


Editor’s note: In the first part of this article 
that appeared on July 10, 2023, MAP 
explained why country branding is critical for 
Philippine positioning in the global market. 
It also discussed how imperative it is to 
create a National Branding Council in order 
to develop and implement a comprehensive 
country branding strategy.(Conclusion)
In pursuit of its objectives, the National 
Branding Council (NBC) will be responsible 
in carrying out key initiatives that include:

*  Research: Conducting research 
to understand the Philippines’ unique 
strengths, values and identity;

*  Brand development: Developing a 
brand strategy that reflects the Philippines’ 
unique identity and strengths, and creating 
a visual identity and messaging that will 
resonate with target audiences;

*  Promotion: Implementing a promotion 
strategy that will help raise awareness of 
the Philippines’ brand and communicate 
its key messages to target audiences, 
including potential investors, tourists and 
other stakeholders; and

*  Management: Ensuring that the 
brand remains consistent and relevant over 
time, and responding to changes in the 
global economy and other external factors 
as needed.

A call to action
It is apparent that country branding is 

essential to the Philippines’ campaign for 
recognition and competitiveness in the 
global arena. No less than President Marcos 
articulated its key importance when he 
addressed the people in his 2022 State of 
the Nation Address:

“To foster the Filipino brand is to spark 
our sense of pride and reaffirm our strong 

sense of identity. It is time to welcome 
the rest of the world with an enhanced 
Filipino brand that is unique, attractive and 
creative.”

Our enhanced global competitiveness 
can help promote economic growth and 
development through a positive image and 
reputation that a strong country brand 
can enable. The NBC can play a crucial 
role in developing and implementing 
a comprehensive and unified branding 
strategy for the Philippines, an output with 
the buy-in of the various stakeholders 
brought together for this purpose.

Therefore, the Management Association 
of the Philippines (MAP) urges the 
government to establish this NBC to steer 
and champion the unified effort in the 
direction of crafting a country brand that 
can ensure that the Philippines remains 
competitive and attractive to tourists, 
investors and other key stakeholders.

The MAP is a prestigious organization 
composed of top-level executives and 
business leaders from various industries 
in the country. We see the urgent need to 
present a Philippines that is cohesive and 
unified in every undertaking, and this will 
be strongly projected by our country brand.

Our membership and the objectives 
we pursue provide substance to our 
recommendation:

First, the MAP has a deep understanding 
of the business environment in the 
Philippines.

Its members are well-versed in the 
economic, social, and political conditions of 
the country, as well as the challenges and 
opportunities faced by various sectors. This 
knowledge is critical to actively spearhead 
the initiative to develop a country branding 
strategy that is aligned with the needs 
and goals of the business community and 
by extension, drive economic growth and 
development.

“The role of the 
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Second, the MAP has a strong network 
of business and industry leaders in the 
Philippines and abroad.

This network can be leveraged to gain 
support and buy-in for the establishment of 
an NBC and the development of a country 
branding strategy. The MAP can also tap into 
its network to gather insights, best practices 
and resources from other countries that 
have successfully implemented country 
branding strategies.

Third, the MAP has a track record of 
advocating for policies and initiatives 
that promote the country’s economic 
growth and development.

This includes supporting programs 
that enhance competitiveness, attract 
investments and create jobs. By 
recommending the establishment of an NBC 
and the development of a country branding 
strategy, the MAP can continue its advocacy 
work and contribute to the country’s long-
term economic success.

Finally, the MAP has always maintained 

a harmonious working relationship with 
government agencies and stakeholders 
to drive change and progress in the 
country.

As  a respected and influential 
organization, it can serve as a bridge 
between the private sector and government, 
bringing together stakeholders to develop a 
country branding strategy that is inclusive 
and collaborative.

The MAP hereby presents and submits 
this urgent recommendation for the 
creation of the NBC that will place under 
one body all the country branding efforts 
with the objective of crafting and presenting 
a Philippines’ country brand that will link 
and integrate all marketing, promotion and 
positioning in the global market.

In reciprocity, the MAP will actively 
participate in this NBC and harness the 
expertise, experience and network of its 
members in support of the NBC’s objectives.

This MAP statement has been submitted to the 
Office of the President. Feedback at 

map@map.org.ph. 
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There has been a flurry of bad press 
about the Philippines: the dismal state 
of our education system, the drop in 

our global competitiveness ranking, and 
more recently the decline in Metro Manila’s 
ranking in a global live-ability index. In 
addition, international reports, such as those 
by the World Bank and Federal Reserve 
Board, clearly show that disruptions are 
going to be more frequent and severe in the 
future.

So when I was invited to speak to 
business leaders about elevating Filipino 
talent competitiveness at the Management 
Association of the Philippines (MAP) Strategic 
Human Resource Summit, I had to rethink 
how best we tackle this issue.  

To elevate our competitiveness in 
an increasingly disruptive business 
environment, we need to build on what we 
are uniquely strong at.

In the Global Leadership Forecast (GLF) 
2023 — a study by a human resource (HR) 
consultancy Development Dimensions 
International (DDI), there is tangible 
support for what makes us different from 
the rest of the world — our RESILIENCE.

When HR leaders around the world were 
asked about their leadership bench-strength, 
there was a continuing decline from 18% in 
2011 to 12% in 2022 — a 33% decrease in 
leadership bench-strength. However, in the 
Philippines, the leadership bench-strength 
in 2022 was at 23% — much higher than 
the rest of the world — before, during and 
after the global pandemic.

One big reason for this resilience is that 
Filipino leaders clearly stand out in terms 
of finding meaning and purpose in their 
work. The same DDI 2023 report showed 
that nearly three out of four (74%) Filipino 
mid-level leaders find their jobs to be full 
of meaning and purpose, compared to less 
than half (47%) for the rest of the world.

And what provides meaning and 
purpose for Filipinos? In discussions with 
seasoned leaders and professionals around 
the country, including members of OD 
Practitioners Network (ODPN), thanks to 
Vivien Arnobit — there are three things 
which resonate most: family, relationships 
and faith.

FAMILY MATTERS
For the Filipino, the reason for going 

to work and persevering is about making 
a difference in shaping and caring for the 
well-being and future of their family and 
loved ones. For business leaders, knowing 
the individuals who matter most to the 
Filipino, why, when and how is the first step 
to making and building that connection.

RELATIONSHIPS MATTER
For the Filipino, joining and fully engaging 

with an organization happens because 
they know the time and effort invested in 
relationships are worth nurturing beyond 
their time in the organization. This holds 
true when working long hours online to beat 
the deadline, or when learning a new skill to 
be more effective at work. 

Filipinos work and learn best as part of a 
group they trust and depend on. For business 

“Filipino resilience — our 
pillar in a highly disruptive 
future”(from page 1)
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leaders, knowing the individuals the Filipino 
depends on, trusts, and confides in and the 
bonds that hold the Filipino’s group together 
will be the building block to accelerating 
learning, growth and performance.

FAITH MATTERS
For the Filipino, beyond the numerous 

celebrations, rituals and traditions, faith 
transcends work. The Filipino’s faith is 
a continuing source of hope, inspiration 
and strength not only during the most 
difficult and challenging periods but also 
when going the extra mile in giving back 
to the community and building spirituality. 
For business leaders, understanding the 
Filipino’s life beyond the day-to-day work 
success and failures will be key to their 
engagement and motivation.

Resilience is about showing up and 
this is half the battle in elevating our 
competitiveness. But as my respected 
colleague Jo-ann Tacorda, CAO of PJ 
Lhuillier, says, having resilient people does 
not automatically mean you have a fully 
resilient organization.

For an organization to be truly resilient, 
it requires: addressing flexibility in supply 
chains, managing cyberthreats and 
technology breakdowns, and maintaining 
business models that are innovative and 
entrepreneurial. In addition, building and 
maintaining people’s resilience requires 
seriously looking at the way companies 
select, onboard, upskill, recognize and drive 
performance that is sustainable. Consider 
the following:

Gerry Plana, chief executive officer of 
Investors in People Philippines and one of the 
reactors during the HR Summit, suggested 
that we should add resilience as part of 
our recruitment criteria. I have spoken to 
a number of companies that have invested 
much time and effort in recruiting leaders 
with significant international knowledge 
experience, but unfortunately have no 
staying power. 

When it comes to upskilling, the DDI 2023 
report showed that a large majority (82%) of 
Filipino leaders prefer face-to-face learning, 
compared to only slightly more than half 
for the rest of the world. Filipinos tend to 
be much more social in our learning versus 
individual — not only gaining knowledge 
but also meaningful relationships which 
help buttress and solidify learnings in the 
workplace, well after the formal sessions 
are concluded.

Finally, when it comes to managing 
performance and to drive accountability, 
the focus is necessarily on individual 
performance. Knowing Filipinos’ preference 
for learning and working in groups, 
providing supplementary emphasis on 
achieving the group’s performance can get 
the overall performance message across 
more effectively.

The “natural” resilience of the Filipino 
is an under-leveraged strength in an 
increasingly disruptive local and global 
environment. However, this natural strength 
needs to be continually maintained and 
strengthened through: (1) business leaders 
who are able to fully and deeply connect 
with what matters most to the Filipino 
family, relationships and faith when driving 
transformation and growth; and (2) HR 
leaders and professionals who review how 
the Filipino workforce is selected, upskilled 
and made to perform well by leaning 
on long-standing preferences that value 
relationships, and learning and performing 
as a group.

This article reflects the personal opinion 
of the author and does not reflect the official 
stand of the Management Association of the 
Philippines or MAP.

 
Rolando Paulino “Roland” R. Ruiz 

is a member of the MAP Strategic HR 
Management Committee. He is founder and 
principal of Workforce & Strategy.

map@map.org.ph
rolprruiz@gmail.com
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Please register thru the following link: 
 

https://forms.gle/xonTxE2ArxfGTWdCA
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