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Research Paper on the Nation Building and Nation Branding of Armenia 

This essay will assess the nation building and nation branding of Armenia. There will be a short 

analysis of nation building and with nation branding, then this essay will firstly explain the role of 

neo-liberal style nation branding. But, the importance of national identity and Armenian history, 

such as Christianity in Armenia and the Armenian Genocide is always at the centre of Armenian 

nation branding. This essay will focus on other significant parts of Armenian nation branding, such as 

how Armenia is trying to brand itself to the EU in some ways, the importance of the ‘Velvet 

Revolution’ and the now Prime Minister, Nikol Pashinyan as brands. How celebrities can be used to 

brand the nation will also be analysed. There will be analysis on the significance of the Armenian 

Diaspora for how the Armenian nation brands itself. This will show how Armenia’s nation branding is 

more political than depoliticised. This paper will link nation building and nation branding together 

throughout to show how interconnected they are with one another. Nation branding globally is 

often depoliticised, especially when it is market orientated and is searching for foreign investment. 

But whilst some of Armenia’s branding tries to be depoliticised, this essay will argue that it is not 

depoliticised and certainly not ahistorical as it focuses a lot on branding Armenian history, for 

example to show how special and talented Armenians are. Most of Armenia’s brand image is 

political, this is due to Armenia’s aim of branding their main national identity, mainly their most 

important politicised event in recent Armenian history, the Armenian Genocide. The Velvet 

Revolution is a way in how Armenia can brand itself as actively democratic. Armenia’s main branding 

target is the Armenian Diaspora because there is a belief that if the Armenian Diaspora return, they 

can make Armenia prosper with their unique set of skills. This shows how nation branding can be a 

tool for nation building and is therefore used for political purposes. Armenian nation branding often 

centres around the importance of the main national narrative of Armenia, for example the 

importance of the Armenian Genocide starting in 1915, Armenia being the ‘First Cristian Nation’ and 

the significance to Armenians of Armenia’s past greatness (Panossian, 2002). 

This essay’s definition of nation building will be centred around Assman’s definition, which is that 

the nation is created through a combination of pride in national heritage and a shared national 

memory, which forms a collective image and main national narrative for a group, which likely 

excludes some in the nation (Assman, 2013). The nation building process constructs the national 

narrative through shaping national memories, history and nostalgia (Assman, 2013). The dominant 

narrative will shape the national image and succeed over the other narratives in the nation (Assman, 

2013). Just like in other post-colonial nations, victimhood and past triumph dominates the Armenian 

national narrative (Assman, 2013). 

 Firstly, the main national narrative of Armenia is shaped around three key aspects of Armenia’s 

history according to Armenian social scientist, Razmik Panossian (2002). They are the proudness of 

being the ‘First Christian Nation’ roughly around 4th century AD, Armenia’s past glory and 

ancientness and the Armenian genocide that started in 1915 when approximately one to one and a 

half million Armenians died gives a sense of victimhood to Armenians, whilst it also constructs the 

Turks as Armenia’s ‘other’ (Panossian, 2002). This main national narrative has shifted three times 

since the collapse of the USSR, since 1991 Armenia has had to decide what its imagined nation 

should be based on (Barseghyan, 2002). The Armenian Diaspora held the dominate narrative as they 

are double the size of the population of the state of Armenia and since the genocide, they have 

always held the beliefs of the main Armenian national identity (Barseghyan, 2003). The second 

national narrative was controlled by the elites, trying to counter the national identity with a new 

civic identity because they saw the main national identity as dangerous, the elites did not want to be 



involved in another conflict, such as with Turkey on top of the war with Azerbaijan in the early 

1990’s over Nagorno-Karabakh (Barseghyan, 2002). But, as Armenia is so connected with its diaspora 

and its mythical historic narrative, it was and would still be very hard to create a new Armenian 

national narrative without these values and without the Armenian Diaspora (Seferian, 2017). 

Ultimately, since the leadership of Robert Kocharin in the late 1990’s, the Republic of Armenia’s 

politicians have tried to combine civic identity (identity with the state of Armenia’s functions and 

institutions) with the main national identity (Barsegyan , 2003). Examples of this are the first Pan- 

Armenian Games held during Kocharin’s leadership and the idea of the trinity of Armenia, being the 

Armenian Diaspora, Armenia and Nagorno- Karabakh (Barseghyan, 2003). Two percent of Kurds live 

in Armenia roughly and are more or less excluded from the nation due to mostly everyone else being 

ethnically Armenian and having a Christian background (Ethnic Minorities in Armenia, Wikipedia). 

Armenians had the least amount of Russians in their region during the Soviet Union and the number 

has lowered even more, whilst almost all Azerbaijanis have left Armenia (Ethnic Minorities in 

Armenia, Wikipedia). Armenia’s nation building is still in its early stages and focuses on connecting 

the state of Armenia with the Armenian Diaspora through creating a sense of ‘motherland’, the main 

obstacle is that many in the Armenian Diaspora do not connect with the modern state of Armenia, 

but on an older idea of Armenia. The Republic of Armenia needs to connect all Armenian 

communities around the globe by creating a sense of importance attached to the state. 

The definition of nation branding will be based on Bolin and Stahlberg’s (2010) work, firstly that the 

nation advertises its image not only to its people, but the whole world. Nation branding is normally 

based on the nation’s history and uses it to construct their image, whilst also focusing on the future 

and the nation’s ambitions (Bolin and Stahlberg, 2010). Nation branding is not a new process, but it 

is now normally focused on a new neo-liberal purpose, which is to gain foreign investment, tourism 

interest and exporting goods (Bolin and Stahlberg, 2010).  

There will be a focus on how Armenia’s nation branding is focused on the global market and shows 

how nations have become like corporate brands. Country Branding Armenia (Kalayjian, 2015) based 

the beginnings of Armenia’s official brand on Armenia being an ‘eternal source of inspiration’ that 

‘inspires the mind and heart’. In better terms, the Armenian Branding Team (Kalayjian, 2015) wanted 

to be able to represent over two-thousand years of Armenian history whilst showing its desire and 

capability to become a successful nation-state. The main goal of this branding is to appeal to the 

‘mature’ nation-states as they have the biggest markets to attract foreign investment into Armenia 

(Kalayjian, 2015). The idea that branding Armenians as innovators and creators, for example an 

Armenian created the MRI machine, is to show that they are a good investment because they are a 

nation of progress and development (CivilNet, 2017). The Development Foundation of Armenia 

(CivilNet, 2017) stated that their main aim is to attract foreign investment for projects in Armenia, 

such as the Knoweth Ethnographic District Project and to export their goods with tourism being a 

lower priority. Secondly, they also brand themselves as the only country with very significant 

economic ties with Russia, through the Eurasian Economic Union, with Iran and the USA, through 

GSP and GSP plus relations (CivilNet, 2017). This type of branding is only to attract foreign 

investment and is largely depoliticised. 

On the other hand, the use of history and representation of national identity in Armenia’s state and 

market branding is very much not depoliticised. For example, whilst the Country Branding Armenia 

Team (Kalayjian, 2015) wanted to show how Armenia is ready for the future, they also wanted to 

brand Armenia’s tradition, for example Armenia’s ‘domination in chess’, ‘ingenious architecture’, 

intellect and family life, but especially its Christian roots and the emotional connection to ancestry 

for the Armenian Diaspora. The political branding towards the Armenian Diaspora and use of 



Armenia’s long Christian history are major parts of Armenia’s nation brand and shows how branding 

is political. Firstly, on Culture Trip’s ‘Top 10 Reasons to See Armenia’ (Rowland, 2017), being the 

oldest Christian nation in the world is the first reason, in front of other Mount Ararat and attractions, 

such as the ‘longest ropeway in the world’. This shows how Armenia is trying to brand its history and 

heritage, to attract mainly Christian tourists and to make Armenia’s image one of important 

Christian history and Christian values (Rowland, 2017). Visit Armenia’s first reason as to why one 

should visit Armenia on their website (Visit Armenia) is its forty-one century years old Christian 

history, such as because Armenia is the ‘country sheltered by Biblical Ararat’, the home of Noah’s 

Ark and ‘where human kind was reborn’. Another section called ‘Christianity in Armenia’ on 

VisitArmenia.com reinstates that an important part of the slogan ‘Visit Armenia, it is Beautiful’ is the 

Biblical stories of Armenia. Whilst tourism is not the number one goal for the Armenian Branding 

Team as foreign investment into Armenian projects is the number one priority, branding Armenia as 

the ‘First Christian Nation’ is vital to Armenians because it is one of the most vital parts of their 

national identity and they want the world to understand Armenia’s historical importance (CivilNet, 

2017). For Armenians, it is important that their national identity is branded to the world because not 

many people around the world know about Armenia’s history and its always better to brand yourself 

first before others do it for you (Dinnie, 2008). 

Another important aspect of Armenia’s official nation brand is how it wants to attract the Armenian 

Diaspora to return to Armenia for Armenia to prosper in the future (Atabekyan, 2017). This also 

shows how nation branding can be a tool for nation building (Jordan, 2014). There is a belief held by 

Armenians that the Armenian Diaspora could transform Armenia by returning to the ‘motherland’ 

because of the Armenian Diaspora’s ability to adapt and to succeed due to their creativity 

(Atabekyan, 2017). But most of the Armenian Diaspora do not return, mainly as they do not have an 

attachment to the state of Armenia, thus the lack of a solid relation between the Armenian Diaspora 

and the Armenian government has led to the Minister of the Diaspora position to be annulled and 

revamped (Kopalyan, 2019). One problem of the Ministry of the Diaspora was that it only focused on 

what the diaspora can do for Armenia, instead there is now more focus on what all Armenians can 

do together for the nation of Armenia, which is an important aspect of Armenia’s nation building 

(Kopalyan, 2019). There has been success in branding towards the Armenian Diaspora the idea of 

connecting Armenians around the world. For example, one of the Development Foundation of 

Armenia’s main aims is to create and maintain a global network of Armenians to achieve as many 

representatives as possible of Armenia globally, to gain investment in projects in Armenia that could 

intrigue the Armenian Diaspora and to export as many Armenian products as possible (Civilnet, 

2017). 

Nation branding tends to be about showing your country’s worth to the geopolitical world, the main 

aspects being tourism, foreign investment and exporting goods, however nation branding can be 

more than a market-based practice (Jordan, 2014). Nation branding also aims to fill the gap of the 

national image and identity, especially in post-colonial states, for example Brand Estonia brought 

identity politics to Estonia, not only foreign investment because nation branding often reflects one 

national narrative and excludes minorities through nationalistic rhetoric (Jordan, 2014). Curry Jansen 

explained that privatising nations is wrong and is still political because its ideological and ‘nation 

branding turns national identity into intellectual property (Jordan, 2014, p.285). Estonia and Armenia 

are similar because both want to reposition themselves outside of their Soviet Union past (Kaneva 

and Popescu, 2011). Ultimately, Armenia’s nation branding has neo-liberal market aims and is still 

young, therefore has not established a full image yet, but it is certainly political because Armenia is 

branding what it wants the world to see its national identity as and uses myth and history to reflect a 

certain national image. Furthermore, Armenia is using nation branding as a tool for building a more 



solid national identity and to continue the process of nation building through the Armenian Diaspora 

too, if that is by creating global networks of Armenians or by advertising Armenia for Armenians to 

return to the ‘motherland’ (Atabekyan, 2017). Armenia is trying to reposition itself in the 

globalisation narrative, however as Curry Jansen (2008) explains, as neo-liberal nation branding is 

ideological, states have to be careful that branding teams do not affect public policy. As Armenia’s 

nation branding and repositioning in geopolitics is young, it is unclear to see how neo-liberal nation 

branding will affect Armenian politics. 

The Republic of Armenia is not only repositioning itself in the geopolitical world to gain investment, 

attract the Armenian Diaspora and solidify its national image, but also because Armenia wants to 

look like a contender to join the EU. One-way Armenia is looking appealing to the EU is as a defender 

of democracy, for example with the brand of the ‘Velvet Revolution’ in 2018 and the image of new 

Prime Minister, Nikol Pashinyan. Kaneva and Popescu (2011) argue that in post-communist states, 

nation branding has been used to reinvent national images to the global world. On most occasions, 

the target has been to move towards the neo-liberal globalisation narrative, such as wanting to join 

the EU through commercial nation branding, which Kaneva and Popescu (2011) argue limits the 

redefining process for the nation in question. Nikol Pashinyan and Armenian liberals are wanting to 

get close to the EU to develop Armenia’s prosperity and their nation-building process further, 

therefore Armenia is moving towards the globalisation narrative, on the other hand Armenia’s 

branding is not ahistorical nor is it depoliticised (Kaneva and Popescu, 2011). Armenia’s image has 

been made into a positive one through the Western media by the events in Armenia, 2018 and Nikol 

Pashinyan, who has been labelled as one of four crusaders ‘who are keeping the dream of 

democracy alive’ by Times Magazine (Walt, 2018). The importance of upholding democracy for 

Armenians has created a more positive image of Armenia for the Western liberals. This type of 

branding is not accidental, it is part of the political campaign for the ‘My Step Movement. In an 

article by the Guardian (Roth, 2018), Armenians are said to compare Pashinyan with ‘Gandhi and 

Mandela’, showing the popularity of Pashinyan and how the Western liberal media will brand 

nations positively if they are seen as defending the principles of democracy. The ‘Velvet Revolution’ 

of 2018 branded the people of Armenia as defenders of democratic principles by promoting 

democracy through merchandise and the song ‘My Step’ promoted the democratic movement in the 

name of freedom (Forestier-Walker, 2018). This shows the importance of symbolism, in this case the 

importance of democracy, in how a nation brands itself to the geo-political world (Kaneva and 

Popescu, 2011). This again shows how nation branding is still political and is used as a way to 

promote a certain political ideology and image.  

Another important part of Armenia’s national brand is the use of celebrities in the Armenian 

Diaspora to promote Armenia’s main national narrative. Just as how global events watched by 

millions such as Eurovision or the World Cup help post-colonial nations promote their own positive 

image of their nation, celebrities can also promote a positive image of their nation (Jordan, 2014). 

Just as residents and celebrities are an important part of branding cities because their opinions are 

trusted and seen as authentic, which then spreads through word of mouth, celebrities of smaller 

nations are ambassadors of their nations too (Braun et al, 2013). This is because celebrities of small 

nations who are very well known globally, are often very attached to their nation as they probably 

would not have many global celebrities from their nation and due to their worldwide image, they 

often feel a duty to represent their nation positively (Braun et al, 2013). What celebrities say often 

gets listened to and gathers a lot of media attention, which helps promote their nation (Braun et al, 

2013). For example, the most famous Armenian footballer, Henrikh Mkhitaryan has done many 

interviews and often talks about Armenia, for example in the New York Times, he talked about 

Armenia’s creativity and innovativeness shown by how ‘wherever Armenians go, they create a new 



Armenia’ and importance of Armenia being the first nation to adopt Christianity (Smith, 2017). The 

title of the New York Times article, ‘Manchester United’s Henrikh Mkhitaryan brings Armenia with 

him’ (Smith, 2017), shows that Armenia is a global nation to an extent and is represented somewhat 

through Mkhitaryan and the Armenian national values and identity he holds. 

However, the most famous Armenians are the Kardashians, especially Kim Kardashian. The most 

significant way in how Kim Kardashian brands her Armenian identity is through the importance of 

the Armenian Genocide to herself personally and all Armenians. In 2016, Kim Kardashian wrote an 

advert in the New York Times attacking an advert written by Armenian genocide deniers in the Wall 

Street Journal that claimed the Armenian Genocide did not happen (Oppenheim, 2016). As 

Armenia’s most famous person, Kardashian has the power to give prominence to this debate and 

push for the Armenian Genocide to be recognised worldwide (Oppenheim, 2016). In 2015, when the 

Kardashians went to Armenia to visit the Armenian Genocide Memorial, their trip gained a very 

significant amount of global coverage (Brown, 2015). The Kardashians also met the Armenian Prime 

Minister who praised their efforts to raise awareness of the Armenian Genocide during their visit to 

Yerevan, which indicates that the trip was welcomed and used by the Armenian Government to gain 

global media coverage on the Armenian Genocide, one of the most important parts of Armenian 

identity as it forced millions to escape Armenia in the 1910’s and 1920’s (Brown, 2015). Mkhitaryan 

said that the Armenian Genocide is ‘central’ to Armenian’s identity and promoted ‘The Promise’, a 

film released in 2017 to do with the Armenian Genocide (Smith, 2017). These examples represent 

how Armenia’s national identity and image is projected to the world through their worldwide known 

celebrities, which shows the political importance of spreading and branding a national narrative that 

the nation wants to be seen through by the world and the global media.  

Throughout the essay, there has been evidence of how nation branding is linked to nation building 

as nation branding often promotes Armenia’s main national narrative, showing how nation branding 

can and is used as a political tool. In Armenia’s nation branding, there is a process of making 

Armenia’s image more modern and appealing to the larger markets, whilst cementing their 

traditional national identity in Armenia’s image globally. Spreading what Armenians see Armenia as 

to the world, related primarily to being the ‘First Christian Nation’, the significance of the Armenian 

Genocide and the Armenia Diaspora, shows the political importance of nation branding. The 

Armenian Diaspora’s importance to Armenia’s continuing nation building process is why the 

Armenian Diaspora is also a target for Armenian nation branding teams because many Armenians 

believe that if they can make Armenia look appealing to the Armenian Diaspora, many would return 

and with their adaptiveness and innovativeness, they could make Armenia prosper. The peaceful 

‘Velvet Revolution’ in 2018 helped promote Armenian people as defenders of democracy, creating a 

positive image of Armenia to Western Europe, more specifically the European Union. Finally, whilst 

there have been attempts to focus Armenian nation branding on depoliticised subjects for financial 

reasons, it mostly focuses on political traditional Armenian identity.  
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