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ABSTRACT

The debate on economic growth and convergence triggered by the conclusions of
Easterly and Levine (1997) about the “African growth tragedy” is still of importance.
As Fafchamps (2000) noted, researchers may have been unsuccessful in
determining factors enhancing sustainable growth in Africa. Interestingly, as decades
of positive foreign direct investments (“FDI”) impacts were combined with a pattern of
economic growth without development, the interest in investigating differences in
economic outcomes caused by non-economic factors was revived (Acemoglu,
Johnson, & Robinson, 2002; De Soto, 2000; OECD, 2013). For Bardy, Drew and
Tumenta (2012), since FDI does not always help to reduce imbalances resulting
from international business relations, there is a need to also consider their social
responsibilities and justice characteristics. Based on the research of Browning
(2016), Fan (2006), Szondi (2008) and the conclusions of Fukuyama (2018), it is
presumed that building a positive image and trust through nation branding may be an
alternative way to attract more sustainable FDI and address the “African growth
tragedy hypothesis”. In addition to traditional tools used by governments to influence
counterparties and manage the change of collective perception, digital channels,
including the internet and social media, could be valuable instruments (Schroeder,
2018; Tuten & Mintu-Wimsatt, 2018; Straker, Wrigley, & Rosemann, 2015). The
contemplated research investigates how an integrated nation branding ecosystem
using modern instruments of influence may help to change the perception about
Africa in general while enhancing sustainable FDI and ultimately fostering
sustainable economic growth and development in central Africa in particular.

The contemplated research examines perception, influence and trust, sustainable
FDI and nation branding in the context of central Africa. This will be achieved
through a triangulated approach that comprises a literature review, content analysis
and interviews of individuals from government, academia and senior managers from
selected organisations. The contemplated research will inform the development of a
new conceptual framework for digital nation branding that may positively foster
sustainable economic growth and development within central Africa and beyond.

Keywords: Sustainable Growth and Development, Nation Branding, Sustainable FDI,
Social Justice, Perception, Influence and Trust, Digital Nation Branding,
Central Africa.
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1.0 INTRODUCTION

Despite more than two centuries of questioning why macroeconomic arguments
work for some regions and not for others, the path to effectively nurturing sustainable
growth remains a mystery for economists (Helpman, 2004; Snowdon & Vane, 2005).
Interestingly, decades of policy shifts aiming to find answers to African growth
challenges have focused on non-contextual arguments or traditional macroeconomic
actionism (Browning & Ferraz de Oliveira, 2017; Fafchamps, 2000; Fukuyama,
2018). With the continent still struggling to achieve its development aims (Deloitte,
2018; World Bank, 2018), there is a need to investigate alternatives perspectives
and apply different instruments (Acemoglu, Johnson, & Robinson, 2002; OECD,
2013). The presented research aims to develop a framework based on perception,
influence and trust for digital nation branding that should assist the promotion of

sustainable FDI in fostering sustainable economic growth and development.

1.1 Imperative for Promoting Growth Through Sustainable FDI in Africa
With respect to the conclusion of Borensztein, De Gregorio and Lee (1998), it is
believed that FDI positively influences economic growth. FDI enhance both
entrepreneurship and productivity and, therefore, positively influence gross domestic
product ("GDP") from an input and output perspective (AfDB, 2019; World Travel &
Tourism Council, 2020; World Bank, 2018). The conclusions of Bardy, Drew and
Tumenta (2012) on social responsibility attributes of FDI have led to questioning if
classic FDI practices are not also contributing to the “African growth tragedy
hypothesis”. The observations of a pattern of growth without economic development
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(Acemoglu, Johnson, & Robinson, 2002; De Soto, 2000; OECD, 2013), strengthen
the assumption of a need to add sustainable characteristics to FDI. It is assumed
that the ratio of FDI to GDP corrected with sustainability rationales can be used to

measure sustainable economic growth and development.

FDI flows influence African macroeconomics rationales considerably (Sengupta &
Puri, 2018). Despite topping the worldwide ranking ratio of FDI to GDP (Ernst &
Young, 2019), the United Nations Conference on Trade and Development
(“UNCTAD?) argues that Africa needs to achieve an ever-higher ratio to reach an
economic growth momentum (UNCTAD, 2020). Notwithstanding the validity of these
arguments, it is presumed that African development objectives can only be achieved
by attracting more qualitative FDI that will not only triggering growth but also help to

reduce socio-economic imbalances in the long run.

Past researchers posited that socio-economic and policy-linked aspects highlighted
minimal insights into the low FDI in Africa (Gupta & Singh, 2016; Taran, Mironiuc, &
Huian, 2016). Others questioned the role of cultural dimensions (Du, Lu , & Tao,
2012; Guiso, Sapienza, & Zingales, 2009; Lépez-Duarte, Vidal-Suarez, & Gonzalez-
Diaz, 2015). Lemi and Asefa (2003) presumed that information asymmetries and risk
perceptions might adversely impact investors decisions on sustainably doing
business in Africa. Following Sichei and Kinyondo (2012), it is believed that the
inability to attract sustainable FDI is related to a negative image and perceptiveness.
Therefore, there is a need to examine the status-quo on African business
perceptiveness and afterwards its ways of influencing partners and building trust.
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1.2 Examining Perception Consequences on Doing Business in Africa

Generally, decisions to do business are made under uncertainty (Lemi & Asefa,
2003). Beliefs, perceptions and, more generally, culture play an important role in the
overall decision-making process (Gaganis, Hasan, Papadimitri, & Tasiou, 2018).
Attempting to reduce uncertainty and mitigate risk by easing access to accurate
information, creating a positive image, confidence, and trust throughout successive

narratives and perceptions can help develop long-term oriented business relations.

Kamdem (2000) and Matiza and Oni (2013) claim that African social phenomena are
poorly investigated. As perception is about how information captured through
sensory experiences and propositions are acknowledged and interpreted by
individuals (Pastin, 1983), unfamiliar ecosystems will be more vulnerable to biases
and likely be perceived as riskier. The lack of accessibility of accurate information
may result in a biased perception of the African business environment that explain

the qualitative challenges and short-term orientation of its FDI flows.

The image ascribed to Africa remains primarily associated with poverty, instability,
fragility, corruption and charity (Anholt, 2007; OECD, 2013; Osei & Gbadamosi,
2011). This prevailing negative image contributes to asymmetric information about
the continent and strengthening investor perceptiveness on risk. Blair, Kung, Shieh
and Chen, (2014) and Browning and Ferraz de Oliveira (2017) emphasise the
importance of building a positive image to attract investors in a sustainable way. It is
believed that nation branding framework and digital channels can help the continent
to better influence its partners and better address its current challenges.
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1.3 Digital Influence and Nation Branding Challenges in Africa

According to Pella (2015), colonial and post-colonial times have weakened the
position of Africa in the international community. It is assumed that African nations
shall rely on a strong voice or agency with soft powers to influence and change its
ascribed image. Channel supporting change of social perception and easing
influence may better help to diffuse a positive African narrative. Utilising digital
networks to exercise influence through nation branding could assist in improving the

perceptions of risk in Africa.

Research supports the faster and more efficient achievement of diverse goals
through digital channels to promote investments (Bollen, Mao, & Zeng , 2011;
Kaplan & Haenlein, 2010; Serrano-Puche, 2015; Siganos, Vagenas-Nanos, &
Verwijmeren, 2014; Simunjak & Caliandro, 2019). Similarly, Mohan and Lampert
(2013) observed that a non-institutional digital approach might be highly effective for
weak states. Digital instruments and channels used by institutions and businesses
such as digital diplomacy, e-lobbyism, e-agency, branding, social media, digital
marketing, and even digital influencers may change the perception and construct
positive branding. The proposed framework is based on traditional tools of influence
and a modern branding ecosystem may facilitate the deployment of digital nation
branding arrangements to nurture sustainable FDI and ultimately promote

sustainable growth.
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2.0 THE PROVISIONAL RESEARCH QUESTION

With the aforementioned discussion in mind, the following provisional research

question has been developed:

The Provisional Research Question:

“What are the characteristics of a new conceptional framework utilising nation
branding and digital channels to promote sustainable FDI and ultimately foster

greater economic development in central Africa?”

3.0 THE RESEARCH RELEVANCE

Previous discourse argued that attempts based only on quantitative instruments
have proven insufficient in addressing the “African growth tragedy hypothesis”. The
image ascribed to the continent is believed to negatively affect the risk perception of
current and potential business partners (Papadopoulos & Hamzaoui-Essoussi, 2015;
UNCTAD, 2019), with a decrease in FDI volume and quality. The contemplated
research investigates how to influence business partners, build trust and develop a
digital nation branding strategy to better support a change in perception, promote

sustainable FDI and ultimately enhance economic growth and development.

The contemplated research may improve the deployment of nation branding
frameworks by considering the opportunities offered by a digital ecosystem in

diffusing and redefining nation branding, FDI and sustainable economic growth and
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development theories in central Africa. The research may, in turn, be applied to a

similar situation facing other countries and regions.

4.0 CONTRIBUTION TO EXISTING KNOWLEDGE

A search on terminologies linked to the contemplated research presents minimal
academic studies related to digital nation branding and the promotion of sustainable
economic growth and development in central Africa. There seems to be a lack of
scholarly research in the research focus areas. The contemplated research will
contribute to the field in an applied manner by developing a model or framework to
deploy a digital nation branding system in promoting sustainable FDI. The hope is to
help promote sustainable economic growth and development and contribute to

finding solutions to the “African growth tragedy hypothesis”.

5.0 THE RESEARCH METHODOLOGY

Figure 5.0 shows the aim of the contemplated research as responding to the main
research question by way of a triangulation of research data, being: 1. literature
review of existing seminal academic authors (desk research); 2. content analysis of
existing corporate data (desk research), and; 3. interviews with primary stakeholders

in the industry (field research).

The contemplated research will use a qualitative methodological approach to data
collection. Moustakas (1994) posited this approach to be the most helpful approach
for exploring knowledge, attitudes, beliefs, behaviours and communication needs.
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FIGURE 5.0
Methodological Triangulation

1

Literature
Review

Methodological
Structure

2

3. :
Content

Interviews

Analysis

Source: Monarch Business School Switzerland

5.1 Stakeholder Schema & Participants

Throughout the contemplated research, a level of analysis methodology will be
maintained that focuses on the critical considerations facing the groups as illustrated

within Table 5.1.

TABLE 5.1

Level of Analysis & Stakeholder Schema
Level Type Group 1 | Group 2 Stakeholders

(Representatives of) State, Government
Agencies, NGOs, International/ Regional
Organizations, Embassies, Chambers of
Commerce and Industries etc.
Senior Business Executives, Banks,
Organizational/ 40 20 Diplomats, University Deans, Institution
Institutional Managers, Senior Lobbyists, Web
Influencer Executives etc.

Entrepreneurs, Business Lobbyists,
Individual 0 0 Investments Bankers, single investors &
Influencers.

Total Respondents 50 25

MACRO Societal 10 5

MESO

Source: Adapted from Monarch Business School Switzerland
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The field research component consists of semi-structured interviews and is obtained
in two parts. The interviews will primarily comprise the Macro and Meso sub-groups.
Participants at the meso level will be individuals considered knowledgeable in the
study domain with assumed managerial and leadership roles for a minimum of five
years. At the Macro level, participants will be individuals assumed to represent states
or organisations and have subordinates that belong to macro level. An additional
cursory examination of a handful of interviews at the Micro-level in order to provide

greater context to the research findings may be added if time permits.

5.2 Phenomenological Research

The qualitative research process will be based upon a phenomenological
methodology of the lived experiences of the participants. This approach will permit
the construction of a universal meaning of the experience and a better understanding
of the phenomenon. Since the research aims to resolve a knowledge gap, arriving at
a description of the nature of the phenomenon is paramount. According to
Moustakas (1994), the phenomenological methodology that enables capturing the
essence of a phenomenon is considered to be most closely aligned with the

objectives of the research.

5.3 Research Process Flow

The research will follow the Monarch 10-Step Standard Research Process Flow as

illustrated in Figure 5.3 and described below.
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FIGURE 5.3

Monarch 10-Step Standard Research Process Flow

| Academic Focus | | Praxis I

Step 1:
Preliminary Literature Review

Step 3 Quantitative
Content Analysis Analysis

Step 4: Questionnaire Design and Testing

Step 5:
Semi-structured Interviews

Step 2:
In-depth Literature Research Part 1

Literature Triangulation: JREEEITE
Scholarship Domains Technical
Academic Focus Focus
(Part-A) (Part-B)

Step 6:
In-depth Literature Research Part 2

Desk Research

Qualitative
Analysis

Identification & Verification Of
GAP(s) In The Literature

Step 7:
Follow-up Interviews

l I Field Research

Step 9:

Praxis iy e
GAP New Model or

Framework

Analysis

Source: Monarch Business School Switzerland

Step 1: Preliminary Literature Review. The research begins with a survey and
review of the seminal works of authors within the academic and quasi-academic
scholarship domains identified in Section 6.0, including influence and perception
theories, nation branding theories, digital marketing theories and FDI theories. The
preliminary literature review provides a framework to the contemplated research,
identifies key concepts and theories, and develops a better understanding of the

nexus of the academic and quasi-academic scholarship domains.
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Step 2: In-Depth Literature Review — Part 1. An in-depth review and critique of the
works of seminal academic authors and quasi-academic works within the three
above-mentioned academic scholarship domains will be completed to provide a solid
academic foundation to the contemplated research. The “Gap in the Literature” will

be presented and clearly identified in relation to the Provisional Research Question.

Step 3: Content Analysis. An analysis based on data obtained from annual reports,
white papers, supporting economics documents and other data sources will be
examined as well as information found in professional journals, published

manuscripts and documents.

Step 4: Questionnaire Design & Testing. The interview questionnaire development
will be informed by the review of the academic literature and technical documents.
The interview questionnaire will be tested with several volunteers in advance of the
interviews to perfect the document from a flow and timing standpoint and ensure that
questions are clear, concise and have a direct bearing on the focus of the

contemplated research.

Step 5: Semi-Structured Interview Process. All interview participants are expected
to be knowledgeable with respect to the contemplated research. A total of 50 face-to-
face interviews will be conducted with participants representing a sample from each
selected stakeholder group, see Section 5.1. Interviews are expected to be 30-45
minutes in length and will be recorded electronically or manually. Telephone or
Skype interviews will be used if face-to-face interviews are not possible.
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Step 6: In-Depth Literature Review — Part 2. A second in-depth literature review
will be completed to add more specificity and accuracy to the research analysis. The

Part 2 literature review will also be informed by the interview responses from Step 5.

Step 7: Follow-Up Interviews. To achieve a more specific view informed by the first
interviews and the second literature review, a sub-set of 25 respondents
representing a sample from each selected stakeholder group selected from the first-
round interview sample will participate in follow-up interviews. The timing and

interview protocols will be similar to those listed in Step 5.

Steps 8 and 9: Triangulation of the Data and Gap Analysis. A triangulation of the
research data informed by the literature review, content analysis and interview
responses will be completed. This will assist in determining whether the existing
academic knowledge is congruent with the practical application in the field.

The result of this analysis should determine whether a Praxis Gap exists between

the academic (theoretical) and the practical (applied) domains.

Step 10: Development of New Conceptual Model or Framework. Building on the
Gap Analysis completed in Step 9, an analysis of the existing models and
frameworks within the academic domain will be considered. This analysis will
evaluate whether the frameworks or models sufficiently address the requirement for

practical application in the industry or whether they should be improved or modified.
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5.4 The Data Analysis

The qualitative research data will be analysed using MaxQDA software.
Questionnaires will be pre-tested to ensure the accuracy and relevance of the
questions. Interviews will be face-to-face, audio-recorded and are expected to be 30-
45 minutes in length. The objective is to gain an in-depth understanding of the
imagery, perceptions, values, beliefs, habits and in-work behaviours of state
representatives, dignities and senior business executives, bankers, entrepreneurs,
and diplomats. Telephone interviews will be used in the event that physical
interviewing is not possible due to time constraints or geographical considerations.
Interviews will be conducted in English, French and German. English translations will

be made available.

5.5 Ethical Considerations

Informed consent and the continuing voluntary nature of participation will be required
for the research. Anonymity will be granted to participants, and responses will be
kept confidential. No vulnerable population will be involved in the study, i.e., minors,

non-literate individuals or individuals with a disability.

6.0 LITERATURE REVIEW

The theoretical framework will be structured based on an integrative literature review
approach. The selection of this distinctive form of research will assist in generating
new knowledge on the phenomenon. As shown in Figure 6 below, the literature
review will investigate the following research domains and frameworks:
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-

Perception, Influence and Trust Theories;
2. Nation Branding and Digital ChannelsTheories ;
3. Sustainable FDI and Social Justice Theories, and;

4. Digital Nation Branding and Sustainable FDI in Central Africa—Quasi

Academic.

FIGURE 6.0
Literature Review Integration

Perception

Influence & Trust
Theories

Scholarship Domains

Nation Branding Academic Focus Sustainable FDI

Digital Channel Social Justice Theories
Theories

Digital Nation Branding
and Sustainable Growth in
Central Africa
Practice / Evidence

Source: Adapted from Monarch Business School Switzerland
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There appears to be limited research on the effectiveness of nation branding in
promoting sustainable growth using digital marketing strategies. Generating new
knowledge and conceptualising a new framework to describe this phenomenon is
critical. The literature review will allow navigation through modern academic
perspectives of perception and influence, nation branding, digital marketing and FDI

theories using thematic and historical approaches.

This review strives to extract important determinants and dealings of a
contextualized digital marketing framework for nation branding system deployment in
promoting sustainable growth in central Africa. An analysis of the intersection of the
four domains of knowledge, the nexus of the research, is critical to the understanding
of the phenomenon. The fields mentioned above present a reinforcing relationship,
and it is believed that the interaction of the research theories may uncover new

interdependencies and knowledge.

6.1 Perception, Influence and Trust Theories

Perception, influence and trust theories develop within an ecosystem wherein both
self-perception and peer-perceptions interact. It is believed that these theories follow
the philosophical schools of thought of both constructivism and functionalism. In the

context of this research a particular focus will be made on their digital construction.

Perception Theories: The concept of the “looking-glass self’ developed by Charles
Cooley gives a constructivist view of perceivability based on social interactions
(Siljanovska & Stojcevska, 2019). It is assumed that organisational settings, social

Page | 14

Yana Mbena Jacques, M.A.
Doctor of Philosophy Research Proposal
Monarch Business School Switzerland



Promoting Sustainable Economic Growth and Development Through Digital Nation
Branding in Central Africa

perception and the environment of an individuum influence his self-perception and
decision making. This view was supported by Adams, Bell and Griffin (2007), who
argued that social biases, stereotypes, or labelling might influence the behaviour,

handling, and beliefs of less powerful groups.

The contemplated research will review perception theories with regards to their
philosophical and phenomenological dimensions (Alston, 1990); psychological
aspects (Molden & Dweck, 2006); links to ideas, thoughts and imagery (Cocking,
1991; Fodor, 1975; Glasgow, 1993); perspective on risk (Wildavsky & Dake, 1990;
Wilkinson, 2001); and digital attributes (Sharma, Ranjan, & Ujlayan, 2019).

Influence Theories. Institutional and non-institutional digital strategies are robust
instruments that may supplement traditional influence that weak states may use to
achieve specific goals. The promotion of sustainable growth through digital nation
branding goes beyond the institutional sphere of influence to reach the general
public domain. Hence, institutional soft-influence instruments such as diplomacy,
cultural diplomacy, agency, or lobbyism need to be supplemented by digital tools and
channels to reach a single individual or organisation quickly. Philosophical,
psychological and institutional influence theories with a focus on digital channels and

frameworks will be achieved.

The contemplated research will explore the following traditional and digital influence
theories: Social, style, belief and influence (Goldsmith, 2015; Steffen & Eagly, 1985;
van Prooijen & Jostmann, 2013); Public, cultural, and digital diplomacy and influence
(Atkinson, 2010; Bos & Melissen, 2019; Fisher, 2013; Hall, 2015; Barghoorn, 1976;

Nye, 2011; Finn, 2003; Pamment, 2016; losifidis & Wheeler, 2016); Agency, digital
Page | 15

Yana Mbena Jacques, M.A.
Doctor of Philosophy Research Proposal
Monarch Business School Switzerland



Promoting Sustainable Economic Growth and Development Through Digital Nation
Branding in Central Africa

agency, narrative and influence (Breed & Prentki, 2018; Goller, 2017; Knoller, 2010;
Passey, et al., 2018; van Enschot, Boogaard, Koenitz, & Roth, 2019); Lobbyism and
influence (Carro & Di Mario, 2020; Lane, 1949; Lichy, 2021; Showalter & Fleisher,
2021); Marketing and digital (Backaler, 2018; Barone, Miyazaki, & Taylor, 2000;
Moreno & Koff, 2016); and social media and digital influencers (Claeys, Charry, &
Tessitore, 2019; Lindsay, Kaykas-Wolff, & Mathwick, 2015; Oliveira, Barbosa, &

Sousa, 2020; Poulopoulos, Vassilakis, Antoniou, Lepouras, & Wallace, 2018).

Trust Theories: The philosophical discourse on trust is extensive as it involves
various terminologies such as assurance, confidence, hope, credit, interest, care,
dependence (Gonzalez, 2017). In the context of business relations, economic growth
and development, trust theories mainly address issues on risk, motivations,
trustworthiness and morals. The concept of “participant stance” developed by Holton
(1994, p. 4) stresses the responsibility of the trustee toward its actions and trustor
readiness of experiencing betrayal. John (1999, p. 68) investigated the “will-based”
account wherein both trustor and trustee relations are based on goodwill. Hardin
(2002) went further by focussing on the concept of “encapsulated interests” or self-
interest and risk assessment between partners. Beyond this macro-level perspective
on trust, distrust and trustworthiness, social capital has been perceived as being
determinant when it comes to supporting economic growth and development
mechanisms (KovalCikova & Lacny, 2016; Zak & Knack, 2001). The conclusions of
the work of Brouwer (2014) has shown theoretical linkages between social
constructivist variables of trust such as accountability, credential, interest or
performance and diverse macroeconomic phenomenon. It is believed that trust
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theories need to be investigated with regards to motives based theories (Jones,
1996; Hardin, 2006; Harding, 2011), non-motives-based theories (D’Cruz, 2019;
Hawley, 2019; Holton, 1994; Krishnamurthy, 2015; Potter, 2020; Scheman, 2020;

Simon, 2020) and social capital theories (Woolcock, 2001; Zak & Knack, 2001).

6.2 Nation Branding and Digital Channels Theories

Nation branding is a way of communicating that states may use to influence the
perception of a national image that people have and promote specific agendas. The
early works on propaganda (Lasswell, 1936); development communication (Lerner,
1958); public relations (Bernays, 1923) and public opinion (Lazarsfeld, Berelson, &
Gaudet, 1944; Lippmann, 1925) are essential in analysing how the development of
institutional communication was used to influence people’s beliefs. In the digital era
of today, digital diplomacy, digital channels, and even digital marketing have gained

importance.

The global digitalisation trend has made it much easier for states to gain or lose trust
and image (Mogensen, 2015; Vanacker & Belmas, 2009; Wang, 2006). Indeed, the
rise of social media networks, extended public communication and social constructs
have found states and citizens in positions never before foresee. For example,
diplomacy is becoming a general public domain impacted by diverse digital theories
(Atkinson, 2010; Bos & Melissen, 2019; Fisher, 2013; Hall, 2015). Digital platforms,
networks and channels are now used to achieve foreign policy or image promotion
(Adesina, 2016; Manor & Segev, 2015; Manor, 2019; Simunjak & Caliandro, 2019;
Zeitzoff, 2017).
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It is believed that nations need to develop strategic branding approaches to avoid
reputation losses, manage their images and promote international business for their
respective communities (Anholt, 2005; Olins, 2002; Risen, 2005; Szondi, 2007).
These strategies remain grounded on the following specific dimensions: (1) identities
and culture (Olins, 1999); (2) image and reputation (Anholt, 2010; Fan, 2006;
Gudjonsson, 2005; Kaneva, 2011); (3) competitiveness (Anholt, 2007; Lee, 2009);
(4) economic and socio-cultural aspects (Jaffe & Nebenzahl, 2006); and (5) national

and international relations (Szondi, 2007).

The contemplated research will build upon the above existing digitalisation
ecosystem and nation branding foundations to focus on: (1) nation branding
communication concepts (Kavoura, 2014); (2) nation branding in public and cultural
policy (Browning & Ferraz de Oliveira, 2017; Varga, 2013); (3) nation branding and
diplomacy (Papadopoulos, 1993; 2004; Szondi, 2008); (4) nation branding and
diaspora (Dinnie, 2011); (5) nation branding and social media (Harris, 2013; Kaplan
& Haenlein, 2010), and; (6) nation branding, development and FDI (Browning, 2016;

Florek & Conejo, 2007).

6.2 Sustainable FDI and Social Justice Theories

Sustainable FDI Theories: The multiplicity of theories linked to FDI has not made
easy any attempt to find a consensus as to their aggregation. Following Kindleberger
(1969), who assumed that most people would agree that if perfect markets were
given, FDI would no longer exist, Denisia (2010) categorised FDI as either perfect or
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imperfect markets. Nayak and Choudhury (2014) went further by classifying FDI
theories into six granular categories based on market motives behind investors
moves. The contemplated research takes another approach by trying to understand
better why investors engage in imperfect market behaviour in Africa, exploring post-
event long-term outcomes, and investigating sustainable and socially responsible

alternatives.

Africa has not had a flattering image for investment (UNCTAD, 2020). The
perception of investors on doing business in African is that of high risk, fragile
institutions, instability, self-serving driven agency-elite and the mistrust that the elite
have on foreign capital (Loots & Kabundi, 2012). It is therefore not surprising if most
African theories of foreign direct investments focus on trust and perceptions (Moss,
Ramachandran, & Shah, 2004); stability (Ajide & Eregha, 2015); the determinants
(Asiedu, 2006; Onyeiwu & Shrestha, 2004); trade openness (Kandiero & Chitiga,
2006); and policies (Fofana, 2014; Morrisset, 2000). It is believed that in this
ecosystem of mistrust, investors are mainly searching for high returns and fast-track
disinvestments. However, this way of doing business may contribute to more
imbalances, inequalities and less social responsibility and limit sustainable growth

capabilities.

Social Justice Theories: The reduction of economic imbalances and the endeavour
for more socio-responsible behaviours while doing business are parts of a broader
philosophical and policy-driven discourse on socio-economic fairness and inclusion
integrated into social justice theories. As Van de Bos (2003) emphasises, despite
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subjective judgements on what justice is, social justice is a balanced and fair
distribution of wealth, privileges and opportunities among all members of society. For
Hage, Ring and Lantz (2011), such a balanced distribution may sustainably enhance
socio-economic development. The contemplated research focuses on promoting
sustainable growth and economic development through digital nation branding by
token of sustainable FDI. Therefore, there is a need to examine the existing gap and
linkages between sustainable FDI, social-just behaviours and sustainable economic

growth and development. It is believed that reviewing:

1. The seminal works on international trade and FDI such as these of Adam
Smith, David Ricardo, Raymond Vernon, Maxwell McLeod, Stephen Hymer,
Peter Buckley, Mark Casson and John Dunning;

2. The works on the social justice of Jatava, R. Dhammendu; Francis Herbert
Bradley; Bhimrao Ramji Ambedkar; Friedrich von Hayek ; John Rawls; Jean-
Paul Sartre; Eva Clark, and,;

3. The conclusion of selected works on FDI, sustainable growth and social
justice of Appel & Loyle (2012), Bardy, Drew & Tumenta (2012), Golub,
Kauffmann & Yates (2011), Golubeva (2017), Jushi, Hysa et al (2021), Kardos
(2014) and Moran, Graham & Blomstrom (2015) may help to better

acknowledge existing linkages or gaps among these theories.

6.4 Digital Nation Branding and FDI in Central Africa - Quasi Academic

Asongu and Odhiambo (2019) and Fofana (2014) summarise the macroeconomic,
political and social challenges of doing business in Africa. Ongo Nkoa (2014) and
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Ongo Nkoa & Song (2018) stress the importance of FDI in enhancing growth in
central Africa. FDI inflows in the tourism sector contributed to approximately 2.2% of
the African GDP growth (World Travel & Tourism Council, 2020) and positively
impacted the ratio of FDI to GDP of North African states (AfDB, 2020). Interestingly,
the observed rise in sustainable FDI flow was triggered by digital marketing channels
and nation branding frameworks. Indeed, the World Travel & Tourism Council
("WTTC”) (2020) observed that digital marketing arrangements help improve

sustainable FDI in the tourism sector in North Africa.

Mkwizu (2019) claims that, “The increasing numbers of international tourist arrivals
provide opportunities for Africa to manage marketing strategies in the digital era,
including digital marketing” (p. 6). However, compared to their North African or South
African peers, central African countries are doing less in nation branding and digital
channels. They are also at the bottom of the African digital exposure ranking
(Miniwatts Marketing Group, 2021). Moreover, the proportion of FDI from the tourism
sector in the region GDP is equally lower (AfDB, 2019). The contemplated research
suggests a need to investigate linkages between internet exposure, nation branding,
digital channels effectiveness, sustainable FDI and ultimately sustainable economic

growth and development in central Africa.

1.5 Literature Review Synthesis

The contemplated research strives to utilise an integrated nation branding and digital
channels ecosystem to promote sustainable growth in central Africa. The preliminary
literature review shows that:

Page | 21

Yana Mbena Jacques, M.A.
Doctor of Philosophy Research Proposal
Monarch Business School Switzerland



Promoting Sustainable Economic Growth and Development Through Digital Nation
Branding in Central Africa

1. While both the volume and the quality of FDI flows may be used as a metric to
capture sustainable growth, Africa still suffers from a limited economic growth
and development that policy-driven instruments have so far not helped to
address adequately;

2. The continent suffers from negative perceptions and needs to take action to
influence its partners and counterparties, and;

3. As Girma (2016) argues, similar to corporations, nations can apply a digital
approach and strategy to construct a more positive national image and build
trust. The contemplated research endeavours to build upon the above three
observations to investigate possible characteristics that will help to develop a
new conceptional framework that better describes digital nation branding
strategies required to promote sustainable growth in central Africa and

beyond.

7.0 RESEARCH PLAN

The field research interview process is to be completed over a 3-month period
between February and September 2023, after which the data will be analysed and
the manuscript will be completed. Each face-to-face or digital interview will last a
maximum of forty-five (45) minutes at a location and time that is amenable to the
participants. Interviews will be conducted in Europe and Africa. The participants will

be selected through clustered and snowball sampling.
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8.0 RESEARCH TIMELINE

The contemplated research is expected to conclude over a 36-month period. Table
8.0 illustrates the duration of each task anticipated within the research process.
Although every effort will be made to implement the steps within the research
timeline, variation in the plan may occur due to circumstances beyond the control of

the researcher.

TABLE 8.0

Research Timeline
Year 1 Year 2 Year 3
Q3 | Q4 | Q1] Q2| Q3 | Q4

Initial Literature
Search

Main Literature
Search - Part 1
Research Plan
Section 1 -
Background

Section 2 -
Supporting Literature
Content Analysis

Official Submission of Chapters 1, 2, 3 and Slide Presentation To
Obtain Authorisation To Continue On To Field Research

Interviews Part 1
Main Literature
Search - Part 2
Interviews Part 2
Section 3 - Synthesis
Section 4 -
Recommendations
Manuscript
Perfecting &
Submission

Source: Adapted from Monarch Business School Switzerland
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9.0 RESEARCH BUDGET

The research will be privately funded. No additional resources or funding will be
requested from UGSM-Monarch Business School Switzerland. No funds will be
received from any public body in carrying out the contemplated research. The total
budget of the research exhibited in Table 9.0 is approximately 12,500 Euros. The

budget is presently fully funded and research may begin immediately upon approval.

TABLE 9.0
Research Budget

In Euros
Books and articles purchases 1,500
Digital recorder and software purchases 500
Travel and accommodation expenses 5,000
Conferences, workshops & webinars 2,500
Article publications 2,500
Manuscript publication 500
TOTAL 12,500
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10.0 RESEARCH PROPOSAL APPROVAL

The contemplated research has been approved by the Administration and the
Candidate may commence the research immediately. The Candidate is not to
deviate from the proposed research plan unless expressly confirmed by both the

Supervisor and the Administration in written form.

Approved by The Administration on
20-Sept-2021 in Zug-Switzerland
By: Dr. Jeffrey Henderson, Ph.D.

Page | 25

Yana Mbena Jacques, M.A.
Doctor of Philosophy Research Proposal
Monarch Business School Switzerland



Promoting Sustainable Economic Growth and Development Through Digital Nation

10-

11-

12-

Branding in Central Africa

BIBLIOGRAPHY

Acemoglu, D., Johnson, S., & Robinson, J. (2002). Reversal of Fortune:
Geography and Institutions in the Making of the Modern World Income
Distribution. Quarterly Journal of Economics, 117(4), 1231-1294.
doi:10.1162/003355302320935025

Adams, M., Bell, L., & Griffin, P. (2007). Teaching for Diversity and Social
Justice (2nd ed.). New York: Routledge. doi:10.4324/9780203940822

Adesina, O. (2016). Foreign policy in an era of digital diplomacy. Cogent Social
Sciences, 19(5), 169-189. doi:10.1080/23311886.2017.1297175

AfDB. (2019). Central Africa Economic Outlook. African Development Bank
Group. Retrieved 01 16, 2021, from
https://www.afdb.org/en/documents/document/regional-economic-outlook-2019-
central-africa-108622

AfDB. (2020). North Africa Economic Outlook. Retrieved 03 09, 2021, from
https://www.afdb.org/fileadmin/uploads/afdb/Documents/Publications/2019AEQO/
REO_2019_-_North_Africa.pdf

Ajide, K., & Eregha, P. (2015). Foreign Direct Investment, Economic Freedom
and Economic Performance in Sub-Saharan Africa . Managing Global
Transitions, 13(1), 43-57. Retrieved 11 12, 2020, from http://www.fm-
kp.si/en/zalozba/ISSN/1581-6311/13_043-057 .pdf

Alston, W. (1990). Externalist Theories of Perception. Philosophy and
Phenomenological Research, 50, 73-97. doi:10.2307/2108033

Anholt, S. (2005). Plug into your national brand: A country’s “brand” can help or
hinder its exports. International Trade Forum(4/2005), 20-23. Retrieved 11 19,
2020, from https://www.forumducommerce.org/Plug-into-Your-National-Brand/

Anholt, S. (2007). Competitive identity: the new brand management of nations,
cities and regions. New York: Palgrave Macmillan.

Anholt, S. (2010). Places, identity, image and reputation. London: Palgrave
MacMillan.

Appel, B., & Loyle, C. (2012). The economic benefits of justice: Post-conflict
justice and foreign direct investment. Journal of Peace Research, 49(5), 685-
699. doi:10.1177/0022343312450044

Asiedu, E. (2006). Foreign Direct Investment in Africa: The Role of Natural
Resources, Market Size, Government Policy, Institutions and Political Instability.
The World Economy, 29(1), 63-77. doi:10.1111/j.1467-9701.2006.00758.x

Page | 26

Yana Mbena Jacques, M.A.
Doctor of Philosophy Research Proposal
Monarch Business School Switzerland



Promoting Sustainable Economic Growth and Development Through Digital Nation

13-

14-

15-

16-

17-

18-

19-

21-

22-

23-

25-

Branding in Central Africa

Asongu, S., & Odhiambo, N. (2019). Challenges of Doing Business in Africa: A
Systematic Review. Journal of African Business, 20(2), 259-268.
doi:10.1080/15228916.2019.1582294

Atkinson, C. (2010). Does soft power matter? A comparative analysis of student
exchange programs 1980-2006. Foreign Policy Analysis, 6(1), 1-22.
doi:10.1111/j.1743-8594.2009.00099.x

Backaler, J. (2018). Digital Influence: Unleash the Power of Influencer Marketing
to Accelerate Your Global Business. Cham: Palgrave Macmillan.

Bardy, R., Drew, S., & Tumenta, F. (2012). Foreign Direct Investment and
Ethics. Journal of Business Ethics. Journal of Business Ethics, 106(3), 267-282.
doi:DOI 10.1007/s10551-011-0994-7

Barghoorn, F. (1976). The Soviet Cultural Offensive: The Role of Cultural
Diplomacy in Soviet Foreign Policy. Westport, CT: Greenwood Press.

Barone, M., Miyazaki, A., & Taylor, K. (2000). The influence of cause-related
marketing on consumer choice: Does one good turn deserve another? Journal
of the Academy of Marketing Science, 28, 248-262.
doi:10.1177/0092070300282006

Bernays, E. (1923). Crystallising public opinion. New York: Boni and Liveright.

Blair, T., Kung, S., Shieh, M., & Chen, K. (2014). Competitive Identity of a
Nation. The Global Studies Journal, 8(1), 13-30. doi:10.18848/1835-
4432/CGP/v08i01/40919

Bollen, J., Mao, H., & Zeng , X.-J. (2011). Twitter Mood Predicts the Stock
Market. Journal of Computational Science, 2(1), 1-8.
doi:10.1016/j.jocs.2010.12.007

Borensztein, E., De Gregorio, J., & Lee, J.-W. (1998). How does foreign direct
investment affect economic growth? Journal of International Economics, 45(1),
115-135. Retrieved from https://doi.org/10.1016/S0022-1996(97)00033-0

Bos, M., & Melissen, J. (2019). Rebel diplomacy and digital communication:
public diplomacy in the Sahel. International Affairs, 95(6), 1331-1348.
doi:10.1093/ia/iiz195

Breed, A., & Prentki, T. (2018). Introduction to Applying Digital Agency. In A.
Breed, & T. Prentki (Eds.), Performance and Civic Engagement. Cham:
Palgrave Macmillan. doi:10.1007/978-3-319-66517-7_7

Brouwer, R. (2014). Interim trust: A qualitative research on an ecclesial practice
of trust. Journal of Empirical Theology, 27(2), 239-260. doi:10.1163/15709256-
12341299

Page | 27

Yana Mbena Jacques, M.A.
Doctor of Philosophy Research Proposal
Monarch Business School Switzerland



Promoting Sustainable Economic Growth and Development Through Digital Nation

26-

28-

29-

30-

31-

32-

33-

34-

35-

36-

Branding in Central Africa

Browning, C. (2016). Nation branding and development: poverty panacea or
business as usual? Journal of International Relations and Development, 19(1),
50-75. doi:10.1057/jird.2014.14

Browning, C., & Ferraz de Oliveira, A. (2017). Introduction: Nation Branding and
Competitive Identity in World Politics. Geopolitics, 22(3), 481-501.
doi:10.1080/14650045.2017.1329725

Carro, M., & Di Mario, C. (2020). Digital Lobbying. In L. a. The Palgrave
Encyclopedia of Interest Groups, P. Harris, A. Bitonti, C. Fleisher, & A. Skorkjaer
Binderkrantz (Eds.). Cham: Palgrave Macmillan. doi:10.1007/978-3-030-13

Claeys, P., Charry, K., & Tessitore, T. (2019). Understanding the Relationship
and Persuasion Mechanisms between Social Media Influencers and their
Followers: An Abstract. In P. Rossi, & N. Krey (Eds.), Finding New Ways to
Engage and Satisfy Global Customers. AMSW 2018. Developments in
Marketing Science: Proceedings of the Academy of Marketing Science. Cham:
Springer.

Cocking, J. (1991). Imagination: A study in the history of ideas. London:
Routledge.

D'Cruz, J. (2019). Humble Trust. Philosophical Studies, 176(4), 933-953.
doi:10.1007/511098-018-1220-6

De Soto, H. (2000). The Mystery of Capital: Why Capitalism Triumphs in the
West and Fails Everywhere Else. New York: Basic Books.

Deloitte. (2018). Building Economic Dynamism in South Africa : The Imperative
of Attracting Foreign Direct Investment to South Africa. . Retrieved 11 1, 2020,
from https://www2.deloitte.com/content/dam/Deloitte/za/Documents/public-
sector/ZA_building_Economic_Dynamism.pdf

Denisia, V. (2010). Foreign Direct Investment Theories: An Overview of the
Main FDI Theories. European Journal of Interdisciplinary Studies, 53-59.
Retrieved 09 13, 2020, from
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=1804514

Dinnie, K. (2011). Nation Branding. Concepts, Issues, Practice. New York:
Routledge.

Du, J., Lu, Y., & Tao, Z. (2012). Institutions and FDI location choice: The role of
cultural distances. Journal Of Asian Economics, 23(3), 210-223.
doi:10.1016/j.asieco.2010.11.008

Easterly, W., & Levine, R. (1997). Africa’s Growth Tragedy: Policies and Ethnic
Division. The Quarterly Journal of Economics, 112(4), 1203-1250.
doi:10.1162/003355300555466

Page | 28

Yana Mbena Jacques, M.A.
Doctor of Philosophy Research Proposal
Monarch Business School Switzerland



Promoting Sustainable Economic Growth and Development Through Digital Nation

38-

39-

40-

41-

42-

46-

47-

49-

50-

51-

Branding in Central Africa

Ernst & Young. (2019). How can bold action become everyday action? EY
Attractiveness Program Africa. Retrieved 09 25, 2020, from
https://assets.ey.com/content/dam/ey-sites/ey-
com/en_gl/topics/attractiveness/ey-africa-attractiveness-report-2019.pdf

Fafchamps, M. (2000). Engines of Growth and Africa’s Economic Performance.
Discussion Paper, Oxford, University of Oxford. Retrieved 4 15, 2021, from
http://www-leland.stanford.edu/~fafchamp/engines.pdf

Fan, Y. (2006). Branding the Nation: What Is Being Branded? Journal of
Vacation Marketing, 12(1), 5-14. doi:10.1177/1356766706056633

Finn, H. (2003). The Case for Cultural Diplomacy: Engaging Foreign Audiences.
Foreign affairs (Council on Foreign Relations) , 82(6), 15-20.
doi:10.2307/20033753

Fisher, A. (2013). Collaborative Public Diplomacy: How Transnational Networks
Influenced American Studies in Europe. Palgrave Macmillan.

Florek, M., & Conejo, F. (2007). Export flagships in branding small developing
countries: the cases of Costa Rica and Moldova. Place Branding and Public
Diplomacy, 3(1), 53-72. doi:10.1057/palgrave.pb.6000048

Fodor, J. (1975). The language of thought. New York: Thomas Crowell.

Fofana, M. (2014). The influence of measures of economic freedom on FDI: A
comparison of Western Europe and Sub-Saharan Africa. Global Economy
Journal, 14(3-4), 399-424. doi:10.1515/gej-2014-0023

Fukuyama, F. (2018). Identity: The Demand for Dignity and the Politics of
Resentment. New York: Farrar, Straus and Giroux.

Gaganis, C., Hasan, |., Papadimitri, P., & Tasiou, M. (2018). National Culture
and Risk-Taking: Evidence from the Insurance Industry. Journal of Business
Research, 97(1), 104-116. doi:10.1016/j.jbusres.2018.12.037

Girma, M. D. (2016). Reimaging Ethiopia through destination branding.
American Journal of Industrial and Business Management, 6(2), 205-219.
doi:10.4236/ajibm.2016.62019

Glasgow, J. (1993). The imagery debate revisited: A computational perspective.
Computational Intelligence. 9, 310-333. doi:10.1111/j.1467-
8640.1993.tb00224.x

Goldsmith, E. (2015). Social Influence History and Theories. In Social Influence
and Sustainable Consumption. International Series on Consumer Science.
Cham: Springer. doi:10.1007/978-3-319-20738-4_2

Goller, M. (2017). Agency: An Abstract and Multifaceted Construct. In Human
Agency at Work. Wiesbaden: Springer VS. doi:10.1007/978-3-658-18286-1_2

Page | 29

Yana Mbena Jacques, M.A.
Doctor of Philosophy Research Proposal
Monarch Business School Switzerland



Promoting Sustainable Economic Growth and Development Through Digital Nation

52-

53-

54-

55-

56-

57-

58-

65-

66-

Branding in Central Africa

Golub, S., Kauffmann, C., & Yeres, P. (2011). Defining and Measuring Green
FDI: An Exploratory Review of Existing Work and Evidence. OECD Working
Papers on International Investment, 2011/02. doi:10.1787/5kg58j1cvcvk-en

Golubeva, O. (2017). Environmental Sustainability as a Determinant of Foreign
Direct Investments: Empirical Evidence from Sweden. In D. Prochazka (Ed.),
The Impact of Globalisation on International Finance and Accounting (pp. 15-
26). New York: Springer International Publishing.

Gonzalez, K. (2017). Trust: A Concept Analysis With Watson’s Theoretical
Perspective. Nursing Science Quarterly, 30(4), 356-360.
doi:10.1177/0894318417724446

Gudjonsson, H. (2005). Nation branding. Place Branding and Public Diplomacy,
1(3), 283-298. doi:10.1057/palgrave.pb.5990029

Guiso, L., Sapienza, P., & Zingales, L. (2009). Cultural Biases in Economic
Exchange? . The Quarterly Journal of Economics, 124(3), 1095-1131. Retrieved
11 17, 2020, from http://www.jstor.org/stable/40506253

Gupta, P., & Singh, A. (2016). Determinants of Foreign Direct Investment
Inflows in BRICS Nations: A Panel Data Analysis. Emerging Economy Studies,
2(2), 181-198. doi:10.1177/2394901516661095

Hage, S., Ring, E., & Lantz, M. (2011). Social justice theory. In R. Levesque
(Ed.), Encyclopedia of adolescence (pp. 2794-2801). New York, NY: Springer.
doi:10.1007/978-1-4419-1695-2_62

Hall, T. (2015). Emotional Diplomacy: Official Emotion on the International.
Cornell University Press.

Hardin, R. (2002). Trust and Trustworthiness. New York: Russell Sage
Foundation.

Hardin, R. (2006). Trust. Cambridge: Polity Press.

Harding, M. (2011). Responding to Trust: Responding to Trust. Ratio Juris,
24(1), 75-87. doi:10.1111/j.1467-9337.2010.00475.x

Harris, B. (2013). Diplomacy 2.0: The Future of Social Media in Nation
Branding. Exchange: The Journal of Public Diplomacy, 4 (1), 17-31. Retrieved
12 26, 2020, from https://surface.syr.edu/exchange/vol4/iss1/3

Hawley, K. (2019). How to Be Trustworthy. Oxford: Oxford University Press.

Helpman, E. (2004). The Mystery of Economic Growth. Cambridge, MA.:
Harvard University Press.

Holton, R. (1994). Deciding to Trust, Coming to Believe. Australasian Journal of
Philosophy, 72(1), 63-76. doi:10.1080/00048409412345881

Page | 30

Yana Mbena Jacques, M.A.
Doctor of Philosophy Research Proposal
Monarch Business School Switzerland



Promoting Sustainable Economic Growth and Development Through Digital Nation

67-

68-

69-

71-

72-

73-

74-

75-

76-

78-

79-

Branding in Central Africa

https://dietergeorgherbst.de/. (2014, 05 30). Retrieved 12 28, 2020, from
https://dietergeorgherbst.de/blog/2014/05/30/digital-brand-storytelling-narration-
using-digital-technologies-2/

losifidis, P., & Wheeler, M. (2016). Public Diplomacy 2.0 and the Social Media in
Nation Branding. In Public Spheres and Mediated Social Networks in the
Western Context and Beyond (pp. 149-173). Palgrave Macmillan UK.
doi:10.1057/978-1-137-41030-6_7

Jaffe, E., & Nebenzahl, I. (2006). National image & competitive advantage (2
ed.). Denmark: Copenhagen Business School Press.

Jones, K. (1996). Trust as an Affective Attitude. Ethics, 107(1), 4-25.
doi:10.1086/233694

Jones, K. (1999). Second-Hand Moral Knowledge. The Journal of Philosophy,
96(2), 55-78. doi:10.2307/2564672

Jushi, E., Hysa, E., Cela, A., Panait, M., & Voica, M. (2021). Financing Growth
through Remittances and Foreign Direct Investment: Evidences from Balkan
Countries. Journal of Risk and Financial Management, 14(1), 1-17.
doi:10.3390/jrfm14030117

Kamdem, E. (2000). L’analyse des organisations en Afrique : un champ
émergent. Revue Africaine de Sociologie, 4(2), 92-132. doi:10.1111/j.2044-
8325.2011.02029.x.

Kandiero, T., & Chitiga, M. (2006). Trade openness and foreign direct
investment in Africa. South African Journal of Economic and Management
Sciences, 9(3), 355-370. doi:10.4102/sajems.v9i3.1093

Kaneva, N. (2011). Nation branding: Toward an agenda of critical research.
International Journal of Communication, 5(1), 117-141. Retrieved 01 15, 2021,
from https://ijoc.org/index.phpl/ijoc/article/viewFile/704/514

Kaplan, A., & Haenlein, M. (2010). Users of the World, Unite! The Challenges
and Opportunities of Social Media. Business Horizons, 53(1), 59-68.
doi:10.1016/j.bushor.2009.09.003

Kardos, M. (2014). The Relevance of Foreign Direct Investment for Sustainable
Development. Empirical Evidence from European Union. Procedia Economics
and Finance, 15, 1349-1354. doi:10.1016/S2212-5671(14)00598-X

Kavoura, N. (2014). A Conceptual Communication Model for Nation Branding in
the Greek Framework. Implications for Strategic Advertising Policy. Procedia -
Social and Behavioral Sciences, 148(41), 32-39.
doi:10.1016/j.sbspro.2014.07.015

Knoller, N. (2010). Agency and the Art of Interactive Digital Storytelling. In R.
Aylett, M. Lim, S. Louchart, P. Petta, & M. Riedl (Eds.), Interactive Storytelling.
Page | 31

Yana Mbena Jacques, M.A.
Doctor of Philosophy Research Proposal
Monarch Business School Switzerland



Promoting Sustainable Economic Growth and Development Through Digital Nation

80-

81-

82-

83-

84-

85-

86-

87-

88-

91-

Branding in Central Africa

ICIDS 2010. Lecture Notes in Computer Science (Vol. 6432). Berlin, Heidelberg:
Springer. doi:10.1007/978-3-642-16638-9_38

KovalCikova, I., & Lacny, M. (2016). The case of "Trust": research on social
capital in V4 countries. Studies of Transition States and Societies, 8(3), 78-96.
Retrieved 07 11, 2021, from https://nbn-resolving.org/urn:nbn:de:0168-ssoar-
62559-4

Krishnamurthy, M. (2015). (White) Tyranny and the Democratic Value of
Distrust. The Monist, 98(4), 391-406. doi:10.1093/monist/onv020

Lane, R. (1949). Notes on the Theory of the Lobby. The Western Political
Quarterly, 2(1), 154-162. doi:10.2307/442349

Lasswell, H. (1936). Politics: Who gets what, when, how. New York & London:
Whittlesey House and McGraw-Hill.

Lazarsfeld, P., Berelson, B., & Gaudet, H. (1944). The people’s choice: How the
voter makes up his mind in a presidential campaign. New York: Duell, Sloan and
Pearce.

Lee, K. (2009). Nation branding and sustainable competitiveness of nations.
University of Twente. doi:10.3990/1.9789036528030

Lemi, A., & Asefa, S. (2003). Foreign Direct Investment and Uncertainty:
Empirical Evidence from Africa. The African Finance Journal, 5(1), 36-67.

Lerner, D. (1958). The passing of traditional society: Modernising the Middle
East. Glencoe, IL: Free Press.

Lichy, J. (2021). Bring Your Own Devices (BYOD) for Lobbying. In P. Harris, A.
Bitonti, C. Fleisher, & A. Skorkjeer Binderkrantz (Eds.), The Palgrave
Encyclopedia of Interest Groups, Lobbying and Public Affairs. Cham: Palgrave
Macmillan.

Lindsay, A., Kaykas-Wolff, J., & Mathwick, C. (2015). Key Influencers: Locating,
Measuring, and Creating Programs to Influence Social Media Influencers. In D.
Deeter-Schmelz (Ed.), Proceedings of the 2010 Academy of Marketing Science
(AMS) Annual Conference. Developments in Marketing Science: Proceedings of
the Academy of Marketing Science. Cham: Springer. doi:10.1007/978-3-319-
11797-3_1

Lippmann, W. (1925). The phantom public: A sequel to “Public opinion”. New
York: Macmillan.

Loots, E., & Kabundi, A. (2012). Foreign direct investment to Africa: Trends,
dynamics and challenges. South African Journal of Economic and Management
Sciences (SAJEMS), 15(2), 128-141. doi:10.4102/sajems.v15i2.148

Page | 32

Yana Mbena Jacques, M.A.
Doctor of Philosophy Research Proposal
Monarch Business School Switzerland



Promoting Sustainable Economic Growth and Development Through Digital Nation

92-

93-

94-

95-

96-

Branding in Central Africa

Lopez-Duarte, C., Vidal-Suarez, M., & Gonzalez-Diaz, B. (2015). Impact of
cultural positions on FDI’s entry mode. Cross Cultural Management An
International Journal, 22(3), 509-526. doi:10.1108/CCM-07-2014-0086

Manor, I. (2019). The digitalisation of public diplomacy. Cham: Palgrave
Macmillan.

Manor, |., & Segev, E. (2015). America’s Selfie: How the US Portrays ltself on
its Social Media Accounts. In Digital Diplomacy: Theory and Practice (C. Bjola,
& M. Kornprobst, Trans.). Routledge. doi:10.4324/9781315730844

Matiza, T., & Oni, O. (2013). Nation branding as a strategic marketing approach
to foreign direct investment promotion: The case of Zimbabwe. Mediterranean
Journal of Social Sciences, 4(13), 475-488. doi:10.5901/mjss.2013.v4n13p475

Miniwatts Marketing Group. (2021, 03 09). Usage and population Statistics.
Retrieved 2021, from www.internetworldstats.com:
https://www.internetworldstats.com/stats1.htm

Mkwizu, K. (2019). Digital marketing and tourism: opportunities for Africa.
International Hospitality Review, 34(1), 5-12. doi:10.1108/IHR-09-2019-0015

Mogensen, K. (2015). International trust and public diplomacy. International
Communication Gazette, 77(4), 315-336. doi:10.1177/1748048514568764

Mohan, G., & Lampert, B. (2013). Negotiating China: Reinserting African agency
into China-Africa Relations. African Affairs, 112(446), 92-110.
doi:10.1093/afraf/ads065

100-Molden, D., & Dweck, C. (2006). Finding "Meaning" in Psychology: A Lay

101-

Theories Approach to Self-Regulation, Social Perception, and Social
Development. American Psychologist, 61(3), 192-203. doi:10.1037/0003-
066X.61.3.192

Moran, T., Graham, E., & Blomstrom, M. (2005). Does foreign direct investment
promote development? New York: Columbia University Press.

102- Moreno, M., & Koff, R. (2016). 11. Media Theories and the Facebook Influence

Model. The Psychology of Social Networking, 1, 130-142.
doi:10.1515/9783110473780-013

103- Morrisset, J. (2000). Foreign direct investment to Africa: policies also matter.

(W. D. World Bank, Ed.) Policy Research Working Paper, No. 2481, 107-25.
Retrieved 11 20, 2020, from
https://openknowledge.worldbank.org/handle/10986/19748

104- Moss, T., Ramachandran, V., & Shah, M. (2004). Is Africa’s skepticism of

foreign capital justified? Evidence from East African firm survey data. Center for
Global Development, Working Paper No. 41. Retrieved 10 24, 2020, from
https://www.piie.com/publications/chapters_preview/3810/13iie3810.pdf

Page | 33

Yana Mbena Jacques, M.A.
Doctor of Philosophy Research Proposal
Monarch Business School Switzerland



Promoting Sustainable Economic Growth and Development Through Digital Nation
Branding in Central Africa

105- Moustakas, C. (1994). Phenomenological research methods. Sage
Publications, Inc.

106- Nayak, D., & Choudhury, R. (2014). A selective review of foreign direct
Investments. ARTNeT Working Paper Series, 143, 1-34. Retrieved 10 19,
2020, from www.econstor.eu/bitstream/10419/103862/1/782793517 .pdf

107- Nye, J. (2011). The Future of Power. New York: PublicAffairs.

108- OECD. (2013). Fragile states 2013: Resource flows and trends in a shifting
world. Organisation for Economic Co-operation and Development. Paris:
OECD-DAC. Retrieved 11 08, 2020, from https://www.oecd.org/dac/conflict-
fragility resilience/docs/FragileStates2013.pdf.

109- Olins, W. (1999). Trading identities: Why countries and companies are taking
on each other’s roles. London: The Foreign Policy Centre.

110- Olins, W. (2002). Branding the Nation — The Historical Context. Journal of
Brand Management, 9(4-5), 241-248. doi:10.1057/palgrave.bm.2540075

111- Oliveira, M., Barbosa, R., & Sousa, A. (2020). The Use of Influencers in Social
Media Marketing. In A. Rocha, J. Reis, M. Peter, & Z. Bogdanovié (Eds.),
Marketing and Smart Technologies. Smart Innovation, Systems and
Technologies (Vol. 167). Singapore: Springer. doi:10.1007/978-981-15-1564-
4 12

112- Ongo Nkoa, B. (2014). Foreign Direct Investment and Economic Growth: The
Experience of CEMAC Countries. Journal of Finance & Economics, 2(1), 1-14.
doi:10.12735/jfe.v2i1p1

113- Ongo Nkoa, B., & Song, J. (2018). Does the quality of institutions reduce the
volatility of foreign direct investment in Africa? Mondes en développement,
183(3), 113-131. d0i:10.3917/med.183.0113

114- Onyeiwu, S., & Shrestha, H. (2004). Determinants of foreign direct investment
in Africa. Journal of Developing Societies, 20(1-2), 89-106.
doi:10.1177/0169796X04048305

115- Osei, C., & Gbadamosi, A. (2011). Re-branding Africa. Marketing Intelligence
and Planning, 29(3), 284-304. doi:10.1108/02634501111129257

116- Pamment, J. (2016). British Public Diplomacy and Soft Power. Cham: Palgrave
Macmillan. doi:10.1007/978-3-319-43240-3

117- Papadopoulos, N. (1993). What product and country images are and are not. In
N. Papadopoulos, & L. Heslop (Eds.), Product-country images: Role and
implications for international marketing (pp. 1-38). Binghamton, NY: The
Haworth Press.

Page | 34

Yana Mbena Jacques, M.A.
Doctor of Philosophy Research Proposal
Monarch Business School Switzerland



Promoting Sustainable Economic Growth and Development Through Digital Nation

118-

119-

120-

121-

122-

123-

124-

125-

126-

127-

128-

Branding in Central Africa

Papadopoulos, N. (2004). Place branding: Evolution, meaning and implications.
Place Branding and Public Diplomacy, 1(1), 36-49.
doi:10.1057/palgrave.pb.5990003

Papadopoulos, N., & Hamzaoui-Essoussi, L. (2015). Place Images and Nation
Branding in the African Context: Challenges, Opportunities, and Questions for
Policy and Research. Africa Journal of Management, 1(1), 54-77.
doi:10.1080/23322373.2015.994423

Passey, D., Shonfeld, M., Appleby, L., Judge, M., Saito, T., & Smits, A. (2018).
Digital Agency: Empowering Equity in and through Education. Technology,
Knowledge and Learning, 23(3), 425-439. doi:10.1007/s10758-018-9384-x

Pastin, M. (1983). Philosophy of perception. In G. Flgistad (Ed.), Philosophy of
Mind/Philosophie de I'esprit. Contemporary philosophy/La philosophie
contemporaine (A new survey/Chroniques nouvelles) (Vol. 4). Springer,
Dordrecht. doi:10.1007/978-94-009-6932-2_4

Pella, J. (2015). International Relations in Africa before the Europeans. The
International History Review, 37(1), 99-118.
doi:10.1080/07075332.2013.879914

Potter, N. (2020). Interpersonal Trust. In J. Simon (Ed.), The Routledge
Handbook of Trust and Philosophy (pp. 243-255). New York: Routledge.
doi:10.4324/9781315542294

Poulopoulos, V., Vassilakis, C., Antoniou, A., Lepouras, G., & Wallace, M.
(2018). Personality Analysis of Social Media Influencers as a Tool for Cultural
Institutions. In M. loannides, E. Fink, A. Doulamis, R. Brumana, P. Patias, J.
Martins, & M. Wallace (Eds.), Digital Heritage. Progress in Cultural Heritage:
Documentation, Preservation, and Protection (EuroMed 2018. Lecture Notes in
Computer Science ed., Vol. 11196, pp. 236-247). Cham: Springer.
doi:10.1007/978-3-030-01762-0_20

Risen, C. (2005, December 11). Branding nations. The New York Times
Magazine. Retrieved 11 17, 2020, from
https://www.nytimes.com/2005/12/11/magazine/branding-nations.html

Scheman, N. (2020). Trust and Trustworthiness. In J. Simon (Ed.), The
Routledge Handbook of Trust and Philosophy (pp. 28-40). New York:
Routledge. doi:10.4324/9781315542294

Schroeder, R. (2018). Towards a theory of digital media. Information,
Communication & Society, 21(3), 323-339.
doi:10.1080/1369118X.2017.1289231

Sengupta, P., & Puri, R. (2018). Exploration of Relationship between FDI and
GDP: A Comparison between India and Its Neighbouring Countries. Global
Business Review, 21(1), 1-17. doi:10.1177/0972150918760026

Page | 35

Yana Mbena Jacques, M.A.
Doctor of Philosophy Research Proposal
Monarch Business School Switzerland



Promoting Sustainable Economic Growth and Development Through Digital Nation

129-

130-

131-

132-

133-

134-

135-

136-

137-

138-

139-

Branding in Central Africa

Serrano-Puche, J. (2015). Emotions and Digital Technologies: Mapping the
Field of Research in Media Studies. (B. Cammaerts, N. Anstead, & R. Garland,
Eds.) MEDIA@LSE , Working Paper Series # 33.
doi:10.13140/RG.2.2.31240.62729.

Sharma, S., Ranjan, P., & Ujlayan, A. (2019). An Exploration in Perception-
Based Digital Media Processing: A Psychological Perspective. In H. Sarma, S.
Borah, & N. Dutta (Eds.), Advances in Communication, Cloud, and Big Data.
Lecture Notes in Networks and Systems (Vol. 31). Singapore: Springer.
doi:10.1007/978-981-10-8911-4_8

Showalter, A., & Fleisher, C. (2021). Tools, Tactics, and Techniques in
Lobbying and Public Affairs. In P. Harris, A. Bitonti, C. Fleisher, & A. Skorkjaer
Binderkrantz (Eds.), The Palgrave Encyclopedia of Interest Groups, Lobbying
and Public Affairs. Cham: Palgrave Macmillan.

Sichei, M., & Kinyondo, G. (2012). Detrerminants of FDI in Africa: A panel data
analysis. Global Journal of Management and Business Research, 12(18), 84-
97. Retrieved 12 22, 2020, from https://globaljournals.org/GJMBR_Volume12/9-
Determinants-of-Foreign-Direct-Investment.pdf

Siganos, A., Vagenas-Nanos, E., & Verwijmeren, P. (2014). Facebook's daily
sentiment and international stock markets. Journal of Economic Behavior &
Organization, 107(PB), 730-743. doi:10.1016/j.jebo.2014.06.004

Siljanovska, L., & Stojcevska, S. (2019). A Critical Analysis of Interpersonal
Communication in Modern Times of the Concept “ Looking Glass Self (1902) ”
By Charles Horton Cooley. SEEU Review, 13(1), 62-74. doi:10.2478/seeur-
2018-0007

Simon, J. (Ed.). (2020). The Routledge Handbook of Trust and Philosophy.
New York: Routledge.

Simunjak, M., & Caliandro, A. (2019). Twiplomacy in the age of Donald Trump:
Is the diplomatic code changing? . The Information Society, 35(1), 13-25.
doi:10.1080/01972243.2018.1542646

Snowdon, B., & Vane, H. (2005). Modern Macroeconomics: Its Origins,
Developments and Current State. Cheltenham: Edward Elgar.

Steffen, V., & Eagly, A. (1985). Implicit Theories about Influence Style: The
Effects of Status and Sex. Personality and Social Psychology Bulletin, 11(2),
191-205. doi:10.1177/0146167285112007

Straker, K., Wrigley, C., & Rosemann, M. (2015). Typologies and touchpoints:
designing multi-Channel digital strategies. Journal of Research in Interactive
Marketing, 9(2), 110 - 128.

Page | 36

Yana Mbena Jacques, M.A.
Doctor of Philosophy Research Proposal
Monarch Business School Switzerland



Promoting Sustainable Economic Growth and Development Through Digital Nation
Branding in Central Africa

140- Szondi, G. (2007). The role and challenges of country branding in transition
countries: The Central and Eastern European experience. . Place Branding and
Public Diplomacy, 3, 8-20 . doi:10.1057/palgrave.pb.6000044

141- Szondi, G. (2008). Public Diplomacy and Nation Branding: Conceptual
Similarities and Differences. Clingendael Institute. Retrieved 12 27, 2020, from
http://www_.jstor.org/stable/resrep05374

142- Taran, A., Mironiuc, M., & Huian, M.-C. (2016). Examining the Influence of
Some Macroeconomic Factors on Foreign Direct Investments. Review of
Economic and Business Studies, 18, 159-182. doi:10.1515/rebs-2016-0040

143- Tuten, T., & Mintu-Wimsatt, A. (2018). Advancing our Understanding of the
Theory and Practice of Social Media Marketing: Introduction to the Special
Issue. Journal of Marketing Theory and Practice, 26(1-2), 1-3.
doi:10.1080/10696679.2018.1393277

144- UNCTAD. (2019). World Investment Report 2019: Special Economic Zone.
United Nations Conference on Trade and Development. UNiLibrary. Retrieved
from https://unctad.org/system/files/official-document/wir2019_en.pdf

145- UNCTAD. (2020). International Production Beyond the Pandemic: International
Production Beyond the Pandemic. United Nations Conference on Trade and
Development. Retrieved 10 20, 2020, from UNiLibrary.
https://doi.org/10.18356/8a599f63-en

146- van den Bos, K. (2003). On the Subjective Quality of Social Justice: The Role
of Affect as Information in the Psychology of Justice Judgments. Journal of
Personality and Social Psychology, 85(3), 482-498. doi:10.1037/0022-
3514.85.3.482

147- van Enschot, R., Boogaard, I., Koenitz, H., & Roth, C. (2019). The Potential of
Interactive Digital Narratives. Agency and Multiple Perspective in Last Hijack
Interactive. In R. Cardona-Rivera, A. Sullivan, & R. Young (Eds.), Interactive
Storytelling. ICIDS 2019. Lecture Notes in Computer Science (Vol. 11869).
Cham: Springer. doi:10.1007/978-3-030-33894-7_17

148- van Prooijen, J.-W., & Jostmann, N. (2013). Belief in conspiracy theories: The
influence of uncertainty and perceived morality. European Journal of Social
Psychology, 43(1), 109-115. doi:10.1002/ejsp.1922

149- Vanacker, B., & Belmas, G. (2009). Trust and the Economics of News. Journal
of Mass Media Ethics , 24(2), 110-126. doi:10.1080/08900520902885277

150- Varga, S. (2013). The Politics of Nation Branding: Collective Identity and Public
Sphere in the Neoliberal State. Philosophy & Social Criticism, 39(8), 825-845.
doi:10.1177/0191453713494969

Page | 37

Yana Mbena Jacques, M.A.
Doctor of Philosophy Research Proposal
Monarch Business School Switzerland



Promoting Sustainable Economic Growth and Development Through Digital Nation

151-

152-

153-

154-

155-

156-

157-

158-

Branding in Central Africa

Wang, J. (2006). Public diplomacy and global business. Journal of Business
Strategy, 27(3), 41-49. doi:10.1108/02756660610663826

Wildavsky, A., & Dake, K. (1990). Theories of Risk Perception: Who Fears
What and Why? Daedalus, 119(4), 41-60. Retrieved 4 18, 2021, from
https://www.jstor.org/stable/20025337

Wilkinson, I. (2001). Social Theories of Risk Perception: At Once Indispensable
and Insufficient. Current Sociology, 49(1), 1-22.
doi:10.1177/0011392101049001002

Woolcock, M. (2001). The Place of Social Capital in Understanding Social and
Economic Outcomes. Canadian Journal of Policy Research, 2, 11-17.
Retrieved 7 11, 2021, from http://www.social-
capital.net/docs/The%20Place%200f%20Social%20Capital.pdf

World Bank. (2018). CEMAC : Deepening Regional Integration to Advance
Growth and Prosperity. World Bank. Washington, DC: World Bank. Retrieved
01 10, 2021, from
https://openknowledge.worldbank.org/bitstream/handle/10986/31942/Deepenin
g-Regional-Integration-to-Advance-Growth-and-
Prosperity.pdf?sequence=1&isAllowed=y

World Travel & Tourism Council. (2020). Travel & Tourism - Global Economic
Impact & Trends 2020. World Travel & Tourism Council. Retrieved 03 09, 2021,
from
https://wttc.org/Portals/0/Documents/Reports/2020/Global%20Economic%20Im
pact%20Trends%202020.pdf?ver=2021-02-25-183118-360

Zak, P., & Knack, S. (2001). Trust and growth. Economic Journal, 111(470),
295-321. doi:10.1111/1468-0297.00609

Zeitzoff, T. (2017). How Social Media Is Changing Conflict. Journal of Conflict
Resolution, 61(9), 1970-1991. doi:10.1177/0022002717721392

Page | 38

Yana Mbena Jacques, M.A.
Doctor of Philosophy Research Proposal
Monarch Business School Switzerland



