


Understanding our national identity 
isn’t always a straightforward 
journey. It’s like navigating a 

map with countless winding paths, 
each leading to different facets of 
what it means to be Filipino. A survey 
conducted this past June by the EON 
Group and Tangere set out to explore 
these paths, shedding light on our 
shared identity.

One key trait that surfaced was our 
knack for forming and maintaining 
relationships. According to respondents 
(1,381), Filipinos are experts in 
building connections, extending respect 
(1,373), and radiating warmth and 
friendliness (1,325). These qualities 
mirror our archipelagic nature, where 
the interconnection between islands is 
as significant as the land itself. These 
interpersonal strengths should be in 
front and center in our country’s brand, 
showcasing a nation as inviting as its 
people.

The survey also highlighted our 
resilience (1,294), a trait deeply 
ingrained in our history of overcoming 
natural disasters and political conflicts. 
This tenacity shapes our national 
character and distinguishes us on 
the global stage. It’s not just about 
bouncing back; it’s about growing 
stronger with each challenge, a quality 
that can lend strength to our nation’s 
brand.

History, as respondents agreed, 
plays a significant role in defining us 
as a people. A good number stated 
they have a fair understanding of our 
past (672), while a larger majority 
emphasized the crucial role of history 
in shaping our identity (1,120). An 
appreciation and understanding of 
our past, then, is vital to effectively 
capturing the depth and breadth of our 
country’s brand.

In terms of language, most 
respondents (1,095) agreed that 
Tagalog serves as a unifying force. Our 
shared language is an essential pillar 
of our national identity and needs to be 
given due recognition in our country’s 
brand.

National symbols, such as the 
Philippine flag, national anthem and 
traditional attire, were also seen as 
powerful expressions of our Filipino 
identity. Each symbol, resonating with 
our historical struggles and our shared 
sense of pride, should be central to our 
national brand.

Retaining authenticity
Interestingly, respondents voiced 

concerns that the internet could dilute 
our national identity. This speaks to the 
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challenge of maintaining our unique 
Filipino consciousness in an increasingly 
globalized digital landscape. It’s a call to 
ensure that our national brand retains 
its authenticity even as it evolves with 
the times.

The fluid nature of our identity was 
also recognized. Our identity adapts 
to societal progress, technological 
advancements and economic changes. 
This highlights the importance of 
remaining flexible, ready to adapt 
our national brand to these shifting 
landscapes while staying true to our 
core.

When it comes to reinforcing our 
identity, the suggestions were clear: 
invest in education about our history 
and culture, promote the Filipino 
language, preserve our traditions 
and support local industries. These 
insights provide us with a blueprint for 
a dynamic national brand—one that is 
a true reflection of us as Filipinos.

However, a significant gap remains. 
While we have a tourism slogan, it 
doesn’t fully encapsulate our country’s 
identity. Recognizing this gap, the 
Management Association of the 
Philippines (MAP) has recommended the 
creation of a National Branding Council. 
This Council—representing various 
sectors like the academe, business, 
Church, media and government—can 
work together to build a brand that truly 
captures the essence of the Philippines 
and resonates globally.

Throughout my own journey in 
diplomacy and entrepreneurship, I 
have had the privilege of advocating 
for my country. I’ve seen first-hand the 

transformative impact a well-crafted 
nation brand can have. Countries 
like Japan and South Korea have 
successfully utilized their national 
brands to capture global attention. 
The Philippines stands at the brink of a 
similar journey.

The proposed National Branding 
Council isn’t about fixing something 
that’s broken. It’s about enhancing 
and accurately reflecting our unique 
Filipino identity. The Council can serve 
as a platform for diverse voices to 
shape our image, ensuring our brand 
is comprehensive, inclusive and truly 
reflective of our nation.

Beyond logos or catchy slogans, our 
nation’s brand represents our diverse 
cultures, deep-rooted history and 
future aspirations. With a focused body 
like the National Branding Council, we 
can maintain a consistent, harmonious 
image to present to the world, one that 
captures the full richness of the Filipino 
spirit.

The time for a National Branding 
Council is now. It’s not just a strategic 
move; it’s a necessity. Such a Council 
can shine a bright light on our nation, 
showcasing a vibrant, resilient 
Philippines.

Let’s rally behind this vision and let 
the world see us as we truly are—a 
nation of extraordinary beauty, rich 
history and an unwavering spirit. 
Together, we rise. 

(The author is chair and CEO of The EON Group 
and also chairs the Management Association of 
the Philippines Tourism Commitee. Feedback 

at map@map.org.ph and junie.delmundo@eon.
com.ph.)
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Pundits may ask why the Management 
Association of the Philippines (MAP) is 
into solving malnutrition and hunger. 

I personally believe that management not 
only involves present-day management 
but also looks after sustainability in 
terms of the present-day workforce, a 
future workforce, and how to ensure their 
company’s sustainability with human 
resources (HR).

Should it be just a problem of HR 
or should not managers be involved in 
ensuring we have enough brain power 
in the future? This is why I commend 
the active committees in MAP who are 
working on why malnutrition should be 
the problem for every manager to solve.

When we became members of MAP, 
we knew we would learn from our 
peers, and we could share with our 
peers the new concepts and ideas that 
develop and evolve as we go about our 
ways in managing this already chaotic 
business environment. Though there 
are immutable management principles 
we learned in University — Planning, 
Directing, Organizing, Controlling —these 

have been complicated with the onset of 
Digital, ChatGPT and Artificial Intelligence 
(AI). Further, there is also a change in the 
culture of the workforce.

There are new challenges to employee 
retention and even recruitment. There are 
challenges to how you hire a Marketing 
team, where more freelancers offer 
services and agencies are hard-pressed 
to keep their most brilliant minds in tow.

In Finance, the developments happen 
every day to make payroll remote, make 
simple payments bank-to-bank, and 
the management of financial products 
have become more digital. Even stock 
placements are now done online and it 
almost removes the messenger and the 
runners of yesteryears.

When I look back at what we 
learned in school, and the management 
principles we were made to digest and 
almost memorize, I can just smile and 
think: yes, they helped me learn a 
thinking process that managers ought 
to practice. But where is all that now? 
At a recent briefing we had on ChatGPT 
with the NextGen Organization of Women 
Corporate Directors (NOWCD), a new 
company called Thinking Machines (I love 
the name) explained to us the simplicity 
and complexity of AI and ChatGPT. 
These young entrepreneurs, mostly 26 
and maybe younger, were teaching us 
55-year-olds and up in age about how to 
“prime” ChatGPT or a similar program that 
they made using AI. Same principle as 
the 1970s computer revolution: garbage 
in, garbage out. It helped us understand 
that AI is good if you feed it the correct 
data you have. Wrong or skewed data will 
generate bad results.

And this is what managers and 
corporate directors ought to think about 
today. How can I use my academic 
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background to be the foundation and add 
the new ingredients — ChatGPT and AI, 
digital banking, fintech — and become 
the manager or board director armed with 
“future ready” information and ideas?

While NOWCD attempts to share these 
new ideas with its members, MAP on the 
other hand must keep thinking of the core 
of business — its employees. And this, I 
believe, is the key for every manager to 
know. As MAP also has started recruitment 
of its NextGen members and has managed 
to lower its average membership age to 
60 (it used to be 67), we also must think 
about who our teams will be 20 years 
from now.

Companies who wish or plan to survive 
the next 20 years and longer have to start 
thinking of the future workforce now. 
And this is a good move on the part of 
MAP to harness the power of NGOs and 
experts in finding solutions to stunting 
and wasting amidst the food crisis where 
we need to import almost every staple 
because the Filipino farmer failed to plan 
his succession. Children of farmers do not 
want to be farmers. So, as they say, for 
the farmer, it’s the end of the line. Who 
will grow our food? Thank God there are 
new farmers in our midst who have taken 
a love for the soil and are now planting 
vegetables, albeit in small farms for 
specialty markets, like organic and natural 
food markets. The mainstream vegetable 
market still must contend with lower farm 
gate prices and is still in a precarious 
situation. As a manager, is your solution 
also to scale production?

Food security and malnutrition are 
joined at the hip. You cannot think of one 
without thinking of the other. So why is 
MAP thinking of solving malnutrition? 
Because food security is connected to it 
and since we are not agriculturists, but 
managers, we can manage what we know 

or think we can know. Food security 
is more complex in that it requires a 
decision of doing scale versus backyard 
production. I personally am for Slow Food 
— good, clean, and fairly produced food 
like what our forefathers used to do. You 
may check out www.slowfood.com to get 
more ideas on how small farmers are 
doing small but safe food production. Or 
you can promote scale and be victim to 
chemicals and pesticides, GMO seeds and 
hybrids — and feed the world bad food. 
And serve the multinationals who produce 
the world’s food — there must be only six 
of them producing all of the world’s food, 
by the way.

So, you see, it is not as simple as 
managing a malnutrition program. It 
involves political will and management 
skills. Do you go slow food, or fast and 
unhealthy food? Do you want healthy 
workers in the future or workers who will 
be prone to sickness and have a lot of sick 
days? There is much to think about if we 
want to see a healthy workforce 20 years 
from now.

Or even if there is a workforce to speak 
of.

Yes, people will look for work but are 
they the people who we fed with healthy 
or bad food today? So, tell me, why should 
managers get involved with malnutrition 
and stunting? The answer is simple. 
Sustainability of a company hinges on 
a continuous throughput of a healthy 
workforce — today and a generation after.
 

Chit U. Juan is co-vice chair of the MAP 
Environment Committee. She is president of 

NOWCD, president of the Philippine Coffee Board, 
Inc., and founder of the ECHOstore Sustainable 
Lifestyle. She is a member of the global Slow 

Food community promoting good, clean, and fair 
food.

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

https://forms.gle/xonTxE2ArxfGTWdCA
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