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The Connection Between Music and Country Image — i€ase of Hungary

Kinga JENTETICS?

Music is the unique identifier of a country in fasrof national anthems and pop icons. With the bélmusic
associations are awakened: in case of the Beatlgthms, the pop culture of the United Kingdom ud$o
meanwhile listening to ABBA songs pictures us toeSen. But how is it working in case of Hungaryhis
study | will show the general model of musical cmyrbranding, moreover it is applied specificalty the
example of Hungary. A primary research (expertrings, focus group interviews, questionnaire) batipe to
identify all elements of the model. In the end ld study, recommendations are given for improvernétie
musical country branding.

Key Words: music, country image, country brandargative class, cultural marketing
JEL Codes: M31, M38, 711, Z18

A zene és az orszagimazs kapcsolata — Magyarorszagdajan keresztul

A klasszikus és a kdniigenei niifajok egyedi azonositéi egy orszagnak, amelyek akérzeti himnuszok vagy
ikonikus popalakok formajaban is megmutatkozhatmakanulmanyban az orszagimazsformalékekozil a
kénnyizenei ntifajokra helyezem a hangsulyt, hiszen a kdimepe efteljes asszociacidékat képes szilni:
példaul a Beatles ritmusai az Egyesiilt Kiradlysagkodtarajat tarjak elénk, mig az ABBA hallatan Seészag
jut esziinkbe.

De miként mutatkozik meg a zenei orszagimazs Maggaag esetében? A tanulmany soran bemutatom
a kreativ orszagmarkazas kulturalis alapd megkigséli, amelyre tamaszkodva elkészitettem a zenei
orszagimazs modelljét. Mindezt Magyarorszag pélu&gresztil értelmezem és alkalmazom, melyhez prime
kutatdsi modszerek is a segitségemre voltak (sZak@terjuk, fokuszcsoportos interjuk, kéides felmérés).
Végll pedig a zenei orszagmarkazas javitasarak¢svaslatokat.

Kulcsszavak: zene, orszagimazs, orszagmarkazagj\ktarsadalmi réteg, kulturalis marketing
Jel k6d: M31, M38, Z11, Z18

! This paper is based on the study presented @dhromic Section of the 31st National Scientifiadgnts'
Associations Conference where it was awarded Hiate in the Session of Brand, Brand Building and
Image. The study was prepared under the supervidiBarbara Jenes assistant research fellow.

2 The author is a PhD student at the Departme@oofsumer Behaviour and Marketing Research at Casvin
University of Budapest, (kinga.jentetics AT uni-eous.hu).
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Introduction

Music is the element of our lives and every nasatulture too. The classical and pop music
genres are unique elements of a country image,hahiry be manifested in national anthems
or iconic pop figures. In this article the pop naugenres will be in the focus, since pop music
can be a source of a wide range of associationsenWhe listen to a song featuring a
country’s original characteristics, the nation litg®ps into our mind with all of its typical
symbols, inhabitants — briefly the image of a count

But how music is able to mediate the country imagease of Hungary? The main
objective of my paper is to uncover the linkagensstn music and country image and to draw
a model based oAnholt-hexagon (2003hat can be used by practitioners as well. Theeeffo
will review the relevant literature in this fielddusing on the creative cla@Sorida, 2002)
and their connection to each other. The paper'zltpVies in the synthesis of theoretical
approaches, which were not applied and connectegsath other before according to my
secondary research. Nevertheless, the topic’s eatguires several examples from practical
life as well: | analysed different internationaldafungarian case studies where it was
applicable.

Because of the novelty of the topic it was necegssarcollect primary data besides
secondary ones. Therefore, | conducted in-deptbnir@ws with experts from the music
industry, focus group interviews with visitors ahdesigned a questionnaire in order to gain
quantifiable data from visitors especially in cagdeHungary. During the primary research |
applied different creative techniques (combiningliapvisual and audiovisual elements) in
order to identify the main associations of resposleln the primary research part the
Hungarian focus from a practical point of view i#hanced, especially because there is no
direct literature available on this topic.

Methodology

In the research method | differentiated three phatapicted on Figure 1. First of all, by
secondary research | analysed and synthesizeddleure background of country branding,
the phenomenon of creative class and its possdiion to each other. In the primary
research | focused on questions could not be aesWwdirectly after my secondary research.
During qualitative research phase | conducted pitdenterviews with practitioners and focus
group interviews with visitors. As part of the gtitative method | designed a survey to get
some quantifiable insights from visitors in thddief country and music, especially in case of
Hungary.

4 N

. )
* Cf)untry Sl Primary research -
Literature Qualitative research
ePhenomenon of

Creative Class

ePast primary research
from 2009

*Questionnaire

eIn-Depth Interviews
with practitioners

eFocus group
interviews with
visitors

Primary research -
Quantitative
research

{ Secondary research

\_ ) - J

Figure 1. The research methodology
Source: Author’s edition
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It is important to note that secondary researchcuraditative research were intended to
apply the exploratory part of my research, mearevtiie questionnaire helped me to collect
guantifiable data for further generalizations foe given population.

The population of this study consists of universitydents and entrants which decision
was based on more reasons. Most importantly, censgl my resources they could be
reached very easily through my social network (lmestically and internationally). When
adequate resources are available a representatimples could be drawn. (Note: for depth
interviews the population consists of practitionadso are related to the music industry.)
Regarding the research methods the following pdiouis are targeted in the study:

1. In-depth interviews with practitioners 8 experts were asked with the help of a
guideline in order to identify key linkages betwaruasic and country branding. The
sample consists of practitioners from music busnssector, involved in the
technology and innovation field as well artists.

2. Focus group interviews with university studertswo groups of 6-8 Hungarian
people and one international group with 6 peoplth e help of a guideline in
order to identify basic attitudes, perceptions talsamusic and its relation to
countries. The international group was an onlirei$ogroup regarding geographical
distances. Three of them have visited Hungary direthe others have not been to
Hungary before. Furthermore, music branding optiamsdiscussed too in order to
find a possible way to improve country image whk help of music. Through these
interviews it was possible to gain colourful indgtfor consumer behaviour and
psychology and differentiate between the intermad axternal musical image of
nations.

3. Online questionnaire designed for university studeil52 people answered in order
to get quantifiable data to make generalizationhentopic for the given population.
Besides general attitudes towards music the maocagions are analysed between
countries and music with a special focus on Hurgamusic and festival culture.

During the sampling phase convenience sampling aygsdied in all stages of the
research design. In addition, sampling was sup@dste snowball sampling as well, where
existing study subjects are used to recruit mospaordents into the sample. (Malhotra, 2006)
These methods were used widine surveyandvirus mechanismHowever, online sampling
is limited, because some questions may be not olegspondents just simply do not answer
some questions. For avoiding these constraintedtgsted the survey and made settings to
force people for answering all questions.

Theoretical background , Literature review

It was necessary to identify the key terms andnitedhs of my research area from different
dimensions and aspects in order to synthesizedheus perspectives. The following terms
will be touched: country image, country and placanding, cultural diplomacy, creative
class.

In the past few decades national leaders noticedntiportance of country image: all
countries around the world using brand manageneehnhiquegKotler and Gerner, 2002
order to differentiate themselves, increase themag from tourism, encourage foreign direct
investment and motivate export activiti@apadopoulos, 2004)

The country image is the sum of different believdsas, impressions, which people
carry in them from a countr{Kotler, 1993) Country image means an internal and external
opinion and view system pictured from a folk, a nation, aurdry; the objective and
subjective psychological content of heterogenic gederalized value judgemen{Szeles,
1998, p.124) To simplify, thus the country image means whaipgte from a nation think
about themselves and what other people think abeunt.
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In this study the strategic aspect of country bragnds applied according ténholt
(2007) This view indicates the nation’s people and intaaits who can benefit from an
improved national reputation. This approach covarstrategic view combined with an
umbrella perspective of the country where the mabicand consists of six main areas, called
the Anholt-hexagon tourism, export, governance, investors, peopld aualture (Anholt,
2003) Furthermore, place branding appears in my stwityce place branding/regional
branding brings together the public and privateéasedn an attempt to achieve similar goals
(Kau, 2006)

In form of the political dimension, public diplomabas a lot in common with nation
branding by influencing general attitudes in conioecwith design and implementation of
international politics. Besides the practice ofiitianal diplomacy it embodies distinguished
dimensions of international relatior{&nholt, 2007) Cultural diplomacy is the barter of
thoughts, ideas, information, art, lifestyles, eafystems, traditions and other cultural aspects
according to theCultural Diplomacy Institution (2012)urthermore, cultural diplomacy has
interests in networking opportunities through crdtlart and education. It can be viewed as a
proactive process advertising national institutjorsdue systems and original cultural traits on
a bilateral and multilateral level. So cultural Idipacy appears as “soft diplomadytilt on
cultural barter. As an example Dizzy Gillespie cbehse the tense atmosphere in people’s
life worldwide through his jazz music during thené of cold wargLeonard, 2002)

In my definition cultural diplomacy is one of thapporting pillars of country image
especially in the Culture element of Anholt's hexagatronized by different organizations,
institutions (owned by state or private investasll the government itself to promote the
cultural exports of a country which activity canopide a significant growth in GDP
according to the new approach of creative economy.

Nevertheless, for understanding how culture andiemaay influence country image, it
is of crucial importance to analyse how creativdustries operate. Thus, modelling creative
industries is drawn upon three aspects based ogrgj@uc and cultural evaluations: global,
British and European modééndermann, 2007Regarding Hungary the European model is
scrutinized where the cooperation of three diffeators is enhanced: for-profit sector, non-
profit sector and government sector. In the prisatetor creative industries follow a for-profit
approach as long as during governmental interferéhe state is responsible for promotion
and financial support of cultural products, moreof@ provision of law framework and
infrastructure hand in hand with tenders and aiiffse non-profit sector is a sum of
associations and organizations offering added r@llgervice, but without any financial goal.
This approach will be applied by further analydisny paper’s topic where government has a
crucial role in cultural marketing.

When it is about creative industries, the existevfcereative employees is important in
their developmentFlorida (2002) introduced the term of creative class, which isfdat-
growing, highly educated, and well-paid segmerthefworkforce on whose efforts corporate
profits and economic growth increasingly depeffdorida, 2002).Members of the creative
class are involved in a wide variety of work infeient industries — from technology to
entertainment, journalism to finance, high-end nfacturing to the arts. Despite the wide
variety of professionalism they share common valgash as creativity, individuality,
difference, and merit.

The creative class appears as a new target groplaée branding according #enker
(2009) who differentiates the possibly defined targetugo more specific and diverse than
Kotler (1993) besides tourists, residents and business groups likely the creative class,
students are enhanced in his model. In his sems&ldvelopment of a creative class and their
perpetual attraction to a country is vital, becaassative class embodies all artistic people
who are main mediators for expressing country imddgee key to economic growth and a
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positive country image lies not just in the abilityattract the creative class, but to translate
that underlying advantage into creative economicamues in form of new ideas, new high-
tech businesses and regional growth.

The linkage between music and country image — intducing the Musical Platforms

Country image reflects music as the main indicatfoidentity: music supports the national
identity moreover in international communication siwal elements are globally understood.
In order to visualize the main linkages, it is edi to analyse which platforms are involved
during the strategic proced’ein and Shields (2007pund some platforms in the field of
sport marketing that can be adopted for music nieadkevith some alterations. The platforms
suggested in my interpretation are the followirguent platform, musician platform,
institutional platform, digital platform, place pf@rm. The connection between them is
depicted on Figure 2, which shows that all platfeame linked to the other. But how are these
platforms manifested in practice? In the followihgill demonstrate the practical view of
musical platforms with examples.

Diaital

Even Musiciar

Institutiona Place

Figure 2: The Musical Platforms of Nation Branding
Source: Author’s edition

Event platformof musical identity is one of the most crucial aneerms of country
branding. It has a touristic importance attractmgre visitors to destinations, and forming
associations toward a destination. Three main evaan be differentiated: music festivals for
residents, music conferences and showcases foggsiohals and any other event organized
by a brand within music branding strategy.

Festivals are tools for building a socio-culturense of belonging and providing a
quality of life element. They are also an importpatt of cultural consumption in general,
especially in Europe, where music festivals haveirthradition expressing European
citizenship because of cultural heterogen€itybovic, 2011) Festivals reflect thénternal
nation identityby collecting representatives of the country artiemv people interact, are
inspired and entertained expressing values of lp@lgn openness, and creativity. Besides,
festivals boostexternal imagewhen a local festival goes global as a touristitaation
spreading the positive experiences toward the dmsttry into the world.

Institutional platformgives an organizational background for musiciantsvo ways: 1.
top-down approach manifested in governmental ungdhs; 2. bottom-up approach
manifested in local professional alliances and nempanies. Music Export institutions, local
music organizations and local media may createsapgort cultural intermediaries, voluntary
organisations interests and lobby groups and maglue business and professional
associations too.

Artist platform has the main elements of the image and personafitynusicians
(individual performer or band) who may build or quement the positive brand image by its
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differentiator factor. Artists are the main figurafscreative class filling in the role of opinion
leaders in form of bands or solo musicians as icAssociating a place with a cultural icon is
an attempt to imbue a place with a creative chargévans, 2003)

Place platformembodies all creative countries and cities whbeesrepresentatives of
the creative class may be found. However, countriag be differentiated according to their
creativity. Florida (2011)stated that Singapore has an outstanding creabwetry branding
strategy whereas its clear objective was to attramte creative industry players from music
and film industries to the state with beneficialdaomy and economic solutions.

Digital platform provides a section where technology and art magsctheir roads
providing genuine engagement for the audience. digsiundamentally social since ancient
ages, which is manifested in sharing different malsvideos through social media sites
today.

Results of the empirical research

I n-depth I nterviews with professionals

For exploring more insights from the practical sedewell, | conducted interviews with eight
practitioners from different areas of the musicusttly. Overall, creative tourists were
mentioned who Want to experience the living Hungary in a ratiomahy” (Ujfalusi, 2012)
Unfortunately the interviewee mentioned that cremattourists are not targeted in the
Hungarian tourism strategy, despite the fact thetitt in tourism paradigm passes.
Hungarian cultural diplomacy was a crucial issueagninterviewees. In fact, according to
Balazs Weyeit is a missing attempt from governments’ perspectwhich covers a lot of
future branding opportunities. In his este&mrough promoting Hungarian literature, folk
dance and folk music Hungary could improve its iafag

Interviewees found that there is no quality pubfigsical education, which may be the
source of every issue in cultural diplomacy. Theukof music education should be shifted to
music history that would not stop at the work ofdaty and Bartok, but brings the modern
music culture into focus as well. According to Gah#jfalusi, there is an opportunity for
teachers to design a curriculum supplemented witk history or popular music, but teachers
still do not want to get involved in it. The caulse this phenomenon is still uncovered,
although a final goal should be to equip all seeopdchools with separate music classrooms
and to provide them with the opportunity of playegnusical instrument too.

Gabor Lepés highlighted some musical ‘Hungaricurrs’besidesclassical music
operetta is very famous and well-known outside ah¢ary embracing the stigma ‘glop-
operetta inbound tourismin addition,gypsy and rockabillgenres are popular associations
with Hungarian music abroad — according to Gabgréisethe Hungarian band, Mystery Gang
was involved in a commercial of McDonalds in 2010l aheir artwork is appreciated in the
USA. In his opinion Hungary has a rich folk songgisure that should be exploited by modern
covers of Hungarian musicians too. Furthermore, aBal Weyer mentioned some
representatives of Hungarian folk music who aredasnoverall the world such as Muzsikas,
Sebestyén Marta, Kerekes Band. In additittyngarian folk dance has been awarded for
the UNESCO cultural heritage in 2011Which is an indicator that musical Hungaricums do
still exist and valued by international scene a#,wespecially when they are mixed by other
transit genres providing a bridge between trad#tiaand modern sounding. For instance, the

% Hungaricum: expression for typical and unique Harian products or phenomenons representing grés va
for Hungarians.
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popular song by Quimby (‘Most mulik pontosan’) wasvered by Csik band, a Hungarian
folk band. Their original aspect of this song m#usm extremely popular.

Regarding country image issues according to AnBeisa Sziget takes an initiative to
influence Hungarian nation image in a positive walgey attract the youth who are open-
minded for new cultures and experiences and if@hasitors enriched with new cultural
experiences they will spread it to the world voarily with the power of social media and
world-of-mouth. ‘Sziget is the only showcase festival of Hungafger{a, 2012)

Hungarian music export is an ambiguous part ofésearch, since the interviewees had
different opinions about it. According #kos Takacg¢Red Bull), Hungarian music has a big
potential and Red Bull has the aim to supportnaficially with the unsecured interest to
appeal to the customers’ emotion. On the other hatieer Hungarian music professionals
have negative opinions about the Hungarian cultdiplomacy, moreover, education is
bleeding from several parts, so Hungarian musiogxp still in its infancy phas@éatorfy,
2012) However there are plenty of potentials whichraseexploited yet especially in transit
genres and musical Hungaricums such as gypsy, waskic, rockabilly or operetta tourism.

Focus group interviews with visitors

During the focus group interviews visitors wereeaskbout their relationship with music and
the associations of country and music in a context.sampling method, | used a filter survey
for indication of country of origin. Two groups werdifferentiated according to their
nationality: two of them were Hungarian groupstofdents and one of them was international
group with university students from Switzerland,r@any, Netherlands, Russia, France and
Serbia. During the focus group interviews | concaed on the following question blocks:
general attitudes to music; the relationship betwends and music; general and musical
associations towards countries; festival cultur@ ldongarian country image and music.

| identified two types of people according to theittitude to music: one person
determined music gghe most important thing in my life, | could niobhagine a day without
music” and the opposite person just noted thaisic does not play a special role in my life.
Usually I listen to music in my father’'s car in theeekend.”l labelled the different groups
according to their involvement in music ‘dedicated’ (listening to music more than an hour
per a day) antheutral’ (listening to music an hour or less per a dayyimyuthe focus group
interviews there was a perpetual distinction invaars and behaviour among those group
members. Overall, the key findings are summarizedthe phenomenon that musical
associations came from countries with developedurll diplomacy (United Kingdom,
United Stated, Sweden), meanwhile in case of Hyngfae city brand of Budapest was
meaningful. Ruin bars, traditional spas were memtibbesides active nightlife. Unfortunately
there was no strong relationship between musicdivesand the country image which may
be developed with active cultural diplomacy in thire.

Questionnaire among university students

The quantitative research phase was supported lynkame questionnaire in order to map
different music consumption behaviours, associatiomward music and countries and festival
culture in Europe. The guestionnaire design wasdas the previous research experiences
from 2009 on the same topic. | used Qualtrics safwo edit and distribute the survey and
SPSS software to analyse data. The survey embd@egliestions divided by six different
blocks: general attitudes to music and music compsiam; brands and music; countries and
music; festival culture; Hungarian music and demapgics.

During the virus mechanism 152 respondents wereheshwith an average age of
25.52 years and with 53% male and 47% female relpus. 89 of the respondents came
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from Hungary, building up for 55.89% of the popidat Other answers came from
Switzerland, Germany, Indonesia, Denmark, NethddabS, UK, Belgium, Spain, Portugal
and 1-1- respondents from Australia, Afghanistambabwe, South-Korea etc. University
students and career entrants mostly engaged ingear@nt or business related jobs are in
majority of the given population depicted in thelldwing figures. The data is not
representative for the whole population, but acomlg some generalization for university
students and entrants can be drawn.

The design contained only one open question, becaosording to past experiences
people answered open questions less than multi@dee ones(“What do you think about
Hungarian music? Please, supplement the statent&umgarian music is..) In addition, |
concentrated on the creative approach of questieudasign with pictures to demonstrate
associations toward countries and music, besidesvtke some interest in respondents.
During the survey | used Likert-scale for evaluatiof different statements and semantic
differential scale to place different features airigarian music on a scale of seven.

The main result of the questionnaire was that tiationship between countries and
music was strong. This result was supported bytigeedechnique measurements where
respondents should match pictures of pop musicmtts different countries according to
their country of origin.

As it was already pretested in the focus grouprumeess, | could distinguish between
‘dedicated’ (47% listens to music more than onertgar day) and ‘neutral’ (53% listens to
music one or less than an hour) groups in sengbedf music consumption. After using
variance analysis with ANOVA statistics and crobstat may be concluded that the
“dedicated” group visits musical festivals morequently. Among festival visitors the
touristic attraction of festivals was significansifronger than among non-visitors — ANOVA
statistics show 0,05 significant values, meanwthike Levene statistics are above 0,05 and
may be rejected (see Table 1).

Table 1. ANOVA significances according to frequencyf music festival visiting and
according to country of origin

According to frequency of According to country of

Statements music festival visiting origin
ANOVA Levene ANOVA Levene
significance significance | significance | significance

1. Music influences the picture of a
country | have in mind 012 459
2. Mus_lcal events are good touristic 000 963 001 648
attractions
3. G(_)vernment should support 002 273 o011 950
musical events
4. Hungarian music is classical in
my mind. 0,003 0,430
5. People should study music 021 456 ,004 742

Source: Author’s edition

In addition, a strong national identity appearedoaghrHungarians, since the role of
government considered to be more important in irdnsupport and education of cultural
products which reflectthe model of Séndermann (2007$tatement 3. and 5. in Table 1)
However, these gaps could be filled by the appbeabf cultural diplomacy on a strategic
level (for instance in case of music education)ngfrian musical nation image is much
stronger among inhabitants, which show a relativaiypng national identity in case of
Hungary with musical characteristics like exotidanodern. Furthermore, there is a direct
relationship between country image and music adegr both international and Hungarian
respondents (Statement 1.).
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Considering Hungarian music, the first question \@aspontaneous association with
Hungarian music where the results depicted in [Ei@uturned out.

un-known 27

poor, negative 21

19

good, positive

16

nothing special

colourful, unique 15

boring pop 11

classical and folk music 11

special (national identity) 11

out-date L 7

deVelOping B 6

N=144
0 10 20 30

Figure 3. Spontaneous Associations toward Hungariaklusic
Source: Author’s edition

Mostly the respondents did not know about Hunganausic or they had negative
associations towards ifpoor’, ‘nothing special’, ‘out-date’, ‘boring pop Although there
are some positive associations toward the qualfitynosic and the national identity what
makes Hungarians feel to be special (traditionats@nd language were mentioned in this
dimension). Unfortunately, pop music is underdepetb and boring according to the
respondents, but they can see an opportunity irengnound music scene, folk and gypsy
music besides classical music representatives f@tory. The uniqueness of Hungarian
music was manifested in the group‘cdlourful’ where there was an answéyou can find
any kind of music genre here in a wide variety lat@s which makes Hungary so different
from other cultures.”

Furthermore, respondents were asked to evaluategdfiiam music on a semantic
differential scale of seven degree. The main resate differentiated according to their
country of origin in Figure 4.
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unique

exotic =&=—Foreigners
== Hungarians

Overall

favourite

modern classical music

Figure 4. Hungarian Music according to the Populaibn
Source: Author’s edition

Regarding the evaluation of Hungarian music Huragericould picture it much more
precisely with higher average answers, meanwhédabk of information and patriot feelings
could distort the results of foreign respondentsvétheless, it is a conspicuous difference
that Hungarians prefer to identify Hungarian mugith the adjectives of ‘classic’. According
to the external image, to the foreigners Hunganmsic may be identified with gypsy music
on the contrary, which was the opposite pole ofsgmantic different scale of ‘classic’.

Musical country image of Hungary

Musical country image may be formed in the Anhaké&igon by adding the before-
mentioned musical platforms. Anholt-hexagon emb®dsx areas of country image:
governance, investment and immigrants, peopleuiland heritage and expd@nholt,
2007) The model of musical country image is synthetizedrigure 5. The novelty of this
model is summarized in the following.
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The first dimension isgovernance’where music has an influencing role in everyday
politics by demonstrating different values and tjiais about political directions and events in
a popular wayPedelty - Keefe, 2010The connection between music and politics, esfigci
political expression in music, has been seen fstaimce during the campaign of Obama in
2008. All four elements should be manifested inirgstitutional education system, which
gives freedom to the cluster of creative classtHeumore, public music education is of
crucial importance in order to improve the Hungamdusical Nation Identity on a long-term
according to the interviewees too. In case of Hundhere is no internationally accepted
Hungarian Music Institution or Music Export Instittn, which makes it difficult to build a
strong musical image.

Regarding the institutions the bottom-up approaah lbeen increased: for instance the
Org40rg that is the representation of the Hunganmusic in the Central Eastern European
region. Weyer (2012)thinks that cultural diplomacy covers a lot of guaials in field of
cultural diplomacy, especially in case of music diérature. Weyer (2012)imagines a
regional franchise institution system with cooperabf the Palace of Arts.

‘Investment and immigrationis manifested in the concept ofeative class since
creative people are concentrated in one place, dneyvilling to relocate if the environment
offers them a liveable place considering careeodppities, art and entertainment events. In
music industry the business model of sponsorshiwaddwide accepted where business
angels support artists financially. Immigration erdies the creative country branding aspect,
which is supported by the case of Singapore toaevtiee knowledge based country branding
is the crucial element of the strategy. Hungary drasutstanding quality in human resources
in the CEE region(Egedy—Kovacs, 2010)so competitiveness may be increased by
employment of the creative class.

In the ‘people’s dimension Hungarian musical identity may be inseeh by the
education of popular music history. The resultshef primary research showed that not only
classical, but popular music appears as part ofidbatity: gypsy, world or folk music,
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rockabilly, jazz or operetta. In addition, uniquartsit and mix genres may be the base of a
genuine Hungarian music.

The‘culture’ dimension may be valued by the musical platfonvigch appear among
the dimensioritourism’ too. The Sziget Festival as the most importanneld of the'event
platform’ and as the only showcase in Hungary develops ¢ty image of Hungary
among foreigners. However, counter to thedel of Sondermann (200fRere is no support
from the side of the government, despite the fhat Sziget was nominated for the Best
European Major Festival in 201Bestival Awards, 2012)

The ‘institutional platform’ shows a restructuring of public media and coopmrabf
the national music industry in case of Hungary. Tasist platform’ focuses on the
identification of unique talents and unique musien@s whereas professional talent
management is needed. Th®ace platform’ highlights the crucial role of creative city
branding and the cultural role of Budapest. Budapes advantages regarding low labor
costs, outstanding geographical situation morethwere are many entertainment options. For
instance, location based technologies such aslsoa&ic pub supports the creative aspect of
the city branding which is a crucial element of gital platform’.

In the‘export’ dimension a Hungarian music export institutionesessary which could
market Hungarian music with the support of its withkternational network. Musical
Hungaricums may be the products for this culturglogt activity such as the Sziget Festival,
ruin bars or spas.

Disscussion

In the focus group interview a sample based on enashsumption behaviour could be
applied in future distinguishing between ‘dedicat@idtening to music more than an hour per
day) and ‘neutral’ (listening to music less tharhair).

Further research development could focus on crealements, since the nature of topic
requires customer insights. According to some faekib, the survey was evaluated by one of
the mediators in the viral effect:promise you, it's the most interactive survey'ye seen in
a while!” For creative elements audio and video files cdaddembedded into the survey,
although there is a risk that the willingness 8iinfg in the survey will consequently decrease,
since there are several situations when soundgated.

In addition, the focus should divide into two targeoups with two personalized survey
design for improving response rate: 1. Internationasic image for Hungary in Hungarian,
2. External music image for Hungary in English.

Conclusion

In this study the reader could understand the neserstanding of country image which was
analyzed from the creative aspect. The results stidWwat there is a significant relationship
between music and the reputation of a countrydbfiteon it turned out that music influences
the image of a country through five different pbaths. These platforms integrate tipéace’
as a creative city or country itself; thartist’ as a symbolic icon; anydigital platforms’
where the message can be communicated in an innewaty; ‘events’where icons and
visitors can contact; and thestitutional backgroundhat supports the international musical
network of a country through cultural diplomacy. cacding to international examples,
Hungary could build a country branding strategynomsic, which is moving forward from
traditional values into the direction of modern ersefanding of a creative country

In case of Hungary the option of creative placentirag, high level of innovative music
education and cultural diplomacy were highlightedrthermore, musical Hungaricums were
identified such as the Sziget Festival, transitimgenres and local ruin bars and spas.
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For improving the musical country image severalgeoay be applied after a thorough
SWOT analysis of the country itself. More likely raform in public education and
infrastructure could develop the musical nationgm@ case of Hungary, when instruments
would be provided in every school in order to ledow to play them. Thus, Hungarian
musical identity and cultural openness may be acatdd which should grow exponentially
with a profound cultural diplomacy strategy. Musigastitutional infrastructure, export
institutions may be found when international musegents are touristic attractions too with
talented Hungarian musicians. However, all thraeradgovernment, business and non-profit
sectors) are needed on a same involvement levarenmime musical country branding is a
mutual long-term goal.
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