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Abstract

Public perceptions of Greek Generation Z about NATO brand after the
Afghan case

During the 21st century, public diplomacy and branding received a new angle and application
closely related with the meaning of securitization. Even though the importance of this meaning,
researchers nowadays notice a research gap considering the three above-mentioned fields.
NATO, as a popular security brand, represents an under-researched sui generis organization
that gets involved with securitization worldwide. This research aims at eliminating the gap in
security brand research, by revealing and answering what are the main factors that influence
the configuration of public perceptions of Greek Generation Z about NATO brand after the
crucial Afghan case. The examination of the research question follows a quantitative approach,
employing the Elaboration Likelihood Model (EML) for producing the theoretical ground pillar
and developing the testing hypotheses. Conforming to previous research, source credibility,
information accessibility, and argumentation quality are examined as the main factors that
could influence the public perceptions. The research effort draws two main conclusions based
on the empirical data and the analysis. Firstly, and as former research supports, the source
credibility is characterized as the most important factor for the communication processes of
branding and public diplomacy. Lastly, the importance of source credibility penetrates the

processes and major effects when underlying securitization and applying security branding.

Keywords: NATO, Greece, branding, security, public diplomacy, communication fields,

credibility, argumentation, information, Ukraine war
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1. Introduction

“The North Atlantic Council has met to discuss Afghanistan. The situation is extremely serious
and unpredictable. Kabul has fallen, and the Taliban have taken control of most of the country.
I am deeply saddened by what I see unfolding in Afghanistan.” (Stoltenberg, 2021). These were
the first words of the announcement that the North Atlantic Treaty (therefore NATO) and the
General Secretary of NATO, Jens Stoltenberg, made after the discussion with NATO’s member
countries in August 2021. Jens Stoltenberg avowed the decision of the North Atlantic Treaty
Organisation to quit the longest war in the organisation’s history, when the Taliban, the biggest
enemy of the western powers in Afghanistan, conquered the majority of the Afghan territory
(Stoltenberg, 2021). The mission of evacuating the country through Kabul’s airport followed
the announcement. NATO’s forces and Afghan people that worked for the Alliance had to
leave the country before 31st August, the evacuation deadline (Sabbin, 2021). After 20 years
of war, NATO withdrew all the troops and nowadays upholds a monitor role.

The first lost war and the failure of Afghanistan’s mission opened Pandora ’s Box and brought
to the surface problems that had beset the organisation for a long period. One of them refers to
the unpopular image of the organisation and the lack of public support that is nowadays
modified into a chronic challenge. The poor image that characterised NATO both internally
and externally became a common secret, while at the same time, the world was changing, and
new principles and values substituted the previous well-known processes considering the
public image. More specifically, researchers made the initial steps towards the development of
the argument that support and public consent are the two pivotal factors that every organisation
should succeed in to remain functional. Regarding public consent and as Morgenthau claimed
years ago, power is ‘dependent’ on public opinion (Wolff, 2014).

Consequently, public perceptions transformed into a major goal for important fields, such as
public diplomacy, branding, and strategic communication (Snow & Cull, 2020; Alemu &
Zewdie, 2022). The mission of public diplomacy, as previous research indicates, focus on
transmitting the national foreign affairs in order finally to influence the public perceptions of
the public. Accordingly, branding strategies use communication tools and processes, creating
high-quality consumer experiences in order to produce desirable public perceptions. The power

of public perceptions and opinion, as Melissen mentions, is not less significant “for political
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purposes than military and economic power, and has always been closely associated with them”
(Melissen, 2005, p. 4).

The meaning of security brand, as it has risen after the terrorist attacks and the reassessed
meaning of human security, conquers exactly this side of public perceptions. More precisely,
and as previous research mentions, security branding and public perceptions are highly
associated when there is a need for brand evaluation. A great example is represented by
Copenhagen and the timetable of 2015 when the Muhammad sketches ignited a sequence of
terrorist attacks, influencing firstly the security feeling of the city and therefore the totality of
public perceptions about the Copenhagen brand (Avraham & Ketter, 2008). On the other hand,
as the example of Canada and Japan shows, securitization is also engaged with the public
diplomacy process, affecting the national reputation and consequently the public perception of
the state (Marczuk, 2020).

Even though the importance of the meaning, security brand, and securitization in public
diplomacy from the research perspective represents a hardly new field that is characterised by
a research gap (Coaffee & van Ham, 2008; van Ham, 2008). As Coaffee and van Ham mention
“being recognised as a provider of security offers concomitant authority and credibility” (2008,
p. 191), features that could commonly identified in well-known security brands of EU, USA,
and NATO. The case of Afghanistan, in combination with a popular security brand organisation
such as NATO, represents a chance to discover how security issues influence public
perceptions. More indicatively, how a critical part of society, Generation Z, reacts to a security
issue such as the Afghanistan withdrawal and the responsible organisation, NATO? Which are
the major factors that influence the configuration of public perceptions when securitization is
combined with public diplomacy and branding? The elaboration likelihood model (ELM) could
provide the appropriate theoretical framework to examine the above-mentioned research
problematization, even though it does not constitute a common tool among security brands and
public diplomacy. Moreover, and coming to this date, it is important to analyse how Generation
Z elaborates on such issues, whilst the Ukraine war, Palestine conflict, and other potential crises
that could influence human security have already been erupted or are about to erupt. Lastly, it
is therefore noteworthy to specify this research effort referring to NATO as a brand that

supports and ensures human security from 1949.
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1.1 The purpose of this research

The purpose of this research is to understand the consequences that have been caused by the
failure of the Afghanistan case at NATO’s brand. More specifically, the research focuses on
analysing the public perceptions of Greek Generation Z about NATO by testing a set of
hypotheses. This research aims to be transformed into a stimulus in a journey of examining and
discovering the factors that contribute to and influence the security brand and public diplomacy
of an international organisation with military and political hypostasis. To achieve the objectives
of the research, a quantitative approach would be applied. From a theoretical perspective, this
research endeavours to examine the phenomena of security branding and public diplomacy
quantitatively. Lastly, and based on the purpose and the aim of this effort, this research attempts
to set a new problematization in the field of strategic communication, branding, and public
diplomacy motivating further research, whilst bridging the gap between the above-mentioned

fields, the research on sui generis organisations, and securitization.
The research questions could be formulated as follows:

RQ: What is the main factor that affected the public perception of Greek Generation Z about
the NATO brand?

The research is indissolubly linked to the ongoing processes of every society and organisation.
Both factors are perceived as not static entities. As a result, it is necessary to take into
consideration the culture of Greek society, the values and mission of NATO, and the almost 70
years of dependent processes. Greece could be considered a field of interest for multiple
reasons. Briefly mentioning its political history as a member state of NATO, the unique
relationships that were developed with the state of Afghanistan and its historical association
with it, and finally, the true consequences that Greece was suffering after the invasion, referring
mainly to the immigration wave (see next chapter). Lastly, answering the research questions,
Afghanistan’s mission will be considered as a case study. The literature review, theory,

paradigm, and methodology will be analysed in the following chapters.
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1.2 Delimitations

Branding is a field that has been set at the core of interest in the global community for the last
decade. A lot of research has been conducted analysing branding in the commercial industry
and its effects on consumer behaviour. However, this research effort focuses on security
branding regarding an international organisation with political and military interests.
Therefore, this research refers to citizens and not consumers. The examination of the present
research question would take into consideration the peculiarities of Greek society, culture, and
values. In addition and focusing on the methodology and the quantitative approach features,
the research would take into consideration and examine circumscribed hypotheses and
variables that display correlation with the phenomenon. Lastly, the research has in its broader
view, as a reference point a specific political case study. Consequently, the findings could
maybe be barren of the ability to apply to other case studies, organisations, or societies.
Thereby, the results may not be representative enough to characterise the field of security
branding as a whole. Even so, it is truly believed that this research effort could set proper
problematizations and give a research direction for the future, concerning the importance of

the chronic time slot.

1.3 An unexpected crisis

On 24th February 2022, Russia launched an attack on Ukraine, claiming its purpose was to
protect Ukraine citizens with Russian nationality from a neo-Nazi Ukraine government (Kirby,
2022). VIadimir Putin, the present Russian president, supported that those people were in need
of help, whilst the Ukraine government committing bullying and genocide against them. The
invasion of Ukraine is the biggest military operation in European history after the end of the
Second World War (Editors, 2022). This fact activated the international scene, international
factors, and international organisations. The USA and the European countries presented a
critical response to Russia's actions through official statements, diplomatic strategies, and
economic measures focusing on intercepting the Russian invasion (Kirby, 2022). In addition
to that, the European countries accuse Russia of war crimes in Ukraine, as thousands of
civilians have been killed (Cook, 2022).
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NATO, after the rejection of the Russian demand list and the beginning of the war, reinforced
and deployed troops to the member-states that are located close to Russian borders (Bilefsky,
Pérez-Pefia, & Nagourne, 2022). However, as the articles of NATO’s associations predict,
NATO could only activate military operations, when one of its member states is under threat.
As a result, until today NATO holds a coordinator role among Ukraine’s requests and its
member states’ willingness to assist (NATO, 2022). NATO’s neutrality prevents a possible
escalation of the war, whilst providing the neseccary time for proper military plans to be
developed (Gardner, 2022).

Considering this research effort, the Ukraine war is perceived as a crisis situation that would
furthermore influence the public opinion of Greek Generation Z about the NATO brand.
Although, it constitutes only a subsection of this research, as it remains an ongoing process and
consequently an impossible case to be set under a broad or extensive examination. The Afghan
war is highlighted as the main case and stimulus for this research effort, whilst it is supported
as the main factor that could influence comprehensively the public opinion of Greek Youngs
about NATO.
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2. A suil generis Organization

The North Atlantic Treaty Organisation was established in 1949, attempting to face the Soviet
threat in European territory. It was mainly constituted of a military organisation that was able
to guarantee the collective defence of European countries. The end of the Cold War, the fall of
the Berlin Wall on 9th November 1989, and the eradication of the Soviet threat towards
European countries brought the organisation in front of a predicament and a problematization
about the existing principles (Duffield, 1995). The solution came in the 1990s, through the
transformation of NATO from a collective defence alliance into an organisation, with military
and political features, that would embrace European and American security. Through this
transformation, it was born a sui generis organisation. Or in other words, an organisation with
unique hypostasis, values, and missions. NATO’s enlargement and the new nature of its
missions were in need of communication, as almost the majority of its member citizens had an
unclear image of NATO missions (Wolff, 2014). However, NATO made the initial steps

toward public diplomacy and communication years later, at the dawn of the 21st century.

More specifically, after the Kosovo learning outcomes, NATO recognized the need to develop
a more comprehensive and effective public diplomacy and communication strategy. In 2003,
NATO established the Public Diplomacy Division (PDD) (Babst, 2008). The PDD included
NATO'’s Office of Information and Press and held the responsibility for the communication
with external channels, such as daily press and media operations (Tomescu-Hatto, 2014). After
one year of processes, Secretary-General George Robertson mentioned the need to reinforce
the efforts for reaching the public sphere (Wolff, 2014). Although, the North Atlantic Council
(NAC) referred to public diplomacy occasionally, ignoring the need for a comprehensive
approach (Babst, 2008). Lastly, in 2014 it was established the Strategic Communication Center
of Excellence that until today includes only 15 of 30 member-states (NATO, 2022).

In the following years and while a variety of missions were going on (see Afghanistan, African
Union, Irag, etc) NATO was struggling to find the golden recipe that would be able to solve
the puzzle of the poor public image. In 2007 NATO established the Office of Strategic
Communication (OSC), whilst implementing communication projects through which the
public opinion sphere was targeted. A year after (2008), Secretary-General, Jean Frangois

Bureau referred for the first time to the meaning of branding (Mihaita & Sebe, 2011). The rise
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of brands exceeded the commercial field and transformed into an international need for the
mayjority of stakeholders. International organisations such as NATO were included (van Ham,
2001). As aresult, in the same chronological period, NATO hired an executive CEOQ, a previous
employee of Coca-Cola, Michael Stopford (Castle, 2016). Michael Stopford created an
assortment of campaigns and platforms with the phrase “We are NATO”. The sui generis
organisation made the initial step toward a comprehensive approach to the communication
field. The requirements for international brand existence were fulfilled.

More precisely, NATO created a logo, and a sign, whilst determining the target audience and
scene of the competitors (See Figure 1). NATO brand manual and guidelines include the basic
principles that NATO brand had to follow (NATO, 2022). “NATO Guarantees our Freedom
and Security” became the brand narrative of the North Alliance. Political perspective was
prioritised, while military and change were compiled in the triad of brand chapters. NATO
during the 21st century applies branding through social media platforms, such as Facebook and
Twitter, and its own TV channel. Even though the comprehensive view and the concrete effort,
branding campaigns and strategies have not yet reached their goals. The results of these
communication and branding practices still receive ambiguous critics (Berti, Noyan,
Grozdanova, & Petrovic, 2012). Nevertheless, as the meaning of public diplomacy, strategic
communication, and branding is set at the core of global interest, NATO allots effort and money
during its mission to reach “people’s minds and hearts”. But what happened during the

Afghanistan case?

11
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Figure 1. NATO and the meaning of branding

It is highlighted the need for international branding and the answer of NATO. The figure is
constructed by the author with the information as retrieved from the official Website of
NATOL

Requirements of NATO branding
international branding

Brand Image NATO promotes itself in the political, military, and change
fields. More specifically, NATO acts as a negotiator,
soldier, and expert on international security and freedom.

A unique community of values committed to the principles
of individual liberty, democracy, human rights, and the
rule of law.

Brand Identity

NATO supports international security and freedom, whilst
Narrative protecting its member-states and creating a real community.

Animus in consulendo liber (A mind unfettered in
Slogan or Messages deliberation).
NATO guarantees our freedom and security.
We are NATO.
An alliance that cooperates to enhance security and stability.
An alliance with the capability and the will to protect its
citizens.
An alliance that innovates to secure our future.

National security systems, European Union (Common
Competitive Environment  Security and Defence Policy (CSDP)), Russian security
sphere, UN

2.1 The case of Afghanistan
On 11th September 2001, a series of terrorist attacks got place in the United States. The

responsibility for these events was received by Al-Qaeda, a terrorist group that was based and
acted in Afghanistan. George Bush, the American president of that time, declared the War
against Terrorism and invaded Afghanistan to depose the Taliban and Osama bin Laden, as the

leader. It was the first time that NATO activated article number 5, claiming collective support

1 As it is retrieved from the Official Website of NATO. https://www.nato.int/cps/en/natohg/129138.htm
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against acommon threat. The allied countries supported this decision, contributing to this effort
with troops and technical support.

In the case of Afghanistan, NATO used both of its features, as a military and political
organisation. More specifically, NATO got involved in this war by developing both military
troops located in Kabul and strategic communication narratives. Regarding the communication
policy, NATO supported the invasion of Afghanistan with strategic narratives and social media
campaigns. The effort to defeat the Taliban, arrest Osama Bin Laden, and rebuild the Afghan
country was conducted with a war on the ground and a “war of ideas” (De Graaf, Dimitriu, &
Ringsmose, 2015). It was soon realised that in order to defeat the Taliban, the NATO powers
had to win the trust of the local population. The narratives that NATO official specialists
created were mainly coming from the battlefield, adding no value or information about the
reasons or the goals of the multiple levels of conflict. In addition, the storytelling did not gain
the trust of the Afghan people, but on the other hand, increased their fear of the unknown or
even hostile western organisations. Worth mentioning that according to a survey (Foundation,
2013), 77% of Afghan citizens supported that they were afraid of foreign powers. This had as
a consequence a big segment of the target audience to have an unclear image of what was

happening in Afghanistan (Dimitriu, 2012).

During the second period of the war, 2006-2010, whilst the military goal was already succeeded
(Al-Qaeda was forced to leave the Afghan territory and Osama Bin Laden was now dead),
NATO had to gain the trust of the local population and cooperate with them at a higher level.
But it was no longer only about the Afghan people. More indicatevely, after 5 years of war,
NATO had to attract both the Afghan and allied public spheres. The strategic narrative should
inform the target audience about the next goal, the process, and the good willingness of the
organisation’s activities. In order to achieve that, women and the big abuses that they suffered
through the Taliban regime became the central issues of this narrative (Wright, 2019). Rescuing
Afghan women was already a central matter even before the invasion. Mustering the issue and
providing information about the human circumstances that now all the women were living

under, liberating them from the fear of Taliban and sexism, constituted the main core.

Even with the social distinction of the narrative, NATO did not achieve its goals. The Alliance
did not win the trust of the Afghan people, losing by this way the ‘war of minds’. Military
training was promoted as a first priority issue, instead of winning Afghan citizens’ support.

The problems that caused this were mainly recognized in the strategic communication plan

13
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(Wolff, 2014). Firstly, NATO and its actions were misunderstood and barely known among
local citizens. Secondly and closely related to the first feature of the problem, NATO faced
difficulties regarding local support. Afghan people did not support NATO’s mission under the
fear of the Taliban, the unknown, and the crucial face of the North Atlantic Alliance and its
values. Thirdly was the contradiction between the big narratives of the mission. Conflicting
public opinion created a foggy image of the policies and final goal of the organisation (WOolff,
2014). And lastly, NATO’s citizens, guided by the limited levels of awareness and engagement
with the process of the mission, discontinued their support of the organisation.

The failure in the communication processes left space for the former regime. The Taliban
returned, winning the hearts and minds of the Afghan people and finally the war. NATO
announced its decision of secession from ISAF, after being defeated on the ground and in mind.
This failure did not just bring another factor that transformed the international community into
an unsafe environment, but another rift in the communication and branding processes of the

Alliance.

2.2 NATO and Greece through the years

Greece became a member state of NATO in 1952, during the second big enlargement of the
organisation (Huffpost, 2017). The country signed the membership in the North Atlantic
Alliance, espousing the liberal policies that the USA supported at that time. Turkey became a
member state in the same year. As a result, the geographic area that connects the West with the
East and signalised the borders between the American power and the threat of the Soviet Union
modified Greece and Turkey as important regional factors and a great motte for the spread of

communism in Europe (Pantazis, 2020).

Nevertheless, the protection that NATO provided to its member states, Greece left the Alliance
after the second Turkish invasion in Cyprus, called Attila 2, and the unwillingness that the main
member state, the USA, demonstrated for reacting to the military resolution. Konstantinos
Karamanlis, the Greek prime minister of that time, announced the Greek secession in 1974.
Since then, Greek-Turkish relations penetrate the Greek membership in NATO, provoking
occasional crises. Almost 6 years later, Greece, promoting its benefits and goals, re-entered the

North Atlantic Alliance (latridis, 2020). Worth mentioning, that Greece has nowadays four

14



Public Perceptions about NATO Brand

NATO bases in the Greek territory, whilst during the modern ages, Greece was transformed

into the junction of West and East civilization and culture (Nedos, 2018).

During the invasion of Afghanistan, Greece supported the Alliance by providing troops and
participating in the International Security Assistance Force (ISAF). Except for the military
contribution, Greece established diplomatic relations with the Afghan government in 2014,
while in 2017 opened the first Afghan embassy in Athens. In addition, Greece donated funds
to the Afghan security forces to assure the safety of the National Museum of Afghanistan,

where Greek ancient artifacts are kept (Savvidis, 2021).

Considering the above-mentioned facts regarding the relations between NATO-Greece,
Afghanistan-Greece, and Greek values and strategic location, the Greek society was quite
opposite towards the invasion of Afghanistan (Daily, 2002). According to a survey (Daily,
2002), Greek citizens did not support the invasion, being afraid of future damages to the
country’s structure and the possibility of a bigger war with Islam religion. The failure of the
Afghanistan case created two problem dimensions for the Greek state. Firstly, the terrorist fear
that the whole of Europe faced during the first decades of the 21% century (Nesser, 2016).
Secondly and most importantly, a huge segment of immigrants and refugees that Greece, as a

first-line state, needed and needs to be handle (Harris-Papaioannou, 2021).
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3. Literature Review

This chapter will introduce the two basic meanings that this effort will focus on. It will be
adduced a short and deep brief of history, main factors, and modern features of the meanings,
respecting the available time and space of this research effort. Thus, this literature review is
narrowed down and correlated with the under-examined meanings and therefore aims at the
emergence of independent variables. As a result, will be mentioned public diplomacy during
the ancient and recent years. The evolution of the field after the invention of the telegraph, how
previous research and case studies contribute to the public diplomacy field and the meaning of
securitization will be mentioned in the first section. Therefore, the second important meaning
of this research, brand/branding, will be analysed deeper. Branding, with the definition of the
21st century, will be covered in the second section, while developing the argumentation that
highlights its significant confluence during the golden century considering the configuration of
public opinion. Last but most important, there will be a synthesis section, where the correlation
between public diplomacy, strategic communication, and branding will be described. The
interrelationship and cross-fertilization of these meanings should be kept in mind, considering

the recent times and the case study of this effort.

3.1 Public Diplomacy

Diplomacy locates its starting point thousands of years ago, when Herodotus and Plato, during
their effort to produce the Ancient Greek theoria, travelled and reproduced the values, ideas,
and practices of different societies and communities (Constantinou, 2016). Plato and Herodotus
were constantly in a process of negotiating meanings and knowledge that came from foreigners.
Years later, Greece, Rome, and the Byzantine Empire translated diplomacy into an effort not
only to understand and negotiate foreign meanings but also to attract foreigners and initiate
them with different values and missions (Melissen, 2005). In 1965, Edmund Gullion specified
this small field of diplomatic processes and named it public diplomacy (Snow & Cull, 2020).
Edmund Gullion did not coin the deep meaning of public diplomacy, although he brought it to

the surface by indicating a more specific angle. Nowadays, public diplomacy could be defined
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as the governmental efforts to appear attractive in the public sphere of the international
community (Melissen, 2005).

Moving deeper into the meaning, as Sevin, Metzgar, & Hayden (2019) mention public
diplomacy (PD) is on one hand closed related to International Relations (IR) (diplomacy), and
on the other hand, its main target audience locates out of domestic borders (public) , broadening
the field and remaining an instrument of national governments. More specifically and as
previous literature indicates, governments use public diplomacy in their attempt to influence
the public opinion of the international community and espouse national values and ideas (Snow
& Cull, 2020).

Communicate, influence, and persuade finally the public opinion was the sequence used to
describe the process of PD, indicating a one-way communication policy. Although, this was
meant to change, starting in the 1860s with the invention of the telegraph. “My God, this is the
end of diplomacy!* were the words of Lord Palmerston when he received the first telegraph
message (Kurbalija, 2018, p. 141). Luckily, Lord Palmerston was wrong, and instead of the
end, in the 21st century, after the information revolution and the use of digital means, such as
the internet and social media platforms, the way of implementing PD changed dramatically,

whilst re-introducing the power of public opinion.

Even though the importance and the adaption of the public diplomacy strategies, public
diplomacy studies have been limited, especially when talking about public diplomacy in
practice (Ayhan & Sevin, 2022; Vanc & Fitzpatrick, 2016). Most studies were referring
basically to the USA, as an example and research area of public diplomacy implication
(Melissen, 2005). According to previous research, the new age of public diplomacy and the
critical transformation from one-way into a two-way communication process brought again
public diplomacy in the centre of interest, overcoming the obstacle of the American monopoly
(Snow, 2020; Snow & Cull, 2020).

Nowadays, methodological approaches constitute the problem that characterised the field of
public diplomacy, as it is observed an absence of differentiation (Ayhan & Sevin, 2022). Case
studies with historical content analysis are the basic examples of research studies in the public
diplomacy field. According to Zhao Alexandre Huang (2021), public diplomacy is a tool
through which it could be examined the way that governments choose in order to implement
and rationalise their foreign policy. PD has three forms of application (Owen, 2016), namely

daily communications that refer to publishing information regarding policies, explaining the
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domestic values, strategic communication that is implemented by promoting a specific variety
of themes and issues, and the creation of long-term relationships between key factors. The
means of this form are involved in the education system, scholarships, exchanges, conferences,
and the world of media (Nye, 2019).

Slovenia represents one of the case studies, through which public diplomacy is represented as
atool in order to increase and reinforce the national reputation, improve the national image and
therefore influence the public perceptions and evaluation of the state and nation, creating high
levels of trust (Krajn, 2004). The value of identity credibility was broached by the myths of
Aesop and the story of the shepherd and the wolf (Cull, 2009). The phenomenon of source
credibility has become even stronger after the evolution of technology, whilst a big variety of
actors interact in an unpredictable, partly known, and unsafe environment. This argumentation
is highly supported by the example of Spain as a great example of external reputation
management that results in high levels of credibility (Melissen, 2006). The source credibility
penetrates directly the level of effectiveness that PD could have, transforming into a fatal factor
in the diplomatic process. Another well-known example that supports the impact of credibility
is the example of the BBC “through its telling of bad news — as well as good — throughout the
Second World War, effectively reversed the reputation of Britain for creativity with the truth
earned in the First World War” (Cull, 2009, p. 41).

Taking a step after and considering the Canadian and Japanese examples of research, public
diplomacy is correlated with the security issue. According to Marczuk (2020) Japan and
Canada, with the “freedom from want” and the “freedom of fear” correspondingly, reinforced
the issue of security through their public diplomacy policy. Through this effort, it underlined
the role of public diplomacy in the national security processes (Cull, 2017). Joseph Nye and
the meaning of soft and smart power are highly supported as well. The meaning of soft power
was introduced in 1990 by Joseph Nye. Joseph Nye defined soft power as the ability to persuade
people and guide them regarding your own willingness. Soft power does not include only the
ability to persuade or guide, but also “the ability to entice and attract” (Nye, 2008, p. 95). The
features of soft power constitute the interdependent relationship with the PD. In other words,
public diplomacy is the instrument that can translate the values of a society into soft power,
whilst soft power can translate the values of a society into powerful public diplomacy. A
prerequisite of the ability to use soft power is firstly the testified presence in the public sphere
and secondly the credibility of the source, as it comes through reputation. Worth to mention

that the USA, after the critical event of the 11th September, uses public diplomacy and soft
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power as a tool in order to apply national security strategies and reinforce the critical support
of national interests (Rugh, 2017). Even though and as the case study of Kenya has mentioned,
public diplomacy could produce not only positive but negative influence as well, preventing

the desired results to come (Munene, 2011).

In conclusion, the PD had, has, and will have a great role in the IR and the international
community. During the two last centuries, PD has changed and gained ground considering the
great impact that could produce. Daily and strategic communication, long-term relationships,
soft power, and security are some of the factors that characterise the meaning and the
application of PD nowadays. But what about branding? In the following section, the field of

branding will be deeply described.

3.2 Branding

Branding, another meaning that comes from ancient times, was firstly noticed in an Indian old
transport-centre town, where people created animal figures to identify their hometowns (Bastos
& Levy, 2012). Additionally, ancient Egyptians and Greek people, more closely to a modern
branding form, drew hieroglyphics and marked their properties with iron touches (Moore &
Reid, 2008). Thousand years after this, owners of products started using labels, discovering the
meaning of reputation. Recognizing the importance of brands, companies made the initial steps,
investing in their brand name in order to distinguish their products from other similar products
(Jones, 2017). After the Second World War and the rise of the phenomenon namely mass
production, branding became one of the most important meanings when referring to companies
and organisations. Nowadays, branding signalises huge departments of companies and a big

amount of well-spent money.

Even though the long history, brand, and the process of it, branding, still miss a common
worldwide definition. Based on the previous literature, the complexity and multidimensional
identity of a brand constitute the basic reason for both a big variety of research and
consequently different interpretations (Bastos & Levy, 2012; Keller, Nelsin, Reibstein,
Lehmann, & Oh, 2020). According to the American Marketing Association (AMA), “brand is
a name, term, sign, symbol or any combination of them that is designed to identify the goods

or services of one seller or group of sellers and to differentiate them from those of competitors”
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(Riley, 2016, p. 5). Furthermore, and moving on the history line, branding literature has
indicated that brands are communication tools through which we could recognize and express
ourselves (Schulz & Stout, 2010), national interests, and identity (Dong & Tian, 2009). In
addition to that and according to Keller, branding connotated an experience and a promise
towards consumers. It is supported that branding describes a set of expectations or in other
words, a set of outcomes produced by experiencing brand products and services (Keller,
Sternthal, & Tybout, 2002).

Recent studies have identified branding as a cognitive construction, through which consumers
create associations and perceptions (Alemu & Zewdie, 2022). Composing strategic narratives
and providing argumentation is recognized as one of the main ways to apply branding
strategies, as through these tools a central concept could penetrate the audience’s mind, creating
the desirable associations (Wolff, 2014). Taking a step after and over the past decade, it was
highlighted the need to focus on generating and producing consumer experiences that are
closely correlated with the development of stronger brands (Keller & Lehmann, 2006;
Morrison & Crane, 2007). It is supported that argumentation and narratives, besides the
benefits of association and cognition, could establish an emotional relationship between the

company and the consumer (Dias & Cavalheiro, 2021).

Nowadays, branding is also recognized not only as a matter of organisations or companies but
nations and states as well. Nation brand was firstly mentioned by Anholt in 1998 (Anholt,
1998). Almost two decades later, researchers mention that as is happening with branding,
nation branding misses a comprehensive, common definition. Worth saying, marketing
scholars refer to the meaning both as “country branding” and “nation branding” (Nguyena &
Ozcaglar-Toulouseb, 2021). Nation branding is identified as an instrument to claim uniqueness,
including specific factors, such as history, political systems, location, geography, and
population habits (Anholt, 2002). As a consequence, nation brand is a complex, ongoing and
multifaceted effort (Lee & Kim, 2020) that produces the image and reputation, whilst
comprising “a complex bundle of images, meanings, associations, and experiences in the minds

of people” (Fan, 2010, p. 98).

Security, as a matter of national issues, has been put aside after the end of the Cold War until
the terrorist attacks of 11th September in the USA. After these incidents, security and the
creation of safe living conditions became a key issue not only for the national political agenda

but also for the national reputation management (Coaffee & van Ham, 2008). Many studies
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and research highlighted the need for elaboration, considering the national security issues and
the national identity and reputation (Mihaila, 2015). Recent literature highlights the relations
expressed between security branding and places through the Unique Selling Points (USP)
(Coaffee & van Ham, 2008). The security dimension when referring to brand image and
reputation has been highly underlined mainly through the case studies of Madrid (terrorist
attack of 2004), Israel (Israel-Palestine Conflict), Miami (high crime rate), Copenhagen
(terrorist attacks of 2015), and other places that suffered from insecure conditions (Avraham
& Ketter, 2008). Worth to mention that through the example of Copenhagen is supported the

negative influence that a security issue could cause in brands.

Security branding is an important factor not only for states and nations but also for international
organisations and stakeholders. This becomes obvious when referring to NATO. NATO is
perceived as a strong security brand (van Ham, 2008), considering that member-states use its
logo in order to show their accomplishment of membership and reinforce their national brand
and reputation (Coaffee & van Ham, 2008). Even though the importance of the field and its
implication for the international scene, previous research highlights its hardly new elaboration
(Coaffee & van Ham, 2008) and the need for further research (van Ham, 2008).

To sum up, and despite the functional differences between companies, organisations, nations,
and political entities, branding is applied following almost the same lines and rules. A logo or
a sign, combined with strategic communication and narrative, is the common method that
CEOs and branding specialists choose to conquer the public’s mind and connect with them.
The experience that each consumer would derive from brands would contribute to the final
image, reputation, and credibility of the brand. Last but not least, an important but recent factor
that influences the national and organisation brand is the meaning of security and securitization.
The process of security branding affects the reputation and therefore the consumer experience
and attitude towards brands in the national and international sphere. But what kind of

connection could brand/branding and PD develop?

3.3 The synthesis

In order to find the route that could guide to the correct synthesis, the deductive approach, as
Plato and Aristotle taught thousands of years ago, was followed. The first step was to detect

the main features that penetrate the two meanings. More specifically, the process line,
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consisting of means, the final goal, and the time shot were followed. Focused on the means and
starting with PD, it was noticed the need for influencing public perceptions through
communication, values, and ideas. Analysing the process of branding was recognized as a
similar technique. Branding also uses communication and values in order to reach people’s

minds. The first common feature could not signify anything else than the relation number one.

Moving on, the attraction was set on the desired outcome. PD’s goal was to create power over
the public opinion processes and a form of relationship. Thus, branding shares goals with PD,
with the meaning of the persistent desire to create communication channels and then achieve a
positive impact on the public sphere. These similarities of the two meanings, which seem to
share the same ground, raise the question of whether they could be combined into a possible
identification and developed the need for one of them. Melissen (2005) answers this, claiming
that brand nowadays is a new prerequisite for implementing the new form of PD and not a

replacement or overlapping meaning.

Even if both meanings share a lot of common features, there are basic distinctions between
them that transformed and maintained their uniqueness. Brand and branding are meanings that
refer to and answer questions regarding the meso-level of communication processes with a
specific target audience. It includes the process of building trust, common interest, and a
positive image. But public diplomacy is a meaning that uses the outcomes of daily
communication, strategic communication, soft power, and branding to achieve long-term
results and relationships with the stakeholders and the whole of the international community.
As a consequence, it could be alleged that branding is another angle of applying and bringing
PD closer to its final goals or as Melissen claims and captures in a better way, a new

prerequisite.
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4. Theory

In this chapter will be analysed the Elaboration Likelihood Model (ELM), whilst attempting to
create the theoretical framework and develop the hypotheses of this research effort. ELM, as a
theory that captures the complexity of attitude change, will be the ground pillar for the research
model and therefore for the hypotheses that need to be tested. The theory chapter is developed,
respecting the available time, space, and according to the main meanings of this research. As a
result, it will be shortly presented the ELM, following the elaboration of the hypotheses. Lastly,
the research model will be demonstrated.

4.1 The choice of ELM model

This research effort set under examination the attitude and perception changes that result after
the big defeat of the NATO organisation in the Afghanistan war, trying to investigate and reveal
the factors that influence the configuration of public perceptions. Consequently, and from a
quantitative approach, two main theory models were provided, namely “theory of planned

behaviour” or TPB and “elaboration likelihood model” or ELM.

Starting with the first one, the Theory of Planned Behaviour (TPB) represents the development
and extension of the boundary conditions that the Theory of Reasoned Action represented
(Madden, Ellen, & Ajzen, 1992). More specifically, the TPB model explains the individuals’
attitude based basically on the intent to perform that attitude (Alam & Sayuti, 2011), which is
based on previous experiences and norms (Ajzen, 1991). As a result, when a change happened
or a current situation altered due to some novel and unfamiliar elements showing up, the model
and the prediction of behaviour have little to offer in the research (Ajzen, 1985). In addition to
that, TPB focuses on the explanation of models and research that perceive as dependent
variable the behavioural intention and as independent variables the attitude, subjective norm,
and perceived behaviour control (Ajzen, 2011), providing a research model that could not be
adapted in this research effort. The above two main features that characterises the TPB resulted
in the appropriateness and unsuitability of the model for this research, forcing the author to the

ELM theory as it is providing therefore.
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4.2 An effort to understand elaboration likelihood model (ELM)

The elaboration likelihood model (ELM) was composed by Richard Petty and John Cacioppo
in the mid-1970s when both of them were still graduate students (Richard & Brinol, 2012). The
development of ELM attempted to satisfy the need for a theory correlated with the study of
attitude change that was popular at that time. As a result, the ELM was first perceived as a
theory of persuasion or simply as attitude change (Richard & Cacioppo, 1986). Even so, the
creators explored that the meanings and framework of persuasive messages could be applied
to a variety of fields and studies. The main reason for this feature was that in fact, persuasion
happens everywhere, whilst it has an essential role in human daily life (Petty & Brinol, 2012).
Consequently and according to Petty and Cacioppo’s model (1986), ELM postulates an
explanatory model that scrutinises how and why a variety of factors influence the evaluation

process and finally our attitudes under persuasive communication situations.

The elaboration likelihood model is characterised by the motivation, ability, and opportunity
of human beings to elaborate and evaluate a communication process (Dotson & Hyatt, 2010).
The motivation expresses the willingness of individuals to engage and think about the
communication messages (Petty & Cacioppo, 1996). Ability determines the capability of
individuals to comprehend the information, whilst the opportunity to get exposed to a variety
of communication products (Petty & Brinol, 2012). High levels of elaboration likelihood
happen when motivation, ability, and opportunity factors are able to influence how much
elaboration will be devoted to any communication situation. Worth to mention that the
elaboration term refers to the process through which people not only encode the provided

information but “they also add something of their own” to this information (Petty & Wagener,
1999).

The ELM provides nowadays an organising framework that is able to explain not just what an
attitude change is, but also how this attitude change supervenes (Petty, Heesacker, & Hughes,
1997). More precisely, ELM demonstrates four main features that support this. Firstly, it is
claimed that people’s attitudes change or evaluation could be done “with a high degree of
thought or a relatively low degree of thought” (Petty & Brinol, 2012, p. 226). The so-called
elaboration continuum is influenced by this process and ranges from low to high levels.
Secondly, except for the elaboration continuum, there are a variety of processes of change that
operate at the same time. When these operational processes happen at the very end of the

elaboration continuum, a peripheral route is followed. On the other hand, in case operational
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processes are noticed at the beginning of the elaboration continuum, a central route is followed.
Thirdly, ELM theory postulates that the levels of thoughts about an issue could influence how
temporary or permanent the final change will be. It is supported that the higher the level of
thoughts that determine a judgement, the more it lasts over time and resists other changes
(Brinol & Petty, 2015). The fourth feature is considered the most useful and refers to the
organisational framework that ELM provides regarding the variables and the potential level of
effect that they could cause. In other words, it is highlighted that the category of variables could
affect and determine how much a person thinks. But how could these categories be created and

framed?

The central and peripheral route represents the two basic categories that could determine and
fit the above mentioned main features of ELM. The central route to persuasion indicates that
attitude changes result from our intensive and careful attempt to evaluate the basic factors of a
communication situation (Petty & Cacioppo, 1984). Subjects with high relevance conditions,
such as argument quality, follow or should follow the central route to persuasion. The target of
these subjects is to influence the mind-thinking and finally the evaluation of the message,
generating positive or negative thoughts about it (Petty, Heesacker, & Hughes, 1997). Central
route processing, except for a high level of elaboration, is supported that results in long-lasting
changes and benefits (Dillard & Shen, 2012). Considering brands, brand involvement is
claimed to lead to a central route when brand supporters examine carefully the communication
messages (Park & Hastak, 1995). On the other side, the peripheral route to persuasion demands
lower levels of cognitive effort to make an evaluation, whilst it is mainly focused on peripheral
cues, such as colours, and source credibility (Bhattacherjee & Sanford, 2006). Lastly and in
contrast to the long-lasting changes that the central route induces, the peripheral route results

in less persistent and temporary changes (Pornpitakpan, 2004).

Figure 2. Elaboration Likelihood Model

Motivation
Central Route
Processing
Ability Elaboration
Peripheral Route
Opportunity Processing
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4.3 Towards research model and development of hypothesis

Following the theoretical framework and the existing literature, a testable research model and
a variety of hypotheses are constructed. The main objectives of the following sections are to
develop a research model in order to examine and discover the main variables that influence
the public perceptions of Greek Generation Z about the NATO brand. The model consists of
three components namely: argument quality, information availability, and source credibility.
The development of the hypothesis would be structured and guided through theory’s sections.
At the end of the theory chapter, the research model would be presented.

4.3.1 Argument quality

As it is above-mentioned, argument quality is a major factor that characterises the central route
to persuasion of the elaboration likelihood model, whilst exploring how individuals code the
quality of arguments that are included in the communication process (Teng & Khong, 2015).
Although the importance of quality argumentation, little is known about the features that make
an argument persuasive (Charles & Lutz, 1998). Nowadays, it is supported that when
arguments are clear rather than questionable, would probably create a more positive or
favourable feeling to individuals (O’Keefe, 2002). In addition and according to Bhattacherjee
& Sanford (2006) the argumentation is able to influence individuals’ perceptions when useful
information is included. Regarding the organisational and the commercial environment where
narratives or arguments are used during the communication processes, it is claimed that they
“affect the cognitive responses, beliefs, and attitudes” (van Laer, de Ruyter, Visconti, &

Wetzels, 2014, p.808).

Considering this research effort and the field of brand and public diplomacy, narratives and
arguments are extensively utilised during the two-way communication processes. In addition,
it is claimed that argumentation and narratives signal the means through which researchers
could study organisations and their influence on their external environment (Rhodes & Brown,
2005). Therefore, it is hypothesised that:

26



Public Perceptions about NATO Brand

H1: Argument quality has a positive influence on the perceptions of Greek Generation Z about
the NATO brand.

4.3.2 Information availability

Motivation, ability, and opportunity constitute the main factors that influence the levels of
elaboration according to the elaboration likelihood model (Richard & Cacioppo, 1986).
Respectively, some factors could affect the motivation, ability, and opportunities of individuals
to elaborate on and evaluate communications products and messages. It is supported that some
of them are the personal relevance, the need for cognition, and the number of message sources
(Lien, 2011). Going deeper, message repetition is perceived as an essential factor that could
contribute to the deeper and longest thinking of communication messages, as it provides more
opportunities and the ability for individuals to scrutinise the argumentation and messages
(Hawkins & Hoch, 1992). In addition to that, message repetition could increase the level of
elaboration both by increasing the possibilities of understanding a message difficulty to process

and by preventing people from relying on simple cues (Lien, 2011).

In the brand extension field, it is supported that repetition and information availability improve
brand persuasion and lead to favourable evaluation (Lien, 2011). Furthermore, previous
research mentions that information accessibility and availability have a positive impact on
organisation’s perceptions and reputation (Parveen, Jaafar, & Ainin, 2016). Nowadays, social
media and platforms reinforce this effort, assisting organisations and companies in sharing
information and finally influencing their reputation, image, and attitude toward their brand

(Kim & Ko, 2012). Consequently, the second hypothesis is formulated as:

H2: Information availability has a positive influence on the perceptions of Greek Generation
Z about the NATO brand.

4.3.3 Source credibility

In contrast to the two previous factors, source credibility is considered a peripheral cue that

requires little cognitive effort and consequently less thinking time (Kitchen, Kerr, Schultz, &
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Mccoll, 2014). Considering the majority of the research, source credibility is perceived as an
common factor that characterises the peripheral route to persuasion in the process of persuasive
messages (Teng & Khong, 2015). Even though there is a conflict related to the source
credibility being a peripheral cue. Petty, Cacioppo, and Goldman (1981) during an attempt to
reconcile this issue, claimed that source credibility could constitute both a central and
peripheral cue based on individuals’ involvement and engagement. Consequently, source
credibility is perceived as a central cue when individuals are not involved with the topic, while
when individuals are involved, source credibility constitutes a peripheral cue. Despite that
conflict, it is extensively known that source credibility is affected by the meanings of
trustworthiness, expertise, and attractiveness (Na, Kunkel, & Doyle, 2019).

Lastly, source credibility also plays a significant role in the brand field. Credibility assists
consumers in creating a comprehensive opinion and evaluation of a brand and its promise
(Reitsamer & Brunner-Sperdin, 2021). More specifically, it is postulated that source credibility
is proof that the brand has the ability and willingness to deliver its promises. Or in other words,
credibility influences individuals’ choices, especially when there is big uncertainty (Erdem &

Swait, 2004). As a result, the third hypothesis is formulated as:

H3: Source credibility has a positive influence on the perceptions of Greek Generation Z about
the NATO brand.

4.4 The research model

All the factors and hypotheses that compose this research model, are described in a concrete

way in the following paragraph, whilst are visualised in the following Figure.
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Figure 3. Research model
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Public Perceptions
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The research model consists of one dependent variable, namely public perceptions and three
independent variables, namely argument quality, information accessibility, and source
credibility. The first hypothesis implies the relations of public perceptions and argument
quality. More specifically, it is hypothesised that the argument quality influences positively the
development of public perceptions about NATO. Following the same line, the second
hypothesis predicts that the information accessibility causes impact on the perceptions of Greek
Generation Z, while the third hypothesis supports that source credibility instigates the positive

levels of influence on public perceptions about NATO.

4.5 Control Variable

Considering the current situation, the Ukraine war could be mentioned as a variable that could
influence the public perceptions about the NATO brand. The Ukraine war constitutes a fact
that could potentially characterise NATO, following the same or different route as the Afghan
war. Although, the Ukraine war is still a fact in progress and could be considered only as a
potentially influential factor towards public perceptions, especially when this research effort
focuses especially on another novel event. Keeping the Ukraine war as a control variable in
this research model could exclude any possible effect in the dependent variable not attributed
to the independent variables or in other words prevent a possible effect and change, whilst
keeping the research under control (Marken, 2001). Lastly, it is supported that ensuring that
“alternative causal effects or interactions can be excluded” increases the valid inferences of the

research effort (Schwichow, Croker, Zimmerman, Hoffler, & Hartig, 2016, p. 38).
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Consequently, and in order to test and examine a possible effect on the dependent variable by

the Ukraine war processes, another hypothesis is formulated as follows:

H4: Ukraine crisis affects more negatively public perceptions about NATO.
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5. Methodology part

This chapter will provide information about the research paradigm and study design (data
collection, tools, and strategy), whilst composing the framework of the methodology that would
assist the author to answer the main research questions. More specifically, it will describe and
explain the choice of the quantitative methodology, as a way of conducting and selecting the
necessary empirical data for this research. This thorough process will provide the final
synthesis of the three previous sections and conclude in a meaningful way the big puzzle-image
of this research effort. The segregation of the questionnaire will be one of the initial steps in
order to reach the end of the route. The meanings of credibility and reliability would be referred
to during the effort of the online survey construction. Lastly and following the willingness of
composing a comprehensive overview, bias will be mentioned in the reflection part of this
section. Moving to the next paragraph, keeping in mind that public diplomacy, branding, and
ELM theory compile this research effort.

5.1 Research paradigm

The English word and meaning of paradigm originate from the Greek word paradeigma.
Paradeigma in the Greek language means the pattern and was used firstly in 1962 by Thomas
Kuhn in order to describe a shared framework among the scientific community that would
provide a pattern for examining and analysing phenomena (Antwi & Hamza, 2015). Meanings
that are included and synthesise the understanding of the paradigm are namely epistemology
and ontology. Those meanings capture the worldview of mind thinking and are relatively
important about the aspects of reality. In the field of social sciences research, ontology captures
the way the world and the socially constructed phenomena are realised, while epistemology
adds the theory of knowledge (Matthews & Ross, 2010). Given the nature of this research, the
need for a deeper understanding of a phenomenon, its complexity, and its cause would be

explained and analysed from a wider angle of post-positivism.

Post-positivism paradigm stepped forward considering the limitations and criticism of

positivism. Post-positivism is the result of the combination of positivism and interpretivism
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approaches and it is extensively known as methodological pluralism (Panhwar, Ansari, & Shah,
2017). In contrast with positivism, the post-positivist approach supports the claim that the
absolute truth is nowhere to be found, but scientifically what matters is the reality (Lincoln,
Lynham, & Guba, 2011). As a result, post-positivism by using statistics and experiments
attempts to capture reality in the best possible way, leading to explanations of predictability of
explaining the social world (Muijs, 2011). Considering that, and from an epistemology
perspective, post-positivism supports objective perceptions.

Regarding this research thesis, the way that its aims, goals, and hypotheses were created, by
following the path of previous research, constitutes a feature of post-positivism tradition
(Muijs, 2011). Lastly, and using a quantitative approach indicating statistical empirical data,
this research satisfies the need and the attempt to represent reality according to the post-

positivism goals.

5.2 Study Design

Reflecting on the previous parts and attempting to compose the big narrative of this research,
the design of the survey needs to be analysed. Considering the nature of the research, it could
be assumed that applying qualitative methodology is the indicated way. Even so, the research
questions of this thesis would follow another direction, applying the quantitative methodology
and the variance model instead. The choice of quantitative methods was considered a
unidirectional way. The argumentation for this option will follow the reductio ad absurdum

thinking.

The North Atlantic Alliance constitutes a sui generis organisation that handles military and
political issues with sensitive content. As a consequence, the admission to study internally
NATO, for example interviewing or creating focus groups among employees, requires a
sequence of specific steps and holds the bias of answers that follows employees’ restrictions.
In addition, and focusing on the Greek example, implementing any kind of research about
NRDC is translated into a request for specific authorization from the Greek Defence Ministry.
This process is characterised by a high level of bureaucratic circumstances that could last
months, whilst the possibility of rejection is always a real probability. Another factor that

guided this research effort to quantitative methodology is the need for self-determination. More
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precisely, even if this research was approved in the first stage by the Greek Defence Ministry,
it should be approved before being published as well, quitclaim authority of managing this
effort.

Moving on and examining the qualitative option with external angles, was still considered
inappropriate for this research. Firstly, considering the topic of this research as a political issue,
the majority of people could become uncomfortable and unwilling to discuss with a researcher
personal opinions and perceptions. Bias for giving the socially approved answer could produce
invalid results, guiding the research in the wrong direction. Therefore, and examining a
practical perspective, Greece holds the majority of restrictions related to the covid-19 pandemic
during the first months of 2022, when the empirical data should be collected. As a consequence,
travelling to Greece and conducting focus groups or interviews would be highly hampered.
Focus groups or interviews for political issues with sensitive content on Zoom could not be

considered an appropriate method for examining the research questions of this thesis.

The above-mentioned reasoning and critical thinking guided the author in the selection of
quantitative methodology. Considering the relation between the dependent and independent
variables, the variance model is the suitable quantitative model. Variance studies and theory,
commonly used for social science research, provide a necessary explanation model for research
based on survey data (Van de Ven, 2007). The variance method realises a continuous changing
process on independent variables caused and driven by deterministic causation of dependent
variables. Any change that is caused by the under-research factors is explained by variables
(Doncaster & Davey, 2007). As a result, it is suggested to identify the independent variables,

and then examine through statistics the variations in the dependent variable.

More specifically and referring to the quantitative method that applied in order to gather
statistics data for this research effort, it is namely online surveys. Online surveys were
conducted on a range of grounds. An initial argument is considered the capability of surveys
to reach the opinion of the medium size segment of the target audience/population, assisting
the validity of the results (Evan & Mathur, 2005). The choice of online surveys is also based
on another crucial factor in this research. According to research, NATO and its external
communication policies currently focus on youth and Generation Z, as the biggest problem of
NATO’s external image is noticed among people that belong in this specific age group (Wolff,
2014). Considering the familiarity of young people with digital tools and means, online surveys

would be transformed from a wicked choice into a big advantage for collecting and observing

33



Public Perceptions about NATO Brand

the Greek Generation Z and its public opinion. Lastly and again from a practical point of view,
online surveys could assist the author to overcome the obstacle of distance and travel

restrictions.

5.2.1 Sample collection and data collection

As is above mentioned, this research effort focuses on Greek Generation Z, considering
organisational issues and factors. Examining Generation Z could contribute in a more effective
way to capture the reality, as young people are mainly presented as the more critical part of
societies and actively participate in socially constructed phenomena (Parker, Graf, & Igielnik,
2019). In addition, the research was mainly focused on educated young people that could
understand and realise the complexity of politics, organisations, and the international relations
scene (Rice & Moffett, 2021). The three criteria (age, education, country of residence) resulted,
regarding more theoretical issues, in the choice of employing convenience sampling for the
current research. Convenience sampling is also called Haphazard Sampling or Accidental
Sampling and constitutes a type of nonprobability or non-random sampling (Given, 2008). This
sampling method refers to a sample that is conveniently available (Boyle & Schmierbach,
2015; Zikmund et al., 2009). The convenient sample was chosen considering the suitability and
the need for access to a medium-size number of respondents, in order to be able to discover
and analyse a big variety of ideas. Except for the advantages, this type of sampling includes
disadvantages that mainly respond to the levels of credibility. This issue will be mentioned

later on.

Regarding the quantitative approach, the online survey was designed through Google forms (a
popular tool among Greek Generation Z) and published through the student website of the
University of Macedonia “International and European Studies-University of Macedonia”,
where students who study and are interested in international issues join, and the “Forum of
International Relations” Facebook page, where are gathered people with interest in
international relations. Therefore, it was published on the personal accounts of the author
(Facebook, Instagram, and LinkedlIn), as they include mainly new and past Greek colleagues
and classmates who represent Generation Z and could effectively contribute to the data
collection. Worth to be mentioned, that the online survey was conducted in Greek, reducing

possible obstacles and misunderstandings that the English language could cause. Lastly, the
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survey was published from 7th until 21st April. During these fourteen days, 213 responses were
gathered, of which 191 were valid (for more details check the next chapter).

5.2.2 Survey Design

The complexity and multidimensional meanings which are touched through this effort reflect
on the construction of the questionnaire. Every part reproduces a small synthesis of the
literature review and the theory part, struggling to capture different angles and factors.
Attempting to create a research model, the questionnaire is divided into 6 parts. Following this
model, the questionnaire is able to address the socially constructed reality and the ELM theory,
analysing at the same time the main factors of public diplomacy, branding, and strategic
communication (Appendix 1).

Demographic data: Practically thinking, the first part of the questionnaire includes
demographic questions, such as age and education that could assist the author to distinguish

and exclude answers that do not fulfil the criteria of the sampling requirements.

Public perceptions: The answer to the research question is constructed through this part.
Perceptions and attitude changes are highly explained through the ELM theory. In this case,
this section focuses on cues, facts, narratives, and communication strategies that were
employed to influence the public perceptions of the NATO brand. This effort will follow the
steps of previous research, employing questions that brought light to the public perceptions of
NATO (King’s College & Ipsos MORI, 2019). As a result, this part includes the 4-item scale

measured on a 7-point Linkert scale.

Argument quality: In the third part is being conducted the next step to combine theory and
literature review, whilst examining the research question and testing the first hypothesis (See
Figure 2). Strategic narratives that provide argumentation and attempt to influence the route to
persuasion and therefore the public opinion about brands, would be under examination.
Considering the case, the questions mention the meaning of arguments during the Afghanistan
case and the final effects that have been caused regarding the public opinion and NATO brand.
Examining argument quality, the author employed the Bhattacharjee and Sanford (2006) scale.
More specifically, it includes a 4-item scale measured on a 7-point Linkert scale. The questions

are partly re-framed to respond properly to the under-examination phenomenon.
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Information Availability: Moving on, this part consists of questions regarding the opportunity
and consequently the number of repetitions of messages during the implementation of
branding, and public diplomacy strategies. NATO used mostly social media platforms, such as
Facebook and Twitter, in order to publish the argument, namely campaigns and narratives that
were referred to in the Afghanistan case. Focusing more on this case, the information
availability is correlated with deeper thinking and finally the change of public opinion that
Greek Young people created about NATO and its brand (answering the research question,
testing H2). Describing the information availability through social media is used the Parveen,
Jaafar, and Ainin (2016) scale. It consists of a 3-item scale measured on a 7-point Linkert scale.
Similarly, the questions are partly re-framed in order to respond properly to the under-

examination phenomenon.

Source credibility: The fifth part refers to the meaning of source credibility as an angle that
influences and connects the processes of the peripheral route to persuasion with a major factor
of branding and public diplomacy. The factor of source credibility is analysed deeply,
highlighting its significant effectiveness on the three above-mentioned processes (answering
the research question, testing H3). This section is composed of the Bhattacharjee and Sanford
(2006) scale and includes a 4-item scale measured on a 7-point Linkert scale. Again, the
questions are partly re-framed in order to respond properly to the under-examination

phenomenon.

Ukraine crisis: The final part takes into consideration the current changes regarding
international relations and scene. As NATO and its brand are examined, the big crisis in
Ukraine could not be excluded (answering the research question, testing H4). Except for the
new challenges and changes that this case could cause to NATO’s brand, the crisis in Ukraine
could cause bias in the analysis if it wouldn’t be mentioned. A new, ongoing, war situation that
complicates the realisation of NATO’s identity and brand could not be ignored through this
research process. This part is supported by Dawar and Pillutla’s (2000) scale, which includes
a 3-item scale measured on a 5-point Linkert scale. Examining a different crisis, the scales are

operationalized in order to respond to these effort goals.

Figure 4. A concrete description of the totality of hypotheses.
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Hypotheses to test:

H1: Argument quality has a positive influence on the creation of NATO'’s public perceptions
after the Afghan case.

H2: Information accessibility has a positive influence on the creation of NATO's public
perceptions after the Afghan case.

H3: Source credibility has a positive influence on the creation of NATO's public perceptions
after the Afghan case.

H4: Ukraine crisis affects more negatively public perceptions about NATO.

Figure 5. Summary of measurement
A comprehensive board referring to the different sections of the questionnaire, the number of scales,
the applied model theory, and the previous research application.

Section Scales Theory-Field Previous
Research
Public perceptions 4-item Attitude Change  King’s College
and Ipsos MORI
Argument Quality 4-item Central Route- Bhattacharjee
Argument and Sanford
(2006)

Information Availability 3-item Central Route- Parveen, Jaafar,

Opportunity and Ainin (2006)
Source Credibility 4-item Peripheral Bhattacharjee
Route-Credbility and Sanford
(2006)
Ukraine Crisis 3-item Control Variable Dawar and

Pillutla (2000)

5.3 Considering Bias

Given the nature and the design of the research, it should be considered a range of biases.
Through the description and the implementation of quantitative research regarding political

and social issues, bias could be firstly noticed in the sampling method. Convenience sampling,
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except for the easily accessible and applying method, embodies possible bias. Even though and
to eliminate the possibility of bias, there were some techniques applied, as described. The initial
source of bias that could be noticed refers to the adequacy of responders. Participants with
absence of knowledge about the topic could cause bias and quick responses that do not
represent the reality and the socially constructed public opinion (Sedgwick, 2013). This issue
was handled through the first part of the questionnaire and the criteria for eligibility.
Responders that did not fulfil the criteria were excluded from the collected data and their
responses were not taken into analysis and measurement. Thus, the usage of an invalid or
untested questionnaire could be transformed into another possible source of bias (Malone,
Nicholl, & Tracey, 2014). As is already described, the totality of the questionnaire’s sections
was applied in relevant research at least one time, reinforcing the meanings of validity and

reliability of this thesis effort and eliminating more biases.

A second possible source of bias is referred to as social desirability bias (SB). Research that
examines phenomena and cases with social and political issues could unwillingly entice
responders to answer based on socially acceptable choices, supplanting their personal opinion
(Jann, Krumpal, & Wolter, 2019). Regarding this research effort, participants were asked about
their opinion on a phenomenon and brand with an assortment of social and political
perspectives in Greek society and scenes. To mitigate SB bias, the anonymity of the
questionnaire and the ability of the participants to quit in any part of the process was
highlighted.
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6. Data Analysis

This chapter provides the analysis of the data that were gathered by applying quantitative
approach and publishing the survey. In order to examine and analyze the responses, the IBM
SPSS Statistics program (therefore SPSS) was used. SPSS analysis is implemented in different
stages. Descriptive analysis is implemented in order to check the validity of the responses and
the functionality of the questionnaire. Therefore, multiple regression analysis indicates the
answers to the research questions, by testing the hypotheses. Moving to the following
paragraphs, keeping in mind that this effort attempts to answer what is the main factor that
affects the public perception of Greek Generation Z about the NATO brand.

6.1. SPSS Data

6.1.1 Demographic Data

As is already mentioned and in order to receive accurate and valid results, responders need to
fulfill three criteria (age-education-country of residence). Firstly and regarding their age, they
need to belong to Generation Z (18-26 years old). Secondly, they need to be educated as it is
more possible to have knowledge about the international scene. And thirdly, they need to live
inside the Greek borders or hold a Greek nationality, sharing the Greek culture. Before starting
the data analysis, descriptive analysis needs to be held in order to exclude responders that do
not fulfill the abovementioned eligibility criteria. Specifically, the survey gathered 213
responses, whilst 191 were valid. In particular, 15 responders did not belong in Generation Z,

and 7 responders did not share Greek nationality (See Appendix 2).

Moving on to the next variable of the demographic section, the knowledge about NATO is to
be examined. Considering the variable regarding the knowledge about the NATO organization,
the mean and the median (mean=3,1 and median=3,20) indicate that the average of the
participants has a medium level of knowledge about NATO. More than 30% of the participants

mentioned that their knowledge of NATO organization is good and very good (on a scale of
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1(not at all)-5(very well), 4=23,9%, and 5=7%). Last but not least, a positive skewness (0,142)
and negative kurtosis (-0,439) indicate some outliers. Even though, they are kept in the data as
the trimmed mean is close to the normal mean (5% trimmed mean=3,6 and mean=3,3).
Participants with a medium or high level of knowledge of NATO increased the level of
accuracy of the results (Graphs are provided in Appendix 2).

6.1.1. Internal Consistency

Before recoding and creating the team of variables that would express and measure the
dependent variable (public perceptions) and the independent variables (argument quality,
source credibility, and information availability), the internal consistency needs to be tested.
According to Pallant (2016), all scales need to provide good internal consistency, with
Cronbach Alpha values above 0,7 considered as acceptable. “Public perceptions” scale has a
good internal consistency which is implied through 0=0.827. “Argument quality” and
“information availability” scales have an internal consistency of 0.913 and 0.803
correspondingly, which suggest a very good internal consistency. “Source credibility” scale
has an internal consistency of 0.912, which indicate a very good internal consistency. The
abovementioned results were expected to be, as all the scales are operationalized from already

validated scales. In conclusion, all the scales are reliable and retained to test the hypotheses.

Figure 6. Internal Consistency of Model Constructs

Variable No. of Items Cronbach’s Alpha
(1) Public perceptions 4 0.827
(2) Argument quality 4 0.913
(3) Information Availability 4 0,803
3 0,912

(4) Source Credibility
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6.1.2 Descriptive Analysis

“Public perceptions” is negatively skewed (-0,549) with a positive kurtosis (0,273). This
indicates clustering of scores at the high end, skewed to the left, and distribution in the peak.
In order to produce normalised data, bootstrapping method was applied. Bootstrapping method
was applied performing bootstrapping for 1000 and 10000 number of samples. Although, the
bootstrapping method did not produce more normalised data, keeping “public perceptions”
negatively skewed with a positive kurtosis. The Box plot for “public perceptions” does not
indicate any outlier. “Argument quality” is positively skewed (0,608) with a positive kurtosis
(0,332). There are noticed 4 outliers. Even though, the trimmed mean and the original mean
(5% trimmed mean=13.35 and mean=13.540) are very close. Considering that the values are
not so different from the main distribution, the outliers retain in the data analysis. “Information
availability” is also positively skewed (0,081) with positive kurtosis (0,030). There are three
outliers observed. Similar to the “source credibility”, the trimmed mean and the original mean
(5% trimmed mean=9,906 and mean=9,957) are very close. As a result, the outliers remain in
the data analysis. Lastly, source credibility is positively skewed (0,135) with a negative kurtosis
(-0,333). Again, the bootstrapping method was applied performing bootstrapping for 1000 and
10000 number of samples. Nevertheless, normalised data was not produced. This time, no
outliers were observed. All variables, except for the source credibility, have 4 values that
indicate that min=4 and max=28. Source credibility consists three values, and the min=3 and
max=21. Some values of descriptive results are presented in Figure 4 (For Box Plot and SPSS

outputs see Appendix 3).

Figure 7. Descriptive Values

Variable Mean Std. Error SD Scale Range
(5) Public perceptions 14,56 22 3,24 1-7
(6) Argument quality 13,54 31 4,56 1-7
(7) Information Availability 16,57 21 4,00 1-7
9,95 ,26 3,83 1-7

(8) Source Credibility
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6.2. Hypotheses Testing

To examine the totality of the hypotheses, or the strength and the direction of the linear
relationship between the dependent and independent variables, correlation analysis and the
value of the Pearson correlation coefficient had to be implemented (Pallant, 2016). Pearson
correlation coefficient value describes the strength and the direction of the relationship between
two variables. It is worthy to be mentioned that at this level of analysis with Pearson correlation
value, causality cannot be indicated. Even though, it is the first step of discovering if there is a
correlation between independent and dependent variables. More specifically and referring to
this research, two of the three under-examined independent variables develop correlation with
the dependent variable. “Argument quality” indicates a medium correlation with “public
perceptions” (r=0.348), whilst a positive strong correlation is detected between “source
credibility” and “Public perceptions” (r=0.468). “Information availability” indicates a less

significant correlation with “Public perceptions” (r=0.223).

The next step in order to reach the final results of hypothesis testing is regression analysis.
Multiple regression analysis, except for the existence of a correlation, could indicate a
causality. In addition, by applying multiple regression analysis the way independent variables
affect the dependent variable could be assumed. Before examining the way of affection, the
data had to be controlled to ensure a proper regression analysis. The variables that need to be
measured are performed using Likert scales, an acceptable form for applying multiple
regression analysis (Pallant, 2016). In addition to that, Likert scales are treated as continuous
and include seven values, categorising them as continuous interval scales (Wu & Leung, 2017).
As a result, and before proceeding to the next step, residuals, normality, linearity, and
homoscedasticity need to be controlled. The results from the above-mentioned tests could be

found in Appendix 3.

Ensuring that the data were proper enough to apply multiple regression analysis, the next step
was implemented. The overall model explains 48,7 % of the variance in the dependent variable,
with an adjusted R Square of 0.487, which is an appropriate and optimistic number to report
when the sample is small (Pallant, 2016). The independent variable that performs the strongest
contribution to “Public perceptions” is the “source credibility”, with a beta coefficient of =
0.482 (t=5.325, p <0.00). In addition, “argument quality” and “information availability” have
a weaker contribution related to the dependent variable, with a beta coefficient of p = 0.135

(t=1.888, p<0.060) and p = 0.053 (t=0,998, p<0,104). Given the above, combining the results
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from the Pearson correlation coefficient and the multiple regression analysis, only hypothesis
three is supported. In detail, higher levels of source credibility support more positive public
perceptions. Being adapted in this under-examined case, the almost neutral public perceptions

levels are engendered with a medium level of source credibility.

Figure 7. Coefficients Results

Unstandardized Standardized

Variable Coefficients Coefficients T Sig
Beta Beta
(1) Argument quality 0,096 0,153 1,888 0,060
(2) Information Availability 0,043 0,0053 0,998 0.414
0,423 0,482 5,325 0,000

(3) Source Credibility

Lastly, regarding the control variable about the affection of the Ukraine crisis, a different
approach is applied. Each variable is considered separately to discover the level of influence
and the final bias that the Ukraine crisis has in this research. In particular, a descriptive analysis
is implemented for each variable that describes and examines the Ukraine crisis. According to
them, the majority of responders (68,9%) mention that the Ukraine crisis will further influence
their perceptions of the NATO brand. In addition to that and considering the possibility of a
future NATO operation, the majority of the responders (63,6%) are not willing to endorse a
new movement. But closer to the ongoing process, responders (39%) remain neutral about the
reaction of NATO regarding the Ukraine war, as the mean is close to the central and neutral
reaction. Given these data, it can be assumed that for this timeslot and as NATO is currently
not actively involved in the Ukraine war, the perceptions about the NATO brand are not
significantly influenced. This assumption is also supported by the Pearson correlation
coefficient. The variables related to the Ukraine crisis do not indicate a significant correlation
value with the dependent variable of “Public perceptions”. In Figure 8, there are some

descriptive values related to the three variables and the Pearson correlation coefficient value.
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Figure 8. Descriptive Values, Pearson Values related to the “Ukraine crisis”.

Variables Mean SD Scale Range r
Ukraine war 5,01 1,678 1-7 0,102
Reaction to war 3,17 1,516 1-7 0,360
Support of reaction 2,93 1,572 1-7 0,390

Figure 9. Hypotheses testing results

Hypothesis Results

H1: Argument quality has a positive influence on the perceptions of Greek Not supported
Generation Z about the NATO brand.

H2: Information Availability has a positive influence on the perceptions of Greek  Not supported
Generation Z about the NATO brand.

H3: Source credibility has a positive influence on the perceptions of Greek Supported
Generation Z about the NATO brand.

H4: Ukraine crisis affects more negatively public perceptions about NATO. Not supported
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7. Discussion & Conclusion

The purpose of this chapter is to provide the final conclusions regarding both the case study
that was under examination and the bigger problematization about the co-existence of strategic
communication, branding, and public diplomacy in sui generis international organisations and
securitization meaning. The author, based on the data and the previous research, supports that
the source credibility contributes the most to the creation of public perceptions about security
brands. The abovementioned sentence constitutes the main conclusion that will be analysed
furthermore in this section. Following the next paragraphs, keeping in mind that branding and
securitization or security brand is a under-researched field during the 21st century.

7.1 The current hypotheses and case study

This research has been focused on discovering the main and most important factors that
contributed to the formulation of public opinion regarding the brand of a sui generis
international organisation, NATO. The analysis took into consideration an ongoing crisis,
referring to the Ukraine war and its consequences from January to April when the research and
the collection of the data ended. After the exposition of the data, the research has been
concluded with three basic results, following the path that the research questions set up and the

peculiarities of the hypostasis that characterise the current organisation.

Firstly, and as the data indicate, the majority of responders have developed almost neutral,
closer to negative perceptions about the NATO brand, as the mean of “Public Perceptions”
dependent variable was 14,56 with a minimum value of 4 and a maximum of 28. During the
21st century and whilst the international scene is about to gain a new order, Greek young people
hold an almost neutral attitude towards NATO after the Afghan case, the main security brand
of Europe. Going a step after, the research aimed at discovering the most significant factor that
is related to the configuration of public perceptions. Or in other words, the main factor that

influences the elaboration processes regarding the NATO brand.

The survey and the previous research revealed the real problem that NATO faces in the golden

century. As it is mentioned and according to ELM theory, argumentation and information
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availability constitute factors of the central route to persuasion and finally the configuration of
change attitude and public perceptions. Considering this case, argument quality and
information availability hold medium levels of significance when the talk comes to public
perceptions about NATO. Considering the previous research as provided in the literature
review, the findings of this effort do not support the significance of the argument quality or
narrative during the communication process of brand and public diplomacy (Wolff, 2014;
Alemu & Zewdie, 2022).

On the other hand, source credibility is preserved as the most significant factor which is related
to public perceptions and NATO and constitutes the answer to the research question. Source
credibility has been characterised both as a peripheral and central route to persuasion in
previous research. In addition to that and as it is above mentioned, there was a conflict
considering the real feature of source credibility that was attempted to be solved by Petty,
Cacioppo, and Goldman (1981). As was mentioned, source credibility could constitute a
peripheral cue context, when individuals are less able and motivated to engage in the
elaboration process (Petty & Wagener, 1999). The findings of this research effort indicate and
present the source credibility as a significant factor that contributes to the configuration of the
public perceptions and could be therefore characterised as a central cue context. Except for one
of the dimensions of the ELM theory and model, the findings support the role that source
credibility has in the fields of public diplomacy and branding. More specifically, it is supported
that source credibility is a crucial factor when applying branding and public diplomacy
strategies, especially when this refers to security issues. As happened in the Copenhagen
example, a failure in the management of a security issue affects the source credibility and the

perceptions about the brand.

Overall, the answer to the research question, considering the most significant factor that
influences the perceptions of Greek Young people, is answered through this effort. More
precisely, the findings demonstrate that public perceptions of Greek Generation Z about NATO
are significantly influenced by source credibility. By supporting only the third hypothesis and
not supporting the rest of them, this research effort attempted to reach and satisfy the research

aim.
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7.2 The bigger image

This research makes two main contributions from a theoretical perspective. Firstly, it reveals
the application of ELM theory and the implementation of persuasive communication in
different fields, namely public diplomacy, branding, and especially security branding. More
specifically, this research effort highlights source credibility as a central cue context when
individuals are not personally involved in the communicated issue, supporting previous
findings and research (Petty & Wagener, 1999; Petty, Cacioppo, & Goldman, 1981).

Secondly and referring to the outcomes, this research contributes to a better understanding of
how the communication processes and factors could influence public perceptions. By means
of this, it is supported that even for sui generis organisations that holds unique features, attitude,
and way of communicating, when security is the main issue, source credibility remains a
significant factor that influences public perceptions (Avraham & Ketter, 2008; Coaffee & van
Ham, 2008; Rugh, 2017; Marczuk, 2020). As it is presented throughout the literature review,
source credibility is an important factor that crosses the borders and influences communication
of securitization issues, even if it refers to public diplomacy and branding. This research could
constitute a helpful tool and motivation to fill the gap regarding research that combines security
and branding or public diplomacy, not only considering states and nations but also international

organisations.

7.3 Limitations and Future research

Even though the current study and conclusions have presented interesting and helpful insights
and outcomes, contributing to the current body of knowledge, some limitations should be
noticed. Firstly the convenience sampling, the criteria of sampling and the specific target
audience of Generation Z. Except for the limitations that have already been noticed during the
methodology section, the criterion of addressing the issue mainly to people that are interested
in international issues could limit furthermore this effort. More precisely, this feature might
bring the findings of this research not in full accordance with the general population of Greek
Generation Z. In addition to that, and as the research effort is conducted following the

quantitative approach and post-positivism paradigm, the findings are based only on statistical
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numbers. A mix-method approach with in-depth interviews or focus groups could probably
discover and give a deeper insight into the findings.

Nevertheless, this research effort could be a stimulus for further research within the
securitization, branding, and public diplomacy field. The lack of research is already recognized
from previous literature and this research could lead to new directions and questions. In
addition to that, securitization, during a period that is characterised by high insecurity and
ongoing crises such as the Ukraine war and the Taiwan crisis, would be transformed into a vital
part of the branding and public diplomacy of a variety of nations, states, and international
organisations. These results in a special issue when focusing on NATO and security brands,
keeping in mind that it remains one of the less examined organisations, whilst it is postulated
as the basic organisation related to international and brand security. Lastly, it could be of
interest to research how to source credibility with the meaning of trustworthiness, attractiveness
and expertise could be created through the communication processes of public diplomacy,

(security) brand, and strategic communication.

48



Public Perceptions about NATO Brand

References

Abolafia, M. Y. (2010). Narrative Construction as Sensemaking: How a Central Bank Thinks.
Organization Studies. Vol 31(3), pp. 349-367. doi:10.1177/0170840609357380

Ajzen, |. (1985). From Intentions to Actions: A Theory of Planed Behavior. In J. Kujl, & J. Beckmann,
Action-control: From Cognition to Behavior (pp. 11-39). Heidelberg: Springer.

Ajzen, |. (1991). The Theory of Planned Behavior. Organizational Behavior and Human Desicion
Processses, Vol 50, pp. 179-211.

Ajzen, I. (2011). The Theory of Planned Behaviour: Reactions and Reflections. Psychology and Health,
Vol 26 (9), pp. 1113-1127.

Alam, S., & Sayuti, N. (2011). Applying the Theory of Planned Behavior (TPB) in Halal Food
Purchasing. International Journal of Commerce and Management, Vol 21(1), pp. 8-20.
doi:10.1108/10569211111111676

Alemu, D., & Zewdie, S. (2022). Trends of Organizational Branding Strategies-Systematic Review and
Research Agendas. Jurnal Perspektif Pembiayaan Dan Pembangunan Daerah, Vol 9 (6), pp.
461 - 478. Retrieved from https://doi.org/10.22437/ppd.v9i6.15294

Ambrose, S. E. (1997). Undaunted Courage: Meriwether Lewis Thomas Jefferson and the Opening.
New York: Simon & Schuster. doi:ISBN: 978-0684004549

Anderson, B. (2008). Imagined Communities: Reflections on The Origin And Spread of Nationalism,
2nd edition. London: The Routledge. doi:9781003060963

Anholt, S. (1998). Nation Brands of the Twenty-First Century, Vol. 5 (6). Journal of Brand
Management, pp. 395-406.

Anholt, S. (2002). Nation Branding: A Continuing Theme, Vol 10. Journal of Brand Management, pp.
59-69. Retrieved from https://doi.org/10.1057/palgrave.bm.2540101

Antwi, S., & Hamza, K. (2015). Qualitative and Quantitative Research Paradigms in Business
Research: A Philosophical Reflection. European Journal of Business and Management, Vol 7
(3). Retrieved March 2022, from https://www.researchgate.net/profile/Hamza-
Kasim/publication/295087782_Qualitative_and_Quantitative_Research_Paradigms_in_Busi
ness_Research_A_Philosophical_Reflection/links/56c7587108ae5488f0d2cd62/Qualitative-
and-Quantitative-Research-Paradigms-in-Busine

Avraham, E., & Ketter, E. (2008). Will We Be Safe There? Analysing Strategies for Altering Unsafe
Places Images. Place Branding and Public Diplomacy, Vol 4, pp. 196-204. Retrieved from
https://doi.org/10.1057/pb.2008.10

Ayhan, K. J., & Sevin, E. (2022). Moving Public Diplomacy Research Forward: Methodological
Approaches. Place Branding and Public Diplomacy, Vol 18, pp. 201-203.

Babst, S. (2008). Reinventing NATO's Public Diplomacy. NATO Defence College, Vol 41.

49



Public Perceptions about NATO Brand

Bastos, W., & Levy, S. (2012). A History of The Concept of Branding & Colon; Practice And Theory, Vol
4 (3). Journal of Historical Research in Marketing, pp. 347-368.
doi:10.1108/17557501211252934

Berti, B., Noyan, G., Grozdanova, H., & Petrovic, J. (2012). Open and Interactive? A Critical Look at
We-NATO. Atlantic-Community.org.

Bhattacherjee, A., & Sanford, C. (2006). Influence Processes for Information Technology Acceptance:
an Elaboration Likelihood Model. MIS Quarterly, Vol 30 (4), pp. 805-825.
doi:https://doi.org/10.2307/25148755

Bilefsky, D., Pérez-Pefia, R., & Nagourne, E. (2022). The Roots of the Ukraine War: How the Crisis
Developed. The New York Times. Retrieved May 2022, from
https://www.nytimes.com/article/russia-ukraine-nato-europe.html

Boje, D. M. (1991). The Storytelling Organization: A Study of Story Performance in an Office-Supply
Firm. Administrative Science Quarterly, Vol 36, pp. 106-126. doi:10.2307/2393432

Borkent, S. (2020). Best Practices of International Branding for NGOs in China. Glocality, Vol 3 (2).
doi:10.5334/glo.15

Boudes, T., & Laroche, H. (2009). Taking off the Heat: Narrative Sensemaking in Post-crisis Inquiry
Reports. Organization Studies, Vol 30(4), pp. 377-396. doi:10.1177/0170840608101141

Brenner, M. (2020). What Is Brand Storytelling? Marketing Insider Group. Retrieved February 2022,
from https://marketinginsidergroup.com/strategy/brand-storytelling-defined/

Brinkmann, S., & Kvale, S. (2014). InterViews: Learning the Craft of Qualitative Research Interviewing,
3rd Edition. Los Angeles: CA: SAGE Publications. doi:9781452275727

Brinol, P., & Petty, R. E. (2015). Elaboration and Validation Processes: Impications for Media Attitude
Change. Media Psychology, Vol 18 (3), pp. 267-291. d0i:10.1080/15213269.2015.1008103

Brown, A. (2000). Making Sense of Inquiry Sensemaking. Journal of Management Studies (Wiley-
Blackwell), Vol. 37 (1), pp. 45-75. d0i:10.1111/1467-6486.00172

Bush, G. W. (2008). The White House. Retrieved from George Buse - White House:
https://georgewbush-whitehouse.archives.gov/news/releases/2008/04/20080402-2.html

Castle, S. (2016). NATO Hires a Coke Executive to Retool Its Brand. The New York Times. Retrieved
February 2022, from https://www.nytimes.com/2008/07/16/world/europe/16nato.html

Charles, A. S., & Lutz, R. J. (1998). The Role of Argument Quality in the Elaboration Likelihood Model.
Advances in Consumer Research, Vol 15, pp. 197-203.

Chia, R. (2000). Discourse Analysis as Organization Analysis. Organization, Vol 7 (3), pp. 513-518.
doi:10.1177/135050840073009

Coaffee, J., & van Ham, P. (2008). Security branding: The Role of Security in Marketing the City,
Region or State. Place Branding and Public Diplomacy, Vol 4 (3), pp. 191-195.

Connolly-Ahern, C. (2008). Strategic Communication. In L. Kaid, & C. Holtz-Bacha , Encyclopedia of
Political Communication (pp. 765-766). Thousand Oaks: CA : Sage.

50



Public Perceptions about NATO Brand

Conroy, A., & O'Leary-Kelly, A. (2014). Letting Go and Moving On: Work-Related Identity Loss and
Recovery . Academy of Management Review, Vol 39(1), pp. 67-87.

Constantinou, C. M. (2016). Theoretical Perspectives in Diplomacy. In C. Constantinou, P. Kerr, & P.
Sharp, Handbook of Diplomacy (pp. 79-100). London: The Sage.

Cook, L. (2022). European Union Accuse Russia Of ‘War Crimes’ In Ukraine, But Unlikely to Impose
New Sanctions. PBS. Retrieved May 2022, from
https://www.pbs.org/newshour/world/european-union-accuse-russia-of-war-crimes-in-
ukraine-but-unlikely-to-impose-new-sanctions

Cornelissen, J. P., & Werner, M. D. (2014). Putting Framing in Perspective: A Review of Framing and
Frame Analysis Across The Management and Organizational Literature. The Academy of
Management Annals, Vol 8, pp. 181-235.

Cull, N. J. (2009). Public Diplomacy: Lessons from the Past. Los Angeles : Figueroa Press.

Cull, N. J. (2017). The Tightrope to Tomorow: Reputational Security, Collective Vission and the Future
of Public Diplomacy. The Hague Journal of Diplomacy, Vol 14, pp. 1-15.

Currie, M. (1998). Postmodern Narrative Theory. New York: St Martin’s Press. doi:9780312213909

Cutlip, S. M., Center, A. H., & Broom, G. M. (1985). Effective Public Relations. New York: Englewood
Cliffs.

Daily, T. (2002). Pakistanis, Greeks Most Opposed to Afghan War. The Daily. Retrieved February
2022, from https://www.ekathimerini.com/news/3070/pakistanis-greeks-most-opposed-to-
afghan-war/

Dawar, N., & Pillutla, M. (2000). Impact of Product-Harm Crises on Brand Equity: The Moderating
Role of Consumer Expectations. Journal of Marketing Research, Vol 37 (2), pp. 215-226.
doi:00222437

de Chernatony, L., Halliburton, C., & Bernath, R. (1995). International Branding: Demand— or Supply-
Driven Opportunity? International Marketing Review, Vol 12 (2), pp. 9-21.
doi:https://doi.org/10.1108/02651339510089765

De Graaf, B., Dimitriu, G., & Ringsmose, J. (2015). Strategic Narratives, Public Opinion and War
Winning Domestic Support for the Afghan War. New York: The Routledge. doi:978-1-317-
67327-9

Debevoise, N. D. (2021). The Third Critical Step In Problem Solving that Einstein Missed. The Forbes.
doi:https://www.forbes.com/sites/nelldebevoise/2021/01/26/the-third-critical-step-in-
problem-solving-that-einstein-missed/

Delgado-Ballester, E., & Fernandez-Sabiote, E. (2016). "Once Upon A Brand": Storytelling Practices by
Spanish Brands. Spanish Journal of Marketing, Vol 20, pp. 115-131.

Dias, P., & Cavalheiro, R. (2021). The Role of Storytelling in the Creation of Brand Love: the PANDORA
Case. Journal of Brand Management, Vol 29, pp. 58-71. Retrieved from
https://doi.org/10.1057/s41262-021-00254-6

Dillard, J. P., & Shen, L. (2012). The SAGE Handbook of Persuasion: Developments in Theory and
Practice. The Sage. doi:9781452218410

51



Public Perceptions about NATO Brand

Dimitriu, G. (2012). Winning the Story War: Strategic Communication and the Conflict in Afghanistan.
Public Relations Review, Vol 38(2), pp. 195-207. doi:10.1016/j.pubrev.2011.11.011

Doncaster, P. C., & Davey, A. J. (2007). Introduction to Analysis of Variance. In Analysis of Variance
and Covariance: How to Choose and Construct Models for Life Sciences (pp. 1-41).
Cambridge: Cambridge University Press. Retrieved from
https://doi.org/10.1017/CB09780511611377.002

Dong, L., & Tian, K. (2009). The Use of Western Brands in Asserting Chinese National Identity. Journal
of Consume Research, Vol 36, pp. 504-523.

Dotson, M. J., & Hyatt, E. M. (2010). Religious Symbols as Peripheral Cues in Advertising: A
Replication of the Elaboration Likelihood Model. Journal of Business Research, Vol 48 (1), pp.
63-68. Retrieved from https://doi.org/10.1016/5S0148-2963(98)00076-9

Duffield, J. S. (1995). NATO's Functions After the Cold War . Political Science Quarterly, Vol 109 (5),
pp. 763-787, https://doi.org/10.2307/2152531 .

Editors, T. (2022). Ukraine, Russia, and the West: A Background Reading List. JSTOR. Retrieved May
2022, from https://daily.jstor.org/ukraine-russia-and-the-west-a-background-reading-list/

Erdem, T., & Swait, J. (2004). Brand Credibility, Brand Consideration, and Choice. Journal of
Consumer Research, Vol 31 (1), pp. 191-198. Retrieved from https://doi-
org.ludwig.lub.lu.se/10.1086/383434

Evan, J. R., & Mathur, A. (2005). The Value of Online Surveys. Internet Research, Vol 15(2), pp. 195-
219. doi:10.1108/10662240510590360

Falkheimer, J., & Heide, M. (2018). Strategic Communication: An Introduction. New York: The
Routledge.

Fan, Y. (2010). Branding The Nation: Towards a Better Understanding, Vol 6. Place Branding And
Public Diplomacy, pp. 97-103. doi:10.1057/PB.2010.16

Fisher, W. R. (1984). Narration as a Human Communication Paradigm: The Case of Public Moral
Argument. Communication Monographs, Vol 51 (1), pp. 1-22. doi:
10.1080/03637758409390180

Foundation, T. A. (2013). Executive Summary of Afghanistan in 2013: A Survey of the Afghan People.
The Asia Foundation.

Gardner, F. (2022). Ukraine: Three Ways This War Could Escalate and Drag Nato In. BBC. Retrieved
May 2022, from https://www.bbc.com/news/world-europe-61051307

Garsten, N., & Bruce, |. (2018). Communicating Causes, Strategic Public Relations For the Non-profit
Sector (1st edition). U.K.: Oxfordshire: Routledge. doi:doi.org/10.4324/9781351022224

Gioia, D. A, & Chittipeddi, K. (1991). Sensemaking and Sensegiving in Strategic Change Initiation.
Strategic Management Journal, Vol 12 (6), pp. 433-448. Retrieved February 2022, from
https://www.jstor.org/stable/2486479

Given, L. M. (2008). The Sage Encyclopedia of Qualitative Research Methods. Thousand Oaks: The
Sage Publications. doi:9781412963909

52



Public Perceptions about NATO Brand

Golob, U. (2018). Sense-Making. The International Encyclopedia of Strategic Communication, pp. 1-9.
d0i:10.1002/9781119010722.iesc0159

Gosling, D., & Moon, J. (2001). How to use Learning Outcomes and Assessment Criteria. London:
SEEC Office. d0i:9780952221999

Gupta, S., & Giri, V. (2018). Practical Enterprise Data Lake Insights: Handle Data-Driven Challenges in
an Enterprise Big Data Lake. NY: Apress. doi:978-1484235218

Hallahan, K., Holtzhausen, D., Ruler, B. v., Verci¢, D., & Sriramesh, K. (2007). Defining Strategic
Communication. International Journal of Strategic Communication, Vol 1 (1), pp. 3-35.
doi:10.1080/15531180701285244

Harris-Papaioannou, S. (2021). Greece Becomes Safe Haven for Dissident Afghan Women. Greek
Reporter. Retrieved February 2022, from https://greekreporter.com/2021/11/23/greece-
safe-dissident-afghan-women/

Hawkins, S. A., & Hoch, S. J. (1992). Low-Involvemetn Learning: Memory Without Evaluation. Journal
of Consumer Research, Vol 19 (2), pp. 212-225. Retrieved from
https://doi.org/10.1086/209297

Helms Mills, J., Thurlow, A., & Mills, A. J. (2020). Making Sense of Sensemaking & Colon; The Critical
Sensemaking Approach. Qualitative Research in Organizations and Management: An
International Journal, Vol. 5 (2), pp. 182-195. d0i:10.1108/17465641011068857

Hilten, A. V. (2019). A Theory of (Research) Practice Makes Sense in Sensemaking: Applying
Bourdieu’s Critical Social Theory to The Study of Sensemaking Change. Journal of
Organizational Change Management, Vol. 34 (4), pp. 794-809. doi:10.1108/JOCM-06-2019-
0177

Huang, Z. A. (2021). The Confucius Institute and Relationship Management: Uncertainty
Management of Chinsese Public Diplomacy in Africa. In P. Surowiec, & I. Manor, Public
Diplomacy and the Politics of Uncertainty (pp. 197-223). Palgrave Macmilan Series in Global
Public Diplomacy : Palgrave Macmilan.

Huffpost. (2017). In 1952 Greece and Turkey Became Member-State of NATO And The Alliance
Celebrates This Day With a Unique Video. Huffington Post. Retrieved from
https://www.huffingtonpost.gr/2017/02/18/eidiseis-diethnes-san-simera-ellada-kai-tourkia-
mpikan-sto-nato-kai-i-summaxia-to-giortazei-me-ena-spanio-binteo_n_14838792.html

Hutchison, K. B. (2019). U.S. Department of State. Retrieved from U.S. Department of State:
https://2017-2021.state.gov/previewing-the-nato-70th-anniversary-foreign-
ministerial/index.html

latridis, J. (2020). Crisis Between Greece-NATO. The Daily. Retrieved February 2022, from
https://www.kathimerini.gr/society/1069266/krisi-stis-scheseis-elladas-nato/

Jann, B., Krumpal , I., & Wolter, F. (2019). Editorial: Social Desirability Bias in Surveys — Collecting and
Analyzing Sensitive Data. MDA Methods, Data & Analyses, Vol 13 (1), pp. 1-6.
doi:doi.org/10.7892/boris.133689

Jerdbek, H. (2017). Paul Lazarsfeld and the Origins of Communications Research. NY: Routledge.
doi:ISBN 9780367877392

53



Public Perceptions about NATO Brand

Jobs, S. (1994).
Jones, R. (2017). Branding A Very Short Introduction. Oxford: The Oxford Press. doi:9780191814242

Kalkman, J. P. (2020). Sensemaking in Crisis Situations: Drawing Insights From Epic War Novels.
European Management Journal, Vol 38 (5), pp. 698-707. doi:10.1016/j.em;j.2020.02.009

Keller, K. L., & Lehmann, D. R. (2006). Brands and Branding: Research Findings and Furure Priorities.
Marketing Science, Vol 25 (6), pp. 740-759. d0i:10.1287/mksc.1050.0153

Keller, K. L., Nelsin, S. A., Reibstein, D. J., Lehmann, D. R., & Oh, T. T. (2020). The Past, Present, and
Future of Brand Research. Marketing Letters, Vol 31 (2), (5), pp. 151-162.

Keller, K. L., Sternthal, B., & Tybout, A. (2002). Three Questions You Need to Ask About Your Brand.
Harward Business Review, Vol. 80 (9), pp. 80-86.

Kim, A., & Ko, E. (2012). Do Social Media Marketing Activities Enhance Customer Equity? An
Empirical Study of Luxury Fashion Brand. Journal of Business Research, Vol 65 (10), pp. 1480-
1486. doi:https://doi.org/10.1016/j.jbusres.2011.10.014

King's College, & Ipsos MORI. (2019). Public Perceptions about NATO. Retrieved March 2022, from
https://www.kcl.ac.uk/policy-institute/research-analysis/public-perceptions-of-nato

Kirby, J. (2022). Are Sanctions Against Russia Working? The Vox. Retrieved May 2022, from
https://www.vox.com/23049187/russia-sanctions-ukraine-ruble

Kirby, P. (2022). Why has Russia invaded Ukraine and what does Putin want? BBC News. Retrieved
May 2022, from https://www.bbc.com/news/world-europe-56720589

Kitchen, P. J., Kerr, G., Schultz, D. E., & Mccoll, R. (2014). The Elaboration Likelihood Model: Review,
Critique and Research Agenda. European Journal of Marketing, Vol 48 (11/12), pp. 2033-
2050. d0i:10.1108/EJM-12-2011-0776

Kohonen, E. (2005). Developing Global Leaders through International Assignments: An Identity
Construction Perspective. Personnel Review, Vol 34(1), pp. 22-36.

Krajn, K. P. (2004). Public Diplomacy: Basic Concepts and Trends. Theory and Practice, Vol 41 (3-4),
pp. 643-658.

Kurbalija, J. (2018). The Impact of the Internet and ICT on Contemporary Diplomacy. In P. Kerr, & G.
Wiseman, Diplomacy in a Globalizing World : Theories and Practices, 2nd edition. New York:
Oxford University Press. doi:9780190861612

Kvale, S., & Brinkmann, S. (2009). InterViews: Learning the Craft of Qualitative Research Interviewing.
Los Angeles: CA: Sage Publications.

Lakoff, G. (1995). (interviewed by I. A. Boal) Body, Brain, and Communication. In J. Brook, & |. Boal,
Resisting the Virtual Life (pp. 115—130) (pp. 115-130). San Francisco: CA: City Lights.

Lawrence, T., & Maitlis, S. (2014). The Disruption of Accounts: Sensebreaking in Organizations.
Working paper. Simon Fraser University.

Lee, S., & Kim, H. (2020). Nation Branding in The COVID-19 Era: South Korea’s Pandemic Public, Vol
17. Place Branding and Public Diplomacy, pp. 382-396. Retrieved from
https://doi.org/10.1057/s41254-020-00189-w

54



Public Perceptions about NATO Brand

Lien, N.-h. (2011). Elaboration Likelihood Model in Consumer Research: A Review. Proc Natl Sci
Counc ROC (C), 11.

Lincoln, Y. S., Lynham, S. A,, & Guba, E. G. (2011). Paradigmatic Controversies, Contradictions, and
Emerginf Confluencs. In N. K. Denzin, & Y. S. Lincoln, Handbook of Qualitative Research (4th
ed) (pp. 97-128). Thousand Oaks: Sage.

Loran, L. (2022). Digital Diplomacy- Opportunity And Threat for Public Diplomacy. Romanian Review
of Political Sciences & International Relations, Vol. 19 (1), pp. 145-155.

Maclintyre, A. C. (1981). After Virtue. London: Duckworth. doi:9780715609330

Madden, T. J., Ellen, P. S., & Ajzen, I. (1992). A Comparison of the Theory of Planned Behavior and
the Theory of Reasoned Action. Personality and Social Psychology Bulletin, Vol 18(1), pp. 3-9.
Retrieved from https://doi.org/10.1177/0146167292181001

Maitlis, S., & Christianson, M. K. (2014). Sensemaking in Organizations: Taking Stock and Moving
Forward. The Academy of Management Annals, Vol 8 (1), pp. 57-125.
doi:10.1080/19416520.2014.873177

Maitlis, S., & Lawrence , T. B. (2007). Triggers and Enablers of Sensegiving in Organizations. The
Academy of Management Journal, Vol. 50 (1), pp. 57-84. d0i:10.2307/20159841

Malone, H., Nicholl, H., & Tracey, C. (2014). Awareness and Minimisation of Systematic Bias in
Research. Mark Allen Publishing, Vol 23 (5), pp. 279-282.
doi:https://doi.org/10.12968/bjon.2014.23.5.279

Marczuk, K. (2020). Human Security and Public Diplomacy. Theory in Practise, Vol 38, pp. 43-57.
doi:10.34697/2451-0718-btip-2020-1-003

Marken, R. (2001). Controlled Variables: Psychology as the Center Fielder Views It. AM J Psychol, Vol
114 (2), pp. 259-281.

Matthews, B., & Ross, L. (2010). Research Methods: A Practical Guide for the Social Sciences. New
York: Pearson Longman. doi:978-1405858502

McCalla, R. B. (1996). NATO's Persistence after the Cold War. International Organization, Vol 50 (3),
pp. 445-475.

McNamee, L. G., & Gould , K. K. (2019). Sensemaking After the Mission: Totalistic yet Terminal Roles,
Identity, and Exit. Journal of Communication & Religion, Vol. 42 (4), pp. 56-73. doi:08942838

Melissen, J. (2005). The New Diplomacy: Soft Power in International Relations. New York: Palgrave
Macmilan.

Melissen, J. (2005). The New Public Diplomacy: Between Theory and Practice. In J. Melissen, The
New Public Diplomacy: Soft Power in International Relations (pp. 3-28). New York: Palgrave
MacMillan. doi:978-1-4039-4516—7

Melissen, J. (2005). The New Public Diplomacy: Soft Power in International Relations. London:
Palgrave Macmillan. doi:1010579780230554931

Melissen, J. (2006). Public Diplomacy Between Theory and Practice. Una Diplomacia Publica para
Espana. Madrid: https://www.realinstitutoelcano.org/documentos/276.asp.

55



Public Perceptions about NATO Brand

Mihaila, V. (2015). Security Branding and National SecurityL Concepts at Work. Procedia-Social and
Behavioral Sciences, Vol 187, pp. 424-428. d0i:10.1016/j.sbspro.2015.03.079

Mihaita, G., & Sebe, M. (2011). How to Brand an International Organization. NATO Case Study. EIRP
Proceedings, Vol 6, pp. 563-567.

Moore, L., & Koning, J. (2016). Intersubjective Identity Work and Sensemaking of Adult Learners on
a Postgraduate Coaching Course: Finding the Balance in a World of Dynamic Complexity.
Management Learning, Vol 47(1), pp. 28-44.

Moore, K., & Reid, S. (2008). The Birth of Brand: 4000 Years of Branding. Business History.
doi:10.1080/00076790802106299

Morrison, S., & Crane, F. G. (2007). Building the Service Brand By Creating and Managing a Emotional
Brand Experience. Journal of Brand Management, Vol 14 (5).
doi:10.1057/palgrave.bm.2550080

Muijs, D. (2011). Doing Quantitative Research in Education With SPSS (2nd ed). Thousand Oaks: Sage
Publications.

Munene, M. (2011). Reflections on Kenya's National And Security Interests. Journal of Language,
Technology & Interpreneurship in Africa, Vol 3 (1).

Myers, M. D. (2009). Qualitative Research in Business and Management. London: UK: Sage.

Na, S., Kunkel, T., & Doyle, J. (2019). Exploring Athlete Brand Image Development on Social Media:
The Role of Signalling Through Source Credibility. European Sport Management Quarterly,
Vol 20 (1), pp. 88-108. d0i:10.1080/16184742.2019.1662465

Nan, X. (2013). Perceived Source Credibility and Advertising Persuasiveness: An Investigation of
Moderators and Psychological Processes. Journal of Current Issues & Research in Advertising,
Vol 34 (2), pp. 195-211. doi:10.1080/10641734.2013.787579

NATO. (2022). NATO Brand Guide. Retrieved March 2022, from
https://shape.nato.int/documentation/nato-brand-guide

NATO. (2022). NATO Strategic Communications Centre of Excellence. Retrieved from NATO StratCom
COE: https://stratcomcoe.org/about_us/about-nato-stratcom-coe/5

NATO. (2022). NATO's Response to Russia's Invasion of Ukraine. Retrieved May 2022, from
https://www.nato.int/cps/en/natohq/topics_192648.htm

Nedos, B. (2018). The Military Presence of NATO in Greece. The Daily. Retrieved March 2022, from
https://www.kathimerini.gr/politics/989663/o-chartis-tis-stratiotikis-paroysias-ton-ipa-stin-
ellada/

Nesser, P. (2016). Islamist Terrorism in Europe : A History. New York: Oxford University Press.
doi:9780190264024

Nguyena, A., & Ozcaglar-Toulouseb, N. (2021). Nation Branding As a Market-Shaping Strategy: A
Study on South Korean Products in Vietnam, Vol 122. Journal of Business Research, pp. 131-
144. doi:10.1016/j.jbusres.2020.08.029

56



Public Perceptions about NATO Brand

Nye, J. (2008). Public Diplomacy and Soft Power. The Annals of the American Academy of Political
and Social Science, Vol 616, pp. 94-109. Retrieved February 2022, from
http://www.jstor.org/stable/25097996

Nye, J. (2019). Soft Power and Public Diplomacy Revisited. In J. Melissen, & J. Wang, Debating Public
Diplomacy Now and Next. Boston: Brill Online Books. Retrieved February 2022, from
https://search.ebscohost.com/login.aspx?direct=true&AuthType=ip,uid&db=cat02271a&AN
=atoz.ebs22704401e&site=eds-live&scope=site

O’Shaughnessy, N. J., & O'Shaughnessy, J. (2000). Treating the Nation as a Brand: Some Neglected
Issues, Vol 20 (1). Journal of Macromarketing, pp. 56-64. doi:10.1177/0276146700201006

O'Keefe, D. J. (2002). Persuasion: Theory & Research (2nd Ed.). Thousand Oaks: Sage Publications.
Retrieved from ISBN: 0761925392

Owen, T. (2016). The Networked State and The End of 20th Century Diplomacy, Vol. 2 (3). Global
Affairs, pp. 301-307. doi:10.1080/23340460.2016.1239375

Pallant, J. (2016). SPSS Survival Manual: A Step By Step Guide to Data Analysis Using IBM, 6th
Edition. New York: McGraw Hill Education. doi:https://doi.org/10.4324/9781003117452

Pamment, J. (2018). Diplomacy & Digitization : A Profession Adapting to New Networks of Power.
Revista Mexicana de Politica Exterior, Vol 113. Retrieved February 2022, from https://lup-
lub-lu-se.ludwig.lub.lu.se/record/a5619444-2526-4761-94ed-177286307bae

Panhwar, A. H., Ansari, S., & Shah, A. A. (2017). Post-positivism: An Effective Paradigm for Social and
Educational Research. International Research Journal of Arts and Humanities, Vol 45 (45), pp.
252-259.

Pantazis, D. (2020). Greece and NATO: 68 Years Later. The Safia Blog. Retrieved February 2022, from
https://thesafiablog.com/2020/03/15/greecenato68yearslater/

Park, J.-W., & Hastak, M. (1995). Effects of Involvement On On-Line Brand Evaluations: A Stronger
Test of The ELM. Advances in Consumer Research, Vol 22, pp. 435-439.

Parker, K., Graf, N., & Igielnik, R. (2019). Generation Z Looks a Lot Like Millennials on Key Social and
Political Issues. Pew Research. Retrieved April 2022, from
https://www.pewresearch.org/social-trends/2019/01/17/generation-z-looks-a-lot-like-
millennials-on-key-social-and-political-issues/

Parveen, F. T., Jaafar, N. |., & Ainin, S. (2014). Social Media Usage Among Businesses: A Website
Content Analysis. Asian Journal of Information Technology, Vol 12(10), pp. 342-348.
doi:10.3923/4jit.2013.342.348

Parveen, F., Jaafar, N., & Ainin, S. (2016). Social Media’s Impact on Organizational Performance and
Entrepreneurial Orientation in Organizations. Management Decision, Vol 54 (9), pp. 2208-
2234. doi:10.1108/MD-08-2015-0336

Petty, R. E., & Brinol, P. (2012). The Elaboration Likelehood Model. In P. A. van Lane, A. W.
Krunglanski, & E. T. Higgins, Handbook of Theories of Social Psychology (pp. 224-245).
Thousand Oaks: Sage. doi:9781847875143

Petty, R. E., & Cacioppo, J. T. (1984). Source Factors and the Elaboration Likelihood Model of
Persuasion. Advancers in Consumer Research, Vol 11 (1), pp. 668-672.

57



Public Perceptions about NATO Brand

Petty, R. E., & Wagener, D. T. (1999). The Elaboration Likelihood Model: Current Status and
Controversies. In S. Chaiken, & Y. Trope, Dual-Process Theories in Social Psychology (pp. 37-
72). New York: Guilford Press.

Petty, R. E., Heesacker, M., & Hughes, J. N. (1997). The Elaboration Likelihood Model: Implication For
The Practice of School Psychology. Journal of School Psychology, Vol 35 (2), pp. 17-136.
Retrieved from https://doi.org/10.1016/50022-4405(97)00003-4

Petty, R., & Cacioppo, J. T. (1996). Attitudes and Persuasion: Classic and Contemporary Approaches.
Wesrview Press.

Petty, R., Cacioppo, J. T., & Goldman, R. (1981). Personal Involvement as a Determinant of
Argument-Based Persuasion. Journal of Personality and Social Psychology, Vol 41, pp. 852-
853.

Pornpitakpan, C. (2004). The Persuasiveness of Source Credibility: A Critical Review of Five Decade's
Evidence. Journal of Applied Social Psychology, Vol 34 (2), pp. 243-281. doi:1559-
1816.2004.tb02547

Pratt, M. G. (2000). The Good, the Bad, and the Ambivalent: Managing Identification among Amway
Distributors. Administrative Science Quarterly, Vol 45 (3), pp. 456-493. doi:10.2307/2667106

Reitsamer, B. F., & Brunner-Sperdin, A. (2021). It’s All About the Brand: Place Brand Credibility, Place
Attachment, and Consumer Loyalty. Journal of Brand Management,Vol 28, pp. 291-301.
Retrieved from https://doi.org/10.1057/s41262-020-00229-z

Rhodes, C., & Brown, A. (2005). Narrative, Organizations And Research. International Journal of
Management Reviews, Vol 7(3), pp. 167-188. d0i:10.1111/j.1468-2370.2005.00112.x

Rice, L. L., & Moffett, K. W. (2021). The Political Voices of Generation Z, 1st Edition. New York: The
Routledge. doi:https://doi.org/10.4324/9781003168898

Richard, P. E., & Brinol, P. (2012). The Elaboration Likelihood Model. In P. A. van Lange, A. Kruglanski,
& T. E. Higgins, Handbook of Theories of Social Psychology (pp. 224-245). London: Sage.

Richard, P. E., & Cacioppo, J. T. (1986). The Elaboration Likelihood Model of Persuasion. Advances in
Experimental Social Psychology, Vol 11, pp. 673-675. doi:10.1016/50065-2601(08)60214-2

Riley, F. D. (2016). Brand Definitions and Conceptualization: The Debate. In F. Dall'Olmo Riley, J.
Singh, & C. Blankson, The Routledge Companion to Contemporary Brand Management, 3rd
Edition (pp. 3-13). New York: The Routledge. Retrieved from https://doi-
org.ludwig.lub.lu.se/10.4324/9781315796789

Rouleau, L. (2005). Micro-Practices of Strategic Sensemaking and Sensegiving: How Middle Managers
Interpret and Sell Change Every Day. Journal of Management Studies, Vol 42(7), pp. 1413—
1441. doi:10.1111/j.1467-6486.2005.00549.x

Rugh, W. (2017). American Soft Power and Public Diplomacy in the Arab World. Palgrave
Communications, Vol 3. Retrieved from https://doi.org/10.1057/palcomms.2016.104

Sabbin, L. (2021, August ). US Rescue Missions Continue As Kabul Airport Death Toll Rises. The
Independent, pp. https://www.independent.co.uk/world/afghanistan-death-toll-kabul-
airport-evacuations-b1906883.html.

58



Public Perceptions about NATO Brand

Sandberg, J., & Tsoukas, H. (2015). Making Sense of The Sensemaking Perspective : Its Constituents,
Limitations, and Opportunities for Further Development. Journal of Organizational Behavior,
Vol 36 :56-532, pp. 6-32. d0i:10.1002/job.1937

Savvidis, P. (2021). Kabul: Anxiey about the Historical Museum That Reconstructed With Greek
Donors. The Subject. Retrieved March 2022, from
https://www.protothema.gr/world/article/1153022/kaboul-agonia-gia-to-arhaiologiko-
mouseio-pou-anakataskeuastike-me-dorea-tis-elladas/

Schulz, H., & Stout, P. (2010). Negotiating the Boundary Between the Self and the Other:
Individuationa and Association Through Socially-Visible Brand Usse. Association for
Consumer Research Conference. Jacksonville: FL .

Schwichow, M., Croker, S., Zimmerman, C., Hoffler, T., & Hartig, H. (2016). Teaching the Control-Of-
Variables Strategy: A Meta-Analysis. Developmental Review, Vol 39, pp. 37-63. Retrieved
from https://doi.org/10.1016/j.dr.2015.12.001

Sedgwick, P. (2013). Questionnaire Surveys: Sources of Bias. BMJ, Vol 347. d0i:10.1136/bmj.f5265

Seitz, S. (2015). Pixilated Partnerships, Overcoming Obstacles in Qualitative Interviews via Skype: a
Research Note. Qualitative Research, Vol. 16 (2), pp. 229-235.
doi:https://doi.org/10.1177/1468794115577011

Sevin, E., Metzgar, E. T., & Hayden, C. (2019). The Scholarship of Public Diplomacy: Analysis of a
Growing Field. International Journal of Communication, Vol 12 , 4814-4837.

Silvermann, D., & Marvasti, A. (2008). Doing Qualitative Research - A Practical Handbook. Thousand
Oaks: Sage Publications. doi:978-1412926393

Snow, N. (2020). Rethinking Public Diplomacy in the 2020s. In N. Snow, & N. Cull, Routledge
Handbook of Public Diplomacy (pp. 3-12). New York: The Routledge. doi:9780429465543

Snow, N., & Cull, N. (2020). Routledge Handbook of Public Diplomacy, 2nd edition. New York: The
Routledge. doi:9781138610866

Stigliani, I., & Ravasi, D. (2012). Organizing Thoughts And Connecting Brains: Material Practices And
The Transition From Individual to Group-Level Prospective Sensemaking. Academy of
Management Journal, Vol. 55 (5), pp. 1232-1259. d0i:10.5465/am;j.2010.0890

Stoltenberg, J. (2021). Press briefing on Afghanistan. Retrieved from
https://www.nato.int/cps/en/natohqg/opinions_186040.htm

Stoltenberg, J. (2021). Press briefing on Afghanistan, by NATO Secretary General Jens Stoltenberg
(Speech audio recording . Retrieved from NA:
https://www.nato.int/cps/en/natohqg/opinions_186040.htm

Sussman, S. W., & Siegal, W. S. (2003). Informational Influence in Organizations: An Integrated
Approach to Knowledge Adoption. Information Systems Research, Vol 14(1), pp. 47-65.
doi:10.1287/isre.14.1.47.14767

Tenembaum, Y. (2017). Diplomacy Is the Art of Enhancing Power. E-International Relations.
doi:https://www.e-ir.info/2017/02/22/diplomacy-is-the-art-of-enhancing-power/

59



Public Perceptions about NATO Brand

Teng, S., & Khong, K. (2015). Conceptualising Cues in Social Media. International Journal of Internet
Marketing and Advertising, Vol 9(3), pp. 233-253. Retrieved from
https://doi.org/10.1504/1JIMA.2015.071488

Teng, S., & Khong, K. W. (2015). Conceptualising Cues In Social Media. International Journal of
Internet Marketing and Advertising, Vol 9 (3), pp. 233-253. Retrieved from
https://doi.org/10.1504/1JIMA.2015.071488

Tomescu-Hatto, O. (2014). Self-Presentation and Impression Management: NATO’s New Public
Diplomacy. In S. Mayer, NATO’s Post-Cold War Politics The Changing Provision of Security,
1st edition (pp. 89-103). London : Palgrave Macmillan UK.

Turyahikayo, E. (2021). Philosophical Paradigms As The Bases For Knowledge. Knowledge
Management & E-Learning, Vol.13 (2), pp. 209-224.
doi:https://doi.org/10.34105/j.kmel.2021.13.012

UWA. (2019). Storytelling in Marketing: the Importance of Brand Narratives. Business News.
Retrieved February 2022, from https://online.uwa.edu/news/brand-narrative-storytelling/

Van de Ven, A. H. (2007). Engaged Scholarship: A Guide for Organizational and Social Research. New
York: Oxford University Press. doi:9780199226306

van Ham, P. (2001). Rise of The Brand State the Postmodern Politics of Image and Reputation.
Foreign Affairs, Vol 80 (5), pp. 2-6. doi:https://doi.org/10.2307/20050245

van Ham, P. (2008). Place Branding With a Security Paradigm-Concepts and Cases. Place Branding
and Public Diplomacy, Vol 4 (3), pp. 240-251.

van Laer, T., de Ruyter, K., Visconti, L. M., & Wetzels, M. (2014). The Extended Transportation-
Imagery Model: A Meta-Analysis of the Antecedents and Consequences of Consumers’
Narrative Transportation. Journal of Consumer Research, Vol 40 (5), pp. 797-817. Retrieved
from https://doi.org/10.1086/673383

Van Laer, T., De Ruyter, K., Visconti, L., & Wetzels, M. (2014). The Extended Transporation-Imagery
Model: A Meta-Analysis of the Antecedents and Consequences of Consumers' Narrative
Transportation. Journal of Consumer Research, Vol 40 (5), pp. 797-817.
doi:https://doi.org/10.1086/673383

Vanc, A. M., & Fitzpatrick, K. R. (2016). Scope and Status of Public Diplomacy Research by Public
Relations Scolars 1990-2014. Public Relations Review, Vol 42, pp. 432-440.

Wallemacq, A., & Sims, D. (1998). The Struggle With Sense. In D. Gran, T. Keenoy, & C. Oswick ,
Discourse and Organization (pp. 119-133). London: Sage.

Waterman, R. H. (1990). Adhocracy : The Power to Change. Knoxville, Tennessee: Whittle Direct
Books.

Weick. (1979). The Social Psychology of Organizing. McGraw-Hill. doi:978-0075548089

Weick. (2001). Making Sense of the Organization, 1st edition. Oxford: Blackwell Publishing Ltd.
doi:978-0631223191

Weick, K. E. (1995). Sensemaking in Organizations, 3rd Edition. Thousand Oaks: CA: Sage.

60



Public Perceptions about NATO Brand

Weick, K., Sutcliffe, K., & Obstfeld, D. (2005). Organizing and the Process of Sensemaking.
Organization Science, Vol 16 (4), pp. 409-421. doi:10.1287/0orsc.1050.0133

Whitelock, J., & Fastoso, F. (2007). Understanding International Branding: Defining the Domain and
Reviewing the Literature. International Marketing Review, Vol 24 (3).
doi:10.1108/02651330710755285

Wolff, A. T. (2014). Crafting a NATO Brand: : Bolstering Internal Support for the Alliance through
Image Management 2014), p. 77. Contemporary Security Policy, Vol 35 (1), pp. 77-90.

Wright, K. A. (2019). Telling NATO’s Story of Afghanistan: Gender and the Alliance’s Digital
Diplomacy. Media, War & Conflict, Vol 12 (1), pp. 87-101. doi: 10.1177/1750635217730588

Ying Huang, H., & Huei Hsieh, M. (2011). An International Branding Strategy Based on a Case study of
a Taiwanese Firm. Marketing Intelligence & Planning, Vol 29(6), pp. 611-623. doi:https://doi-
org.ludwig.lub.lu.se/10.1108/02634501111166120

Zaharna, R. S. (2009). Mapping out a Spectrum of Public Diplomacy Initiatives: Information and
Relational Communication Frameworks. In N. Snow, & P. Taylor, Routledge Handbook of
Public Diplomacy (pp. 86-100). New York: Routledge. doi:9780203891520

61



Public Perceptions about NATO Brand

Appendix

Appendix 1

Questionnaire (translated in English by the author)

NATO after Afghanistan

My name is Georgia Moysaki and this is a survey-part of my master thesis.

During this questionnaire, there are questions about your opinion and perspectives about
the North Alliance or NATO, considering the withdrawl of military forces in Afghanistan
(August, 2021).

Before you start, keep in mind that:

1. Your identity and your answers will be kept anonymous

2. You can quit in any part of the survey

3. You can send me your feedback, positive or negative (ge7252mo-s@student.lu.se).

4. You can skip the next video-session.

Thank you for your effort!

62



Public Perceptions about NATO Brand

NATO in Afghanistan

VeA NATO Forces Launch Bia

Demographics

In which age group do you belong? *

O Under 18
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What is the highest degree or level of school you have completed? *

O High school

(O Bachelor

not at all O O O O O very well
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Public Perceptions

Please, rate how much you disagree (1) or agree (7) with the following statement.

| feel less favorability towards NATO. *
Disagree O O O O O O O Agree

| believe that NATO has a possitive impact in the international scene. *

Disagree O O O O O O O Agree

| believe that NATO is a strong Ally *

Disagree O O O O O O O Agree

| believe that NATO is a force for good in the world. *

Disagree O O O O O O O Agree
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Please, rate how much you disagree (1) or agree (7) with the following statement.

The information provided for the Afghanistan case from NATO was informative. *
Disagree O O O O O O O Agree

The information provided for the Afghanistan case from NATO was helpful *

Disagree O O O O O O O Agree

The information provided for the Afghanistan case from NATO was valuable. *

Disagree O O O O O O O Agree
The information provided for the Afghanistan case from NATO was persuasive. *

Disagree O O O O O O O Agree
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Information Availability

Please, rate how much you disagree (1) or agree (7) with the following statement.

I think that NATO provided general information about the Afghanistan case. *
Disagree O O O O O O O Agree

| think that NATO provided information about competitors in the Afghanistan *
case.

Disagree O O O O O O O Agree

I think that NATO provided information about specific missions in Afghanistan. *

Disagree O O O O O O O Agree
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Source Credibility

Please, rate how much you disagree (1) or agree (7) with the following statement.

NATO organization was knowledgeable on this topic. *
Disagree O O O O O O O Agree

NATO organization was trustworthy. *

Disagree O O O O O O O Agree

NATO organization was credible. *

Disagree O O O O O O O Agree
NATO organization appeared to be an expert on this topic. *

Disagree O O O O O O O Agree
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Please, rate how much you disagree (1) or agree (7) with the following statement.

Ukraine crisis will affect more my perception about NATO. *
Disagree O O O O O O O Agree

NATO responds properly to the Ukraine crisis. *

Disagree O O O O O O O Agree

I will support NATO'’s mission in the future. *

Disagree O O O O O O O Agree
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Appendix 2

1. Demographic Profile of the Responders

Variables Frequency Percentage %

Age

Under 18 9 4,2

18-26 198 92,9

Over 27 6 2,8
Education Level

High School 11 3,9

Bachelor Degree 135 63,3

Master Degree 67 32,6
Country of Resident

Greece 204 95,9

Any other country 7 4,3

2. Results for Variable — Knowledge about NATO

Knowledge about NATO

(In percentage %)

o
(O]

10 15 20 25 30 35 40 45

W Knowledge about NATO
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Appendix 3

1. SPSS Box plot and Histogram
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2. Multiple Regression Analysis Results

Histogram: H1, H2 & H3
IV: Argument quality, Information availability, and source credibility
DV: Pubic perceptions

Histogram

Dependent Variable: PublicPerceptions
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Normal P-Plot: H1, H2 & H3
IV: Argument quality, Information availability, and source credibility
DV: Pubic perceptions

Normal P-P Plot of Regression Standardized Residual

Dependent Variable: PublicPerceptions
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Scatterplot: H1, H2 & H3
IV: Argument quality, Information availability, and source credibility
DV: Pubic perceptions

Scatterplot
Dependent Variable: PublicPerceptions
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