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REZIME

Proces globalizacije je otvorio citav
niz pitanja u modernoj ekonomskoj nauci i
praksi. Otvorena pitanja zahtijevaju jasne od-
govore i odgovarajuce akcije kako bi se mogli
prilagoditi novom okruzenju koje je odredeno
globalizacijom. Cilj ovog rada je da da odgo-
vore na pitanja: Koliko ima smisla nacional-
no brendiranje u uslovima globalizacije i me-
dunarodne vertikalne proizvodne integracije?
Na osnovu istrazivanja namece se potreba za
pazljivijim vodenjem spoljnotrgovinske poli-
tike od strane vlade, a, posebno, u kreiranju
nacionalnih brendova i podrsci pri izvoznom
brendiranju. Novo okruzenje zahtijeva novi
pristup u upravljanju nacionalnim brendovi-
ma. Pazljivom kombinacijom dva koncepta
(“Made in” i “Made by”) obezbjeduje se do-
voljno prostora za izvozno brendiranje. Glav-
ni problem je kako podrzati sektor preradi-
vacke industrije i kako kombinovati privatne i
nacionalne brendove?

Kljucéne rijeci: nacionalni brendovi, izvozno
brendiranje, globalizacija, trgovinska politika.

UvoD

Koliko puta smo kupili proizvod o
kome smo imali nedovoljno informacija
samo zbog oznake made in, ili koliko puta
smo odustali od kupovine zbog pomenutih
oznaka, a sve na bazi naseg subjektivnog
stava o zemlji porijekla proizvoda. Situacija
je sli¢na 1 kod privatnih brendova, a, naroci-
to, kod proizvoda koje kupujemo prvi put. U

SUMMARY

Process of globalization opened a
large number of issues in modern economic
science and practice. Opened questions re-
quire clear answers and appropriate response
in order to be able to adapt to the new en-
vironment defined by globalization. The aim
of this paper is to provide an answer to the
question: How much is the national brand-
ing meaningful in terms of globalization and
international vertical integration of produc-
tion? From the results of research performed
is a need for careful management of foreign
trade policy of the government, and especial-
ly in creating and supporting of national ex-
port branding. New environment requires a
new approach to managing national brands.
Careful combination of two concepts (“Made
in” and “Made by”) provides enough space
for export branding. Main problem is how to
support manufacturing sector, how to com-
bine private and national brands?

Keywords: national brands, export branding,
globalization, trade policy

INTRODUCTION

How many times have we bought a
product that we do not have enough infor-
mation about only on basis label “Made in”,
or how many times we gave up buying be-
cause of these labels, all based on our sub-
jective view on the country of origin of the
product. The situation is similar for private
labels, especially for products that we buy
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vecini slucajeva ¢emo se opredijeliti za pro-
izvode sa brendom za koji imamo formiran
stav ne ulaze¢i u pazljviju analizu ponude.
Kombinovanjem privatnog 1 nacionalnog
brenda nase opredjeljenje za odredeni pro-
izvod postaje jace. Odluka o kupovini nije
donijeta na osnovu nase objektivne spoznaje
o bitnim karakteristikama proizvoda, ve¢ na
osnovu naseg subjektivnog stava prema ze-
mlji porijekla ili pak stava o privatnom bren-
du. Naravno, nase opredjeljenje za odredeni
brend mozZe biti zasnovano i na prethodnom
pozitivnom ili negativnom iskustvu sa pro-
izvodima. U daljoj analizi problema fokus
¢emo primarno zadrzati na nacionalnim
brendovima.

Kako bismo ilustrovali sustinu problema,
posluzi¢emo se sa nekoliko hipotetickih primjera:

1. Odlucili smo se za kupovinu feta sira. Po-
Sto se radi o proizvodu sa zasticemnim
geografskim porijeklom, mogli smo da
kupimo feta sir nekog grckog proizvodaca,
ili njegovu kopiju od proizvodaca iz dru-
gih zemalja pod drugim nazivom, ali nase
opredjeljenje je da kupimo fetu. Da li je ta
feta grcka? Evidentno je da je proizvedena
u Grekoj, posto se radi o zaSticenom geo-
grafskom porijeklu. U kontekstu globalne
ekonomije, moguce je da je sir proizveden
od mlijeka u prahu koje je uvezeno iz Dan-
ske. Ako tome dodamo i ¢injenicu da je na-
vedeni sir proizveden u pogonima multina-
cionalne kompanije ,, MEGGLE®, onda se
postavlja pitanje u kojoj mjeri taj sir moze
nositi oznaku ,,made in Greece*? Mozemo
zakljuciti da je taj sir grcki samo onim di-
jelom kolika je proporcionalna vrijendost
angazovanog grckog rada u vrijednosti
finalnog proizvoda. Najrealnije bi bilo da
kupljena feta moZe da nosi oznaku ,,made
by Meggle*ili,,made by x capital*“. Ko ima
najvecu korist od upotrebe brenda feta?

2.  Kupujemo deterdZzent za pranje rublja i
naSa odluka je Henkelov ,,Persil“. Takvu
odluku smo donijeli na osnovu naseg
uvjerenja da Henkel obezbjeduje vrhun-
ski kvalitet. Oznaka zemlje porijekla,
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for the first time. In most cases, we will opt
for products with the brand for which we
have a position on the issue without going
to analyze offer carefully. By combining
private and national brands our commit-
ment for specific product gets stronger. The
decision to buy is made on the basis of our
objective knowledge of the essential char-
acteristics of the product, but based on our
subjective attitude towards the country of
origin or the attitude of the private brand.
Of course, our commitment to a brand can
be based on the previous positive or nega-
tive experience with the products. For fur-
ther analysis of the problem we will primar-
ily keep focus on the national brands.

To illustrate the essence of the prob-
lem we will use a few hypothetical examples:

1.  We decided to buy Feta cheese. Since
it is a product with protected geograph-
ical origin we could buy Feta cheese
from Greek producers, or copy of the
manufacturers of other countries under
different name, but our commitment
is to buy Feta. Is Feta Greek? There is
evident that it is produced in Greece,
as protected geographical origin. In
the context of the global economy, it
is possible that cheese is made from
milk powder that was imported from
Denmark. If we add the fact that the
aforementioned cheese is produced in
the plants of multinational companies
“MEGGLE,” then the question is to
what extent the cheese can be labeled
“made in Greece”? We can conclude
it is Greek cheese only in level of val-
ue engaged work in final product. The
most realistic would be Feta cheese can
be labeled “made by Meggle” or “made
by x capital”. Who has the greatest ben-
efit from the use of brand Feta?

2.  We bought laundry detergent and
our decision was Henkel “Persil”.
We made such decision based on
our belief that Henkel provides su-
perior quality. Label the country of
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tj. ,,made in Serbia“ nam nije bila ni od
kakve vaznosti poSto je nase povjerenje
u Henkel potpuno. U ovom primjeru
imamo da je privatni brend, tj. ,,Henkel*
mnogo jac¢i od nacionalnog oznacavanja,
tj. u ovakvom slucaju nacionalno ozna-
cavanje nema nikakav smisao u kontek-
stu podrske privatnom brendu. ,,Persil® je
proizveden u Srbiji uz upotrebu sirovina
iz Henkelovih postrojenja Sirom svijeta.
Takode, znanje ugradeno u ,,Persil® nije
rezultat srpskog razvoja, nego njemac-
kog. Najzacajniji proizvodni faktor kapi-
tal nije srpskog porijekla. Sumirajuéi ove
¢injenice, ne mozemo reci da je ,,Persil*
proizveden u Henkelovim pogonima u
Srbiji, srpski proizvod. ,,Persil“ je ,,made
by Henkel*.

Donijeli smo odluku da kupimo racunar
IBM kupujuéi americki kvalitet 1 presti-
znu tehnologiju, a ne racunar sa bren-
dom kineske kompanije, mada drugi ima
znacajno niZu cijenu i raspolaze sa bo-
ljim performansama. Medutim, i jedan
1 drugi racunar nose oznaku ,,made in
China®“. Ako detaljnije analiziramo ovu
situaciju, onda ¢emo uvidjeti da su oba
racunara razvijena u silikonskoj dolini
u USA, sklapaju se u istim proizvodnim
postrojenjima u Kini, uz koriStenje uvo-
znih komponenti od istih proizvodaca iz
Japana, Juzne Koreje 1 Tajvana. Razlika
izmedu ova dva raCunara je u trzisnoj
vrijednosti privatnog Brenda, a §to se re-
flektuje na maloprodajnu cijenu. Koji je
od ova dva racunara vise kineski ili viSe
americki?

Opredijelili smo se za ljetovanje u Tur-
skoj u hotelu sa vrhunskom uslugom.
Naravno, hotel je lociran u Turskoj na
truskim plazama, ali je vlasnik hotela
francuska kompanija. U hotelu se sluze
hrana i pice ¢ije je porijeklo iz evropskih
drzava i to primarno iz zemalja EU. Nja-
veéi dio opreme u hotelu je evropskog
porijekla. Kupili smo tursku destinaciju
za odmor, ali smo u maloj mjeri dobili
tursku uslugu.

3.

origin ie. “Made in Serbia” has not
been of no importance because our
confidence in the Henkel brand. In
this example, we have a brand that
is private. The national mark has no
any importance in the context of sup-
porting the private brand. “Persil” is
made in Serbia, with the use of raw
materials from Henkel plants world-
wide. Also, the knowledge embedded
in the “Persil” is not the result of Ser-
bian development, but German. The
most significant factor of production
is capital that is not Serbian. Sum-
marizing these facts, we cannot say
that “Persil” is produced by Henkel
in Serbia, Serbian product. “Persil” is
“made by Henkel.”

We made decision to buy IBM PC buy-
ing American quality and prestigious
technology and not a computer brand
with Chinese companies, while the oth-
er has much lower price and has better
performance. However, both computers
are labeled “made in China”. If we an-
alyze further this situation, we will see
that both computers were developed in
Silicon Valley in the USA, assembled
in the same manufacturing facilities in
China, with use of imported components
from the same manufacturer from Japan,
South Korea and Taiwan. The difference
between two computers in the market is
value of pri-vate brands, and that is re-
flected in the retail price. Which of these
two com-puters are more Chinese or
more American?

We are committed to holidays in Turkey
at the hotel with top service. Of course,
the hotel is located at Turkey beaches,
but the owner of the hotel is French com-
pany. The hotel serves food and drink,
which originate from European coun-
tries and particularly from the EU. Most
of the equipment in hotel is European or-
igin. We bought Turkish holiday destina-
tion, but we got small degree of Turkish
service.
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Ovakvih kontroverznih primjera bi-
smo mogli navesti jo§ monogo, ali je cilj bio
da se ilustruje kompleksnost problema sa
kojim se suo¢avamo u nacionalnom brendi-
ranju. Nacionalni brend je viSedimenzional-
na kategorija koja se ne ograni¢ava samo na
izvoz proizvoda i usluga. Poznato je da se on
kreira 1 koristi u svrhu promovisanja zemlje
kao investicione destinacije, ali 1 za promovi-
sanje nacionalne kulture. Vrlo esto se kreira-
ju privatni brendovi koji svojim semantickim
izrazom ukazuju na zemlju porijekla, stvara-
juéi logic¢ku vezu izmedu proizvoda i imidza
zemlje. ZabiljeZeni su slucajevi da su kom-
panije van Italije koristile italijanske nazive
kako bi kupca asocirali na prestizan italijan-
ski dizajn, mada u suStini nemaju nikakvu
vezu sa Italijjom. Takode, postoje slucajevi
asociranja na Japan (savremena elektronska
tehnologija), na Njemacku (visok nivo kva-
liteta), itd. Prije nego Sto pristupimo daljnoj
analizi, dajemo nekoliko osnovnih napomena
o brendu, nacionalnom brendu i nacionalnom
imidzu. Domen naSeg razmatranja je naci-
onalno brendiranje u kontekstu promocije
izvoza proizvoda i usluga. U prethodnim hi-
potetickim primjerima poistovjeceno je naci-
onalno oznacavanje sa nacionalnim brendira-
njem, a ovakav pristup je zadrzan i u daljem
tekstu. Razlog positovjeéivanja je u tome §to
nacionalno brendiranje razmatramo u kontek-
stu promovisanja izvoza. Nacionalno oznaca-
vanje je dobrovoljna aktivnost i ono nam daje
jasnu informaciju o porijeklu robe. Oznacava-
njem se jasno ukazuje na nacionalno porije-
klo robe, a, istovremeno, se uspostavlja veza
sa nacionalnim brendom ili brendovima.

NACIONALNI IMIDZ | NACIONALNI
BREND

Imidz zemlje je kompleksna katego-
rija ¢ija adekvatna izgradnja zahtijeva dobro
planirane, osmisljene i koordinisane aktivno-
sti. Problem mjerenja imidza zemlje se rje-
Sava rangiranjem, tako da danas imamo ne-
koliko ranglisti koje daju razlicite rezultate u
rejtingu zemlje. Pomenuéemo dvije rangliste:
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Such controversial examples might
indicate there is still much, but the goal was
to illustrate the complexity of the problems
we face in the national branding. National
brand is multidimensional category, which
is not limited to the export of products and
services. It is known that it is created and
used for the purpose of promoting the coun-
try as an investment destination, but also for
the promotion of national culture. Very often
we meet with created private brands whose
semantic expression indicates the country of
origin, creating a logical connection between
the product and the image of the country.
There have been cases of companies outside
Italy using Italian names for customers asso-
ciated to the prestigious Italian design, but in
fact, they have nothing to do with Italy. There
are also cases of association of Japan (mod-
ern electronic technology), of Germany (high
quality), and so on. Before we move on fur-
ther analysis we give some basic note of the
brand, a national brand and national image.
Domain of our consideration is a national
branding in the context of the promotion of
exports of goods and services. In the previ-
ous hypothetical examples we identified the
national labeling with national branding, and
this approach has been retained in the text be-
low. Reason for identification is that national
branding discussed in the context of promot-
ing exports. The national designation is a vol-
untary activity, and it gives us a clear state-
ment of origin. The labeling clearly indicates
the national origin of goods, while simultane-
ously establishes the connection with national
brand or brands.

NATIONAL IMAGE AND NATIONAL
BRAND

Image of the country is a complex cat-
egory with adequate building requires well
planned, designed and coordinated activities.
The problem of measurement of national im-
age is solved by country ranking, so now we
have several rankings which give different
results in the rating of the country. We shall
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Anholtov National Brand Index (NBI) i East-
West Golbal Index 200. Ova dva indeksa su
razli¢ito struktuirana i koriste razli¢ite ulazne
informacije tako da daju i razli¢ite rezultate u
rangiranju zemalja.

Martin i Eroglu (1993) pod imidZom
zemlje smatraju skup svih opisnih i infor-
macionih vjerovanja koje pojedinac ima o
odredenoj zemlji. Thakor 1 Katsanis (1997)
imidz zemlje definiSu kao skup znanja o aso-
cijacijama razli¢ite kompleksnosti i snage o
odredenoj zemlji. Ove asocijacije podrazu-
mijevaju 1 izgradene stereotipe o zemlji koji
su sveobuhvatni 1 doprinose Sirenju odrede-
nih vjerovanja i stavova o zemlji. Nacionalni
imidz obuhvata: vrijednost zemlje i nemate-
rijalnu imovinu vezanu za zemlju. Vrijednost
zemlje predstavlja udio potroSaceve sklono-
sti ka brendu ili proizvodu koji je izveden
iz grupe proizvoda vezanih za odredenu ze-
mlju. Nematerijalna imovina podrazumijeva
asocijaciju na zemlju koja odrazava sud o
dimenzijama kvaliteta koje zemlja verifikuje
putem izvoza. Naime, nematerijalna imovina
nacionalnog imidza je ekvivalentna stavu
potroSaca o razlici u vrijednosti koju dobija
opredjeljenjem za odredeni nacionalni brend.
Dva su osnovna efekta imidza zemlje: ,,Halo*
efekat 1 sumarni efekat. ,,Halo* efekat je pri-
sutan kada potrosac formira svoj stav o proiz-
vodu prije njegove kupovine. Sumarni efekat
predstavlja shvatanje zemlje na bazi akomuli-
ranih iskustava sa proizvodima i brendovima
iz odredene zemlje. Ova dva efekta nacional-
nog imidZa su u interakciji 1 doprinose boljem
prihvatanju proizvoda sa nacionalnim pred-
znakom. Nacionalni imidZ je dinamicna kate-
gorija koja je podlozna stalnim namjernim i
nenamjernim promjenama. U izgradnji naci-
onalnog imidZa ucestvuje Citav skup nacio-
nalnih institucija, bave¢i se imidzom zemlje
svaka iz svog apsekta.

Ishodiste aktivnosti na promovisa-
nju zemlje 1 izgradnji nacionalnog imidza je
izgradnja nacionalnog brenda. U literaturi
postoje razli¢ite definicije brenda tako da se
brend (marka) definiSe kao holisticka suma
svih podataka o proizvodima ili grupama

mention two rankings: Anholtov National
Brand Index (NBI) and the East-West Golbal
Index 200. These two indices are structured
differently and use different inputs which
give different results in ranking of countries.

Martin and Eroglu (1993), under the
image of the country consider the set of all de-
scriptive information and belief that an individ-
ual has about a particular country. Thakor and
Katsanis (1997) define the country’s image as
a collection of knowledge on associations of
varying complexity and strength of a country.
These associations imply constructed stereo-
types of the country that are comprehensive and
contribute to the spread of certain beliefs and
attitudes about the country. National image in-
cludes: value of country and intangible assets
related to the country. The value of country’s
share of the consumer’s preference for brand or
product that is derived from a group of products
related to a specific country. Intangible asset en-
tail the association of a country that reflects the
judgment of the level of quality that verifies the
country through exports. The intangible asset of
the national image is equivalent to the attitude
of consumers in the difference between values
received by the commitment to a national brand.
There are two main effects of the country’s
image, “halo” effect and the summary effect.
“Halo” effect is present when consumers form
their opinion about the product before they buy
it. The summary effect is the comprehension
of country based on accu-mulated experiences
with products and brands in a specific country.
These two effects of national image interact and
contribute to better acceptance of the product
with a national prefix. National image is a dy-
namic category that is subject to constant inten-
tional and unintentional changes. The building
of national image involves a group of national
institutions dealing with the image of the coun-
try, each with its aspects.

Goal of activities in promotion of the
country and building a national image is build-
ing a national brand. In the literature there are
different definitions of the brand so that the
brand is defined as the sum of holistic infor-
mation about the products or product groups
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proizvoda radi poboljSanja vjerodostojnosti
1 rejtinga organizacije, ili brend predstav-
lja prepoznatljivu oznaku ili ime odrede-
nog proizvoda, stvaraju¢i snazan i trajan
identitet proizvoda ili usluge i predstavlja
posebnost kompanije i1 podstiCe osjecaje
povjerenja, korisnosti i1 sigurnosti. Bitna
karakteristika je Sto on diferencira proi-
zvod, uslugu ili kompaniju od ostalih kon-
kurenata na trziStu. Funkcija brenda je da
svojim identitetom prenese odredenu poru-
ku potrosac¢ima i1 da stvori odredenu sliku
u potrosacevom dozivljavanju brenda. Isti-
c¢emo dva vazna aspekta brenda: (1) isku-
stveni, koji predstavlja skup svih dodirnih
tacaka sa brendom; (2) psiholoski, simbo-
licka konstrukcija kreirana u misljenju ljudi
1 sadrzi sve informacije 1 ocekivanja koja
asociraju na proizvod ili uslugu.

Ne ulaze¢i u detaljniju klasifikaci-
ju brendova, mi ¢emo navesti dvije osnovne
grupe brendova: krovni ili grupni brendovi
1 pojedinacni brendovi. Krovni brendovi se
odnose na grupu proizvoda ili na ¢itavu kom-
paniju ili odredenu privrednu granu ili pak na
odredeni geografski prostor. Nacionalni brend
svrstavamo u ovu grupu. Pojedina¢ni brendovi
se vezuju sa po-jedina¢nim proizvodima ili sa
pojedina¢nim kompanijama prisutnim u jednoj
uskoj privrednoj grani. ImidZ zemlje je u jakoj
interakciji sa nacionalnim brendom tako da po-
stoji njihova velika meduzavisnost, povezanost
1 medusobno djelovanje. Postoji velika razlika
u izgradnji nacionalnog brenda i1 pojedina¢nog
brenda. Naime, specifi¢nost izgradnje nacio-
nalnog brenda je sadrzana u sljede¢em:

1. Prikreiranju pojedinaénih brendova, mo-
guce je sprovesti bilo koju aktivnost koja
podrazumijeva i povlacenje proizvoda sa
trzista, unaprijediti i modifikovati brend,
ukinuti postojeci i uvesti novi brend. Sve
ove aktivnosti nije moguce sprovesti pri
kreiranju nacionalnog brenda.

2.  Kod nacionalnih brendova postoji pro-
blem mjerenja efikasnosti. Zbog razli-
Citth interesa, pojedini aspekti bren-
da nemaju istu relativnu vrijednost za
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in order to improve the credibility and rating
organization, or a recognizable brand name or
label of a product, creating a strong and lasting
identity of the product or service and a spe-
cial company and encourages feelings of trust,
usefulness and safety. An important feature
is that it differentiates the product, service or
company from other competitors in the mar-
ket. The function of a brand is to communicate
its identity through a certain message to con-
sumers and to create a specific image in the
consumer’s perception of the brand. We point
out two important aspects of the brand: (1) Ex-
periential aspect, which is the set of all points
of contact with the brand. (2) Psychological
aspect, which is symbolic structures created in
the opinion of the people and contains all the
information and expectations associated with a
product or service.

Without going into a detailed clas-
sification of the brands we listed two main
groups of brands: roof or group brands and
individual brands. Group brand is related with
a group of products or the entire company or
a specific economic sector or a particular geo-
graphic area. National brand is classified in
this group. Individual brands are associated
with individual products or individual com-
panies present in a particular sector. Image
of the country is in a strong interaction with
national brand, so there is their big interde-
pendence, connectivity and interoperability.
There is a big difference between building a
national brand and individual brand, the spec-
ificity construction of the national brand is
contained in the following:

1.  When creating individual brands, it is
possible to carry out any activity that in-
volves withdrawal from the market, en-
hance and modify the brand, to abolish
existing and introduce new brand. All
of these activities cannot be performed
when creating a national brand.

2. For national brands there is a problem
of measuring efficiency. Due to differ-
ent interests, aspects of the brand have
not the same relative value for different
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razli¢ite institucije, tako da postoji pro-
blem u definisanju kriterijuma za ocjenu
efikasnosti.

3. Nacionalno brendiranje podrazumijeva
superviziju i koordinaciju jedne insti-
tu-cije tako da ona direktno diktira ak-
ti-vnosti uc¢esnika procesa.

4. Marketari imaju manju moguénost kon-
trolisanja nacionalnog brenda u odnosu
na pojedinacni brend. Nacionalni brend
ima problem nekontrolisanih informa-
cija o brendu, Sto nije slucaj kod poje-
dina¢nog brenda.

Danas se kao lideri u sistematskom
1 planskom uspostavljanju i vodenju nacio-
nalnog brenda isticu: Novi Zeland, Singapur
1 Japan. U primjeru Novog Zelanda nosilac
aktivnosti na izgradnji nacionalnog brenda
je Odbor za razvoj trgovine. Slogan novo-
zelandskog nacionalnog brenda je The New
Zealand Way NZW. Nacionalni brend kao
krovni brend doprinosi smanjenju rizika pri
uvodenju novih proizvoda na trziSte i po-
boljSava stav o kvalitetu 1 karakteristikama
novih proizvoda. Krovni brend prenosi svoje
karakteristike na sve proizvode koji se nalaze
pod njegovim okriljem, pojacava pojedinacne
brendove manje vrijednosti, a, s druge strane,
1 pojedinacni brendovi imaju uticaj na pobolj-
Sanje nacionalnog brenda.

Doprinos teorijskim 1 prakti¢nim
osnovama nacionalnog brendiranja dali su
Simon Anholt, Wally Olins, Philip Kothler i
drugi.

PROMJENA U OKRUZENJU ZA
NACIONALNO BRENDIRANJE

U posljednje dvije decenije proces
ekonomske globalizacije je poprimio nesluce-
ne razmjere, a rezultat je velika povezanost i
meduzavisnost nacionalnih ekonomija. Opste
smanjenje barijera za kretanje roba 1 kapitala
dovelo je do veoma pogodnog okruZenja za
ekspanziju multi-nacionalnih kompanija. Veli-
ki rast svjetske trgovine nije rezultat samo rasta

institutions so that there is a problem in
defining the criteria for assessing the ef-
fectiveness.

3. National branding asked supervision and
coordination from the one institu-tion so
that it directly dictates the activ-ities of
institutions involved in the process.

4. Marketers have less ability to control the
national brand in relation to a particular
brand. As the national brand is a prob-
lem of uncontrolled information on the
brand, which is not the case of single
brand.

Today, as leaders in a systematic and
planned establishment and management of
national brand stand out: New Zealand, Sin-
gapore and Japan. In the case of New Zea-
land, the Board of Trade Development is
responsible for activities to build national
brand. The slogan of the New Zealand nation-
al brand is: “The New Zealand Way”, NZW.
National brand as an umbrella brand helps to
reduce the risk of introducing new products to
market and improve the position of the quali-
ties and characteristics of new products. Um-
brella brand conveys its own characteristics
on all products that are found on its auspices,
enhances individual brands inferiority; on the
other hand, individual brands have an impact
on the improvement of the national brand.

Contribution to the theoretical and
practical basis of national branding gave Si-
mon Anholt, Wally Olins, Philip Kothler and
others.

CHANGES IN ENVIRONMENT FOR
NATIONAL BRANDING

In the last two decades, economic glo-
balization has assumed great dimension, the
result is a connection and interdependence of
national economies. General reduction of bar-
riers to the movement of goods and capital,
has led to a very favorable environment for
the expansion of multinational companies. A
large increase in world trade is not only the
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finalne potroSnje, ve¢ je to u znacajnoj mjeri
rezultat rasta trgovine intermedijarnim proi-
zvodima, a S$to je posljedica kretanja kapitala
koje je iniciralo rast intrakompanijske razmje-
ne. U nastojanju kompanija da minimiziraju
troSkove poslovanja i maksimiziraju profit,
investicije su se kretale ka destinacijama koje
obezbjeduju nize troskove poslovanja (radna
snaga, transport, porezi,...). Takode, kompa-
nije neprestano tragaju za jeftinijim izvorima
intermedijarnih proizvoda i usluga. Sve ovo za
rezultat ima smanjenje nivoa nacionalnog sadr-
7aja u finalnim proizvodima i uslugama. Ima-
juéi u vidu prethodnu €injenicu, suo¢avamo se
sa pitanjem koliko ostvareni izvoz realno do-
prinosi rastu BDP? Rast nacionalnog izvoza ne
znaci 1 rast neto izvoza (ukupan izvoz - uvo-
zne komponente 1 usluge sadrzane u izveze-
nim proizvodima i uslugama). Ako nacionalno
brendiranje prihvatimo kao instrument za po-
drsku izvozu, uz znacajnu finansijsku podrsku
drzave, onda se otvara pitanje: Ciji izvoz podtr-
zavamo novcem poreskih obveznika?

Najnovija istrazivanja ukazuju na pro-
blem medunarodne vertikalne integracije pro-
izvodnje, $to za rezultat ima smanjenje doma-
¢eg sadrzaja u izvoznim proizvodima. Takav
proizvod (usluga) gubi na svom nacionalnom
identitetu. Prema istraZivanju R.Cappariello
(2012), u izvozu italijanske preradivacke indu-
strije strani sadrZaj je u periodu 2000-2007. po-
rastao sa 32,5% na 38,3%. Za Francusku i Nje-
macku podaci su slicni, tako da za Francusku
imamo da je strani sadrZaj porastao sa 33,6%
na 36%, a kod Njemacke je sa 29,9% na 34,5%.
U italijanskoj preradivackoj industriji, domaci
sadrzaj je najnizi kod rafinisanih proizvoda
nafte 1 nuklearnog goriva 22,4%, kancelarij-
skih masina i racunara 39,8%, hemikalija i he-
mijskih proizvoda 47%, najve¢i kod duvanskih
proizvoda 93,8%, Stampanih izdanja 1 drugih
medija 76,3%, hrane i pica 74,8%, proizvoda
od drveta 69,8% itd. Sli¢no istrazivanje je ra-
deno i1 za Kinu. Na bazi input-output analize R.
Koopman, Z. Wang i S. Wei (2008.) su dosli do
sljedecih rezultata: domaci sadrzaj u izvoznim
proizvodima kineske preradivacke industrije je
u periodu 1997-2007 pao sa 82,4% na 71,3%.
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result of final consumption, but this is large-
ly a result of the growth of trade intermediate
products, and as a result of capital movements
which initiated the growth intra company
trade. The company’s efforts to minimize costs
and maximize profits, and investments were
moving towards destinations that provide
lower operating costs (labor, transportation,
taxes, etc.). Also, the company is constantly
looking for cheaper sources of intermediate
goods and services. All these trends re-sult-
ed in reduction of level of national content in
export products and services. Bearing in mind
the fact we are faced with the question of how
export performance contributes to the growth
of real GDP? National export growth does not
mean the growth of net exports (total exports
- imports components and services embodied
in exported goods and services). If you accept
national branding as a tool to support exports,
with substantial financial support from the
government, then the question arises: Whose
export is supported by taxpayers’ money?

Recent research suggests the problem of
international vertical integration of production
results in reduction of domestic content in ex-
ports. Such product (service) loosed its national
identity. According to research of R.Cappariello
(2012), the export of Italian manufacturing sec-
tor foreign content in the period of 2000-2007,
increased from 32.5% to 38.3%. In France and
Germany data are similar, so in France we have
increase of foreign content from 33.6% to 36%,
while in Germany it rose from 29.9% to 34.5%.
In Italian manufacturing industry, local content
is the lowest in refined petroleum products and
nuclear fuels 22.4%, office machinery and com-
puters 39.8%, chemicals and chemical products
47%, the highest in tobacco products 93.8%,
and other printed publications media 76.3%,
food and beverages 74.8%, wood products
69.8%, etc.. Similar research has been done for
China. On the basis of the input-output analy-
sis of R.Koopman, Z.Wang and S.Wei (2008),
found following: Domestic content in exports of
Chinese manufacturing industry in the period of
1997-2007 fell from 82.4% to 71.3%. In 2007,
the minimum local content value was recorded
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U 2007. godini najnizi sadrzaj domace vrijed-
nosti imale su elektornske komponente 32,3%,
audiovizeulni aparati 32,6%, racunari 33,9%, a
najveci cementi, obloge 1 malteri 88,4%, vatro-
stalni materijali 84,7%, tkanine 83,9%.

Sta se desava u svijetu? Kakva je po-
zicija zemalja u razvoju? Prema podacima
UNCTAD, u 2010. godini, svjetski prosjek
za strani sadrZaj u izvoznim proizvodima je
28%. Za razvijene zemlje prosjek stranog
sadrzaja je 31%, s tim Sto je za EU strani
sadrZaj 39%, a za SAD 11%. Kod zemalja u
razvoju strani sadrzaj je 25%, 1 to kod azij-
skih zemalja 27%, kod zemalja Latinske
Amerike 21%, a kod tranzicionih zemalja
13%. OECD 1 WTO su formirali bazu po-
dataka TiVA (Trade in Value Added) koja
prati kretanje svjetske trgovine sa aspekta
izvora dodatne vrijednosti sadrzane u proi-
zvodima. Trenutno baza podataka pokriva
zemlje ¢lanice OECD, Rusiju, Brazil, Kinu,
Indiju, Indoneziju i1 Juznu Afriku. Za 2009.
godinu imamo podatke da je u izvozu Ma-
darske strani sadrzaj iznosio 40,75%, Turske
21,07%, Slovenije 30,56%, Danske 30,5%,
a u zemaljama koje nisu obuhvacene TiVA
32,05%. Trend povecanja stranog sadrZaja u
izvozu je evidentan, tako da je potrebno pa-
zljivije kreirati program drZzavne podrske u
kreiranju nacionalnih brendova.

Sljede¢i problem proistice iz hipotetic-
kog primjera 1. Proizvod dominantno sadrzi do-
mace intermedijarne proizvode, ali je proizveden
upotrebom stranih faktora proizvodnje (strani ka-
pital). Cuvena automobilska marka ,,Mini* je u
vlasniStvu njemacke korporacije BMW. Bez ob-
zira na to $to je postojala jaka asocijacija brenda
,Mini““ sa britanskom tehnologijom, dizajnom i
kvalitetom, to je danas njemacki brend. Po pre-
uzimanju brenda ,,Mini*“ od strane BMW, u te
automobile je ugradena BMW tehnologija, tako
da ne mozemo govoriti o britanskom brendu.
Kod automobila ,,Mini* imamo 1 zna¢ajno kori-
Stenje njemackog znanja koje je opredmeceno u
naprednoj tehnologiji ugradenoj u automobil. Dr-
zavna podrska u kreiranju brendova pod kontro-
lom stranog kapitala je problemati¢na, posto ta-
kva situacija omogucuje da se upotrebom novca

as 32.3% approaches electronic components,
audio and video equipment 32.6%, 33.9% for
computers, and most cements, coatings and
plasters 88.4%, 84.7% refractory materials, fab-
rics 83.9%.

What is going on in the world? What
is the position of the developing countries?
According to the UNCTAD, during 2010,
the world average for the foreign content of
exports is 28%. For developed countries the
average of foreign content is 31%, in the EU
foreign content is 39% and 11% is for the
USA. In developing countries foreign content
is 25%, in Asian countries 27%, the countries
of Latin America 21%, in transition countries
13%. OECD and WTO have formed a data-
base TiVA (Trade in Value Added), which fol-
low the movement of world trade in terms of
sources of value added contained in products.
Currently the database covers OECD coun-
tries, Russia, Brazil, China, India, Indonesia,
and South Africa. For 2009 we have data that
foreign content in export from Hungary was
40.75%, 21.07% in Turkey, 30.56% in Slove-
nia, in Denmark 30.5%, and in countries that
are not included in TiVA 32.05%. The trend
of increasing foreign content in exports is ev-
ident, so there is need to carefully develop a
program of state support in creation of nation-
al brands.

The next problem is derived from
hypothetical examples 1. The product
contains predominantly domestic inter-
mediate goods, but is manufactured us-
ing foreign factors of production (for-
eign capital). The famous car brand
“Mini” is owned by German corporation
BMW. Regardless of the fact that there
was a strong association of the brand
“Mini” with British technology, design
and quality, it is German brand. After
taking over the brand “Mini” by BMW,
the car is built by BMW technology, so
we cannot talk about British brand. We
have significant use of German knowl-
edge in “Mini” cars that is materialized
in the advanced technology built into the
car. State support in brand creation un-
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poreskih obveznika na indirektan nacin povecava
prinos na strani kapital. Mehanizmom transfer-
nih cijena lako se obezbjeduje lociranje profita u
skladu sa interesima vlasnika kapitala. Podrska
ovakvim brendovima (njihovo stavljanje u naci-
onalni kontekst) ne mora da ima pozitivan efekat
na BDP, a pogotovo ne na BNP. Proces globaliza-
cije je omogucio olakSan protok kapitala, a Sto za
rezultat ima visi nivo stranog kapitala u domacoj
ekonomiji 1 izvozu.

Kvalitetnije domacée kompanije teze
ka internacionalizaciji poslovanja, a, po-
sebno, one ¢ija su domicilna trziSta mala i
ne obezbjeduju dovoljno prostora za rast.
Prethodno smo naveli da je globalizacija
olaks$ala kretanje kapitala, tako da domace
kompanije u izboru strategija internaciona-
lizacije mogu da se opredijele za varijantu
uspostavljanja proizvodnje u inostranstvu.
Proizvodnjom u insotranstvu pozitivno se
utice na BNP, ali i na BDP, jer ¢e se, vjero-
vatno, koristiti domaci intermedijarni pro-
izvodi, koji se inace korsite u domicilnoj
zemlji. Proizvodi proizvedeni u inostran-
stvu na ovaj nacin nemaju viSe odrednicu
»Made in USA, Russia, Germany*, ali ima-
ju odrednicu ,,Made by USA, Russian, Ger-
man capital or knowelge*.

U cilju preovladavanja problema nivoa
nacionalnog sadrzaja u izvoznim proizvodima,
pokrenuta je inicijativa za nadnacionalno ozna-
cavanje “Made in World”, koja treba da pospjesi
medunarodnu trgovinu. Ovakvom inicijativom se
prevazilazi zna¢aj nacionalnog oznac¢avanja i naci-
onalnog brendiranja i onemogucuje se diferencira-
nje proizvoda na osnovu nacionalnog brendiranja.

KOJA JE RAZLIKA IZMEBU
‘MADE IN" | “MADE BY™?

“Made in” oznacava proizvode koji ima-
Jju nacionalni identitet, tj. proizvedeni su prevola-
duju¢om upotrebom nacionalnih inputa u nazna-
¢enoj zemlji (Shema 1). Nacionalna oznaka je u
tijesnoj vezi sa nacionalnim brendom ili brendo-
vima, nacionalna oznaka uspostavlja jasnu 1 ned-
vosmislenu vezu sa nacionalnim brendom.
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der the control of foreign capital is prob-
lematic, as the situation allows the use
of taxpayer money to indirectly increase
the return on foreign capital. Transfer
pricing mechanism ensures easy locating
profits in accordance with the interests
of shareholders. Support for these brands
(putting them in the national context)
does not have a positive effect on GDP,
and certainly not to the BNP.

Domestic companies with higher qual-
ity of business operations tend towards in-ter-
nationalization, especially those that operate on
the small domestic markets that do not provide
enough space for growth. Previously, we have
stated that globalization facilitates movement
of capital, because of that local companies in
the selection of strategy of internationalization
can pursue variant of establishing production
abroad. Production abroad by national capital
had a positive impact on GNP, and on GDP
in case that the company abroad use domestic
intermediate products that usually use in the
home country. The products manufac-tured
abroad in this way no longer categorized as
“Made in the USA, Russia, Germany,” but
have the designation of “Made by USA, Rus-
sian, German or knowledge capital.”

For prevalence of the problem of the
level of national content in export products
there established initiative for a supranational
mark “Made in World”. Such initiatives are
beyond the importance of national identifica-
tion and national branding, and make impos-
sible to differentiate products on the basis of
national branding.

WHAT IS DIFERENCE BETWEEN
“MADE IN” AND “MADE BY"?

“Made in” means products that have
national identity, it means that they produced
by mainly usage of domestic inputs in spec-
ified country (Scheme 1). National label is
closely related to the national brand, national
labeling establishes clear and unambiguous
link with national brand.
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Shema 1. “Made in”

S druge strane, “Made by” ¢emo de-
finisati kao oznaCavanje koje implicira na
proizvode koji su proizvedeni upotrebom
nacionalnog kapitala i znanja, a, djelimi¢no,
1 nacionalnih inputa (Shema 2). Takav proi-
zvod nije nuzno proizveden u zemlji, ali mo-
zemo re¢i da je proizveden pod kontrolom
nacionalnih faktora.

Legenda:
A Legend:
Made by B
C
E D E

Shema 2. “Made by”

Sustinska razlika izmedu ova dva
koncepta je u tome Sto se kod prvog teziste
stavlja na proizvodnju u zemlji, upotrebom
nacionalnih inputa, dok se kod drugog teziste
stavlja na upotrebu nacionalnih faktora, bez
obzira na lokaciju proizvodnje. Drugi koncept
uvazava globalno okruzenje i koriStenje pred-
nosti koje takvo okruzenje donosi. Istovre-
meno, promovise se efikasna upotreba nacio-

A Nacionalna teritorija
National territory

B Proizvodnja sa upotrebom nacionalnih inputa
Production with national inputs

C Proizvodnja sa upotrebom stranog kapitala
Production with foreign capital

D Proizvodnja sa preovladuju¢om upotrebom stranih inputa
Production with mainly foreign inputs

Proizvodnja sa preovladuju¢om upotrebom nacionalnih inputa
Production with mainly national inputs

Scheme 1. “Made in”

On the other hand, “Made by” will
be defined as labeling implies that prod-
ucts are manufactured using national capital
and knowledge, and partly national inputs
(Scheme 2). Such product is not necessarily
produced in the country, but we can say that it
is produced under the control of national pro-
duction factors.

A Nacionalna teritorija i inostranstvo
National territory and abroad

B Proizvodnja sa upotrebom nacionalnih inputa
Production with national inputs

C Proizvodnja sa upotrebom stranog kapitala
Production with foreign capital

D Proizvodnja sa preovladuju¢om upotrebom stranih inputa
Production with mainly foreign inputs

Proizvodnja sa preovladuju¢om upotrebom nacionalnih inputa
Production with mainly national inputs

Scheme 2. “Made by”

The essential difference between two
concepts is that the first focuses on the produc-
tion inside of the country, the use of national
inputs, while the second focuses on the use of
national factors, regardless of the location of
production. The second concept takes into ac-
count the global environment and taking ad-
vantage that such an environment brings. At
the same time, concept “Made by” promotes

103



ECONOMICS

V. Nasti¢: “MADE IN” ILI “MADE BY” U GLOBALNOJ EKONOMIJI-STA JE RJESENJE ZA NACIONALNU...

nalnih faktora i koriStenje efekata ekonomije
obima, kao 1 potreba za kompleksnijim obli-
cima internacionalizacije poslovanja kompa-
nija. Koncept “Made by” je kompatibilan sa
industrijama zasnovanim na znanju, mada se
moze primijeniti i na druge industrije. “Made
by” obezbjeduje ve¢u mogucnost za interak-
ciju 1 sinergetske efekte izmedu privatnih i
nacionalnih brendova. Dok “Made in” na in-
direktan nacin promovise reindustrijalizaciju
nacionalne ekonomije, “Made by” to nema
u svom primarnom cilju. “Made in” je kon-
cept koji je u skladu sa obra¢unom BDP-a, a
“Made by” je u skladu sa obracunom BNP-a.
I jedan i drugi omogucavaju diferencijaciju
na osnovu nacionalnog identifikovanja, ali sa
drugacijim pristupom u identifikaciji nacio-
nalne pripadnosti.

STA JE RJESENJE ZA KREIRANJE
| PODRSKU NACIONALNIM
BRENDOVIMA?

Na osnovu prethodno izlozenih ¢i-
njenica, jasno je da se nacionalnom brendi-
ranju treba pristupiti sa velikom paznjom uz
prethodno jasno definisan stav drzave o na-
cionalnom brendiranju. Spoljnotrgovinskom
politikom, u segmentu podsticaja izvoza, dr-
zava treba da definiSe stav prema konceptima
“Made in” 1 “Made by”. Problem je kompli-
kovaniji u malim ekonomijama koje imaju vi-
sok stepen otvorenosti ili teze ka viSem nivou
medunarodnog ekonomskog povezivanja.
Takode, nerazvijene ekonomije i ekonomije
u razvoju imaju problem nizeg nivoa razvoja
prate¢ih sektora koji proizvode intermedijar-
ne proizvode. Rezultat je nedostupnost odre-
denih intermedijarnih proizvoda dobijenih u
zemlji, ili njihova visoka cijena, ili niZi nivo
kvaliteta, ili njihova tehni¢ka neusaglasenost.

Imajuci u vidu trendove u medunarod-
noj vertikalnoj integraciji proizvodnje, ocekuje
se da ¢e do¢i do daljeg smanjenja nacionalnog
sadrzaja u izvoznim proizvodima. Takode,
postoji razlika u nivou nacionalnog sadrzaja
u razlicitim sektorima. Sektori kao $to su pre-
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the efficient use of national factors and the use
of the effects of economies of scale and need
for more complex forms of internationaliza-
tion of companies. The concept “Made by” is
compatible with knowledge-based industries,
although it can be applied to other industries.
“Made by” provide greater op-portunity for
interaction and synergy effects between pri-
vate and national brands. While “Made in”
indirectly promotes the reindustrialization of
the national economy, “Made by” is not in its
primary goal. “Made in” is a concept that is
consistent with the calculation of GDP, and
“Made by” is consistent with the calculation
of GDP. Both allow differentiation on the ba-
sis of national identification, but with a differ-
ent approach to the identification of national
frame.

WHAT IS SOLUTION FOR CREATING
AND SUPPORTING NATIONAL
BRANDS?

Based on the facts set forth above,
it is clear that national branding should be
ap-proached with great care with previously
clearly defined position of the state in national
branding. By foreign trade policy in the area
of export incentives, the state should define
attitude towards the concepts of “Made in”
and “Made by”. The problem is complicated
for small economies that have high level of
openness or aspire to higher level of interna-
tional economic links. Also, underdeveloped
economies and developing economies have
the problem with low levels of development
related sectors producing intermediate goods.
The result is the unavailability of certain in-
termediate products obtained in the country,
or their high price, or a lower level of quality
or a technical noncompliance.

Given trends in international vertical
integration of production expect that there
will be further reduction of national content
in the export product. Also, there is a differ-
ence in the level of national content in differ-
ent sectors. Sectors such as the food industry
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hrambena industrija i industrije zasnovane na
preradi sirovina lokalno raspoloZivih, imaju
veoma visok nivo domaceg sadrzaja, dok sek-
tori sa naprednijim tehnologijama i vi§im nivo-
ima prerade, imaju zna¢ajno nizi udio domaceg
sadrzaja. Globalno okruZenje namece potrebu
za preispitivanjem drZavne spoljnotrgovinske
politike u obalsti podsticaja izvoza (nacional-
no brendiranje). Isklju¢ivo opredjeljenje za
koncept “Made in” otvara problem prihvatlji-
vog minimalnog nivoa domaceg sadrzaja. Kod
ostalih programa podsticaja izvoza (podrSka u
finansiranju izvoznih poslova) uobicajeno je
da minimalni nivo domadeg sadrzaja iznosi
51% 1 da se pruza podrska shodno utvrdenom
nivou domaceg sadrzaja. Nacionalno brendi-
ranje nije moguce dijeliti proporcionalno do-
macem sadrzaju, tako da je neophodno donijeti
odluku koji je nivo domaceg sadrzaja prihvat-
ljiv za nacionalno brendiranje. Koncept “Made
in” otvara pitanje nacionalnog brendiranja
proizvoda proizvedenih u kompanijama koje
su u vecinskom stranom vlasnistvu. Koliko je
opravdano novcem poreskih obveznika podr-
zavati strani Kapital? S druge strane, koncept
“Made by” kako smo ga prethodno definisali,
otvara pitanje zasto podrzavati komapnije koje
su izvezle Kapital u druge zemlje i na taj nacin
doprinose razvoju drugih ekonomija. Ne treba
ispustiti iz vida znac¢aj nacionalnog brendiranja
na domacem trzistu, posebno u velikim ekono-
mijama sa znatnim potroSackim potencijalom
domaceg trzista.

Kanda je preduzela odredene aktivnosti
u nacionalnom oznacavanju kako bi odgovori-
la na promijenjene uslove globalne ekonomije.
Kanadski biro za konkurentnost je 2009. go-
dine izdao vodi¢ za oznacavanje proizvoda sa
,Made in Canada“ i ,,Product of Canada®, koji
je zamijenio uputstvo koje je bilo na snazi od
pocetka 2002. godine. Do 2009. godine u Ka-
nadi je egzistirala samo oznaka ,,Made in Cana-
da*, a novom regulativom je definisana oznaka
,Product of Canada®. U skladu sa novom regu-
lativom, sa ,,Made in Canada“ mogu se ozna-
Cavati samo oni proizvodi koji imaju najmanje
51% kanadskog sadrzaja (rad + materijali), a
proizvedeni su u Kanadi. Sa oznakom ,,Product

and processing industries based on locally
available raw materials, have very high level
of domestic content, while those with more
advanced technologies and higher levels of
processing, have significantly lower share of
domestic content. Global environment impos-
es the need for revision of the state of foreign
trade policy in export incentives (national
branding). Only commitment to the concept
of “Made in” raises the issue of an accept-
able minimum level of domestic content. In
other programs, export incentives (support in
export financing) common minimum level of
domestic content is 51%, and provides sup-
port in accordance with the established level
of domestic content. National branding can
not be shared in proportion to the domestic
content, so it is necessary to decide which lev-
el of domestic content acceptable for nation-
al branding. The concept of “Made in” raises
the question of national branding of products
manufactured by companies that are majori-
ty foreignowned. How valid is the taxpayers’
money spent to support foreign capital? On
the other hand, the concept of “made by” as
we have defined it, raises the question of why
should we support companies that exported
capital to other countries, thus contributing
to the development of other economies. We
should not loose sight of the importance of
national branding on the domestic market, es-
pecially in large economies with potential of
domestic market.

Canada has taken specific actions in
the national labeling, in order to respond to
the changed conditions of global economy.
The Canadian Competition Bureau’s 2009
issued a guide for marking products with
“Made in Canada” and “Product of Can-
ada”, which replaced the manual that has
been in effect since early 2002. Until 2009,
in Canada there was only the label “Made
in Canada”, new regulation defined new la-
bel “Product of Canada”. In accordance with
the new legislation, the “Made in Canada”
can mean only those products that have at
least 51% Canadian content (materials + la-
bor) and are manufactured in Can-ada. La-
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of Canada‘ se oznacavaju proizvodi koji imaju
najmanje 98% kanadskog sadrzaja, a proizve-
deni su u Kanadi. I kod jednog 1 kod drugog
oznacavanja obavezan uslov je da su materijali
1 komponente uvoznog porijekla promijenile
svoj oblik, 1 mogu se smatrati potpuno drugim
proizvodom. Kanada se opredijelila za koncept
koji promovise proizvodnju u Kanadi, a koja
primarno koristi kanadske inpute. Zakonska
regulativa Kanade strogo zabranjuje upotre-
bu bilo koje oznake (slika, kombinacija slova
ili rije¢i, kombinacija znakova, slika 1 slova)
koja upucuje na kanadsko porijeklo, a da nisu
ispunjeni uslovi za nacionalno oznacavanje. 1z
ovakvog regulisanja nacionalnog oznacavanja
u Kanadi, jasno je da drzava nastoji da zastiti
izgradeni nacionalni brend.

Uz sli¢ne principe, ali sa komplikova-
nijim pravilima, SAD su regulisale nacional-
no oznacavanje. U SAD nacionalno oznaca-
vanje ima veliku vaZznost na domacem trzistu,
zbog jake konkurencije roba iz drugih zema-
lja. Americka automobilska industrija, neka-
da nacionalni ponos, doZivjela je potpuni ko-
laps u nadmetanju sa japanskom, korejskom i
evropskom konkurencijom. Nacionalno ozna-
cavanje u SAD ima sasvim drugaciju dimen-
ziju u odnosu na ostale zemlje.

ZAKLJUCAK

Ovdje dajemo moguce rjeSenje za
koji koncept treba da se opredijeli drzava
kod nacionalnog brendiranja. Opredjeljen-
je drzave treba da bude kombinacija po-
drske privatnim i nacionalnim brendovima
1 brendiranju, uz izbalansirano prihvatanje i
koncepata ,,Made in*“ i,,Made by*. Sektorska
analiza, kao 1 nacionalne razvojne strategije,
treba da daju odgovor o dostignutom nivou
razvoja sektora kao i ciljanom nivou razvo-
ja pojedina¢nih sektora. Prema tome, treba
da bude koncipirana strategija razvoja pri-
vatnih 1 nacionalnih brendova. Sektori kod
kojih postoji resursna osnova i mogucénost
vertikalne proizvodne integracije i diver-
zifikacije, su obavezno predmet podrske u
nacionalnom brendiranju. Ovakvi sektori
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beled “Product of Canada” denotes products
that have at least 98% Canadian content, and
are manufactured in Canada. In both cases
the mandatory labeling requirement is that
the materials and components imported or-
igin changed its shape, and can be consid-
ered as completely different product. Cana-
da is committed to the concept that promotes
the production in Canada, which primarily
benefit the Canadian inputs. Legislation of
Canada strictly prohibits the use of any la-
bel (picture, letter combinations or words,
combination of signs, pictures and letters)
that refers to the Canadian origin, and that
the conditions for national labeling did not
full filed. There is clear that Canada try to
protect built national brand.

With similar principles, but with more
complicated rules, the USA regulated na-
tional labeling. In the USA national labeling
has great importance on the domestic market
due to strong competition from goods of oth-
er countries. The USA auto industry, once a
national pride, has experienced a complete
collapse in competition with the Japanese,
Korean and European competition. National
designation in the USA has completely differ-
ent dimension compared to other countries.

CONCLUSION

In conclusion we give a possible solu-
tion to the concept that should be dedicated
to the state in national branding. Policy of the
state should be a combination of support to pri-
vate and national brands and branding, with a
balanced acceptance concepts “Made in” and
“Made by”. Sector analysis, as well as the na-
tional development strategy should give an
answer to the progress in the development of
the sector as well as the targeted level of devel-
opment of individual sectors. Therefore, there
should be designed strategy of development of
private and national brands. The sectors which
have a resource base and the possibility of ver-
tical integration and diversification are subject
to mandatory support through national brand-
ing. These sectors with high level of domestic
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zbog visokog nivoa domaceg sadrzaja, uz
podrsku kroz nacionalno brendiranje, treba
da budu podrzani i kroz podrsku razvoju pri-
vatnih brendova ali samo onih koji su pod
kontrolom domaceg (nacionalnog) kapita-
la. Razvojem privatnih brendova ostvaruje
se pozitivan efekat i na nacionalni brend. U
sektoru sa viSim tehnologijama manji je nivo
domaceg sadrzaja u proizvodima. Ako bismo
se pridrzavali koncepta ,,Made in“, ovi sekto-
ri ne bi bili podesni za podrSku u brendiranju
1 nacionalnom brendiranju, ¢ime bi bili eli-
minisani sektori koji omogucuju znacajniji
razvoj nacionalne ekonomije. RjeSenje koje
uvazava interese nacionalne ekonomije daje-
mo u obliku matrice (Shema 3). Potamnjen-
im poljima su oznacene varijante podesne za
drzavnu podrsku u brendiranju.

content, in addition to support through national
branding should be supported, supporting the
development of private brands, but only those
that are under the control of domestic (nation-
al) capital. The development of private brands
achieved a positive effect on the national
brand. In sectors with higher technologies we
have fact that is lower level of domestic con-
tent in products. If we adhere to the concept of
“Made in” these sectors would not be suitable
to support branding and national branding,
which would be eliminated in sectors that pro-
vide significant development of the national
economy. The solution takes into account the
interests of the national economy are given in
the form of a matrix (Scheme 3). Grayed fields
are marked variations suitable for public sup-
port in branding.

Nacionalna teritorija
National territory

privatni brend
private brands

nacionalni brend
national brands

Inostranstvo
Abroad

nacionalni kapital
national capital

strani kapital
foreign capital

nacionalni kapital
national capital

Proizvodnja sa
Production with

strani kapital
foreign capital

domaci inputi
domestic inputs| foreign inputs

strani inputi

domaci inputi
domestic inputs

strani inputi
foreign inputs

Shema 3. Solucije za podrsku izvoza brenda
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