-professionals-blog/2012/jan/23/heritage-mixed-economy-government-role
http://www.theguardian.com/sport/datablog/2012/jun/25/olympic-medal-winner-list-data
http://www.theguardian.com/sport/datablog/2012/jun/25/olympic-medal-winner-list-data
http://www.cultivatingculture.com/2013/04/05/the-importance-of-cultural-heritage/
http://www.cultivatingculture.com/2013/04/05/the-importance-of-cultural-heritage/
http://www.cultivatingculture.com/2013/04/05/the-importance-of-cultural-heritage/
http://www.huffingtonpost.com/smartertravel/what-you-learn-by-traveli_b_8011712.html
http://www.huffingtonpost.com/smartertravel/what-you-learn-by-traveli_b_8011712.html
http://www.worldbank.org/en/results/2013/10/09/Brazil-protects-Amazon-increasing-size-protected-areas
http://www.worldbank.org/en/results/2013/10/09/Brazil-protects-Amazon-increasing-size-protected-areas
http://www.worldbank.org/en/results/2013/10/09/Brazil-protects-Amazon-increasing-size-protected-areas
http://www.telegraph.co.uk/news/worldnews/europe/italy/11016777/For-sale-at-one-euro-a-house-in-an-idyllic-Sicilian-village.html
http://www.telegraph.co.uk/news/worldnews/europe/italy/11016777/For-sale-at-one-euro-a-house-in-an-idyllic-Sicilian-village.html
http://www.telegraph.co.uk/news/worldnews/europe/italy/11016777/For-sale-at-one-euro-a-house-in-an-idyllic-Sicilian-village.html
http://www.telegraph.co.uk/travel/destinations/asia/srilanka/11914539/Sri-Lanka-holidays-readers-tips-advice-and-recommendations.html
http://www.telegraph.co.uk/travel/destinations/asia/srilanka/11914539/Sri-Lanka-holidays-readers-tips-advice-and-recommendations.html
http://www.unesco.org/new/en/safeguarding-syrian-cultural-heritage/national-initiatives/syrians-protect-their-heritage/
http://www.unesco.org/new/en/safeguarding-syrian-cultural-heritage/national-initiatives/syrians-protect-their-heritage/


231

• “The Best Countries for Food - Lonely Planet.” 
Lonely Planet. Lonely Planet, 27 June 2012. 
Web. 27 Nov. 2015

• The Future of World Religions: Population 
Growth Projections, 2010-2050. Washington, 
D.C.: Pew Research Center, 2015. Pew Research 
Center. Pew Research Center, 2 Apr. 2015. Web. 
27 Nov. 2015

• “The World’s Most Culturally Rich Countries.” 
The Huffington Post. TheHuffingtonPost.com, 6 
Mar. 2014. Web. 27 Nov. 2015

• “Top 10 Travel Destinations You Didn’t Know 
About.” Forbes. Forbes Magazine, n.d. Web. 27 
Nov. 2015

• “U.S.-Brazil Joint Statement On Climate 
Change.” The White House. The White House, 30 
June 2015. Web. 27 Nov. 2015

• “UNWTO Global Report on Adventure Tourism.” 
Adventure Travel Trade Association. Adventure 
Travel Trade Association, 2014. Web. 27 Nov. 
2015

• “Urban Population (% of Total).” The World Bank. 
The World Bank, n.d. Web. 27 Nov. 2015

• “World Heritage List.” UNESCO World Heritage 
Centre. UNESCO World Heritage Centre, n.d. 
Web. 27 Nov. 2015

• Valo, Martine. “Gabon: Protecting Vital Forests, 
and Communities.” The Guardian. The Guardian, 
27 Aug. 2015. Web. 27 Nov. 2015 
 
 

• Wages, Joan. “Why Museums Are Important.” 
The Huffington Post. TheHuffingtonPost.com, 
19 Dec. 2014. Web. 27 Nov. 2015

• Williams, Christopher. “Airbnb Aims to Reshape 
Travel Industry.” The Telegraph. Telegraph Me-
dia Group, 20 Sept. 2014. Web. 27 Nov. 2015

• Zerdoumi, Amir Jalal. “For French-Algerians and 
Algerian-French, No Place to Truly Call Home.” 
The New York Times. The New York Times, 15 
Aug. 2015. Web. 27 Nov. 2015

http://www.lonelyplanet.com/travel-tips-and-articles/76220
http://www.lonelyplanet.com/travel-tips-and-articles/76220
http://www.pewforum.org/files/2015/03/PF_15.04.02_ProjectionsFullReport.pdf
http://www.pewforum.org/files/2015/03/PF_15.04.02_ProjectionsFullReport.pdf
http://www.pewforum.org/files/2015/03/PF_15.04.02_ProjectionsFullReport.pdf
http://www.huffingtonpost.com/the-active-times/the-worlds-most-culturall_b_5438473.html
http://www.huffingtonpost.com/the-active-times/the-worlds-most-culturall_b_5438473.html
http://www.forbes.com/pictures/feki45mddl/10-latvia/
http://www.forbes.com/pictures/feki45mddl/10-latvia/
https://www.whitehouse.gov/the-press-office/2015/06/30/us-brazil-joint-statement-climate-change
https://www.whitehouse.gov/the-press-office/2015/06/30/us-brazil-joint-statement-climate-change
http://www.adventuretravel.biz/store/unwto-global-report-on-adventure-tourism
http://www.adventuretravel.biz/store/unwto-global-report-on-adventure-tourism
http://www.adventuretravel.biz/store/unwto-global-report-on-adventure-tourism
http://data.worldbank.org/indicator/SP.URB.TOTL.IN.ZS
http://data.worldbank.org/indicator/SP.URB.TOTL.IN.ZS
http://whc.unesco.org/en/list
http://whc.unesco.org/en/list
http://whc.unesco.org/en/list
http://www.theguardian.com/world/2015/aug/27/gabon-forests-protect-communities-biodiversity-climate-change
http://www.theguardian.com/world/2015/aug/27/gabon-forests-protect-communities-biodiversity-climate-change
http://www.huffingtonpost.com/joan-wages/why-museums-are-important_b_6355710.html
http://www.huffingtonpost.com/joan-wages/why-museums-are-important_b_6355710.html
http://www.telegraph.co.uk/finance/newsbysector/retailandconsumer/leisure/11110784/Airbnb-aims-to-reshape-travel-industry.html
http://www.telegraph.co.uk/finance/newsbysector/retailandconsumer/leisure/11110784/Airbnb-aims-to-reshape-travel-industry.html
http://www.nytimes.com/2015/08/16/world/africa/france-algeria-immigration-discrimination-racism.html?_r=1
http://www.nytimes.com/2015/08/16/world/africa/france-algeria-immigration-discrimination-racism.html?_r=1


View the full Best Countries rankings:
usnews.com/news/best-countries

THERE ARE A MYRIAD OF PEOPLE TO THANK IN BRINGING THIS PROJECT TOGETHER AND THEY INCLUDE:

U.S. NEWS & WORLD REPORT Best Countries Team

WPP GROUP Abbey Lunney, Whitney Goodman, Anna Blender, Will Johnson, Khaled Hassan, 
Charlie Hanzel, Nicole Fares, David Roth, Gyve Safavi, Nissa Ostroff

THE WHARTON SCHOOL Bruce Brownstein, Jeff Cai

The U.S. News Best Countries portal hosts the complete rankings list as well as dozens of sub-categories that rank 
countries in areas such as investing, business, tourism and the environment. The site features in-depth coverage and 

analysis examining the trends and drivers behind the rankings. Updated continuously, Best Countries is rich with photos, 
videos and comprehensive statistics about all 60 countries on the list.


