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The article explores the role of a digital platforms like a tool for building a
state brand in the modern information society. It can show us the evolution of the
concept “state brand” is from the classical idea of a national image to a complex
reputational structure which was created in the digital environment. The scientific
analyzes approaches to digital diplomacy, public relations, and intercultural
communication in the state branding's context. The most important attention is
paid to the role of social networks as key channels of international communication
which can allow direct interaction between state institutions, citizens, and the
global audience.

Based on content analysis of digital communication strategies of Ukraine,
Estonia, and South Korea are the main mechanisms and how social platforms
influence the sensation of the state are identified: visualization of national identity,
involvement of citizens in creating positive content, crisis communication, and
algorithmic targeting. The article also consist of some risks. There are information
manipulation, personalization of the state image, and the needs to ensure the
authenticity of communication.

The results show that in nowadays digital platforms are not just media
channels but also a part of public policy in the field of public diplomacy. Their

effective use determines the ability of the state to build trust, increase international
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recognition, and maintain a positive digital reputation in the conditions of global
competition for the attention of the world audience.
Keywords: brand, branding, state brand, digital platforms, social networks,

digital diplomacy, public diplomacy, international image.
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Y crarTi gochmipkeHo poiib U(PpPOBUX TUIATPOPM  SK  ITHCTPYMEHTY
dbopMyBaHHS OpeHAY ep>KaBU B yMOBaX Cy4acHOTO 1HPOPMAIIIHOTO CyCIIHCTRA.
Po3kpuTO €BOIIOIII0 TIOHATTS «OPEHIT AepKaBW» — BiJ KIIACHYHOTO YSBIICHHS PO
HAI[lIOHATBHUHN IMIJ[K 10 KOMIUIEKCHOT PemyTalliifHOi KOHCTPYKIIi, 10 (GOpPMYETHCS
y nudpoBOMy CepenoBHIll. 3MIHCHEHO aHAll3 HAyKOBUX IMAXOMIB 10 PO3yMiHHS
upoBoi AUIIIOMATII, IMUIKY Ta MDKKYJIBTYPHHUX KOMYHIKalld y KOHTEKCTI
nepxkaBHoro OpeHAnHTY. OCOOIMBY yBary MpHUIiJICHO POJIi COIABHIX MEPEX SK
KJIIOUYOBUX KaHajJiB MIDKHAPOAHOI KOMYHIKalli, 3[aTHUX 3a0€3NEYUTH MpPAMY
B3a€EMOJII0 MK JEpKaBHUMHM 1HCTUTYILISIMM, TpPOMaJsHaMHU Ta CBITOBOIO
ayaUTOPIEIO.

Ha ocHOB1 KOHTEHT-aHaMI3y HUPPOBUX KOMYHIKAIMHUX CTpATeriid Y KpaiHu,
Ectonii Ta IliBgennoi Kopei BU3HaA4€HO OCHOBHI ME€XaHI3MHU BIUIMBY COLIAIbHUX

maTGopM Ha CHOPUUHATTS JIepXKaBH: Bi3yalli3allil0 HalllOHAJIBHOI 1€HTUYHOCTI,
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3aITy4eHHS TPOMA/ISIH 10 CTBOPEHHS TTO3UTUBHOTO KOHTEHTY, KPU30BY KOMYHIKAITIO
Ta aJrOPUTMIYHE TapreTyBaHHsA. Y poOOTI TaKOX BHUSABICHO HU3KY PU3UKIB —
iH(dopMarIiiiiHi MaHimyJsli, nepcoHidikaIlio Aep>KaBHOTO IMIKY Ta MOTpedy B
3a0€3MeUYeHH] aBTCHTUYHOCTI KOMYHIKaITliH.

OtpumaHni pe3ynbTaTu CBIiT4YaTh, M0 NMU(PPOBI TIATHOPMHU CHOTOAHI CTAIOTh
HE TPOCTO Melia-KaHallaMH, a CKJIaJIOBOIO JIeP>KaBHOI MOJITUKH Y cepi myOmiaHOoT
JUIIOMATii. IX eeKTHBHE BUKOPHUCTAHHS BU3HAYAE 31aTHICTh JePKaBH (QOPMYBaTH
JOBIpY, HIABUIIYBATH MI)KHAPOAHY BII3HABAHICTh 1 MIATPUMYBATH ITO3UTHUBHY
nudpoBy pemyTalilo B yMOBax INIOOAdbHOI KOHKYpPEHIli 3a yBary CBITOBOI
ayJIuTopii.

KurouoBi ciioBa: 6penn, OpeHauHr, OpeHa Aep:kaBu, HU(POBI TIATPOPMHU,
colliajibHl Mepexi, IudpoBa aurIomartis, MyOJiuHAa JUIIOMATIs, MIXHAPOIHUN
IMI1JIK.

Introduction. In the contemporary information society, which is
characterised by very fast data exchange and intensive communication processes.
Forming a nation is shaped not solely through conventional tools of foreign policy,
diplomacy, or cultural representations, but also via active digital presence in the

global communication sphere/space.

The state brand in this context should be viewed as a complex
communicative system that goes beyond national symbols, stereotypes, or
cultural associations. It explores a strategically built reputation that is shaped
through interaction between government institutions, citizens, and the
international community in the digital environment.

Digital platforms is a social networks, online media, mobile applications,
and interactive virtual services — play the role of key communication tools for
modern states. They provide new opportunities to promote national values,
innovations, cultural potential, and the political image of a country at the global
level.

Recently, Ukrainian researchers such as Antonyuk O. [1], Blinova Ye. [2],
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Ilnytska U.V. [3], Maksymova I., Purii H., Padalka O., Kulishov V. [4],
Nahorniak T.L. [5], and Tkach Ye.V. [6-7] have been analysed the part of the state
model in international communication. In this article, we examine digital
platforms are considered as a key tools for state branding.

Materials and Methods. The methodological basis of the enquiry is a
systematic and interdisciplinary perspective to analyzing how a state brand is
established in the digital environment. The study is based on theories of
communication, branding, digital diplomacy, sociology of the information age, and
public relations.

To achieve the goal of the research, the next following methods were used: the
analytical method is to examine; the theoretical basis of the state brand, digital
communication, and diplomacy; comparative analysis — to contrast the experience of
different countries in using digital platforms for branding; content analysis use to
examine social media publications and official communication channels, and to
identify key narratives, visual images, and communication strategies.

Results. The concept of a state brand appeared in academic research at the
end of the 20th century and was further developed by the British scholar Simon
Anholt (2007) [8]. Simon Anholt suggested that a state brand should be seen as an
integrated indicator of political, economic, cultural, and social potential that shows
the country’s place in the world system of communication and cooperation.

In contrast to the traditional understanding of a country’s visual, a state brand
has more complex concept. It is a non-material asset that combines together rational
and emotional elements of how a country is viewed internationally. Developing such
a brand requires coordinated work in several key areas [1-8]:

— public diplomacy is targeted communication to influence international

audiences;
— Mediarepresentation — ensuring  visibility  of  the
country in  the information space;

— Cultural diplomacy — promoting national values through art, education, and

humanitarian initiatives;
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— Digital reputation — formed through the country’s online presence and
audience reactions.

The modern stage of communication development is marked by the
transition to Web 2.0 and Web 3.0, where online interaction becomes two-way and
often collective. In these conditions, the audience is no longer a passive receiver
of information but becomes an active co-creator or prosumer, influencing how a
state 1s perceived through comments, reactions, memes, and online initiatives [9].

As a result, digital environments have changed the logic of building a
national brand: from a vertical model of one-way government communication to
horizontal interaction, where the reputation of a country is formed through
dialogue between official institutions, citizens, and the global community.

In today’s communication space, social networks play a central role in
forming and maintaining the state brand. Their uniqueness lies in combining wide
reach with interactive communication, allowing government institutions,
embassies, and public organisations to interact effectively with the global
audience in real time [1-9; 12-14].

Social networks have become new public arenas where ideas about the
political, cultural, and economic attractiveness of a country are formed. In contrast
traditional media, communication in social networks have decentralised character:
official statements coexist with user-generated content, journalists, experts, and

citizens, who take part in forming the national image.

In this context, the state brand appears as an open communication structure
that is constantly updated through feedback between the government and society.
The very nature of dialogue in social networks helps increase trust in government
communication.

Digital diplomacy has become an important part of international relations.
Through official accounts on Twitter, Facebook, Instagram, YouTube, TikTok,
LinkedIn and the most important thing that government institutions aren’t only
share information but also communicate in a more emotional and human way,

making the state appear more open and approachable [8-14].
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For example, Estonia uses social platforms to highlight innovation and
technological progress. The e-Estonia project positions the country like a global
leader in digital governance, emphasizing efficiency, transparency, and digital
trust as core elements of brand [10].

South Korea combines government communication with cultural
diplomacy through K-pop and cinema, using YouTube, Instagram, and TikTok to
promote modern Korean culture and strengthen its image as an innovative and
creative nation [11].

Ukraine’s experience is remarkable too. Since 2022, official pages of
Ukrainian institutions — especially the Ministry of Foreign Affairs, the Office of
the President, and the Ministry of Digital Transformation — have actively used
Twitter, Telegram, and TikTok for public diplomacy. Through short videos,
infographics, memes, and hashtags such as #StandWithUkraine and
#BraveUkraine, Ukraine presents as a nation of freedom, technology, and
resilience [1-7; 12-14].

Social media influence the nation brand through several interrelated

mechanisms (see Figure 1).

e A
Interactive citizen participation — users act as “digital ambassadors” of their

country by sharing content and generating positive associations.

Visualization of national identity — visual imagery, video, and symbols shape an
emotional perception of the country.

Crisis communication — social media enable rapid responses to information
challenges, debunking of disinformation, and the maintenance of international

\__support.

Algorithmic targeting — digital marketing tools deliver tailored messages precisely

| to defined target audiences.

Picture 1. Mechanisms of social media influence on the nation brand

Thanks to these mechanisms, countries can build more flexible, adaptive,
and personal communication strategies that fit the fast-changing global digital
environment. Despite advantages, the use of social networks in promoting the

state brand also brings some troubles [1-14].
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Firstly, there is a risk of information manipulation and spreading fake news,
which can negatively affect the international reputation of a country.

Secondly, the personalization of digital communication can make the
country’s image depend too much on certain political leaders.

Third, there is a growing need for transparency and honesty, because social
media users react strongly to any signs of manipulation or propaganda.

Therefore, today social networks are not just an additional channel of
government communication, but an important tool of public diplomacy that shapes
the image of the country in the eyes of the world. How wisely and ethically a
country uses this tool determines its ability to keep a positive digital reputation
based on trust, openness, and consistent of communication.

Conclusion. As a result of the research, it was found that the state brand in
the digital age is not a static image but a dynamic system of communication. It is
formed through interaction between the government, citizens, and the global
community. Digital platforms, especially social networks, make it possible to have
direct dialogue, feedback, and quick responses, which makes them an important

tool of modern public diplomacy.

It was found that such countries as Ukraine, Estonia, and South Korea show
us different models of using digital communication in state branding — from
focusing on political independence and stability (Ukraine) to innovation (Estonia)
and cultural influence (South Korea). This proves the universal potential of digital
platforms in forming a state’s reputation and shows the need to adapt
communication strategies to the national context.

It was proven that effective use of social networks helps to visualise
national identity, increase international trust, and strengthen a positive image of
the country. At the same time, the digital space can bring some challenges or
troubles as spreading false information, risks of manipulation, and the need to
keep communication honest and transparent.

As a result, forming a state brand in the digital’s day requires a systematic

approach that combines technology, cultural diplomacy, and strategic
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communication management. Future research might focus on creating ways to
measure the effectiveness of digital branding and studying how artificial

intelligence and algorithms affect the international reputation of country.
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