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Abstract 
The aim of this study is to explore the existing differences in (regional) country identity between the two 
biggest language regions of Switzerland, and the effects that differently-framed public diplomacy messages 
have on these country identities. To analyze the heterogeneous dimensions of regional country identity 
in the two language regions and the effects of public diplomacy messages, an experimental study with 
four different groups was conducted. The results show that a) even within one country, different language 
regions have differing country identities and give varying significance to different dimensions, b) these dif-
ferences have an impact on how public diplomacy messages are perceived, and c) they also have an impact 
on the overall country identity of the recipients of these messages. Finally, we show that d) these impacts 
are moderated by the subjects’ political opinions on an issue as well as the framing of the message itself. 
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1 Introduction 

With the advent of the digital era, the world 
has experienced huge changes. Digitali-
zation and globalization have led to new 
ways of communication impacting upon 
public diplomacy. Public diplomacy is 
defined as “the way in which both govern-
ment and private individuals and groups 
influence directly or indirectly those pub-
lic attitudes and opinions which bear di-
rectly on another government’s foreign 
policy decisions” (Delany, 1968). In recent 
decades, the conditions for public diplo-
macy activities have changed drastically 
due to three different developments: The 
revolution in communication technologies, 
the revolution in politics – as many societ-
ies move towards becoming democracies, 
the means and extent of mass participa-
tion in political processes has changed – 
and the process of globalization, which has 
led to a dissolving of national borders, to a 
new interconnectedness around the globe 

and to a massive compression of available 
time and space (Nye, 1990; Gilboa, 2008; 
Vickers, 2004). 

Given these developments, Melissen 
(2005) identifies three major changes in 
public diplomacy: (1) a shift in public di-
plomacy motivated by the emergence of 
new actors, (2) a shift away from one-way 
communication towards dialogues and 
collaborations and (3) public diplomacy 
targets becoming increasingly intercon-
nected. The advent of social media has 
been a particular catalyst for these chang-
es by recasting public diplomacy from an 
asymmetrical top down communication 
into a potentially symmetrical communi-
cation by giving anyone the opportunity to 
speak up and take part in the public dis-
course (Harris, 2013). This last change pos-
es a new challenge for public diplomacy: 
to align communication strategies, which 
were designed for a foreign public, with 
the concerns of a domestic public as well 
(Goodman & Wang, 2006). In her article, 
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Fitzpatrick (2012) comes to the conclusion 
that “if public diplomacy programs are to 
be managed strategically, the field of pub-
lics must include domestic publics. In this 
era of global connectedness and interde-
pendence, the networks of influence that 
determine public diplomacy outcomes are 
no longer defined by geography or nation-
al borders.” 

Research in public diplomacy has 
acknowledged these developments and 
examined the subject in its new environ-
ment. However, the research still seems to 
be limited in different ways. Firstly, most 
research uses content analyses (Golan & 
Viatchaninova, 2013; Mogensen, 2015; 
Strauss, Kruikemeier, van der Meulen, & 
van Noort, 2015) or case studies (Khatib, 
Dutton, & Thelwall, 2012; Smyth, 2001; 
Zhong & Lu, 2013). There are not many 
experimental researches contributing to 
the understanding of causal relationships. 
Secondly, most of the research tests the 
status quo (Golan & Viatchaninova, 2013; 
Khatib, Dutton, & Thelwall, 2012; Smyth, 
2001; Zhong & Lu, 2013); in other words, 
it analyzes what public diplomacy actors 
do. The environmental changes, howev-
er, specifically illustrate the importance 
of the effects of public diplomacy activi-
ties on publics, an area which has not yet 
been addressed by any studies. The aim 
of this study, therefore, is to contribute 
to this research gap by exploring existing 
differences in country identities, taking 
the two biggest language regions of Swit-
zerland as an example, and the effects that 
differently-framed public diplomacy mes-
sages have on these country identities. We 
understand country identity as the per-
ception of the country held by the domes-
tic public itself (Buhmann & Ingenhoff, 
2015a; Rusciano, Fiske-Rusciano, & Wang, 
1997). We show that the perception of the 
significant dimensions forming a country 
identity is different between the French- 
and German-speaking parts of Switzer-
land, is moderated by political opinions 
and attitudes, and that these differences 
have an influence on how public diploma-
cy messages are perceived.

1.1 Country identity and the 4D model
To understand the concept of country 
identity it is important to understand the 
differentiation between country image 
and country identity. We will refer to the 
country image when talking about the ex-
ternal perception, and to country identity 
when dealing with the perception of the 
domestic public (Buhmann & Ingenhoff, 
2015a; Rusciano, Fiske-Rusciano, & Wang, 
1997). Even though country identity is con-
cerned with the domestic public only, it 
does not mean that this public is homoge-
nous (Buhmann & Ingenhoff, 2015a). If we 
think for example of Switzerland, with its 
various linguistic regions and its migrants, 
it becomes obvious that even within the 
domestic public there exists a very hetero-
geneous population. Thus country identi-
ty and country image cannot be complete-
ly separated, because “who we are cannot 
be completely separated from the per-
ceptions others have of us and we have of 
others” (Hatch & Schultz, 2000, p. 27). The 
two concepts are strongly interrelated, as 
there is a permanent negotiation between 
the country identity and the communicat-
ed images, which then shape the country 
identity and vice versa ( Rusciano, 2003). 

In order to measure country identity, 
the 4D Model of Buhmann and Ingenhoff 
(2015a) will be applied. This model is an 
integrative framework, developed to mea-
sure the multidimensional construct of 
country image and/or country identity. It 
draws on three basic concepts: the concept 
of national identity by Smith (1991) to de-
scribe the image object, the attitude theory 
by Ajzen and Fishbein (1980) to analyze 
the attitudes toward a country, and the 
model of reputation as a multidimension-
al construct (Eisenegger & Imhof, 2008; 
 Ingenhoff & Sommer, 2007) to differentiate 
between the cognitive and affective com-
ponents of the construct. It contains four 
dimensions: (1) The functional dimension 
of the model measures the beliefs about 
the competences and competitiveness of a 
country; (2) the normative dimension cov-
ers the beliefs regarding a country’s norms, 
values and integrity; (3) the aesthetic di-
mension measures the beliefs regarding 
a country’s attractiveness of culture and 
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landscape; and (4) the emotional dimen-
sion consists of the attractiveness and fas-
cination of a country and its citizens (Buh-
mann & Ingenhoff, 2015a). 

1.2 Public diplomacy and framing 
theory

In public diplomacy, communication is 
the primary tool. However, any message 
can be framed to achieve a different re-
action. Until now, the framing theory has 
very rarely been used to describe or ana-
lyze public diplomacy activities. This lack 
of research on framing and theoretical 
infrastructures was also criticized by Ent-
man (2008). This study therefore aims to 
test different frames as different public 
diplomacy strategies in order to examine 
their impacts on the audience. The fram-
ing type used in this study is attribute 
framing, “in which some characteristic of 
an object or event serves as the focus of 
the framing manipulation” (Levin, Schnei-
der, & Gaeth, 1998, p. 150). This means, for 
example, that an issue is addressed from 
only one perspective of the argument, 
while ignoring others. Entman (2008) 
identifies two variables moderating the 
effect of a framed strategy: magnitude and 
congruence. When the magnitude (i. e. the 
frequency and prominence) of an issue in-
creases, influence can be exerted on pub-
lic opinion about this issue. But when the 
issue is already prominent and frequently 
covered in the media, and the public is well 
informed, the effect of framing will reduce. 
With congruence, he means that a framed 
message has more effect if it is compatible 
with the dominant opinion of the public 
than that of an incongruently framed is-
sue. Chong and Druckman (2007) showed 
that most individuals are less easily affect-
ed by frames which contradict their own 
opinion. However, if the issue is controver-
sial and there is no dominant opinion, the 
framing effect is potentially high (Entman, 
2008). 

1.3 The mass immigration initiative and 
cultural differentiation

To analyze the impact of public diplomacy 
on country identity, the democratic vote 
on the mass immigration initiative in Swit-

zerland in February 2014 serves as a stim-
ulus. The initiative was launched by the 
Swiss People’s Party (SVP) in 2011. Its aim 
was to restrict immigration to Switzerland 
with limits and quotas and to privilege 
Swiss nationals when hiring staff. This vote 
is interesting to analyze in multiple ways. 
Not only was the initiative of remarkable 
global interest, but it also showed a deeply 
divided country. Even though the vote in 
favor was surprisingly high – with 50.3 % 
(BK, 2015) – it was obvious that it was not 
unanimous. Firstly, there was a difference 
in voting behavior between rural regions, 
who voted more in favor of the initiative 
(57.6%), and urban centers, where people 
were less likely to vote yes (41.5 %). This in-
dicates that the more urban the area voters 
lived in, the less likely it was that they voted 
yes. Secondly, and even more noticeable, 
are the differences between the coun-
try’s language regions. While in the Ger-
man-speaking part of Switzerland (52%) 
and the Italian-speaking part (68%) more 
than 50% voted yes, in the French-speak-
ing part only 41.5% voted yes (BFS, 2015b). 
This is in line with the results of Schmid 
(1995), who shows that the German- and 
French-speaking parts of Switzerland dif-
fer in terms of their value systems, their 
political points of view, and their attitudes 
and identity. Although country identity 
has been attributed, amongst other things, 
to a territory, the symbolic factor of a com-
mon language plays an important role in 
the formation of a country identity (Smith, 
1996). This leads to the research question 
(RQ) of this study:

RQ: What is the impact of different 
public diplomacy strategies on country 
identity?

It can be assumed that the German- and 
French-speaking parts of Switzerland 
have different regional country identities, 
which could be a reason for the differing 
opinions expressed in the vote.1 Thus, the 
first hypothesis is:

1 This assumption could be valid for all langu-
age regions. In this study, however, the focus 
remains on the two largest language regions.
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H1: The country identities of the Ger-
man-speaking and French-speaking 
parts of Switzerland differ, i. e. the val-
ues given to the different dimensions 
that form a country identity are differ-
ent in the German- and French-speak-
ing parts of Switzerland. 

Public diplomacy messages are usually de-
signed to affect the image foreign publics 
have of a country. If the domestic public, 
due to the new interconnectedness, also 
receive the message designed for the pub-
lic abroad, it might also have an impact on 
them. Therefore, we can assume:

H2: Public diplomacy strategies influ-
ence country identity.

The framing mechanisms showed that 
there are two moderating variables, mag-
nitude and congruence. The mass immi-
gration initiative is a very controversial 
and prominent issue and the Swiss public 
is potentially very well-informed. In this 
case congruence might play a significant 
role as the federal council had to explain 
why there was a yes vote, even though 
there was also a lot of opposition. So, it can 
be assumed that the people who support-
ed the initiative, based on a specific po-
litical opinion, reacted differently to such 
a message than the people who were op-
posed to it. 

H3: Personal beliefs/political opinions 
on a communicated issue moderate the 
effect of a public diplomacy strategy on 
country identity.

Framing theory leads to the assumption 
that differently-framed public diplomacy 
messages will not have the same effect. 
Also, it is possible that the different frames 
have different effects on German- and 
French-speaking Swiss, or on supporters, 
opponents or undecided voters:

H4: Differently-framed public diploma-
cy messages have a different effect on 
country identity. 

These hypotheses will be tested statistical-
ly to answer the research question of the 
study. To analyze causal relationships, it 
is reasonable to conduct an experiment. 
Therefore, the next section will be used to 
outline what method was used and why it 
was used.

2 Method

2.1 Epistemic structure and 
operationalization of the construct

Country identity is a complex latent con-
struct with both reflective and formative 
indicators. The epistemic structure is 
dependent on the specification of these 
two types. The reflective indicators are 
the outcomes of the underlying construct 
and dropping one item should not alter 
the construct, as the items result from it. 
The direction of causality of the formative 
indicators, however, is from measure to 
construct. Hence dropping an item here 
would alter the construct, as the loss of the 
item might lead to the omission of an im-
portant part of the construct (Buhmann & 
Ingenhoff, 2013; Fornell & Bookstein, 1982; 
Jarvis, MacKenzie, & Podsakoff, 2003).

Existing research concerning country 
image or country identity focuses most-
ly on reflective indicators (Ingenhoff & 
Sommer, 2010). However, the cognitive 
dimensions – functional, normative and 
aesthetic – can be seen as “variables that 
make the underlying construct appear, 
not as outcomes” (Buhmann & Ingen-
hoff, 2013, p. 68) and therefore should be 
treated as formative indicators. The emo-
tional dimension, on the other hand, is an 
outcome of the country image or country 
identity and needs therefore to be opera-
tionalized by reflective items. The opera-
tionalization of this construct is based on 
the 4D Model of Buhmann and Ingenhoff 
(2015a). Given the argumentation above, 
“the exogenous constructs of the func-
tional (FUNC), normative (NORM), and 
aesthetic (AEST) dimensions (cognitive 
country image component) were opera-
tionalized with formative indicators while 
the endogenous construct of the emotion-
al (EMOT) dimension (affective country 
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image component) was matched with 
reflective indicators” (Buhmann & Ingen-
hoff, 2013, p. 69). 

2.2 Variables
Political Attitudes and Personal Beliefs. 
First, the political attitudes and personal 
beliefs on the mass immigration initia-
tive had to be measured as control vari-
ables. The items used here are from the 
2015 Swiss election studies (Lutz, 2015). 
The subjects were first asked to relate 
themselves to the Swiss party they think 
match their opinions the most. Then they 
were asked to position themselves on a 
left-right scale with seven options. Lastly, 
they were asked how they voted (or if they 
didn’t vote, how they would have voted) on 
the mass immigration initiative on 9th Feb-
ruary 2014.

Opinions of Switzerland (i. e. summa-
ry items). It is also necessary to test overall 
opinions of Switzerland before presenting 
the stimuli. In order to do so, the subjects 
were asked four questions, rating each of 
the four dimensions of country identity 
(functional, normative, aesthetic or emo-
tional) on a seven point Likert-scale. These 
questions were also used as global items 
summarizing the four constructs, which 
helps in assessing the external validity of 
the formative constructs later on.

Country identity. To measure country 
identity the items of Buhmann and Ingen-
hoff (2013) were used. The set consists of 
43 items: 19 for the functional dimension, 
12 for the normative dimension, 8 for the 
aesthetic dimension (formative items) and 
4 for the reflective specified dimension 
(emotional dimension). 

2.3 Experimental online survey
To analyze the impact of public diplomacy 
on country identity, an experimental study 
with four different groups was conducted. 
This method was used because it can look 
for causalities. To control for intervening 
variables the subjects are randomly allo-
cated to a group, so the groups are as sim-
ilar as possible (Kühl, 2009). In order to be 
able to assign the differences between the 
groups to the stimuli, it is favorable to have 
a homogenous sample. The more similar 

the subjects are, the more clearly the dif-
fering outcome can be related to the mea-
sured causality. Different communication 
strategies on explaining the outcome of 
the vote on the mass immigration initiative 
served stimuli. They were created as news-
paper articles in order to gauge their dif-
ferent impacts on the country identity. The 
public diplomacy strategies were fictional, 
each strategy referring to one dimension 
of the three independent dimensions of 
the 4D Model (functional, normative and 
aesthetic). Thus the subjects were divid-
ed into three treatment groups, with each 
group exposed to one of the three stimuli, 
and one control group.

The fictional newspaper articles 
were set in two different real newspapers, 
the French Le Figaro and the German Die 
Süddeutsche Zeitung. As the experiment 
took place in both the French- and Ger-
man-speaking parts of Switzerland, the 
highest-circulation quality newspapers of 
each of the neighboring countries were 
chosen (Latzer, Aubert, Just, Korinth, & 
Saurwein, 2012). To come up with the con-
tent of the newspaper articles, different ex-
isting newspaper articles dealing with the 
mass immigration initiative were used as 
orientation. 

In order to test the hypotheses, we 
decided to choose the professional Swiss 
farmer’s association, “IP-Suisse,” as a sam-
ple. This was chosen because it is helpful 
in an experimental study to use a homog-
enous and large sample. Due to the huge 
number of IP-Suisse members, the sam-
ple consists of 1 477 persons. The partici-
pants were randomly divided into the four 
groups, resulting in 395 subjects in the 
control group, 366 in the functional framed 
group, 343 in the normative framed group, 
and 373 in the aesthetic framed group. 
The sample is dominated by men (82%), 
which is not surprising among farmers. 
The average age of the sample is 54 years 
(SD = 10.074). Although the sample is not 
representative of the Swiss population, 
members of IP-Suisse are nevertheless 
a suitable group to test the hypotheses. 
Farmers and agricultural employees are 
generally known to have political opinions 
on the issues of mass immigration and cul-
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tural differentiation, which lowers the risk 
of measuring opinions that do not actually 
exist. In fact, on a scale from one (left) to 
seven (right), 40.3% positioned themselves 
on the right end (six and seven), with 
67.8% (69.4% German-speaking, 60.6% 
French-speaking) answering that they 
voted (or would have voted) yes for the 
mass immigration initiative. Moreover, the 
farmer’s association has members across 
all language regions of Switzerland, which 
allows for comparison of German-speak-
ing and French-speaking Swiss. Of these 
1 477 subjects, 1218 (82.5%) are from the 
German-speaking part of Switzerland and 
259 (17.5%) from the French-speaking 
part.

3 Results

In this study we test a variance-based par-
tial least squares structural equation mod-
el (PLS-SEM), which offers more flexible 
modeling (Tenenhaus, Vinzi, Chatelin, & 
Lauro, 2005). This way of modeling is es-
pecially useful when measuring formative 
constructs (Diamantopoulos & Winkl-
hofer, 2001; Monecke & Leisch, 2012). We 
used the software Smart-PLS to conduct 
PLS-SEM, which also offers the option of 
calculating Multi Group Analyses (MGA) 
to analyze the significance of differences 
between groups in PLS-SEM. In the fol-
lowing, we will first present the different 
ways of evaluating the measurement mod-
els, both for the reflective construct of the 
emotional dimension and the formative 
constructs of the functional, normative 
and aesthetic dimensions. We will then 
analyze the structural models, and draw 
conclusions for testing our hypotheses.

3.1 Measurement and structural model 
evaluation 

The analyses of the reflective construct for 
both the German and French models show 
that the validity is given. The loadings are 
all above the target value of 0.7, and can 
therefore explain more than 50 percent of 
the variance of the latent construct. For 
the French-speaking group, the third indi-
cator is below 0.7 (0.632) and would there-

fore usually be omitted. However, in order 
to keep the models comparable and due 
to the other quality criteria, which suggest 
that it is nonetheless a good model, this in-
dicator will be kept. 

In order to analyze the external valid-
ity of the formative model, the correlation 
of the formative indicators with a reflective 
indicator of the same construct will be ex-
amined. Therefore, a global item for each 
construct has been developed and was 
integrated in the survey (Buhmann & In-
genhoff, 2015b). For the German-speaking 
part, all indicators show a significant pos-
itive correlation with the global item. For 
the French-speaking part, one indicator of 
the aesthetic dimension is not significantly 
correlated. Nevertheless, the great majori-
ty confirm the external validity of the con-
structs. In a next step, the model has to be 
tested for collinearity issues. The variance 
inflation factor (VIF) describes the “degree 
to which the standard error has been in-
creased due to the presence of collineari-
ty” (Hair Jr, Hult, Ringle, & Sarstedt, 2013, 
pp. 124–125). In a PLS-SEM, a VIF-value ≥ 5 
implies collinearity issues. The VIF of the 
two models are all below the critical value. 
Therefore, we can assume that there are no 
collinearity issues within the models. In a 
final step, due to its significance and rele-
vance, i. e. the outer weights, the function-
al item influential culture was omitted. 
From a theoretical point of view, it can be 
argued that a distinction from the aesthet-
ic construct is difficult and that it might 
not be as important to the subjects in their 
functional country identity. The other in-
dicators proved to be important.

To assess the structural model, the 
path coefficients and their t-values are 
examined in order to evaluate their sig-
nificance. The cognitive components (as 
predicted by Buhmann and Ingenhoff, 
2015a) all have a significant positive cor-
relation with the affective component. The 
results of the t-values show that the cog-
nitive dimensions contribute significant-
ly in explaining the affective dimension, 
as they are all above the critical value of 
1.96. The cognitive components explain 
41.6% (German-speaking Swiss) to 67.2% 
(French-speaking Swiss) of the variance 
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of the affective component. These results 
are satisfactory. For the German-speak-
ing Swiss model all effect sizes are small, 
while for the French-speaking Swiss the 
f 2-effect size of the aesthetic construct is 
medium (Cohen, 2013). This means that 
for French-speaking Swiss the aesthetic di-
mension contributes more of the variance 
of the emotional dimension.

Although Tenenhaus, Amato, and 
Esposito Vinzi (2004) suggested a PLS 
goodness-of-fit (GoF) index, which would 
validate the model more globally, Hensel-
er and Sarstedt (2013) came to the con-
clusion that the usefulness of the GoF 
is not given as a PLS-SEM criterion. The 
only approximate criterion to evaluate the 
model fit in PLS-SEM is the standardized 
root mean square residual (SRMR). The 
SRMR is the distance between the “mod-
el implied and the empirical correlation 
matrix” (Henseler, Hubona, & Ray, 2016, 
p. 11). For the SRMR, a value of 0.08 or low-
er indicates a good model fit (Hu & Bentler, 
1999). The German-speaking Swiss model 
value is 0.055 and the French-speaking 
Swiss model value is 0.069. Both models 
therefore show acceptable model fits. 

In summary, the structural model 
results show two acceptable models (Fig-
ure 1 and 2), which sufficiently explain the 
variance of the endogenous construct and 
show significant paths. The SRMR indi-
cates that both models have an acceptable 
fit, and are therefore ready for compari-
sons. 

3.2 Testing the hypothesis
To test the first hypothesis, a Partial Least 
Squares Multi-Group Analysis (PLS-MGA) 
is conducted. The MGA aims to examine 
the effect of a categorical variable on the 
relationships of the PLS-SEM. This meth-
od offers the possibility of comparing the 
path model between the groups and eval-
uates the probability that parameter esti-
mates are higher in one subsample than 
the other, in order to verify the probable 
difference of these estimates among the 
subgroups. 

The first hypothesis states that the 
German-speaking Swiss have a different 
country identity to the French-speaking 

Swiss. In order to examine this hypoth-
esis an MGA between the German- and 
French-speaking groups is conducted in-
cluding only the control group. 

The results in Table 1 show that the 
German-speaking Swiss have a much 
higher coefficient for the relation between 
the normative and emotional constructs 
(0.318 to 0.072), while the French-speak-
ing Swiss have higher coefficients for the 
relation between the functional and emo-
tional ones (0.482 to 0.277). 

Table 2 presents the differences of the 
outer weights and loadings. Looking at the 
functional indicators it can be observed 
that the different language regions esti-
mate the indicators very differently. For 
example, for the French-speaking Swiss 
the partialized effect of the country’s inno-
vativeness on the functional dimension is 
negative (–0.317), whereas it is a high pos-
itive effect (0.204) for the German-speak-
ing Swiss. The outer loadings (except for 
the fascination for Switzerland) all differ 
significantly. These results show that hy-
pothesis 1 can be accepted. There are sig-
nificant differences between the country 
identities of the two different language 
regions.

In order to analyze whether the pub-
lic diplomacy strategies have an effect 
on country identity, the control group 
are compared with the treatment groups 
( Table 3). For the German-speaking Swiss 
no significant differences can be found. 
For the French-speaking Swiss there is a 
significant difference in relationship be-
tween the normative and emotional di-
mensions of the construct (0.062 to 0.282). 
Thus reading any of the three different 
frames seems to have an influence on the 
relationship between the normative and 
emotional dimensions of their country 
identity.

The differences between the indica-
tors for the German-speaking Swiss can 
be seen in Table 4. The results show that 
while the examination of the path differ-
ences showed no significant results for the 
German-speaking Swiss between those 
who were not exposed to a stimulus and 
those who were, the indicators differ be-
tween the groups. It is interesting to see 
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Figure 1: Structural model results of the German-speaking group
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Figure 2: Structural model results of the French-speaking group
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Table 1: Comparison of country identity in German- and French-speaking Switzerland

German-speaking (n = 311) French-speaking (n = 84)

Path coeff. t-values SE Path coeff. t-values SE |diff|

FUNC –> EMOT 0.277 3.820 0.072 0.482 5.393 0.089 0.205*

NORM –> EMOT 0.318 4.109 0.077 0.072 0.954 0.075 0.246*

AESTH –> EMOT 0.167 2.643 0.063 0.380 4.696 0.081 0.213
Note. *p ≤ .05; **p ≤ .01.

Table 2: MGA results of comparison: Outer weights and loadings of the different  
language  regions

German-speaking Switzerland French-speaking Switzerland

Loadings t-values SE Loadings t-values SE |diff|

Liking the country 0.722 15.816 0.046 0.883 24.445 0.036 0.161**

Country attractiveness 0.715 14.991 0.048 0.881 30.921 0.028 0.166**

Pride in the country 0.803 24.914 0.032 0.564 4.531 0.124 0.239*

Dimensions Weights t-values SE Weights t-values SE |diff|

Functional dimension

Country innovativeness 0.204 1.767 0.116 –0.317 1.919 0.165 0.521**

Efficient economy 0.100 1.058 0.095 0.612 2.833 0.216 0.511*

Economic strength 0.180 2.070 0.087 –0.092 0.686 0.134 0.272*

Use of international political developments –0.228 1.745 0.131 0.311 2.035 0.153 0.539**

Infrastructure –0.009 0.097 0.097 –0.360 2.154 0.167 0.351*

Normative dimension

Interest in well-being of fellow men 0.320 2.606 0.123 –0.089 0.419 0.211 0.213*

Aesthetic dimension

Culinary 0.166 9.956 0.017 0.275 7.996 0.034 0.109**

History 0.161 8.304 0.019 0.082 1.410 0.058 0.116**

Intact nature 0.119 5.015 0.024 0.213 4.546 0.047 0.094*

Charismatic pers. 0.224 10.595 0.021 0.094 2.079 0.045 0.130**
Note. *p ≤ .05; **p ≤ .01. Table only contains on significant differences for readability reasons.

Table 3: Effects of stimuli on country identity of German- and French-speaking respondents

Path coeff. t-values SE Path coeff. t-values SE |diff|

German-speaking Control group: German-speaking (n = 311) Stimulus group: German-speaking (n = 907)

FUNC –> EMOT 0.246 3.288 0.075 0.199 4.076 0.048 0.047

NORM –> EMOT 0.307 3.941 0.078 0.280 6.283 0.045 0.028

AESTH –> EMOT 0.221 3.063 0.072 0.242 5.575 0.043 0.021

French-speaking Control group: French-speaking (n = 84) Stimulus group: French-speaking (n = 175)

FUNC –> EMOT 0.460 5.101 0.089 0.249 3.305 0.075 0.211*

NORM –> EMOT 0.062 0.771 0.080 0.282 4.072 0.069 0.220*

AESTH –> EMOT 0.422 5.237 0.081 0.395 5.288 0.075 0.027
Note. *p ≤ .05; **p ≤ .01.
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that there are indicators that have high-
er effects, while others have lower effects 
among the functional and normative di-
mensions when exposed to the stimuli. 
However, the significant differences of the 
aesthetic indicators are all higher when 
the subjects read a stimulus.

For the French-speaking Swiss, the 
indicators of the emotional dimension do 
not show any significant difference be-
tween the group with a stimulus and the 
control group (Table 5). It can be seen that 
the indicators of the functional dimension 
reacted the most with the stimuli. Overall 
the results show differences between the 
group with a stimulus and the group with-
out, either in the paths or the indicators 
or both. Therefore, the second hypothesis 
can be confirmed. There is a difference in 
country identity after being exposed to a 
stimulus.

Hypothesis 3 states that the recipients’ 
personal beliefs on the communicated is-
sue of the public diplomacy message mod-
erates the effect that the message has on 
their country identity. Even though there 
were differently-framed messages, they 
were all explaining the acceptance of the 
yes vote in a subjective way. This means 
that the personal beliefs of the support-
ers of the mass immigration initiative (i. e. 

their acceptance) were reflected in the 
text. Thus, the same analysis as before is 
conducted again, but this time with the 
two language regions further separated 
in their personal beliefs on the mass im-
migration initiative (i. e. supporters and 
opponents).

In Table 6 the results of the combined 
calculation are presented. The results show 
that within the German-speaking Swiss 
only the supporters of the mass immigra-
tion initiative show a significant difference 
between the group with the stimuli and 
the group without. The different path is the 
one between the functional and emotional 
construct, which is higher when exposed 
to a stimulus (0.178 to 0.303). Interesting-
ly, for the French-speaking supporters this 
result cannot be observed. However, there 
might still be differences found among 
the indicators of the different subgroups. 
Tables 7, 8 and 9 present the multi-group 
analysis results for the indicator weights 
and loadings for the different subgroups 
calculated in Table 6.

For the German-speaking Swiss who 
support the mass immigration initiative, 
the results show that for the normative 
and aesthetic dimensions the effects are 
significantly higher when exposed to the 
stimuli. However, the functional dimen-

Table 4: MGA results of comparison: Outer weights and loadings of German-speaking 
 respondents with and without Stimulus

Control group Stimulus group

Loadings t-values SE Loadings t-values SE |diff|

Pride in the country 0.804 24.991 0.032 0.727 27.044 0.027 0.077*

Dimensions Weights t-values SE Weights t-values SE |diff|

Functional dimension

Efficient economy 0.219 1.978 0.111 –0.040 0.685 0.058 0.259*

Use of international political developments –0.008 0.088 0.095 0.262 4.149 0.063 0.270**

Infrastructure –0.227 1.718 0.132 0.031 0.390 0.081 0.259*

Normative dimension

Environmental protection 0.350 3.127 0.112 0.099 1.540 0.064 0.251*

Sustainability –0.229 2.590 0.088 0.134 2.483 0.054 0.363**

High moral standards 0.317 3.235 0.098 0.127 2.223 0.057 0.191*

Fair welfare system –0.031 0.273 0.112 0.182 2.880 0.063 0.213*

Aesthetic dimension

Cultural goods –0.058 0.449 0.128 0.186 2.434 0.076 0.244**

Landscape –0.066 0.514 0.127 0.336 4.516 0.074 0.402*
Note. *p ≤ .05; **p ≤ .01
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Table 5: MGA results of comparison: Outer weights and loadings of French-speaking 
 respondents with and without stimulus

Dimensions Control group Stimulus group

Weights t-values SE Weights t-values SE |diff|

Functional dimension

Country innovativeness –0.318 1.917 0.166 0.076 0.839 0.090 0.394*

Efficient economy 0.613 2.867 0.214 –0.114 0.762 0.149 0.726**

Use of international political developments 0.312 2.082 0.150 0.005 0.059 0.090 0.306*

Infrastructure –0.361 2.158 0.167 0.282 2.559 0.110 0.642**

Normative dimension

Environmental protection 0.326 1.842 0.177 –0.137 1.441 0.095 0.463**
Note. *p ≤ .05; **p ≤ .01.

Table 6: Effects of stimuli on country identity of German- and French-speaking respondents with 
regard to political beliefs

Path coeff. t-values SE Path coeff. t-values SE |diff|

German speaking

Control group: Supporter (n = 219) Stimulus group: Supporter (n = 626)

FUNC –> EMOT 0.403 2.535 0.077 0.142 6.025 0.055 0.262*

NORM –> EMOT 0.178 5.264 0.070 0.303 2.599 0.050 0.125

AESTH –> EMOT 0.255 3.714 0.069 0.274 5.150 0.053 0.019

Control group: Opponents (n = 78) Stimulus group: Opponents (n = 241)

FUNC –> EMOT 0.447 3.362 0.133 0.315 3.886 0.081 0.131

NORM –> EMOT 0.295 2.728 0.108 0.232 3.128 0.074 0.063

AESTH –> EMOT 0.218 2.217 0.098 0.233 3.258 0.071 0.015

French- speaking Swiss

Control group: Supporter (n = 54) Stimulus group: Supporter (n = 103)

FUNC –> EMOT 0.497 4.102 0.121 0.492 5.771 0.085 0.004

NORM –> EMOT 0.112 1.150 0.098 0.123 1.677 0.077 0.011

AESTH –> EMOT 0.326 3.307 0.099 0.348 4.511 0.077 0.022
Note. *p ≤ .05; **p ≤ .01.

Table 7: MGA results of comparison: Outer weights and loadings of German-speaking 
 respondents with and without stimulus moderated by supporting (congruent)  
personal beliefs

Control group Stimulus group

Loadings t-values SE Loadings t-values SE |diff|

Pride in the country 0.810 23.102 0.035 0.713 20.283 0.035 0.097*

Weights t-values SE Weights t-values SE |diff|

Functional dimension

Stable economic system –0.105 1.259 0.084 0.099 1.296 0.076 0.204*

Country innovativeness 0.390 3.449 0.113 0.118 1.291 0.091 0.272*

Political stability –0.080 0.821 0.098 0.315 3.761 0.084 0.396**

Normative dimension

Sustainability –0.194 1.921 0.101 0.130 1.912 0.068 0.324**

Fairness of international economic/trade policy –0.132 1.291 0.103 0.090 1.223 0.074 0.223*

Aesthetic dimension

Landscape –0.165 1.334 0.124 0.313 3.169 0.099 0.478**

Note. *p ≤ .05; **p ≤ .01.
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sion offers mixed differences (higher and 
lower for the group with the stimuli). It is 
also interesting that pride in the country 
has a lower effect when exposed to the 
stimulus.

For the German-speaking Swiss who 
opposed the initiative it can be seen that 
none of the emotional indicators are sig-
nificantly affected by the stimulus. Except 
for one indicator (engagement for societal 
interests 0.471 to 0.085), all indicators have 
higher effects on the different dimensions. 

For the French-speaking Swiss who 
supported the mass immigration initia-
tive, as with the German-speaking sup-
porters, the indicator “pride in the coun-
try” is lower when exposed to the stimulus. 
But the values of the loadings are way 
below the critical value of 0.7. Therefore 
this indicator does not reflect the favor-

able attitude towards the country of the 
French-speaking Swiss who supported 
the mass immigration initiative. Howev-
er, in contrast to the German-speaking 
supporters, the normative and aesthetic 
indicators with significant differences are 
lower (0.481 to –0.168; 0.472 to 0.091) for 
the French-speaking Swiss when exposed 
to the stimulus. Here, the functional indi-
cators again offer mixed significant differ-
ences. Unfortunately, the French-speaking 
Swiss group who oppose the mass immi-
gration initiative is too small (i. e. n = 28 in 
the control group) to get any valid results. 
Therefore, this space is left blank in the  
Table 6.

These results show that personal be-
liefs on the issue are actually moderating 
the effect of public diplomacy on country 

Table 8: MGA results of comparison: outer weights and  loadings of German-speaking 
 respondents with and without stimulus moderated by opposing ( incongruent) opinion

Control group Stimulus group

Weights t-values SE Weights t-values SE |diff|

Functional dimension

Use of international political developments –0.471 1.672 0.282 0.091 0.883 0.103 0.562*

Normative dimension

Sustainability –0.302 1.542 0.196 0.098 0.997 0.098 0.400*

Engagement for societal interests 0.471 2.247 0.210 0.085 0.892 0.096 0.386*

Respect for other nations –0.687 2.543 0.270 0.227 2.117 0.107 0.914**

Aesthetic dimension

National languages –0.350 1.300 0.269 0.177 1.243 0.143 0.528*
Note. *p ≤ 0.05; **p ≤ 0.01.

Table 9: MGA Results of comparison: outer weights and loadings of French-speaking 
 respondents with and without Stimulus moderated by supporting (congruent)  
personal beliefs

Control group Stimulus group

Loadings t-values SE Loadings t-values SE |diff|

Pride in the country 0.220 1.077 0.204 0.675 9.573 0.071 0.455*

Weights t-values SE Weights t-values SE |diff|

Functional dimension

Country innovativeness –0.559 2.008 0.278 0.129 1.196 0.108 0.688*

Successful athletes 0.287 1.254 0.229 –0.177 1.687 0.105 0.463*

Infrastructure –0.623 1.617 0.385 0.201 1.663 0.121 0.825*

Normative dimension

Environmental protection 0.481 1.994 0.241 –0.168 1.348 0.125 0.649*

Aesthetic dimension

Intact nature 0.472 2.743 0.172 0.091 0.941 0.097 0.381*
Note. *p ≤ 0.05; **p ≤ 0.01.
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identity. Thus, hypothesis 3 can be ac-
cepted.

The final hypothesis states that differ-
ently-framed public diplomacy messages 
have different effects on country identity. 
Therefore, the separate treatment groups 
and the control group will be compared to 
evaluate the varying reactions to different-
ly-framed public diplomacy communica-
tion. Tables 10 and 11 show the compari-
sons between the different experimental 
groups. The results show that for the Ger-
man-speaking Swiss the groups do not 
differ significantly among the paths. Thus, 
there is no difference between the subjects 
who were exposed to a functional framed 
stimulus, a normative framed stimulus, an 
aesthetic framed stimulus or even none at 
all on the paths. However, previous results 
of this study confirmed the moderating 

role of personal beliefs on the issue, which 
means that it is possible that political be-
liefs moderate the effect again here. 

For the French-speaking Swiss the re-
sults show a different picture. Comparing 
the control group with the group that had 
a functional framed stimulus, the path be-
tween the normative and the emotional 
construct exhibits a significant difference. 
This path increases (0.062 to 0.233) when 
the subjects are exposed to a functional 
framed message. The same is true for the 
comparison between the control group 
and the group with the normative framed 
stimulus, as the path between the norma-
tive and emotional constructs increases 
by 0.189 (0.062 to 0.251). There is also a 
significant difference between the control 
group and the group with the normative 
framed stimulus with the path between 

Table 10: Multi-group analysis of all treatment groups: Comparison of the effects of the different 
frames on country identity of German-speaking respondents

Relations Control group
(n = 311)

Functional framed
(n = 322)

Normative framed
(n = 278)

Aesthetic framed
(n = 307)

Path coeff. t-values SE Path coeff. t-values SE Path coeff. t-values SE Path coeff. t-values SE

FUNC –> EMOT 0.246 3.262 0.075 0.278 4.216 0.066 0.313 3.851 0.065 0.313 4.585 0.068

NORM –> EMOT 0.307 3.836 0.080 0.204 3.039 0.067 0.239 3.691 0.081 0.299 4.767 0.063

AESTH –> EMOT 0.221 3.084 0.072 0.276 4.262 0.065 0.241 3.478 0.069 0.151 2.250 0.067

Differences (MGA)

Relations CG –> TGF CG –> TGN CG –> TGA TGF –> TGN TGF –> TGA TGN –> TGA

|d
iff

| FUNC –> EMOT 0.032 0.067 0.067 0.035 0.035 0.000

NORM –> EMOT 0.103 0.068 0.009 0.035 0.095 0.060

AESTH –> EMOT 0.055 0.020 0.070 0.035 0.125 0.090
Note. *p ≤ 0.05; **p ≤ 0.01.

Table 11: Multi-group analysis of all treatment groups: Comparison of the effects of the different 
frames on country identity of French-speaking respondents

Relations Control group (n = 84) Functional framed (n = 44) Normative framed (n = 65) Aesthetic framed (n = 66)

Path coeff. t-values SE Path coeff. t-values SE Path coeff. t-values SE Path coeff. t-values SE

FUNC –> EMOT 0.460 5.154 0.089 0.393 2.496 0.091 0.509 3.740 0.136 0.311 2.669 0.116

NORM –> EMOT 0.062 0.782 0.079 0.233 2.563 0.157 0.251 2.230 0.112 0.214 2.310 0.093

AESTH –> EMOT 0.422 5.195 0.081 0.396 3.463 0.114 0.178 1.664 0.107 0.446 4.046 0.110

Differences (MGA)

Relations CG –> TGF CG –> TGN CG –> TGA TGF –> TGN TGF –> TGA TGN –> TGA

|d
iff

| FUNC –> EMOT 0.067 0.049 0.149 0.116 0.082 0.198

NORM –> EMOT 0.172* 0.189* 0.152 0.017 0.020 0.037

AESTH –> EMOT 0.026 0.245** 0.024 0.218* 0.050 0.269**
Note. *p ≤ 0.05; **p ≤ 0.01.
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the aesthetic and the emotional construct 
(0.422 to 0.178). Thus, the path decreases 
significantly if the subjects are exposed to 
the normative framed stimulus. Another 
significant difference occurs between the 
group with the functional framed article 
and those with the normative framed ar-
ticle. The path between the aesthetic and 
the emotional construct is lower (0.396 to 
0.178) if a normative framed article was 
read in comparison with the functional 
framed article. Also, a significant differ-
ence can be seen between the group with 
the normative frame and the one with 
the aesthetic frame. The differing path is 
again the one between the aesthetic and 
the emotional construct (0.178 to 0.446), 
which is higher with the aesthetic framed 
stimulus compared to the normative 
framed stimulus. Thus, there is a differ-
ent effect on the country identity of the 
French-speaking Swiss subjects depend-
ing on how a public diplomacy message is 
framed.

Unfortunately, for the French-speak-
ing Swiss, separating the groups into four 
subgroups again makes it impossible to 
check for the moderating effect of polit-
ical beliefs because the groups are too 
small (i. e., n = 28 CG; n = 16 TG

N
; n = 26 TG

F
; 

n = 25 TG
A
). Therefore, this step can only 

be made for the German-speaking Swiss. 
The results show significant differences for 
the German-speaking Swiss who support 
the mass immigration initiative. Table 12 
displays the results of the comparison. It 
can be seen that there are significant dif-
ferences between the control group and 
the other groups. Between the control 
group and the group with the functional 
stimulus, the path between the function-
al dimension and the emotional dimen-
sion differs significantly. Looking at the 
path coefficients it can be observed that 
the control group’s path is higher than the 
functional framed group’s (0.403 to 0.219). 
But the control group also differs from the 
other two dimensions regarding the path 

Table 12: Multi-group analysis of all treatment groups: Comparison of the effects of the different 
frames on country identity of German-speaking respondents controlled for  
political beliefs

Relations Control group Functional framed Normative framed Aesthetic framed

Path coeff. t-values SE Path coeff. t-values SE Path coeff. t-values SE Path coeff. t-values SE

Supporters

FUNC –> EMOT 0.403 5.260 0.077 0.219 3.017 0.073 0.268 3.429 0.078 0.280 3.258 0.086

NORM –> EMOT 0.178 2.546 0.070 0.221 2.844 0.078 0.329 4.452 0.074 0.311 4.442 0.070

AESTH –> EMOT 0.225 3.672 0.069 0.308 4.207 0.073 0.213 2.998 0.071 0.156 1.752 0.089

Opponents

FUNC –> EMOT 0.447 3.378 0.132 0.455 3.969 0.115 0.569 4.439 0.128 0.460 5.217 0.088

NORM –> EMOT 0.295 2.803 0.105 0.209 2.243 0.093 0.154 1.400 0.110 0.234 2.333 0.100

AESTH –> EMOT 0.218 2.124 0.103 0.142 1.668 0.085 0.213 1.951 0.109 0.196 2.205 0.089

Relations CG –> TGF CG –> TGN CG –> TGA TGF –> TGN TGF –> TGA TGN –> TGA

Differences (MGA)

Supporters |diff|

FUNC –> EMOT 0.184** 0.135 0.124 0.049 0.060 0.011

NORM –> EMOT 0.043 0.151* 0.133* 0.108 0.090 0.018

AESTH –> EMOT 0.053 0.042 0.099 0.095 0.152* 0.057

Opponents |diff|

FUNC –> EMOT 0.008 0.122 0.014 0.114 0.005 0.109

NORM –> EMOT 0.086 0.141 0.061 0.055 0.026 0.080

AESTH –> EMOT 0.076 0.005 0.022 0.070 0.053 0.017
Note. *p ≤ 0.05; **p ≤ 0.01.
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between the normative and the emotional 
dimension. Each group’s path coefficient 
is significantly higher than that of the con-
trol group (0.178 to 0.329; 0.178 to 0.311). 
Another group comparison that offers 
a significant difference is that between 
the functional framed group and the aes-
thetic framed group. The path coefficient 
between the aesthetic and the emotion-
al construct is significantly higher for the 
group that was exposed to the functional 
framed newspaper article (0.308 to 0.156). 
Thus, for both language groups there have 
been significant differences between the 
control group and at least one treatment 
group. Therefore, hypothesis 4 can be ac-
cepted. There is an effect of public diplo-
macy strategies on country identity. 

3.3 Interpretation
The results indicate a clear difference 
between the country identities of the 
German-speaking and French-speaking 
Swiss. The composition of the different 
dimensions differs significantly between 
the two language regions, which confirms 
the findings of Smith (1995) that the dif-
ferent regions have different values, atti-
tudes and, most importantly, identities. It 
is noticeable that for the French-speaking 
Swiss the normative dimension seems not 
to be a significant part of their construct-
ed country identity, while it is the most 
important one for the German-speaking 
Swiss. This means that the German-speak-
ing Swiss compose their country identity 
more from their beliefs about norms and 
values while the French-speaking Swiss 
have stronger beliefs about the competi-
tiveness of Switzerland and the attractive-
ness of the Swiss culture and landscape. 

Comparing the country identity of 
the groups who were not exposed to the 
stimulus with those who were, the re-
sults show significant differences. For the 
French-speaking Swiss these differences 
are immediately clear. Their normative 
dimension is more important after being 
exposed to the stimulus, which indicates 
that reading how the federal council ex-
plains the acceptance of the mass immi-
gration initiative to foreign publics trig-
gers the normative dimension, which then 

constitutes the favorable attitude toward 
their own country and with it their country 
identity. As the debate is an issue that con-
cerns a lot of normative values (treatment 
of immigrants), it makes sense that this 
dimension is triggered by the messages 
overall. The increase of the normative di-
mension implies that the French-speaking 
Swiss value this dimension (i. e. the norms 
and values of Switzerland) more highly 
when they are exposed to a stimulus, even 
though this dimension did not contribute 
to their emotional attitude towards Swit-
zerland before the stimulus. On the other 
hand, they perceive the competences and 
competitiveness as lower than they did 
without having read the newspaper arti-
cle. These results suggest that what they 
have read intensified their beliefs about 
the normative attributes of Switzerland 
but also weakened their beliefs about the 
competitive attributes. This reflects the 
thought of Ajzen and Fishbein (1980) that 
“the purpose of persuasive communica-
tion is to change the primary beliefs […].” 
For the German-speaking Swiss there is no 
difference in the relations of the dimen-
sions of their country identity. However, 
looking at the indicator differences for the 
German-speaking Swiss also reveals sig-
nificant changes as a result of the stimuli. 
Thus, for both language regions signifi-
cant differences can be found between the 
subjects who were not exposed to a public 
diplomacy message and those who were. 
These results confirm the hypothesis that 
public diplomacy strategies do have an ef-
fect on the country identity of the domes-
tic public. 

Testing the same comparison as above, 
while using personal beliefs on the mass 
immigration initiative as a moderating 
variable, reveals significant differences 
in paths as well as indicators. The results 
show that for the German-speaking Swiss 
supporters the effect on congruent per-
sonal beliefs is verifiable, while looking at 
the paths none can be detected for the op-
ponents. German-speaking supporters of 
the initiative who read a public diplomacy 
message estimated the competitiveness of 
Switzerland to be higher than those who 
were not exposed to the message. How ever, 
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German-speaking opponents did not show 
any reaction to the stimulus. This finding 
is in line with the assumption of Entman 
(2008) that issues have stronger effects on 
recipients whose personal beliefs are con-
gruent to the issue, than on incongruent-
ly-opinioned recipients. Interestingly, for 
the French-speaking Swiss who support-
ed the initiative, no significant difference 
of the paths can be found. This is, insofar 
as it goes, not intuitive as previous results 
showed significant differences between 
French-speaking Swiss who were exposed 
to a stimulus and the control groups. How-
ever, looking again at the indicator differ-
ences, multiple changes of the country 
identity can be observed. Thus, the person-
al beliefs on the issue being communicated 
are clearly moderating the effects of public 
diplomacy on country identity. This means 
that the overall frame, i. e. whether an issue 
is communicated in a positive or negative 
way, does have a different effect depending 
on the recipients’ personal beliefs. These 
results underline previous findings that a 
strong opinion or belief has an impact on 
the effect of frames (Druckman & Nelson, 
2003; Slothuus, 2008).

Also acting as moderators are the dif-
ferent frames used to design the public di-
plomacy messages. The German-speaking 
Swiss who supported the initiative show 
a significant difference between the con-
trol group and the other three groups. The 
control group’s path between the func-
tional and emotional constructs is signifi-
cantly higher than that of the functional 
framed group, while its path between the 
normative and emotional constructs is 
significantly lower than that of the groups 
exposed to a normative or aesthetic 
framed stimulus. This means that the be-
lief in the competitiveness of Switzerland 
declines when exposed to the functional 
framed public diplomacy messages. Thus, 
for supporters of the mass immigration 
initiative, the functional arguments for 
its acceptance, which were stated in the 
article, trigger a decline in the functional 
dimension of Switzerland. On the other 
hand, being exposed to a normative or 
aesthetic framed newspaper article trig-
gered an increase of belief in the norms 

and values of Switzerland. Another sig-
nificant difference can be seen between 
the functional framed stimulus group and 
the aesthetic framed stimulus group. The 
belief in the attractiveness and beauty 
of Switzerland’s culture and landscapes 
is significantly lower when the subjects 
were exposed to the aesthetic frame than 
to the functional frame. This could imply 
that the supporters might have feared the 
loss of cultivated land, which was men-
tioned in the aesthetic framed article. 
Considering their profession as farmers, 
this issue might have had a stronger effect. 
The results for the French-speaking Swiss 
show firstly that there is a significant dif-
ference between the control group and 
the groups with the functional and nor-
mative framed news paper articles. Both 
groups with stimuli show an increase in 
the path of the normative to the emo-
tional construct. This result reflects what 
has been observed before while testing 
all treatment groups combined. Thus, 
reading how the federal council explains 
the acceptance of the mass immigration 
initiative by referring to one of these two 
dimensions triggers an increase in the be-
liefs of the French-speaking Swiss about 
the normative dimension of Switzerland. 
There is also a significant difference on the 
path between the aesthetic and the emo-
tional construct between the normative 
framed stimulus group and all the other 
groups. The results show a significant de-
crease of that path within the group with 
the normative framed newspaper article 
compared to all other groups. This indi-
cates that, compared to all other groups, 
having read the normative framed article 
the subjects’ beliefs about the beauty of 
Switzerland’s culture, tradition and land-
scapes is much lower. At first glance this 
result is counterintuitive as it is not clear 
why the normative frame affects the aes-
thetic beliefs regarding the country identi-
ty of the French-speaking Swiss. However, 
the structural model results identified a 
much larger f 2-effect size for the aesthet-
ic construct than for either of the other 
two. Therefore, it can be assumed that 
the country identity of the French-speak-
ing Swiss depends very strongly on their 
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aesthetic beliefs about the country. These 
results show that depending on what is 
communicated and what is not, different 
effects can be observed. In the case of the 
mass immigration initiative, communicat-
ing the arguments from different perspec-
tives changed the country identity of the 
domestic public in different ways. Thus, it 
is not only what is said that is important, 
but also in what overall tone and in what 
perspectives it is framed. Additionally, the 
country identity composition (i. e. what 
dimensions are important and to what ex-
tent) plays a role on the effect (direction 
and intensiveness) of the public diploma-
cy message on the country identity. 

4 Discussion and conclusion

The aim of this study was to analyze the 
effect of differently-framed public diplo-
macy messages on the domestic public’s 
country identity. The assumption behind 
this analysis is that, due to globalization 
and digitalization, publics in the digital era 
are interconnected and information can 
be accessed around the globe. Thus, pub-
lic diplomacy messages which might origi-
nally be designed to alter a foreign public’s 
image of a country can also be received by 
the domestic public and potentially alter 
their country identity. Applied to a coun-
try like Switzerland, with its different lan-
guage regions, different country identities 
within a country should not be ignored. 
As Anthony D. Smith (1986, p. 220) states: 
“language as a criterion of the ‘genuine’ 
nation has erected new barriers within 
and outside the community. […] Language 
introduces a new powerful dimension of 
identification and community, but it also 
becomes a […] new principle of cleavage 
and antagonism, superimposed on other 
cultural differences.” Therefore, this study 
examined the different country identi-
ties of the two biggest language regions 
of Switzerland and the effect of different-
ly-framed public diplomacy messages on 
these country identities. An experimental 
design study was conducted to analyze 
the causal relationships between the pub-
lic diplomacy messages and the country 

identity, which was measured using the 
4D Model developed by Buhmann and 
 Ingenhoff (2015a). 

The results show that a public diplo-
macy strategy designed for foreign publics 
can influence the country identity of the 
domestic public. This is in line with the 
case study of Huijgh and Byrne (2012), 
who found that “public diplomacy has 
provided a vehicle for the shaping and 
reshaping of national identity” and there-
fore there should be a reconceptualization 
in order to include a domestic dimension 
in public diplomacy. Thus, in an era where 
everyone can access almost every mes-
sage, public diplomacy can affect more 
people than ever before. However, the dif-
ferentiation of publics makes it difficult to 
create a strategy that is suitable for all of 
them. The effect of public diplomacy on 
country identity is moderated by the per-
sonal beliefs of the domestic public on the 
communicated issue, as well as the way in 
which it is communicated. Therefore, in 
modern times communicating something 
to a target public can only be done partial-
ly, as it must always be considered that the 
message might go around the globe and 
affect not only images of the country but 
also country identities.

5 Limitations and future research

Although the study contributes to the re-
search gap in terms of its application of 
the quite recently developed 4D Model, 
its research design and its interest in the 
outcome rather than the output of public 
diplomacy, there are still limitations. The 
results are not generalizable due to the ho-
mogenous sample drawn from IP- Suisse. 
Another limitation of the study is its fo-
cus on the two biggest language regions 
of Switzerland, thereby showing only part 
of the national picture, as there are four 
language regions in total. Additionally, 
personal beliefs on the mass immigration 
initiative were measured by a single item 
asking the subjects how they voted (or if 
they did not, how they would have voted) 
on the initiative. However, a political belief 
on a controversial issue like the mass im-
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migration initiative is a complex construct 
and should therefore be measured with 
multiple different items in order to really 
capture the varied and complex personal 
beliefs of the subjects on this issue. As stat-
ed in the results, one limitation is that the 
undecided group is too small to calculate. 
This unprejudiced group might react com-
pletely differently to the different stimuli. 

The study does reveal several direc-
tions for future research. Starting with 
Switzerland, there are four language re-
gions and they might all have different 
country identities. It would be interesting 
to analyze all four of them as they could 
have different reactions to different pub-
lic diplomacy strategies. However, the 
very small group of the Rhaeto-Roman-
ic-speaking part of Switzerland might 
prove difficult to analyze. To gain a bigger 
sample, larger bilingual countries such as 
Belgium or Canada might be an option. In 
addition, the country identities of Switzer-
land could further be differentiated and 
analyzed, for example by including mi-
nority groups like naturalized foreigners, 
as foreign-born citizens represent about 
25% of the population of Switzerland (BFS, 
2015a). The comparisons could be done 
between country images, for example by 
comparing the effect of the minaret ini-
tiative in Switzerland on its country image 
in Muslim countries and European coun-
tries. But also to simply compare the coun-
try identities of different publics might 
provide interesting information about the 
composition of their country identities. 
This study showed how these composi-
tions can differ between two ethnic groups 
even in a small country like Switzerland. In 
order to make further analyses comparable 
it would be reasonable to use the 4D Mod-
el for future examinations. Furthermore, it 
would be interesting to examine an issue 
which is less high profile in order to have a 
bigger group of undecided subjects. As the 
results showed, there were different effects 
on the supporters and opponents of the 
initiative. It would therefore be interesting 
to analyze how public diplomacy strate-
gies affect previously undecided publics. 
Additionally, the reasons why an indicator 
or dimension is affected would shed some 

light onto the effect of public diplomacy 
on country identity. However, in order to 
achieve this, the research design would 
probably need to combine quantitative 
(i. e., measures of the country identity) and 
qualitative (i. e., understanding what ex-
actly changed the attitude for one partic-
ular item or path) aspects. 
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