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While many in Europe are stuck thinking along 

dividing lines (East versus West, North versus South, 

Eurozone ins versus outs; emerging versus 

emerged) a new type of people and businesses is 

forging ahead.  

 

They are developing new ways of growing: on their 

path from talent to funding, they are breaking up 

boundaries and creating interconnected ties 

worldwide. They may incubate a business idea in the Czech Republic, finance it in 

Silicon Valley, develop it in Romania and sell it in Asia. They are cross-pollinating 

beyond the pre-established patterns of an "old world" that lately has been going back 

to small-minded protectionism. It is these new Europeans who are particularly aware 

of what Europe lacks: a powerful and widely agreed internal brand, a sense of 

common purpose and common identity in Europe.  

 

When people in the outside world, in Asia or the Pacific, the Americas or the Middle 

East, think of Europe, they tend to refer to the continent of Europe, not the institution. 

Many people simply consider the European Union to be the official name of a 

continent that they hold in high esteem. 

 

For Europeans, the European Union is not the same thing at all as the continent of 

Europe. And their strongest associations are with Europe as an institution. Research 

into the brand identity of “Europe” shows that it seldom connects with its citizens in 

aspects that inspire them (like culture, people, business and brands), but primarily as 

a body whose function is regulatory. 

 

Besides the lack of a powerful common purpose and the mismatch of Europe as 

continent vs Europe as institution, the third reason why the brand suffers is the long 

standing habit of member states to ascribe success to their own country, and failures 

to the EU. 

 

Media headlines remind us that image is what is put out, and reputation is what 

comes back. So before considering any long term communication strategy to improve 

Europe’s reputation, Europe needs to address the issue of identity and define what 

its job should be for the next 50 years. Only then can a public diplomacy strategy 

contribute to creating value by communicating these targets and determining 

ownership of the goals; building leadership capabilities; enhancing collaboration 

culture; managing reputation risks; and maximizing image assets. 

 


