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VISEGRAD BRANDS 
ON THE GLOBAL MARKETS

ISTVÁN KOLLAI 

ABSTRACT
My research intends to tackle the phenomenon of global consumerism from the point 
of view of product branding – how national, regional or global branding strategies have 
evolved under the “pressure” of globalisation – with a strong focus on the Visegrad 
countries. As a conclusion, the paper draws attention to the low level of Visegrad brands 
within the global hierarchy of brands, and its relation to the somewhat lower prestige 
of Central and Eastern Europe within the “imaginative hierarchy of regions”.1 Based 
on this conclusion, strong and common national geo-branding and language-branding 
strategies are proposed by the article, which can give impetus to the market-oriented 
product brandings within the business sphere. The theoretical contribution of the es-
say is to highlight the dependency of product branding on the “economics of language” 
and  “economics of culture”.

Globalization does not mean just the trans-nationalization of the market economy’s 
infrastructure and institutions, but it implies the forming of global consumer behav-
iors – that’s why we can speak about the era of global consumerism.2 A great vari-
ety of contesting theories attempt to address the phenomenon of global consum-
erism; some of them point out the danger of product homogenization3 or elucidate 
the clash of cultures due to the extremely intensive level of cultural penetration.4 
Others see the phenomenon of global consumerism as a virtual platform where 
globalised products compete local ones, resulting in the hybridization of consum-
ers’ behavior (see the theory of “glocalization”).5

One of the most interesting economic fields where the forming of the global con-
sumerism – i.e. the global interference of market behaviors and institutions – can 
be scrutinized from a practical point of view is product branding. The essay’s main 
intention is to investigate the position of Central and Eastern Europe in the global 
contest of product brands. What is the value of a product name coming from this 
post-Communist region labeled as “transition”, “emerging” or “semi-peripheral”, where 
the FDI-inflow has constituted the most important source of growth in the past de-
cades, but where just a few companies have been able to go global and become a 
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real MNC? For finding an answer, we intend to pick some Czech and Slovak market 
examples.

Product brand ranking has now become a stand-alone industry that tries to mea-
sure the value of product-brands based on different market indicators and then pri-
oritize them. Such rankings show that Central Europe has remarkably lagged behind 
in the field of brand building, which in itself cannot be attributed to the current poten-
tial of local economies and economic policies: the accumulation of brand value is 
in most cases a slow, progressive process, as long as consumers develop a stable 
perception about a product.

But nevertheless, the CEE region lags behind, for example in comparison with 
Scandinavian or Southern Europe: Scandinavia has strong brand names, but the big 
economies of southern Europe have also built stronger brands than Central Europe. 
Indeed, the prosperity of the Asian region’s brands is spectacular, and from this per-
spective, Central Europe is rather a stagnating region: „Asia is on the march, with 
China leading the way, while Euro-Atlantic nation brands are stagnating. CEE is still 
lagging behind western nations, with only Poland ranking in the top 25.”6

On the next pages, we look through the branding strategy of some Czech and Slovak 
products. First, we scrutinize the carrier ways of some traditional Czech brands, which 
have gained international reputation over the many past decades, and whose market 
presence is supported by the day-to-day activities of the Czech foreign trade bodies, 
primarily by the Czech Ministry of Foreign Affairs. After that, we investigate the inter-
connection between the Slovak product branding and geo-branding strategies.

„The Rolls Royce of glass products”
The glass industry has a very profound tradition in the Czech Republic due to the avail-
ability of raw materials available in the Jizerské and Lužické Mountains or in the Dub 
region: strong glass production capacities have evolved there from the Middle Ages. The 
best-known Czech bottles come from Jablonec nad Nisou and Nový Bor. Thanks to the 
stability of the Czech industry, this comparative advantage was successful in the 20th 
and 21st  century conditions and transformed the accumulated knowledge capital into a 
competitive advantage.

The glass products of the Czech Republic are present all over the world, but a dis-
tinction should be made between glass products: “flat glass” production in the Czech 
Republic essentially serves the car industry, while “utility glass” includes household 
glass, decorative glasses (e.g. glass figurines, Christmas ornaments, and chande-
liers) as well as lead crystals. The typical Czech decoration is the so-called “lace 
decoration”, which is a special feature of the Czech glass art tradition; this kind of 
decorative work requires handwork and it is difficult to copy or replicate. In the era of 
automation, this is seen as the unique value of the Czech lead crystal, as stressed by 
the Czech Ministry of Foreign Affairs.7
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Czech glass industry is the fourth largest in Europe after German, French and Polish 
production centers.8 But this is the country that the crisis of 2008-2009 hit the hardest: 
some renowned strongholds of the national glass industry have fallen, such as Bohe-
mia Crystalex Trading, Porcela Plus Group and Jablonex.9 Of the more than 34,000 
people employed in 2008, fewer than 19,000 remain in this business in 2010. Exports 
data have been gradually increasing since 2011, but the Czech glass industry suffered 
a huge downturn in 2008-2010.10 Czech glass production is, however, completely ex-
port-dependent, so it is extremely sensitive to external economic effects. The largest 
producer of flat glass is the Japanese-owned AGC Flat Glass Czech, which serves the 
automotive industry, as part of a closed production chain. For this reason, due to the 
closed production chain, it is difficult to influence market success with external effects 
such as foreign ministry-led promotional activity. Accordingly, the Czech foreign trade 
representatives focus almost exclusively on utility glass products, and household por-
celains, ceramics. Among them, the promotion of the Moser factory products is prom-
inent. For over 140 years, the Moser factory has been producing luxurious and deco-
rative glass products, in classic and modern design as well.11 A secret manufacturing 
formula makes this glass like lead crystal, but without the use of lead. Information ma-
terials of the Czech economic diplomacy refer to Moser glass as “the Rolls Royce of 
glass” as “it is what world leaders give and receive as gifts”.

It should also be said that at a macro-level, the success of foreign economic work 
can be disputable. The aim of lowering the EU market share in utility glass products 
has not been achieved at all; rather on the contrary, the EU market share continues 
to grow steadily. A similar process took place in the case of porcelain products: the 
extremely large export market concentration in Europe has now grown to over 90%. 
This does not show the success of the strong non-EU promotional activity.12

However, the branding of unique glass products and Czech “glass startups” seems 
to be successful in the international press with an easily readable narrative: it com-
bines 19th  century handicrafts with 21st century technology.13  Overall, it can be said 
that one of the most intensively represented product groups within the portfolio of 
the Czech economic diplomacy is glass and crystal products, and that has a realistic 
explanation. The producers here are relatively small, therefore it is quite difficult for 
them to solve the foreign trade promotion Here are some relatively small producers 
who are more difficult to solve the foreign trade promotion; the coordinated foreign 
representation is therefore particularly useful here, and the customer’s perception 
can be built most effectively from outside. Actually, Czech foreign economic diploma-
cy has proved to be capable to help the marketing and branding of these handmade 
productions of unique quality.

The way how this kind of economic diplomacy works in practice will be scruti-
nized later. But it should be mentioned here that the industrial associations of glass 
production are involved in economic diplomacy: an important partner for the export 
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of glass products in the Czech Republic is the Association of Glass and Ceramic 
Industry, founded in 1990, which is also active in foreign market entry and is part of 
the Glass Alliance Europe; it currently has 43 member companies.14 According to the 
Annual Report, the “Association carried out a systematic dialogue with the Ministry of 
Industry and Trade and the Ministry of Environment on general support of the glass 
and ceramic industry, especially in the area of competitiveness support.”

Czechia helps Škoda – or Škoda helps Czechia?
Continuing 100 Years of Designing the Future – it was the title of the Škoda Day held 
in Beijing in 2014.15 The slogan refers to the proud history of Skoda: the factory was 
founded before the turn of the 20th century by Laurin and Klement as a family busi-
ness. With its long history, Skoda is one of the four car factories in the world which 
have been functioning for more than 100 years. First, the two young men made bi-
cycles in Mladá Boleslav, and then started to manufacture engines. In 1905 L & K Sd 
Limousine was created. This was the beginning of a productive car factory, but the 
real success story started after the plant was merged with Škoda Plzen in 1925. The 
Second World War and subsequent nationalization hampered the boasting business; 
but the carmaker proved to remain successful in the global automotive market after 
the regime change, too. In 1991, Škoda Auto became the fourth brand of the VW 
Group. It currently employs about 20,000 people and produces about half a million 
cars per year for both domestic and foreign markets.16

For Škoda, it is interesting to note that not only the brand is globally known, but 
the company itself is a true multinational one, with a global product strategy. Škoda 
did not lose its local knowledge and production capacity in the Czech Republic during 
privatization, but now the whole production chain has a global dimension. As a result, 
the product branding is embedded into a robust corporate governance system, which 
has surely been overshadowed by Czech foreign trade diplomacy. Looking at the doc-
uments of the Czech Ministry of Foreign Affairs, it seems that diplomatic bodies are 
often in a “follow-up mode”  when it comes to Skoda’s global branding: for example the 
Czech ambassador was rather an invitee and not an organizer on the Škoda Karoq’s 
world premier near Stockholm.17 Indeed, this new car brand was introduced to the glob-
al market in Sweden, as the company’s PR strategy says the car has a lot of common 
features with the Scandinavian country. The car’s brand was therefore more connected 
with Scandinavia than with Central Europe – it is not hard to recognize that it is not in 
tune with the pure interest of the Czech economic diplomacy, and it is unfortunately a 
telling example about some weaknesses of the CEE-region in the field of imaginative 
geography.

However, Škoda products constitute an extremely important part of the portfolio of 
the Czech economic diplomacy. Each Škoda sold somewhere in the world strength-
ens the Czech economy, since Škoda’s production and service centers are located 



112 István Kollai

there. In fact, there are no foreign protocol events without a car being rented for the 
general public from local Škoda dealers; and the Škoda DigiLab in Prague also often 
houses high-level protocol events and even prime minister meetings.18

Coordinated branding practices19

Apparently, the Czech economy has several products with a good original brand 
identity; promoting the country’s products is thus something which is “easy to do” 
for the Czech economic diplomacy. Looking at the level of practical solutions, coor-
dinated branding practices can be revealed that combine product and country pre-
sentation and that involve several public and market institutions from the receiving 
and sending country as well. This way, “product branding” and “geo-branding” help 
each other.

For instance, such coordinated opportunities for brand building include the op-
eration of Czech restaurants in the world. In 2015, for example, the Krajanek Czech 
restaurant opened in Shanghai with Mattoni and Becherovka in the assortment; it 
is a place where the Czech Consulate General in Shanghai regularly organizes pro-
grams.20 This obviously means more traffic and media attention to the restaurant, 
and the consulate can use an extremely authentic location to present the Czech 
Republic to the public. Another interesting example of the coordinated brand build-
ing is when local diplomatic missions organize actions jointly with airlines. This has 
also been experienced in China in recent years, where direct flights from Beijing and 
Sichuan Chengdu had been launched to Prague.21 (This process seems to continue: 
In September 2017, the Czech and Chinese authorities signed a general develop-
ment memorandum on further cooperation.) For example, Sichuan Airlines and the 
Czech foreign economic bodies organize the promotion of Sichuan Airlines, along 
with the promotion of Škoda and Czech beverage products.22 This also includes the 
geo-branding of Czechia and product branding of the country’s business actors at 
once. Another way of coordinating brand building is embedding the product brand-
ing of creative industries into cultural programs. This is a fairly common form of 
promotion within the Czech economic diplomacy, a task which is delegated to the 
Czech Centers; this way, Czech Centers are also responsible for a special segment 
of foreign trade. Thus, for example, the “Czech glass in Chengdu – a Czech Culture 
Weekend” program took place, where Czech glassware and other supplemented 
products were introduced. The intentional geo-branding of the country has an ex-
tremely clear added value in the case of organized business trips, when diplomacy 
invites businesspeople to Czechia in order to get familiar with the country, and help 
them to negotiate with partners. This was the case, for example, at the invitation 
of the leaders of the HEB supermarket chain in Texas in the Czech Republic.23 HEB 
then decided to market Czech food products, which obviously could have a very 
direct impact on the Czech foreign trade.
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Retro-branding in Slovakia
After the Czech Republic, a country with a very strong industrial tradition,  I will turn 
to Slovakia, which in some ways is the opposite of the Czech Republic: there are no 
products with serious market traditions. For example, most of the world’s econo-
mists have come to think about car manufacturing from Slovakia, knowing how well 
a number of automotive plants have settled in recent decades.24 But within Slovakia, 
perhaps because of this multinational nature, cars were less typical as Slovak prod-
ucts: the VW, Peugeot and KIA brands became a symbol of local prosperity and GDP 
growth, but they did not become “our car”.

Slovakia had fewer pre-war products and industries that could become a glob-
al brand after the fall of Communism. Thus, some of the COMECON-products be-
came the flagships of Slovak “cultural brands”, transforming the legacy of socialism 
into capitalism. This process – recalling the retro-products of earlier ages in a new 
robe – is called retro-branding or nostalgia branding, which has also been observed 
in Western economies over the last decades. (Retro- or nostalgia-branding is when 
companies are looking for old designs or old recipes.) The retro products build on a 
very specific customer attitude: they are trying to embody stability, predictability and 
security in a rapidly changing world.25

Such a product of the socialist age is, for example, the wafer “Horalky” in Slovakia. 
Its production started in 1965 in Sered, in Southern Slovakia. Horalky soon became 
extremely popular in Czechoslovakia, and its popularity and positive brand heritage 
eventually helped the wafer to survive the regime change. During the collapse of the 
eastern markets, it had to compete not only with Western competitors, but also had 
to encounter the division of Czechoslovakia: together with the country, the factory 
was also split into two parts: into the Opava-located factory in the Czech Republic 
and into the factory of Sered, Slovakia. In the fight for the brand, the two now indepen-
dent and combative plants went to court. Eventually, both factories can officially use 
the Horalky brand today, and both Horalky products are successful in their domestic 
markets.26

The success of Kofola, a competitor of Coca-Cola and Pepsi in Slovakia, has become 
more emblematic than Horalky. Kofola was born in the Czechoslovak Galena factory in 
the 1960s when they experimented with how to use caffeine produced during roast cof-
fee production. The result was the sweet-sour Kofo syrup, which eventually became the 
basis of Kofola. In the following years and decades, Kofola became incredibly popular, 
mainly because it became a substitute for Western colas, whose popularity was well-
known in the eastern side of the Iron Curtain as well, but not available in Czechoslova-
kia. From the fall of Communism, however, Kofola had to compete with world brands. 
Due to the missing trademark and the available recipe, “kofola” became an umbrella/
comprehensive name for a series of cola-originated soft drinks and cola-imitations. So 
there were many competing drinks in the caffeine market, but despite the attempts, 
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none became dominant. Finally, the Greek-owned Santa Nápoje Krnov company was 
the winner of the court litigation for the brand name and was thus the only manufactur-
er of Kofola in both Czechoslovak successor states.27

Kofola then continued its success story after the difficult recovery, where it stopped 
before 1989: it became the main rival of Coca-Cola and Pepsi on the market. In 2003, 
the quantity of Kofola sold was over 14 million liters, and almost a year after nearly 20 
million liters. Since then it exceeded the Coca-Cola’s market share, it has become the 
largest brand of the non-alcoholic beverage market in Slovakia. Despite the Czech-
Greek ownership background, it can be regarded as a Slovak product as well, since 
from 2002, Rajecká Lesna also operates a factory that supplies the Slovak market 
with Kofola. Other products of the company (including RC Cola known in Hungary, but 
not very popular) are also exported to the Central European region. The expansion of 
Kofola is successful in Russia and Poland; in the latter, Kofola has its own factory. But 
it does not cope with the popularity of Kofola in Slovakia, in the country where even 
draft Kofola can be found in almost every brasserie and restaurant.28

“A friendlier companion of Hungarian lips” – branding and the economics of language
The logical question has arisen that if Horalky and Kofola are the leaders of their own 
market in Slovakia, then these products should find their customers outside of the 
country of their origin as well. Slovak products do not, however, easily break the way 
for foreign buyers. An interesting phenomenon was Kofola’s attempt to enter Hunga-
ry: the Czech-Slovak drink appeared in discount stores in 2007, with a very unfortu-
nate advertising slogan (“Ez nem kofa, ez kofola” – It’s not a hawker, it’s a Kofola). The 
end of this attempt was similar to that of the Hungarian Túró Rudi in Slovakia: after a 
few years they had abandoned the serious marketing plans.29 For Kofola, it is true that 
not only the brand needs to be run, but also the unusual taste has to be introduced, 
which is extremely time-consuming and capital-intensive. Therefore, although the do-
mestic branding of Kofola was surprisingly successful, it has so far not been able to 
move to foreign markets.

The Slovakian Horalky has been trying to target foreign markets as well: it appeared 
in Poland and Hungary two years ago. In Horalky’s strategy there is a very interesting 
phenomenon: after a while the management considered to re-name Horalky on outer 
markets. In Poland, the brand was “polished” from Horalky to Góralki – it became the new 
name of the chocolate wafer; In Hungary, the old name changed to English “Moments”.

Can a Slovak product succeed in Hungary better if it has an English name? Accord-
ing to the distributors of Horalky, more precisely of Moments, it can. The reason for 
the change, according to the announcements issued by the company, is that the new 
English name is “a friendlier companion of Hungarian lips”. Accordingly, the Slovak 
word “horalky” – which would be the Slovak name of a mountainous flower – would 
be unfriendly, or perhaps strange. The wafer has its own Facebook page, where the 
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feedback did not confirm that this amendment of the brand was so crucial and inev-
itable. In fact, the question “Do you like the new name?” received few positive com-
ments: “You have to get used to it.” “I do not like it! That’s not what I really like.” “I’ll 
take it in Kosice from now, it is still Horalky there.” “It was a pity to shift towards the 
Anglo-Saxon naming, as though a non-English brand name would not be cool, under-
standable or popular. Dislike!” “I think the name Horalky was more specific, it showed 
well that it’s a Slovak chocolate :)”

Facebook comments cannot be considered a representative survey, but they still high-
light that there is a consumer subculture which does not necessarily regard an English 
brand as a superior one. Nevertheless, the decision was certainly preceded by market 
research and internal surveys, so it is presumably a grounded strategy. And the inferior 
lingual self-perception is not only a Slovak phenomenon, but it is present in Central Eu-
rope as a whole. If we go shopping around as a single consumer, we also see that Central 
European products avoid the use of Hungarian, Slavic, or Romanian. It derives from the 
“imaginative geography” of Central Europe: the international prestige of these languages 
and countries is lagging behind Western societies. Hungarian buyers think Slavic lan-
guages strange, and vice versa. Indeed, it is more difficult to understand and record the 
language of a person from neighboring countries than English, Spanish, French, Italian 
words. This mutual lingual mis-perception weakens a lot in the internal economic cohe-
sion of the Central European region; and as a result, product branding shows a strong 
Anglo-Saxon and Western European dominance. Accordingly, the most secure way to 
market a product is when companies choose English names, but the Spanish, French 
and Italian connotations seem also appealing. Thus, for example, the Alain Delon top 
clothing brand in Slovakian malls actually keeps secret their being a Slovakian product, 
and according to its slogan, it could be thought of as a French company: “French charm 
to modern men.”30 But the same thing is true of the popular Hungarian cottage cheese 
dessert “Pöttyös Túró Rudi”, which decided it was better to conquer the world without the 
accents, and chose a new name, Dots. However, it is not only accent, apostrophe and 
other specific symbols that make it difficult to use only Central European languages. They 
are not harder to pronounce than the  “Côte d’Or” chocolate name, for example. The high 
prestige of the French language permits this question not to be answered for their own 
customers. Such a high international prestige of Central European languages does not 
exist, so the controversial situation is that we are trying to sell Polish, Slovakian and Hun-
garian products of international quality today as not Polish, Slovak and Hungarian ones.

Geo-branding in Slovakia
Slovakia, as we see it, does not have traditionally strong international brands. This is 
also apparent from the Ministry of Foreign Affairs’ strategic representation material, 
which does not list any traditionally branded product when searches for the answer 
to the question “what does Slovakia give to the world?”; instead, three startups are 
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mentioned here.31 This does not seem like a mere marketing trick: in Slovakia, there 
is indeed a huge potential in emerging companies. A recent research has examined 
the locations of the fastest growing 5000 European companies: according to this, 
most emerging companies are based in London, Stockholm, and then in Bratislava. 
It is also extremely telling that the NUTS-2 region, which includes Bratislava and its 
surroundings, is steadily ranked among the ten richest regions of the European Union 
if we look at GDP per capita.

Slovak startups are not world-known, they have not yet entered a global career, 
except for a few cases. The most interesting is the story of ESET, producer of antivi-
rus software: it is a company of considerable size already from a national economic 
point of view. Named after the goddess of ancient Egypt, Eset, it was established in 
Bratislava in 1987, where it has its headquarters even today, but branches operate in 
South and North America and Asia, or Prague and Krakow as well. There are no offi-
cial branches in Hungary but the company is represented in more than 180 countries. 
The breakthrough for the company was the invention of the NOD antivirus software, 
which is used by Windows programs. Since then, the name of this Slovak product has 
been displayed worldwide on our screens. The antivirus has brought the reputation 
within Slovakia as well: from 2008 onwards, ESET has become the company of the 
year (Trend Top Firma roka) for three years, and the company’s growth has more than 
doubled between 2011 and 2014. Like many startup executives, ex-CEO Miroslav Trn-
ka (heading the company until 2011) has a social role as well, with his associates 
launching the “Stop the Corruption” movement. Similarly, the new daily newspaper 
called “N” was also started primarily thanks to the generous support of Mr. Trnka.

The development of the market position of dozens of emerging products is some-
what related to the long-term challenge of how to brand Slovakia and Bratislava in 
the era of global consumerism.  The fact that the country is little known and the pos-
sible negative connotations attached to it may hinder market expansion. Therefore, 
the Ministry of Foreign Affairs does not really focus on marketing and promoting 
some particular products, but has launched a large-scale project for country market-
ing. This program, which can be considered a personal initiative of Slovakian Foreign 
Minister Miroslav Lajčák, tried to make the slogan “Good Idea” as the main brand of 
Slovakia, with related content about the country’s innovation potential and its “green 
field” character. Within the framework of the program, surveys were conducted on 
the visibility and “personality traits” of Slovakia; after that, “Good Idea” promotional 
surfaces and logos were conceptualized.32

The success of these governmental intentions can be supported unintentionally by 
the international news coverage of Slovakia, which regularly highlights the capacities of 
the Slovak economy. For example, the Financial Times has recently published a paper 
that addresses those who believe that the real innovation has been lost in the world 
economy. For such technopessimists, the paper suggests that those who “feel the tech 
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industry lacks the ambition to tackle real problems in the world, should visit Bratisla-
va”.33 This is the bold opening of the author of the article, Anton Spisak, who calls the 
“Danube Valley” a potential challenger to the Silicon Valley. The essence of this writing 
is the launching of the Slovakian product called Aeromobil, which aims to develop and 
market flying cars and thus become the Central European challenger of Google’s simi-
lar ambitions. Financial Times is ultimately trying to find out what Bratislava’s chances 
are in the global technology competition. Interestingly, the paper highlights the small-
state nature of the region as a competitive advantage: Central European companies 
cannot survive on their own national market, so they have to enter the market with 
an international strategy from the start. The article is also pleased with the relative-
ly well-trained IT workforce. But the newspaper does not address another exciting 
issue: the capital and workforce-attracting power of cities such as Bratislava. Well-
trained foreign laborers, the “expatriates” who move the startup-world, have the pow-
er to decide where to live. In recent years, an increasing number of surveys show that 
the workforce responsible for research and development is not only mobile but also 
selective: it prefers to move to places with higher living standards, , where the eco-
system of expats can flourish; and Bratislava is not well represented in this respect,  
compared to Vienna for instance. Geo-branding, therefore, can be useful in helping to 
market the products, but the expected results for attracting human resources to the 
country are quite limited.

In summary, we can conclude that the current Slovak branding strategy is very 
different from the Czech foreign trade activity: the former focuses on specific prod-
ucts, and rather aims to make the country itself, and especially Bratislava, a center 
of technology hubs. This job will have to face two serious challenges in the future. 
One is the serious competitiveness of the rest of the CEE: it is enough to think, for ex-
ample, of Estonia’s extraordinary success. In today’s world of the mobile capital and 
mobile people, where better-quality classrooms, transport, wifi and restaurants can 
be a competitive advantage, Bratislava, Budapest and Krakow are actually competing 
with each other.

Another challenge is how extraordinarily the strategy is focused on the capital city. 
The differences within the country are so great that some aspects of the development 
plans have come down from the eastern areas, and their attractiveness for the capital 
investments is considered such minimal which is not worth dealing with. The Tatra 
Tiger seems to become just a Tiger of Small Carpathians laying around the Bratislava 
region, as most of the automakers are not far from 50-100 km from the western border 
of Slovakia. In fact, not Slovakia, but only Bratislava that appears on the map of  global 
economy, thanks to its emerging companies and products; the brand in the making is 
not the “Made in Slovakia”, but the “Made in Bratislava”. This will further increase the 
differences within the country and will impose further tasks on the political elite, facing 
widening socio-economic inequalities.
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Are there general conclusions?
My primary intention was to create a research framework which provides answers to 
the practical question of how to position the products of the CEE region in the era of 
global consumerism, targeting the global market. The case studies above elucidate the 
complexity of the issue, which makes it difficult to draw too general conclusions: the po-
sition of Slovak and Czech products proved to be rather different, despite the fact of the 
almost century-long economic coexistence. Nevertheless, some underlying principles 
seem to be possible to be put down.

First, it is apparent that from the perspective of the dependence theories and po-
litical economics, geo-branding is an inevitable supplementary of product branding if 
it comes to semi-peripheral regions. Core regions, consisting of the most developed 
and prestigious economies, do not need active geo-branding, thanks to their good 
traditional nation brands. LDCs do not need geo-branding strategies either, due to the 
fact that hardly any of their products can be competitive on a global scale. But the 
products of semi-peripheral countries, lying somewhere in-between the dominant and 
fragile economies, have already the potential of going global, their quality can achieve 
or exceed the international standards, but the global market position can be ham-
pered by the invisibility of the homeland-economy, and by a weak or negative “brand 
heritage”. It is just one challenge to succeed in producing high-quality products in a 
particular economy; but it’s another one to convince the global consumers about this 
success. So the challenge of geo-branding is a typical semi-peripheral one.

A second, quite general but practical conclusion is that it is practically impossible to 
measure the effectiveness of the economic diplomacy in the GDP-growth: the day-to-
day results of the economic missions are overshadowed by the changing productivity 
of the often closed production chains of the MNCs and the complexity of FDI-decisions. 
However, it does not mean that economic diplomacy is redundant or inherently ineffec-
tive; it means just that GDP-growth cannot be regarded as its main effectiveness factor. 
Instead of GDP, the right focal point of the economic diplomacy could be the number 
of the working places; due to the fact that economic diplomacy could be extremely 
successful in positioning the workforce-demanding, handmade or innovative, creative 
fast-growing products. The support of fast-growing SMEs can result in lasting work-
places in the sending countries – it could be a measurable final outcome of diplomatic 
activities of the CEE region.
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