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Abstract

This paper examines how disruptive innovation can be
operationalized to reshape Jordan’s competitive identity and
nation branding. Addressing a gap in the literature that rarely
connects disruption theory with nation branding in small,
resource-constrained economies, this research integrates
Christensen’s disruption logic with Anholt’s competitive identity
to propose a three-part model: (i) a focused identity narrative, (ii)
low-cost, high-signal pilots, and (iij) cross-sector governance for
coherence. Methodologically, the paper conducts a qualitative
synthesis and comparative analysis (e.q., Estonia’s digitalization)
to derive Jordan-specific interventions.

Findings offer potential in the immediate term in digital/eco-
tourism (e.g., Petra/Wadi Rum-focused experiences, digital
twins), culture innovation (digitized heritage and design-oriented
crafts), and education/ICT (Arabic-language ed-tech, smart-city
micro-pilots in Amman). Pilot ideas are consistent with Jordan's
profile: seven UNESCO World Heritage Sites, 2024 EGDI rank
89 (High EGDI), 2024 GDP ~US$53.35bn, and post-Covid
rebound-then-shock trend in Petra's 2023 visitor numbers
(~1.2m) followed by declines during the period of regional
tension.

The paper makes a two-fold contribution. Theoretically, it
proposes a tractable interface of disruption and competitive
identity that is within reach by countries outside the global
spending frontier. Practically, this article proposes an
implementable roadmap of niche-first pilots, KPls, and
governance roles converting constraints into credibility. The
study ends with caveats (financing, institutional frictions, regional
risks) and a future research agenda (mixed-methods appraisal of
branding pilots and longitudinal position indices).
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1 Introduction

In today's increasingly globalized world, countries vie for influence, investment, and attention. Nation
branding is an indispensable statecraft for countries looking to enhance international standing, spur
economic development, and accumulate cultural and diplomatic capital. Competitive identity, which
was conceptualized by Simon Anholt, takes the principles of branding and applies them to national
levels by synchronizing tourism, government, culture, exports, investment, and people into a unified
international image.

This paper looks at how a small, resource-limited Middle Eastern nation like Jordan can use
disruptive innovation to enhance its competitive identity. Originally conceived by Christensen in
business, disruptive innovation refers to how new market entrants disrupt incumbent players by
attacking underserved or overlooked segments of the market. When transferred to countries, the
conceptual framework can assist smaller economies to reinvent themselves by using daring,
legitimate, and niche-based strategies instead of expensive global branding leader imitation.

Research gap and purpose. Most nation branding studies extensively covers tourism,
governance, and soft-power approaches but hardly ever bridges the two with disruption theory in
order to illustrate how small, under-resourced states may compete without outspending brand
leaders. The Middle East environment, and Jordan especially, is underrepresented in that
confluence. The paper closes that gap through the combination of disruptive innovation with
competitive identity, thereafter deducing pilots and governance structures that are specific to Jordan
and underlining credibility signals against the size of budgets.

The paper tries to articulate how Jordan can leverage its cultural identity, educated population,
and tradition of relative peace to create a disruptive identity on the global map. By integrating
theoretical observations with practical illustrations, the paper initially traces the conceptual
framework of disruptive innovation and competitive identity and subsequently uses these
frameworks on major sectors like tourism, education, technology, and cultural diplomacy. The
analysis examines feasibility, identifies potential challenges, and proposes policy recommendations.
The paper concludes by demonstrating how Jordan can convert its limitation of resources into
strategic strengths and, in the process, position itself as a regional innovator and a serious actor on
the global map.

2 Methodology

The present study adopts a qualitative research approach based on an exploratory design with
conceptual integration objectives for disruptive innovation theory in conjunction with competitive
identity in the context of Jordan’s nation branding. The study primarily relies on secondary data
sources in the form of reports published by international organizations (e.g., World Bank, IMF,
UNDP, UNESCO), statistical data from Jordanian sources, and an extensive review of relevant
literature.

The study applies theory-based content analysis as a bridging method to connect key
conceptual frameworks, particularly Christensen’s theory of disruptive innovation and Anholt’s
competitive identity model. In addition, selected international benchmark cases (e.g., Estonia) are
used as comparative reference points to identify transferable lessons for small and resource-
constrained economies.

The research adopts a case study approach to investigate Jordan in the context of its structural
characteristics in the form of its economic composition, tourism potential, digital potential, and
cultural heritage in support of disruptive nation branding strategies. The study combines elements of
theory with descriptive data in the form of selected data (e.g., GDP composition, ICT contribution to
GDP, tourism flows, and EGDI ratings).

The paper avoids using primary data sources (e.g., surveys and interviews) in favor of
developing a conceptual model with strategic objectives. This approach helps to identify strategic
direction with niche potential in line with Jordan’s context. Therefore, the findings are conceptual in
nature with an objective to lay a basis for future validation.
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3 Results

3.1 Theoretical Framework

The concepts of nation branding and competitive identity have become increasingly important in a
globalized environment, where countries compete for attention, investment, tourists, talented
workforce, and trust inter alia. In this regard, the integration of disruptive innovation theory with the
principles of competitive identity provides a robust framework for countries like Jordan to establish a
distinct and impactful presence in the international arena. This section explores these theoretical
constructs and their interrelations, hence setting the premise for their applicability to the Jordanian
context.

3.1.1 Disruptive Innovation

Disruptive innovation, first introduced by Clayton Christensen in the mid-1990s, describes how new
entrants into a market can eventually displace established players by targeting overlooked or
underserved segments [1]. The Disruptive Innovation theory is based on four main elements. First,
Incumbents improving via sustaining innovation: established market players often focus on
improving their products or services to serve their most profitable customers. This type of sustaining
innovation typically overshoots the needs of less demanding segments. This overshooting happens
in improving customers’ products or services for high-margin customers, incumbents may leave the
low-end segment of the market unattended, thus creating an opening for new entrants. These new
entrants are called the ‘disruptive entrants’ who bring in in simpler, cheaper, or more convenient
solutions, initially targeting overlooked market segments before improving and moving upward.
Eventually, the incumbent disruption occurs where the incumbents are unable to respond effectively
to the disruptive innovation, and their displacement occurs [2].

Disruptive innovation theory has traditionally been applied to industries but can be expanded
to wider socio-economic systems, such as nation branding [3]. Countries like Jordan can then use a
disruptive approach to identify and develop distinctive strategies that will challenge the status quo
and change the way the country is positioned on the global stage.

3.1.2 Competitive Identity

The concept of competitive identity, as championed by Simon Anholt, focuses on a nation's ability to
formulate and express a coherent and attractive identity. It combines elements of public diplomacy,
tourism, investment promotion, and cultural exchange in an effort to create a favorable image [4] [5].
Competitive identity is therefore a strategic concept for the placement of a nation in the global
marketplace.

Anholt's model identifies six key dimensions of competitive identity which are: tourism:
developing a strong destination brand; exports: promoting national products on the world stage;
governance: projecting trust and competence in government; investment and Immigration: attracting
talent and capital; culture and heritage: showcasing unique cultural assets; and people: building a
reputation for the nation's citizens [6].

For Jordan, leveraging competitive identity offers a chance to reassert its historical and cultural
strengths and to embrace the innovation in framing global perception. (Figure 1) shows how Anholt’s
Competitive Identity Hexagon can be contextualized for Jordan, the figure shows tourism, exports,
governance, investment and immigration, culture and heritage, and people as key nation branding
dimensions.
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Tourism: Petra
digital twin,
Bedouin eco-trails,
Dead Sea wellness
tourism

People: Educated Exports:

youth; multilingual Pharmaceuticals,

talent; tradition of fertilizers, ICT
hospitality. services.

Competitive

Identity of Jordan

Governance: E-
government
expansion;

transparency;
regional mediation
role.

Culture & Heritage:
Digital archives;
cultural festivals;
crafts-modern
design fusion.

Investment &
Immigration:
Amman innovation
hubs; FDI
incentives; diaspora
entrepreneurship
programs.

Figure 1. Nation Brand Hexagon applied to Jordan (based on Anholt, 2007)[4]

3.1.3 Connecting Disruptive Innovation with Competitive Identity

The integration of disruptive innovation and competitive identity can be understood as a dynamic
conceptual framework for nation branding. Diagnosis of gaps or underrepresented aspects within
global perceptions allows countries to be innovative and to develop transformational strategies. For
instance, Estonia's focus on digitalization as an example of disruptive innovation at the national level
has redefined the country globally. This is in line with competitive identity through the use of
governance and technology in the creation of a unified and attractive image [7].

Disruptive innovation may be a tool through which Jordan could address some of the long-
entrenched issues that set it apart in areas such as tourism, technology, and sustainable
development.

3.2 Applications of Disruptive Innovation to Jordan's Nation Branding

The theoretical framework brings out the ability of Jordan to use disruptive innovation as a core part
of its competitive identity. Through innovative approaches, rethinking its nation branding strategy
helps Jordan capitalize on unexploited opportunities and change its global presence [8]. The
application of the concept of disruptive innovation in Jordan's nation branding requires looking at the
areas in which innovation can generate new opportunities and change perceptions. By leveraging
its unique cultural, historical, and geographical strengths, Jordan can introduce strategies that will
challenge traditional notions of nation branding and position itself as a competitive global player.
These sections will go into more detail on these theories as applied to the case of Jordan, providing
actionable insights and strategies for implementation.

3.2.1 Jordan at a Glance

Jordan is a small upper middle-income Middle Eastern economy with a land area of nearly 88,800
km? and nearly 11-12 million people. Famous worldwide for UNESCO World Heritage sites such as
Petra and Wadi Rum and for its relatively stable politics, highly educated population, and service-
based economy [9], Jordan's latest GDP (in current US$) is of the order of tens of billions and

4



Disruptive Innovation and Competitive Identity: Reimagining Jordan’s Nation Branding Strategy

comprised of a diversified base led by services, tourism, pharmaceuticals, fertilizers, ICT, and
transportation [10]. Such structural characteristics, small domestic market, high human capital, and
internationally familiar heritage sites shape the opportunity space for a disruptive nation branding
innovation based on speed, credibility, and niche leadership. These characteristics can be further
illustrated through key demographic, economic, sectoral, and governance indicators.

Jordan's structure profile shows both limiting and enabling conditions for disruptive nation
branding. The population of the nation was approximately 11.55 million in the year 2024 [11], with
GDP standing at an estimated ~US$53.35 billion (World Bank) [11] [12]. Services contribute over 60
percent of GDP [13], while the ICT sector contributes 3—4 percent [14] [15] , supported with over
7,000 yearly graduates [16]. The tourism sector is at the core, contributing directly 4.8 percent of
GDP in the year 2022 [17]; Petra hosted approximately 1.2 million tourists in the year 2023 [18]
before visitor figures fell in the face of regional instability in the latter half of the year 2024 [19]. Wadi
Rum hosted 18,359 tourists in the period January—February 2024 [20] [21]. On the culture front,
Jordan boasts seven UNESCO World Heritage Sites, including the addition of Umm al-Jimal in the
year 2024 [22] [23]. Capacity in governance is also better, with the UN E-Government Development
Index ranking at number 89 in the year 2024 (EGDI = 0.6849, High EGDI), from number 100 in the
year 2022 [24] [25]. The above indicators are presented in a summary format in (Table 1), upon
which the application of disruptive innovation against the competitive identity of the nation can be
determined. (Table 1) provides an overview of key socio-economic and cultural indicators shaping
Jordan’s competitive identity while presenting the data in a cleaner and summarized way.

Table 1. Jordan at a Glance (2023-25)

Indicator Value Source
Population (2024) ~11.55 million World Bank, 2024
GDP (current US$) ~US$53.35 billion World Bank, 2024
GDP (IMF WEOQ) ~US$56.1 billion IMF WEO, 2025
Services share of GDP ~61% World Bank/IMF, 2024
ICT sector share of GDP 3—-4% Trade.gov 2024; int@)j 2025
ICT graduates per year ~7,000+ Int@)j, 2023
Tourism direct GDP share 4.8% (2022) WTTC, 2023
Petra visitors ~1.2 million (2023) PDTRA, 2023

Wadi Rum visitors

18,359 (Jan—Feb 2024)

Jordan Tourism data

UNESCO World Heritage Sites

7 (Petra, Qusayr Amra, Um er-Rasas,
Wadi Rum, Al-Maghtas, As-Salt, Umm

UNESCO, 2024

al-Jimal [added 2024])

EGDI rank 89 (2024), EGDI 0.6849 (High EGDI) | UN DESA, 2024

3.2.2 Tourism and Eco-Innovation

Tourism is one of the most vital resources for Jordan, featuring world-renowned attractions such as
Petra, Wadi Rum, and the Dead Sea. However, the sector has not yet utilized its full potential with
regard to sustainable and eco-tourism practices [26]. With disruptive approaches, Jordan can
Promote eco-tourism projects: create sustainable tourism experiences in the form of solar-powered
desert accommodations and environmentally friendly guided tours.

In addition, Jordan can leverage digital platforms: utilize modern technologies, such as
Augmented Reality (AR) tours of historic sites, to appeal to younger, tech-savvy audiences. Finally,
the sector can create niche experiences by targeting underrepresented market segments, such as
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adventure travelers or wellness seekers, through unique offerings like wellness retreats in the Dead
Sea region.

3.2.3 Technology and Smart City Development

Incorporating technology into nation branding can be a strong tool to position Jordan as a modern,
progressive nation. For example, smart city initiatives [27] can enhance urban experiences: bring
smart infrastructure to cities like Amman to improve transportation, energy efficiency, and public
services.

They can also foster innovation hubs: establish technology parks or innovation districts to
attract foreign direct investment (FDI) and showcase Jordan's commitment to innovation. In addition,
they can demonstrate e-governance: adopt the Estonian model of integrating digital mechanisms of
governance in order to ensure transparency and citizens engagement.

3.2.4 Education and Human Capital Development

Investment in education and human capital is attuned to disruptive innovation principles in preparing
the labor force to meet the changing requirements of the global economy in a fast, dynamic manner
[28]. In this context, Jordan can promote STEM education: focus on programs in science, technology,
engineering, and mathematics (STEM) to develop a skillful labor force.

Jordan can also nurture startups and entrepreneurship by creating mechanisms that support
young innovators, particularly in fields like renewable energy and technology. Finally, the country
can foster global partnerships: collaborate with international universities and research institutions to
bring global knowledge into local education and innovation initiatives.

3.2.5 Cultural and Heritage Innovation

Jordan's rich cultural heritage is a significant contributor to its competitive identity [29]. By applying
disruptive innovation, the country can achieve digitization of cultural assets: create virtual museums
and digital archives to increase global access to Jordan's heritage.

It can also organize global cultural events by holding festivals and exhibitions that attract
international visitors, thus promoting Jordanian art, music, and gastronomic traditions. Finally,
Jordan can pursue the integration of heritage with modernity by blending traditional crafts with
modern design to create unique, marketable products that are exportable and attractive to global
consumers.

3.2.6 Jordan’s position in the Disruptive Innovation Model

Christensen's disruptive innovation model outlines four phases: incumbent firms refining products or
services by sustaining innovation, overriding customer needs, new market entrants introducing
streamlined alternatives, and finally, displacing established players [1] [2]. When used in the context
of the field of nation branding, these stages can be seen as different ways countries compete in the
global marketplace of perceptions. Established countries with strong brands tend to play the role of
incumbents and invest significantly in sustaining innovations like large-scale promotion campaigns
or mega events. However, such approaches may overshoot what global audiences truly value and
open the door for minor players to adopt different innovation tracks.

In this conceptual framework, Jordan is best considered to enter disruptively. As a country of
limited means and a relatively small local market, the country is not in a position to compete
financially against established players such as Singapore or the United Arab Emirates. Instead,
Jordan can differentiate itself by concentrating on overlooked market segments using efficient and
credible projects. Initiatives such as eco-tourism in Wadi Rum, digital heritage portals of Petra, and
Arabic-language educational technology hubs are potential vehicles for disruptive entry satisfying
previously unrepresented demands and boosting visibility. In this sense, Jordan's strategic direction
lies in leveraging disruptive innovation to turn its limitations into its strengths and to redefine its
competitive identity on the global stage.
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3.2.7 Summary of the Applications of Disruptive Innovation

In order to effectively utilize disruptive innovation for nation branding of Jordan, it is essential to
transition from generic advertising models to niche-based interventions demonstrating credibility and
leadership. The discussion recommends that Jordan fits best in the disruptive entrant category: a
nation which cannot outspend established leaders of branding, however, it can create value by
prioritizing underserved niches. Three specific areas have particular promise. In tourism, initiatives
such as the Petra’s digital twin and Bedouin-led eco-adventure trails can facilitate the preservation
of heritage and position Jordan at the cutting edge of sustainable innovation. In education and
technology, initiatives such as an Arabic-edtech hub and visible smart city solutions in Amman can
capitalize on Jordan's educated population base and differentiate the country in the Middle Eastern
region. In culture, intermeshing of digital heritage platforms and international cultural events has the
potential of elevating the soft power of Jordan well beyond national boundaries.

The above steps go beyond mere sectoral refinement; they entail conscious signals of
disruption that can remake Jordan's competitive identity on the global scene. Based on Anholt's
dimensions of nation branding and Christensen's disruption logic, such a strategy delineates the way
in which a small, resource-constrained economy can turn limitations into strengths. By prioritizing
projects that have high signaling potential and measurable outcomes, Jordan stands a chance of
transforming global perceptions, enhancing its competitiveness, and building a legitimate foundation
for sustainable progress.

While the preceding subsections have focused on Jordan's disruptive innovation use from a
domestic perspective in competitive identity, taking a comparative stance is helpful in putting Jordan
in the same league as small economies that successfully utilized disruptive approaches. Estonia is
cited for its example of digitized governance, while Singapore is recognized for having export-driven
brand positioning through education and foreign direct investment (FDI) (Table 2). It is clear from
these comparatives that Jordan's disruptive points of entry in the form of heritage valorization, ICT
niches, and eco-tourism projects are different from Estonia's digitally-focused identity and
Singapore's government-driven location as a world hub.

Table 2. Comparative disruptive nation branding: Jordan vs. Estonia and Singapore (adapted from
Anholt's Competitive Identity framework and case study literature).

Dimension Jordan Estonia Singapore
R Small, middle-income, Small, post-Soviet, digital | City-state, high-income,
esource posture .
service-based leader FDI hub
. Heritage, ICT niches, eco- Digital governance (e- Trade/finance hub,
Branding entry . . .
tourism Estonia) education

Global university

Petra digital twin, Arabic ed- | National digital ID, e- .
campuses, Changi

Signature pilots tech hub, Bedouin eco-trails | residency

Airport
Cross-ministerial + PPPs + | Centralized digital agency | State-led strategy +
Governance model . ; ; .
diaspora + EU integration corporate partnerships

UNESCO valorization; ICT
Success signals service exports; smart-city
pilots in Amman

Global ranking
leadership; talent
attraction

Digital adoption globally
recognized; FDI inflows

4 Discussion

The application of disruptive innovation in Jordan's nation branding entails huge opportunities with
significant challenges. This section analyzes the feasibility of such strategies and provides practical
recommendations to overcome any possible hurdles. Furthermore, the section includes the
limitations that this paper faces.
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4.1 Feasibility and Challenges

Resource constraints remain a central issue: as much as disruptive innovation brings solutions that
are economically feasible, initial investments in technologies, infrastructure, and education remain
high. Jordan should carefully allocate resources to prioritize high-impact initiatives [30]. In addition,
cultural barriers may present significant obstacles, as embracing innovation requires a change in the
mindset of the public and institutional culture, and resistance to change in government and private
sectors may prove to be a constraint [31].

Global competition adds another layer of difficulty. Countries such as Estonia and Singapore
have already mastered innovative branding strategies; therefore, any new strategies must be
differentiated [32] [33]. Finally, sustainability concerns must be addressed, since innovation has to
be balanced with environmental and social sustainability to avoid creating unintended negative
consequences [34].

4.2 Recommendations

Jordan should focus on niche markets, identifying specific market areas where it can be a leader,
such as in eco-tourism or wellness tourism, and tailor branding accordingly [35]. It should also
leverage public-private partnerships (PPPs), as collaborations involving government agencies,
private businesses, and international organizations can pool resources and know-how for major
projects [36]. In addition, investing in education and training by expanding STEM education and
vocational training programs will create a workforce capable of supporting high-growth industries
[37].

Jordan should also promote pilot projects, since launching small-scale pilot projects in areas
like smart city development or digital governance can demonstrate feasibility and attract stakeholder
buy-in [38]. Finally, the country should enhance international collaboration, as partnering with
successful nations in disruptive innovation can provide valuable insights and technical assistance
[39].

To effectively implement these recommendations, it is invaluable to establish measurable
performance indicators in conjunction with correlated timelines. For tourism, a pragmatic goal could
represent a 25 percent growth in virtual-tour audience engagement for Petra within three years,
tracked through platform analytics. For cultural heritage, digitization initiatives could represent a
commitment to put in open-access digital formats no less than 50 percent of Jordan's seven
UNESCO World Heritage sites by 2030. For ICT and education, a key performance indicator could
involve the graduation of no fewer than 10,000 ICT specialists per annum until 2028, supplemented
through a 20 percent increase in ICT service export growth. For issues of governance, Jordan could
establish a goal for a minimum 10-position change in the UN E-Government Development Index
(EGDI) prior to 2030. Such concrete objectives not only offer definition for policymakers but also
harmonize Jordan's nation branding strategy with accredited international benchmarking processes.

4.3 Summary of Analysis and Recommendations

Regardless of the enormous obstacles generated by scarce resources, cultural challenges, and
fierce international competition, Jordan is not exempt from cultivating a disruptive nation branding
strategy. Rather, these challenges highlight the imperatives for focused and circumscribed
methodologies guided by the country's structural conditions. Niche markets such as eco-tourism,
digitally facilitated heritage preservation, and Arabic-language education technology have the
potential to convert Jordan's cultural and human capital into disruptive signals of disproportionate
international visibility. Construction of public—private partnerships and pilot projects provide a viable
pathway to overcoming financial and institutional limitations, and international collaboration offers
access to key knowledge and technical capabilities. Using Christensen's disruptive theory and
Anholt's model of competitive identity, these strategies reveal that Jordan's competitiveness does
not arise from replication of established leaders of branding but from applying credibility,
customization, and measurable outcomes to yield a unique position in the international market.
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4.4 Limitations

There are some limitations to this study. First, the conceptual and exploratory nature of this study
means that it is not able to include any empirical materials, and therefore, the suggested framework
and pilot initiatives have not been empirically tested. Second, the study is based on secondary
sources, which may not accurately reflect the current developments in the informal economy. Third,
while the case study design is able to provide specific insights in the Jordanian context, the
generalization potential to other contexts may be limited. Further research is recommended to
empirically validate the suggested nation branding strategies by using empirical research
methodologies, including stakeholder interviews and quantitative research.

5 Conclusion

This research has examined how the intersection of disruptive innovation and competitive identity is
able to provide Jordan with a distinctive pathway for nation branding. By making disruptive innovation
a component of its strategic approach, Jordan stands well-positioned to defeat the challenges that
its small domestic market and resource constraints present, and turn these into forces for credibility
and distinction.

The research revealed that Jordan's strongest possibilities reside in markets in which its
cultural, human, and geographical capital converge with worldwide unsatisfied demand. In tourism,
such projects as digital reproduction of Petra, Bedouin-led eco-adventure trails, and eco-lodges
within the Dana Biosphere Reserve give reliable indications of sustainable innovation, harmonizing
heritage conservation with experience-based authenticity. In technology and education, an edtech
hub for Arabic languages, international university partners, and premier smart-city projects at
Amman can capitalize on educated Jordanian youth and render the kingdom a regional center of
knowledge and digital governance. On the cultural diplomacy side, digitization of cultural sites,
international cultural festivals, and fusing traditional craftsmanship and modern design produce
exportable cultural capital and extend Jordan's soft power beyond its frontiers.

Feasibility analysis identified obstacles like budgetary limitations, institutional opposition, and
challenge from established branding powers like the UAE and Singapore. The disruptive approach
posits that the direction of Jordan's efforts should turn from mass-based competition to credibility,
agileness, and niche leadership. Cautiously constructed pilot projects of high signaling value
supported by collaboration between the private and public sectors and cross-ministerial cooperation
have the potential to provide proof-of-concept and secure national and global attention. More
significantly, conceptualizing such approaches within sustainability and inclusivity ensures that
nation branding matures from superficial pursuit to sustainable foundation for legitimacy and trust.
In summary, the combination of historical legacy, youthful human capital, and geopolitical location
of Jordan offers rich soil for a disruptive model of nation branding. By targeting underserved niches
and applying innovation-based models, Jordan is poised to create a competitive identity that not only
belongs to its environment but also is appealing to the global community. The Jordanian case
evidences how economies of limited size, driven by innovation and credibility, attain disproportionate
global visibility and position themselves as points of reference for creative and sustainable 21st-
century nation branding.

Future research should expand beyond secondary data analysis — that is implemented in this
article, by incorporating interviews with key stakeholders, surveys of global views, and longitudinal
tracking of the nation brand of Jordan in different indices. Some of these implementations are
expected to be encompassed in the main author's doctoral dissertation work. The suggested
approaches would allow for a more rigorous assessment of whether the proposed disruptive
interventions will translate or not into sustained advances in the competitive identity of Jordan.
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