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In the globalized world of today, more and more countries are constructing themselves as 
authentic and unique in order to attract potential tourists. Nation branding is being used as a 
tool to commodify the country. This thesis is a critical discourse analysis that takes interest in 
examining how the Netherlands is discursively constructed as a nation brand on the website 
Holland.com. The thesis draws on theories of national identity, nation branding, 
commodification and authenticity, all from a critical point of view. Using critical discourse 
analysis as a method, this thesis is able to reveal the underlying ideologies and interests that 
are being promoted through the website. This is done by using specific tools, to discover what 
information is being made salient on the website and what information is being suppressed. 
The analysis of the website reveals three main findings: the Netherlands is constructed as 
authentic, with the purpose of commodifying the country to become as attractive as possible 
for potential visitors. Another finding shows how nation branding is used to reshape and 
reconstruct national history, as well as geography. Lastly, the analysis uncovers forms of 
nationalism found in the texts on the website. 
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1. Introduction 

In the more and more globalized world of today, we can observe that almost everything has 
become a commodity: from products to brands themselves and from self-identities to nations. 
Nations are becoming more and more competitive (Anholt, 2005). They all strive to present 
themselves as unique and authentic, in order to become attractive in the eyes of tourists, 
investors and more target groups (Bolin & Ståhlberg, 2010; Fan, 2010; Jansen, 2008).  
 The country the Netherlands is one of the many countries that uses nation branding 
as a tool to commodify itself. On the official website Holland.com, the Netherlands has changed 
its name to ‘Holland’ for a more international sound. The Netherlands is mostly known for 
‘typically’ Dutch icons such as tulips, cheese, bikes, wooden clogs and other symbolic elements. 
However, what are the consequences for a nation, when a nation commodifies itself by only 
trying to highlight the positive aspects, while omitting other aspects?  
 This study is a critical discourse analysis that takes interest in exploring how the 
Netherlands is discursively constructed as a nation brand on the website Holland.com. The 
focus will be on how the ideal and ‘authentic’ Holland is presented and how the country 
manufactures authenticity in order to provide tourists with an experience of the ‘real’ Holland. 
This will be done by critically analysing the texts and images found on the website. I will look 
into not only how the country is constructed on the website, but also how the Dutch national 
identity is being presented and what the underlying ideologies are. The thesis starts by 
problematizing nation branding (practices), followed by the aim and research questions. Then, 
several previous studies will be examined. Furthermore, the theoretical framework and chosen 
method will be explained. After that, the analysis will be presented followed by a concluding 
discussion. 

1.1. The problem 

This study is based on some problems that arise in the field of nation branding. 
First of all, nation branding is often used as a tool to improve and commodify a nation’s image. 
The concept of nation branding is used to promote a nation, to become a competitor in a global 
arena. The brand of a nation becomes an idealized version of the reality, by only selecting and 
highlighting the positive parts of a nation, while omitting the negative aspects of a nation’s 
image. Not all studies take a critical stance towards commodification and they therefore fail to 
recognize how the process of commodification can be considered problematic. Total 
commodification could pose as a risk, as it is structured around being attractive for tourists, 
investors and other elite groups, while the needs of less powerful social groups might have to 
stand back. 

Secondly, Kaneva (2011) mentions that most studies regarding nation branding have a 
technical-economic focus. The main interests are related to economic benefits and forms of 
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reputation management. Such instrumental approaches show a significant shortcoming in 
terms of political and cultural dimensions of nation branding (Kaneva, 2011). In the case of the 
Netherlands, history and culture are a substantial part of the issues regarding the national 
identity. Anholt (2011) claims that focusing on cultural relations, rather than just trying to 
improve a nations image, is the “only effective form of nation branding”, (p. 300). Therefore, 
it is essential that this thesis will examine these areas of nation branding. 

Thirdly, nation branding is often conducted by the elites of a nation, hereby not letting 
citizens participate in decision making and thus creating an undemocratic character (Kaneva, 
2011; Volcic & Andrejevic, 2011). Varga (2013) also mentions the problematic, undemocratic 
and non-transparent nature of governments deciding on how the identity of a nation should 
be represented. According to her, this could lead to people no longer having the perception of 
nation branding as a ‘public good’ (Varga, 2013, p. 827). For example, the nation brand of the 
Netherlands is ‘Holland’. The name Holland only refers to a small western region of the 
country, hereby not representing the other regions in the Netherlands. If this process of nation 
branding was a democratic process, it would be likely that other regions of the country would 
be represented as well.  

Moreover, not many studies focus on how nation branding is represented within the 
media, especially new media sources such as websites. A review of studies that focus on nation 
branding representation within the media will be presented in the section ‘Research review'. 
In the next section of this paper, the aim of the paper and the research questions will be 
presented.  

 

2. Aim and research questions 

This thesis is a critical discourse analysis that focuses on the texts and images of the official 
website of the Netherlands, called Holland.com, to study how the nation brand Holland is  
constructed. 

The aim of this thesis is to explore how the Netherlands is constructed discursively 
through nation branding. The study focuses on what parts of the Netherlands are being 
selected and idealized, in opposition to the parts that are being omitted. By critically examining 
these aspects, the study seeks to find what underlying ideologies and interests are being 
promoted through the website Holland.com. In order to do this, the aim has been broken down 
into one overarching question and two sub questions:  
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Q: What are the underlying ideologies and interests being promoted through the website? 
 
To be able to answer the overarching research question, the following two sub questions will 
be examined: 
 

a) How is the Netherlands constructed as authentic through the website Holland.com? 
 

b) What information is being made salient on the website and what information is being 
suppressed? 

 
The sub questions look at how the Netherlands is presented on the website Holland.com, 
whereas the main research question has a deeper focus on the ideologies and interests that lie 
behind the website texts. 

2.1. Overview of the Netherlands 

The Netherlands is a country located in Europe. The country consists of twelve provinces, with 
Amsterdam as its capital city. The Netherlands has been a monarchy since 1815 and became a 
parliamentary constitutional monarchy in 1848.   
 Nowadays, the Netherlands is mostly known for its tolerant and open character, 
mostly due to the legalization of the gay marriage and the buying and use of marijuana. Apart 
from that, foreigners often describe the Netherlands as the country of tulips, cheese, bikes and 
wooden clogs. Due to Amsterdam’s image, the Netherlands is sometimes associated with 
prostitution (the red light district) and excessive weed use.  
 The Netherlands has an extensive history and played a large role in many events of 
the past. In the 1600’s, which is now referred to by the Dutch as the ‘Golden Age’, The 
Netherlands became the most wealthy and advanced country of all European nations. This was 
due to the Dutch East India Company and Dutch West India Company, through which they 
were able to trade. The nation started colonizing different parts of the world, such as Indonesia, 
South Africa, parts of Brazil, India and more. This is also when the Netherlands took lead in 
slave trade in Africa, trading tens of thousands of slaves. More than two hundred years later, 
in 1863, the Netherlands finally stopped trading in humans. We then fast-forward to the First 
World War (1914-1918), where the Netherlands stayed neutral. In the Second World War 
(1939-1945), however, the Netherlands was occupied by Nazi Germany until 1945. After that, 
the Netherlands started recovering in terms of economy and can nowadays be acknowledged 
as a country with a prosperous economy.  
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3. Previous research 

This chapter starts by providing  an overview of previous studies. The presented studies contain 
different topics that relate both to the theoretical topic of the commodification and the 
construction of authenticity in discourse – and the empirical case of nation branding. After 
that, the knowledge gaps and contribution of this thesis are presented. 

3.1. Nationalism and (the Dutch) national identity 

A limited amount of studies that are relevant to this thesis, look into the Dutch national 
identity. One of the studies done by Jensen in 2012, a Dutch historian specialized in literature, 
shows how, according to her, the Golden Age became the foundation of the Dutch identity. In 
her study, she looked at national literature from the nineteenth century. The literary works of 
that time period greatly emphasize the prosperous times of the Golden Age, something that 
still seems to happen nowadays. On the website Holland.com, the Golden Age seems to be 
presented in a positive light, perhaps in order to sell the history as a commodity.  
 Focusing primarily on nationalism in the Netherlands, are Kešić and Duyvendak. In 
2016, they researched forms of nationalism found in the Netherlands, aiming to contribute to 
a deeper understanding of Dutch nationalism. Describing their finding as ‘anti-nationalist 
nationalism’, Kešić and Duyvendak (2016) explain to have found a paradoxical form of 
nationalism. They divide this in three dimensions, namely constructivism, lightness and 
essentialism. The constructivist dimension takes rather critical stance towards nationalism 
and the Dutch identity, arguing that a weak identity is seen as typically Dutch (Kešić & 
Duyvendak, 2016). The dimension of lightness “involves a rejection of an emotionally deep, 
chauvinistic, serious involvement with the nation”, where the Dutch cope with national 
expressions in a rather ironical, joking and light way (Kešić & Duyvendak, 2016, p. 594). Kešić 
and Duyvendak  (2016) view anti-nationalist nationalism as “both a description of Dutchness 
and a prescription for how to be Dutch”, (p. 588). Lastly, the dimension of essentialism focuses 
on portraying certain things as typically Dutch. Adding to that, Kešić and Duyvendak  (2016) 
explain that from an essentialist view, the notion of progress is key in understanding Dutch 
history and its image, as “the Netherlands has evolved from a colonial power to a strong 
proponent of national sovereignty”, (p. 593). This study provides an interesting approach 
towards nationalism in the Netherlands, a view that this thesis can benefit from, and therefore 
will adopt. I similarly argue that the Dutch are proud of not necessarily being nationalistic, but 
instead seem to hold onto traditions and aspects of their culture, that is being seen as typically 
Dutch. However, how Dutch are bikes, cheese or tulips?  
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3.2. Nation branding 

One of the most relevant studies for this thesis was conducted by Kaneva in 2011. In her 
extensive literary review, she critically assesses the work from 186 different sources from 
various disciplines, hereby giving a broad overview of the topic. Her main aim is to call out for 
an expanded critical research agenda on the topic of nation branding, a body of critical research 
to which the current thesis aims to contribute to. In her review article, she divides nation 
branding approaches into three categories. The first category, the technical-economical 
approach, mainly focuses on economic growth, hereby ignoring power relations or historical 
backgrounds. Most of the studies on nation branding have this economical approach and are 
done within the marketing and tourism sector. The second category, the political approach, 
focuses on matters like public diplomacy, image and reputation management. The final 
category, with the smallest amount of studies, is the cultural approach. Here, a focus on 
historicity is central. Scholars that adopt this approach they are interested in examining the 
ways in which “nation branding promotes a particular organization of power, knowledge and 
exchange in the articulation of collective identity” (Aronczyk, 2008, p. 46).  

After reviewing the three different approaches to nation branding, Kaneva suggests a 
conceptual map which identifies four existing orientations within nation branding. This thesis 
places itself in the ‘dissensus/constructivist’ orientation, as the researcher wants to examine 
the strategies and practices of historically-situated agents associated with nation branding, as 
well as looking into commodification of a nation. 

Additionally, Fan (2010) wrote an article to clarify misunderstandings about nation 
branding, where nation branding is seen as a myth, rather than an existing concept and 
practice. She states that nation branding is a real and existing practice. Due to its possible 
impact, nation branding should not be dismissed. However, it should not be exaggerated 
either. Fan (2010) sees nation branding as a relation between self-perception by the nation, 
together with the perception of others. Fan (2010) also proposes a new definition of nation 
branding, which will be addressed in the theory section of this thesis. 

Furthermore, Widler (2007) studied common assumptions and practices within nation 
branding. Her aim was to critically look at the discourse of nation branding. One of the main 
arguments she made, was that nation branding does not give any room for citizens to obtain a 
meaningful role the branding process of a nation. This connects to this thesis when it comes to 
presenting the Netherlands as Holland, which in reality only refers to a small part of the 
country. It also connects to this thesis in the way that nation branding is being practiced by a 
marketing agency, fully financed by the government. It seems unlikely that citizens are able to 
participate in the branding processes of the Netherlands, other than submitting pictures. 
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Another scholar, Jansen, critically analysed the commercial character of nation 
branding in 2008, viewing nation branding as being born from neo-liberalism. She argues that 
nation branding is anti-democratic as a method, and that as a practice, it depends heavily on 
creatives from the industry. Jansen (2008) looks into nation branding as a tool to commodify 
the country, by claiming that it is “a practice that selects, simplifies and deploys only those 
aspects of a nation’s identity that enhances a nation’s marketability”, (p. 122). This thesis 
adopts the notion of nation branding as a practice that selects aspects which help to enhance a 
nation’s image and therefore marketability. The practices of commodification will therefore be 
analysed on the website Holland.com. 

In 2011, Volcic and Andrejevic studied the case of Slovenia. They found that nation 
branding found its way from ‘state propaganda’ to a more commercial character, with the aim 
of the campaign to create a form of national identity on a national, as well as international 
level. Volcic and Andrejevic (2011) also explain nation branding as a form of commercial 
nationalism, which has a two-sided logic to it. “On the one hand, commercial entities sell 
nationalism as a means of winning ratings and profits, while on the other, the state markets 
itself as a brand”, (Volcic & Andrejevic, 2011, p. 613). This thesis aims to explore how 
commercial nationalism can be found in the nation branding practices of the website 
Holland.com and in what way this is a problematic practice. 
 Furthermore, Clancy used Ireland as a case in 2011. He analysed tourist marketing 
within Ireland, to examine how tourism and national identity formation are related through 
the practice of nation branding. To quote Clancy: “Examining how the state promotes the 
nation for tourism purposes provides a window into how the state imagines the nation itself”, 
(p. 294). He argues that the content of branding messages can be perceived as a mighty tool 
for the state to affect the national identity, even though the messages themselves may not 
reflect the reality. 
 

3.3. The nation as a commodity 

In 2014, Kania-Lundholm wrote an article where she looks into the two-fold relationship 
between commerce and the nation. For this study, the side of ‘commercializing the national’ is 
the most relevant. Kania-Lundholm (2014) argues that viewing nation branding practices as a 
form of nationalism is too much of a bold stance, as she rather explains it as “practices inherent 
in the process of economization of the social”, (p. 611). Kania-Lundholm (2014) does however 
agree with many critics that with the commodifying of the nation, national identity becomes 
less political and historical, a view that I share in this study. Another relevant view of Kania-
Lundholm (2014), is where she mentions how the language used in the neoliberalizing and 
commercializing ideology “often builds on selective and rather narrow understandings of 
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national identity”, (p. 611). In this study, I too, argue that due to the commodifying of the 
nation, only certain selected aspects of a nation are highlighted in order to sell it, rather than 
representing the full reality. Lastly, Kania-Lundholm (2014) calls for future research on 
political and economic sides of the phenomenon of ‘commercializing the national’. This study 
aims to contribute to future research regarding the commodifying of a nation. 
 

3.4. Nation branding within the media 

Kaneva and Popescu (2011) conducted a study that looks into post-communist Romania and 
Bulgaria and their efforts to reinvent their national image by using nation branding. Adopting 
a critical interpretive approach, Kaneva and Popescu analyse the images and symbols that are 
used by the government in the television nation branding campaigns of both countries. The 
authors conclude that for the purposes of neoliberal globalization, the campaigns were 
appropriate, because if their apolitical and ahistorical character. They do mention, however, 
that television campaigns severely restrict the narrative that can be communicated. 
Additionally, Kaneva and Popescu conducted another study in 2014 to examine the nation 
branding campaign by the Romanian government through critical discourse analysis. They 
mention how they interpret nation branding as a marketized adaption of nationalism, which 
originates from nationalist ideologies. Kaneva and Popescu (2014) see nation branding as a 
less dangerous form of nationalism, yet not less damaging. In this thesis, I adopt the notion of 
nation branding being a lighter version of nationalism which can be problematized, however it 
is still up for debate how harmful or damaging this form of nationalism could be. 

In 2018, Kaneva follows up with an article in which she presents a new 
perspective on nation branding and the role of the media. Kaneva (2018) mentions that to this 
day, there has been a significant lack of critical studies focusing on the role of media within 
nation branding. In her article, she draws on the media theory by Baudrillard (2001), while 
using nation brand Kosovo in her case study. In this study, Kaneva (2018) adopts parts of 
Baudrillard’s views and mentions that nation brands can be understood as “simulacra which 
exist within a transnational media system for the creation, circulation and consumption of 
commodity-signs”, (p. 633). Utilizing Wernick’s (1991) definition, Kaneva views commodity 
signs as “an object-to-be-sold and as the bearer of a promotional message’ (p. 16, my 
emphasis). While Kaneva proposes an interesting angle, this thesis will focus less on the role 
of media as is, but more on the use of commodity-signs and the way they are constructed on 
the chosen medium. Kaneva (2018) explains that the so-called simulacra not only try to mirror 
the reality of a nation, but also to “alter the reality of the nation”, due to their strategic nature 
(p. 643). 
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 Additionally, Loftsdóttir (2015) discusses Iceland in terms of gender, nation branding 
and post-colonialism. Her paper addresses both sides of Iceland’s colonial history, by being 
colonized, as well as contributing to colonial discourses. In this literature review, the focus will 
be on her analysis of the nation branding campaign “Inspired by Iceland” on the internet. 
Loftsdóttir mentions that the nation branding campaign presents Iceland in an emphasized 
manner as exotic and unexplored, while some parts of history can be easily removed. In this 
thesis, I want to examine whether the Netherlands is similarly branded in a way that ignores 
certain parts of the Dutch history, while emphasizing other characteristics of the nation. 
 Another relevant media-focused study was done by Volcic in 2008. She textually 
analysed governmental websites to find out how former Yugoslav states (Bosnia and 
Herzegovina, Croatia, Kosovo, Macedonia, Montenegro, Serbia and Slovenia) create a self-
image and represent themselves for the world through the use of the internet. She finds that 
through online nation branding, nations are adopting a commodified identity. “Websites 
represent national territories, histories, products and citizens as commodities that can be sold 
to foreign investors and tourists”, (Volcic, 2008, p. 395). The website Holland.com is similarly 
commodifying national territories, histories and even citizens to sell to potential tourists. 
Volcic (2008) notes that nation branding practices should be understood as a problematic 
phenomenon, as it uses economic models to govern nations. This article has been a very helpful 
reading. Following Volcic’s and Kaneva’s critical agenda, the Netherlands will be analysed as a 
nation brand through a (governmentally sponsored) website, similarly to Volcic’s approach of 
analysing former Yugoslavia online, with a critical stance towards commodification of the 
nation.  
 With some similarities to Volcic, Kania-Lundholm (2012) studied the re-branding of 
the country Poland online within a post-social context. She problematizes nation branding as 
an ‘updated’ form of nationalism, and in her dissertation she seeks to find new forms of 
nationalism in the digital age. Using critical discourse analysis, her aim was to examine and 
understand concepts of nationalism and patriotism, as well as analysing the processes of 
national reproduction in an online debate about Polish nationalism and patriotism. In this 
thesis, I want to explore whether nation branding in the Netherlands can also be seen as a form 
of nationalism. As mentioned before, the Dutch present themselves as being anti-nationalistic, 
however, practices of nation branding could imply something different. Kania-Lundholm 
(2012) concluded that nation branding can be interpreted as a double-edged sword, where the 
practices of the phenomenon can be both empowering and exploiting. According to her, 
nationalism has not disappeared in the new digital age, but has rather become an integral part 
of engaging in politics online.  

Another case study was done about India, by Edwards and Ramamurthy in 2016. Using 
a critical semiotic analysis, they studied how India is represented in 48 “Incredible India” 
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campaign posters, aiming to break the hegemonic discourses of nation branding. Concluding, 
they argue that nation branding is not politically neutral, and adding that it’s practices are 
“deeply implicated in the production and perpetuation of inequalities”, (p. 323).  
 Additionally, Avraham and Ketter (2010) studied the use of media strategies within 
Sub Saharan African countries through their official tourist websites, by analysing the texts, 
slogans and images to examine their relation to the characteristics of the countries. They 
mention that media plays a significant role in constructing ‘reality’, as they create affected 
images of countries through nation branding. In this thesis, I want to explore in which way text 
and images can be used to construct an ideal image of the Netherlands, which is attractive to 
potential tourists and visitors.  
 Another literary review and case study on Ukraine was done by Bolin and Ståhlberg 
in 2015. Responding to Kaneva, they critically look at the media and it’s approaches towards 
nation-branding. They mention how a “more nuanced understanding of the role of the media 
in branding campaigns can contribute to the critical analysis of nation branding and related 
activities”, (p. 3078), and therefore argue for more research of the role of media within nation 
branding.  
 

3.5. Knowledge gaps and contribution 

After reviewing literary works about nation branding from many scholars, some research gaps 
have presented themselves. To start off, there seems to be a unanimous call for more critical 
research within the area of nation branding. Similarly to Kaneva (2011), Volcic (2008) has an 
agenda for critical research and wants to expand critical research within nation branding and 
self-representation online. The cultural approach towards nation branding, as well as a media-
focused approach, are very much underrepresented within the literature. This suggests a 
research gap for this thesis.  

When looking from a critical discourse analysis perspective, Wodak and Meyer (2001) 
propose CDA’s main research agenda, of which analysing the impact of new media, as well as 
“explaining the relationship between complex historical processes, hegemonic narratives and 
CDA approaches” are mentioned as two of the six main areas that need further research (p. 11). 
Kaneva and Popescu (2014) add to this, by drawing attention to a similar research gap: 
“Literature has not discussed how power relations between national majorities and minorities 
change when discourses of nationhood are shifted into a branding register”, (p. 502). This 
thesis aims to focus on nation branding online, which is a form of new media. It also seeks to 
look into the relationship between history, and the idealization and selection of it. This relates 
to the topic of commodification and authenticity, how they come in play within nation 
branding, and how this can be seen as problematic.   
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Adding to this, there  are  limited studies that focus on the Dutch identity. Additionally, 
there are no studies  that explore how  the Netherlands is constructed  through  the nation 
brand “Holland” on  the  internet, or more specifically through the official tourist website. All 
in all, this shows that there is room for this specific case to be studied. Therefore, this study 
seeks to contribute to knowledge about how nation brands are constructed through websites 
and to add to the body of critical studies on nation branding. 

 

4. Theoretical frame and concepts 

This chapter discusses the main theories and concepts used in this thesis. The chapter gives an 
overview of the theoretical basis, of which this thesis is placed against. 
 

4.1.  The nation and national identity 

This theory starts with the concept of the ‘nation’ which is described by Hall (1997) as “systems 
of cultural representations”. He mentions how national identities are constructed by these 
cultural representations, and therefore creating the meanings of the nation. Cillia et al. (1999) 
mention how state and culture “both play a role in the construction of national identity, though 
in official discourse, culture is of slight importance” (p. 169). Additionally, Smith (1991) defines 
the concept of the nation as “a named human population sharing an historic territory, common 
myths and historical memories, a mass public culture, a common economy and common legal 
rights and duties for all members”, (p. 14). Finally, Anderson (2006) explains nations as 
imagined communities, referring to them as a social construct.  

According to Hall (1996), the meanings of the nation are constructed through 
discourse, like our memories and through stories about the nation. For instance, we find that 
the nation brand Holland presents itself through ‘Holland Stories’ on the tourist website. Cillia 
et al. (1999) mention how the concept of identity should be seen as a relational concept, as 
identities are not static, but rather elements that can always change. Thus, national identities 
have to constantly be updated, in order to fit accordingly and survive within society. This thesis 
will consider the concept of national identity to be created through discourse, as defined by 
Hall (1996) and Cillia et al. (1999). 

 

4.2. Nation branding from a critical discourse perspective 

Understanding nation branding is central to this thesis. As seen in the literary review, nation 
branding is very broad topic with many different approaches. Therefore, it is difficult to give 
one coherent view of nation branding (Fan, 2010; Kaneva, 2011). Many scholars have 
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interpreted and defined nation branding in different ways. For instance, Fan (2010) proposed 
to define nation branding in the following overarching way: “Nation branding is a process by 
which a nation’s images can be created or altered, monitored, evaluated and proactively 
managed in order to enhance the country’s reputation among a target international audience”, 
(p. 101). Another definition is given by Jansen (2008), who sees nation branding as “practice 
that selects, simplifies and deploys only those aspects of a nation’s identity that enhances a 
nation’s marketability. It is a dynamic process that incorporates a vision of a new reality”, (p. 
112). Additionally, Jansen mentions the monologic and hierarchical character of 
communication that is used within nation branding, which is intended to emphasize one 
certain message. Bolin and Ståhlberg (2010) partly share this view, by explaining nation 
branding as “the phenomenon by which governments engage in self-conscious activities aimed 
at producing a certain image of the nation-state”, (p. 82). 

Briefly, a critical stance towards nation branding will be addressed. As previously 
mentioned in the literary review, Kania-Lundholm (2012) perceives nation branding as an 
updated form of nationalism. This thesis, however, will not focus on the notion of nationalism, 
but rather how the Netherlands is constructed as a nation brand online, as well as examining 
the possible underlying ideologies. 

 To look at nation branding from a critical perspective, critical discourse analysis 
(CDA) will be used. CDA can be used to find the intertwined relationship between language, 
power and identity and to draw out political and ideological views within texts that may not 
seem obvious on the first reading (Macdeletehin & Mayr, 2012). According to Machin and Mayr 
(2012), CDA sees power as something that is transmitted through discourse. For instance, this 
supports the claim that nation branding is something only practiced by elites, like a nation’s 
government. With the use of CDA, I will establish a critical outlook on the concept of nation 
branding. As CDA shows what norms, ideals and values are promoted through text, it shows 
how language is not random. By choosing specific words, some things are purposely made 
salient, while others are being suppressed (Machin & Mayr, 2012). By looking at these language 
choices, we can gain insight in how power operates through language.  

4.3. Commodification 

In the more and more globalized neoliberal society of today, we can observe that almost 
everything has become a commodity: from products to brands themselves and from self-
identities to nations. One can suggest that through the commodifying of our society, the focus 
will mainly lie on how to sell products, services, goods and nowadays, nations. If we only select 
and highlight positive connotations in order to sell and make a profit, it is possible that the 
realities and the public awareness of problems within a society will become more hidden and 
therefore harder to discuss.  
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Today, we find that nations are being understood as a commodity, rather than a 
community (Bolin & Stahlberg, 2016). Kania-Lundholm (2014) mentions that “as the 
neoliberal economic system is becoming more prominent globally, nations and nation states 
are increasingly becoming part of the global marketplace, (p. 605). The process of 
commodifying the nation has been described in multiple ways, such as commercial 
nationalism and commercializing the national (Volcic & Andrejevic, 2011; Kania-Lundholm, 
2014).  

As shown in the previous chapter, many scholars adopt a critical stance towards 
nation branding as a tool of marketing (Jansen, 2008; Bolin & Ståhlberg 2010; 2015; 2016). 
However, Kania-Lundholm (2014) argues that “nation branding is more than a tool of 
marketing, but rather an ideological tool employed by elites in order to justify the dominant 
social order”, (p. 611). 

This study adopts the view that nation branding is a commercial tool, that 
commodifies the nation. However, the study tries to look beyond the question of 
commodification itself and therefore does not particularly criticize the general construction of 
the nation as a commodity, but rather criticizes how this is being done. Using critical discourse 
analysis as method, the question of ‘how’ will be central in this thesis. As Banet-Weiser (2012) 
mentions in her research that branding “is not about the capital encroaching on authentic 
culture, but rather is a process of transforming and shifting cultural labor into capitalist 
business practices”, (p. 8). 

4.4. Authenticity 

As previously mentioned, countries are becoming more and more competitive in terms 
branding themselves and in terms of the tourism sector. It seems as though every country 
wants to stand out, to be able to obtain the attention of possible visitors. Through the use of 
nation branding, they are striving to present themselves as a unique country that is worth 
visiting. This thesis adopts the view that a key element in nation branding is authenticity. In 
the book ‘Cool Nations’, Valaskivi (2016) states how nation branding is in fact an “attempt to 
create an authentic and differentiated image of a country”, (p. 18). However, what is considered 
to be truly authentic? For instance, tulips originated from Turkey, yet they are being used as a 
symbolic element and an authentic part of the Dutch culture. The same goes for other ‘typically’ 
Dutch things, like cheese and Delfts Blue, which are presented on the website Holland.com as 
authentic Dutch icons. 
 Valaskivi (2016) views authenticity as a pivotal part in understanding how nations 
identify themselves and also how they commodify (certain elements of) their core identity. 
Valaskivi (2016) mentions how “the authentic elements need to be commodifiable and 
attractive to the target groups of branding”, (p. 93), which is something we can observe within 
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nation branding (Valaskivi, 2016). However, Valaskivi (2016) also describes the complicated 
character of authenticity, as nothing can be called truly authentic in this modern age. Yet, 
nations use the concept of authenticity repeatedly to commodify the nation, as it keeps the 
image of the country alive.  

 

5. Method and material 

After reading about the need of more critical research in the literary review and the notion that 
national identities are constructed through discourse, critical discourse analysis is an approach 
well suited to fulfil the aim of the study. Taking the same path as Kaneva and Popescu (2014), 
this thesis considers nation branding to be a genre of discourse. This thesis seeks to analyse 
how the Netherlands is constructed as a nation brand online, as well as looking at which aspects 
are being highlighted on the website Holland.com and which aspects are being excluded.  
 Critical discourse analysis (CDA) is a method that looks at what language choices are 
made to accomplish certain communicative aims. The language choices can shape the way that 
reality is represented in a text. According to Hansen and Machin (2013), we can make language 
choices according to a large number of available options, and these choices “allow us to 
foreground certain aspects of identities and background others”, (p. 116).  
 On a deeper level, CDA can be used to find the intertwined relationship between 
language, power and identity and to draw out political and ideological views within texts that 
may not seem obvious on the first reading (Machin & Mayr, 2012). According to Machin and 
Mayr (2012), CDA sees power as something that is transmitted through discourse. This 
supports the claim that nation branding is something only practiced by elites, like a nation’s 
government. With the process of conducting CDA, it is essential to look at choices of words in 
texts, to discover underlying discourses and ideologies. Machin and Mayr (2012) state that 
language is how we share ideas like nationalism and a sense of culture, in this case the Dutch 
culture. CDA looks at how a text is build up linguistically, to see which ideologies are 
highlighted, while others are being concealed or omitted (Machin & Mayr, 2012).  
 

5.1. Selection of materials. 

As the nation brand Holland is presented on the website Holland.com, this is where the 
materials will be selected from. As mentioned before, this thesis departs from the notion that 
the meanings of the nation are constructed through discourse, like our memories and through 
stories about the nation. The website Holland.com also strategically brands the nation through 
storylines, which are found in the section Holland Stories. There are ten main storylines, 
ranging from the Golden Age to the Dutch relationship with water. The storylines are divided 
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by smaller paragraphs of text. Apart from the Holland Stories, the sections Discover Holland 
and Holland Information will be analysed, ranging from facts and national holidays, to the 
royal house and the Dutch flag, all in order to represent the Netherlands as a brand. The other 
parts of the website Holland.com are focused on the booking of activities and searching for 
accommodations, which is something that this thesis will not look into. 
 In total, a number of 66 texts are selected, consisting of 61 pages, which cover the 
chosen sections Discover Holland, Holland Stories and Holland Information. This thesis aims 
at looking at the website as a whole (macro-level), rather than adopting a micro-level focus and 
only analysing a small number of texts. The large number of chosen texts will allow me to 
identify the overarching themes and ideologies and allows for a focus on how the nation is 
constructed on the website. 

5.2. Nation brand ‘Holland’ and the website Holland.com 

As mentioned in the introduction, NBTC Holland Marketing is responsible for constructing the 
nation brand Holland. The organization exists as official Dutch tourist office since 1968 and is 
responsible for branding the Netherlands on a national, as well as an international level. Their 
aim is to put the Netherlands 'on the map as an attractive destination for holidays, business 
meetings and conventions (NBTC Holland Marketing, 2019). To be able to work towards these 
goals, NBTC Holland Marketing receives government funding from the Ministry of Economic 
Affairs (Government of the Netherlands, 2019). 
 According to NBTC Holland Marketing (2019), they chose to brand the Netherlands 
as Holland. However, the Netherlands consists of twelve provinces, of which only two carry 
the name ‘Holland’. One could argue that by choosing the name Holland, the other ten 
provinces of the Netherlands are not recognized or sometimes even being ignored.  

NBTC Holland Marketing uses the ‘HollandCity’ strategy to market the Netherlands. 
The strategy focuses on three parts, namely districts, storylines and event strategy. The 
website Holland.com is clearly designed to guide (national and international) tourists, who are 
looking for information. The website is divided into the following sections: Home, Book, 
Destinations, Accommodation, Plan your holiday, Discover Holland, Holland Stories and 
Holland information, as seen in figure 1. In order to be able to look at the core of the website, 
which contains both the storylines and districts from the ‘HollandCity’ strategy, the focus of 
this thesis will be on the sections Holland Stories, Discover Holland  and Holland information.  
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Figure 1: Discover Holland. Source: Holland.com, 2019. 

5.3. Analytical approach 

The method CDA has been used to analyse how the Netherlands is discursively constructed as 
a nation brand on the website Holland.com. In the section below, the chosen analytical tools 
will be presented, followed by the quality of the study. 
 

5.3.1. Toolbox 
The analysis is conducted by using the following CDA tools: 
 

1. Lexical choices 
2. Salience and suppression 
3. Nominalisation and presupposition 

 
Lexical choices 
Departing from the idea that language is not a random act, here we look at the lexical choices, 
or options that an author could choose from to write a text. With lexical choices, I looked at 
word connotations. As Machin and Mayr (2012) mention, language choices can serve specific 
motivated reasons of the author. I also looked at overlexicalisation, where the text ”gives a 
sense of over-persuasion and is normally evidence that something is problematic or of 
ideological contention”, (Machin & Mayr, 2012, p. 37). The following questions have been 
asked to analyse the text: 
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- Is there a predominance in a certain category of words? 
- What kind of discourse does this text present? 
- Are there any words that are overused? 
- What do these words suggest about the Netherlands? 
- What kind of interests does this text serve? 

 
Salience and suppression 
Two other tools that have been used in this analysis are salience and suppression. As Machin 
and Mayr (2012) describe, salience is used to draw attention to certain elements in text or 
image, in order to highlight or foreground it. The opposite happens with suppression, where 
certain elements are (purposely) left out, creating an absence (Machin & Mayr, 2012). The 
following questions have been asked to analyse the text: 
 

- What lexical items are being foregrounded and what do they highlight? 
- What lexical items are missing and what do they conceal? 

 
Nominalisation and presupposition 
The final tools that will be discussed are nominalisation and presupposition, tools that help 
finding textual constructions that are being concealed and taken for granted. As Machin and 
Mayr (2012) describe, ”Nominalisation typically replaces verb processes with a noun 
construction, which can obscure agency and responsibility for an action, what exactly 
happened and when it took place”, (p. 137). This can be important, as nominalisation can make 
it seem as though events just ’happened’, while in fact, the responsibility for the action might 
be concealed (Machin & Mayr, 2012). Another tool that is used in this analysis is 
presupposition, which is a way to imply or assume a certain meaning, by presenting them as 
something standard (Machin & Mayr, 2012). This too, can be important, as presupposition can 
carry ideological meanings. The following questions have been asked to analyse the text: 
 

- Is the agent concealed or removed in this text? 
- What is being assumed in this text and what does the presupposition imply? 
- Which concepts are being taken for granted? 

 
These tools will be used together to analyse the website Holland.com. The tools are chosen to 
help answer the sub questions and overarching research question, as proposed in chapter 2. 
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5.4. Quality of the study 

After discussing the analytical approach of the study, the quality of the study will be discussed 
below. In comparison to quantitative studies, the more classical positivist concepts of validity 
and reliability have to be altered in order to be applied to a qualitative study like critical 
discourse analysis (Wodak & Meyer, 2009).  
 Leungs (2015) mentions that transparency and systematicity are important aspects of 
a qualitatively good study. This means that every step of the study and analysis have to be 
validated (Leungs, 2015). This thesis understands validity as a criteria that makes sure the 
researcher captures the aim of the study, in terms of analysis and choice of method and tools. 
Does the analysis correctly capture the right knowledge? Leungs (2015) describes validity as 
’appropriateness’, where he looks at the appropriateness of all the elements of the study: the 
research question(s), the method, data sample, analysis, conclusion and discussion. In this 
study, all elements have been carefully chosen to ensure appropriateness and validity.  
 In terms of reliability, this study has looked at previous studies regarding nation 
branding and critical discourse analysis. A suitable theoretical frame has been established, 
creating the analytical approach of this study. Leungs (2015) mentions that consistency is a key 
component in reliability within qualitative studies. 
 Furthermore, the topic of objectivity is challenging within CDA. As Wodak and Meyer 
(2009) mention, absolute objectivity can never be reached within discourse analysis, as each 
researcher can interpret data differently. Leungs (2015) argues that ”qualitative research 
handles nonnumerical information and their phenomenological interpretation, which 
inextricably tie in with human senses and subjectivity”, (p. 324), which can also help enrich 
the study and its findings. Additionally, it needs to be mentioned that I am of Dutch origin, as 
is the researched website. However, I believe that due to my critical outlook, this won’t interfere 
with the results of the study. 
 To show the transparency of the study, links to the texts are provided in the appendix, 
which also add to the reliability of the study. The quotes in the analysis refer to the appendix, 
by giving them a title and number. The texts and images are also saved in an offline document.  
 

6. Analysis/presentation of results 

This chapter presents the results found in the empirical analysis. This study looks into how the 
Netherlands is constructed as a nation brand on the website Holland.com. The analysis focused 
on the case from a macro-level, trying to identify the overarching topics. Three themes have 
been distinguished during the analysis of the case. The first theme presents a discourse of the 
Netherlands as an authentic, yet sellable country. It presents the Netherlands as a free and 
open country, with many ‘typical’ features such as tulips, cheese and bikes. The second theme 
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looks into salience and suppression, which are used in reshaping the historical past of the 
Netherlands. This theme also looks from a geographical point of view, where only few areas of 
the Netherlands are being presented to tourists. The third theme looks into how the Dutch 
identity is presented. There is a presupposition of Dutch culture and what it means to be Dutch. 
 

6.1. A discourse of authenticity 

The themes of authenticity and commodification are by far the most recognizable topic to be 
found on the website. Holland.com constructs the Netherlands as a beautiful, idyllic and 
picturesque country full of authentic features, where tourists can explore the ‘real Holland’. In 
other words, there is a presupposition of the ‘authentic Holland’, which is presented as 
authentic, picturesque and idyllic. Throughout all the selected sections of the website, the 
feeling of typical Dutchness is made very visible. Starting with the colour, the website is mostly 
orange, the national colour of the Dutch royal family. Apart from that, all backgrounds seem 
to showcase ‘typical’ Dutch sceneries, such as tulip fields and windmills or ice skating on 
canals. It seems evident that the way the Netherlands is presented on the website is a carefully 
selected image, designed for target groups such as tourists or investors. Firstly, the country is 
presented as a cycling paradise: 
 

“Holland’s beautiful natural landscapes and rich culture make cycling great fun. Meet 
new people, enjoy the unique views and immerse yourself in Europe’s cycling 
paradise!”, (Discover Holland, nº18). 

 
The lexical choices such as the ‘beautiful natural landscapes’, ‘great fun’ and ‘enjoy the unique 
views’ show very positive connotations. The Netherlands is even being referred to as a cycling 
paradise, which is something that is made salient throughout the entire website. Apart from 
cycling, water is also largely promoted as a very typical Dutch trait that characterizes the 
Netherlands in an authentic and idyllic way: 
 

“Living on the edge of land and water means that Holland boasts fantastic water-rich 
landscapes in places where dikes broke through and land disappeared beneath the 
water. National Park De Biesbosch, for instance, with its pure rivers and creeks, its 
water basins and willow woods. There is also National Park Wieden-Weerribben, a 
water-rich moor in which people live in idyllic water villages, such as Giethoorn”, 
(Holland Stories, nº6). 
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Looking at the text above, we can observe that lexical choices such as ‘pure rivers’ and ‘idyllic 
water villages’ help to construct an authentic discourse. The text brings connotations of a 
country full of water, where you can experience the Netherlands to the fullest. Even the Dutch 
cuisine is being highlighted as an authentic experience: 
 
 “The unique local produce of Holland is given preference above other  ingredients, 
 and dishes follow the seasons. Discover the pure, delicious and honest  cuisine of 
 Holland!”, (Holland Stories, nº2). 
 
The lexical choices made here are obvious, by promoting the Dutch cuisine as ‘unique’, ‘local’, 
‘pure’, ‘delicious’ and ‘honest’. The text brings connotations of the authentic Netherlands, 
where you can taste fresh and local food for the real Dutch experience.  
 
Apart from the texts, the website uses pictures alongside the texts. These help to strengthen 
the discourse presented in the texts. An example can be found in figure 2: 
 

 
Figure 2: Seven reasons to explore Holland by bicycle. Source: Holland.com, 2019. 

 
What we can observe from figure 2, is a woman who is riding a bike through a field of tulips. 
The woman has blonde hair and she is wearing an orange raincoat. The choice of showcasing 
this woman is probably not a random act. The woman brings connotations of a sporty, healthy 
Dutch person, who is happy and feeling care-free. It looks like she is enjoying the scenery, an 
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open landscape filled with tulips, which gives brings connotations of freedom. Together, the 
tulips and the bike represent the presupposition of the ‘authentic Netherlands’. Adding to that, 
the blonde, happy, sporty woman, presents a stereotype of ‘the Dutch woman’. 
 In terms of usage colours in regards to salience, we can see that the sky is cloudy and 
grey, hence the raincoat and beanie. The colours of the sky are very pale and not rich in colour. 
Contradicting are the tulips and the woman’s outfit, which are very bright and highly saturated, 
giving them salience. Your attention is fully drawn to both the raincoat and the tulips, as they 
are almost the same colour: orange. Both the tulips and the bike, together with the colour 
orange, are seen as symbols that carry substantial cultural meaning. It is clear that this picture 
is used to show an idyllic and authentic image of the Netherlands. However, this form of nation 
branding only constructs the Netherlands in a certain way, as a backdrop with perfect scenery 
for tourists.  
 
Another piece of text that matches well with the picture shown in figure 1: 
 
 “The millions of bicycles in Holland are another trademark. Therefore, what better 
 way to enjoy the lovely fragrances, the local culture and being part of this colorful 
 landscape than to cycle through it? While marveling at the unique views, the 
 winding routes through the fields take you from the historic town of Leiden to the 
 beautiful city of Haarlem”, (Discover Holland, nº). 
 
This text uses a lot of lexical choices with very positive connotations, such as ‘lovely fragrances’, 
colourful landscape’, ‘unique views’ and ‘winding routes’. Similarly to the image, these 
constructions all bring connotations of an open landscape where one can feel free. The text 
makes it seem as though the Netherlands solely consists of tulip fields and bicycle paths, where 
you experience the true ‘Holland’. As mentioned before, the bikes are being seen as a 
trademark, which is mentioned to be strongly intertwined in Dutch culture.  
 
Another picture that helps to construct the authentic image that nation branding wants to 
present can be seen in figure 3: 
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Figure 3: Wooden Shoes. Source: Holland.com, 2019. 

 
From figure 3, we can clearly observe how nation branding is striving to construct an authentic 
image, utilizing not one, but two ‘typically’ Dutch icons: wooden clogs and bikes. Wooden clogs 
were used in the Netherlands in the past, but are not at all common in the 21st century. 
However, the image brings connotations of the real and pure Holland, something that tourists 
can experience to the fullest when they would visit the Netherlands.  
In reality, this image simply serves as a construct that adds to the discourse of authenticity, 
which is presented in the texts. 
 
All in all, we can conclude that the pictures and texts work hand in hand to construct the 
Netherlands in the most attractive way possible to sell the ‘authentic Holland’, with strong 
connotations of openness and freedom. In reality, only the most sellable aspects of the 
Netherlands are used to lure tourists, neglecting a large part of the country and what it has to 
offer. 
 

6.2. Suppression and salience within history and geography 

This part of the analysis looks into forms of suppression and salience on the website 
Holland.com. The two subthemes that were found are history and geography. The two topics 
will be discussed separately in the following section.  
 
 



 

25 
 
 
 

History 
The Netherlands is a country with an extensive history. On the website Holland.com, a lot of 
attention is given to the 17th century, also known as the ‘Golden Age’. The discourse that is 
presented here, is that the Golden Age was the most prosperous time in Dutch history. The 
website emphasizes all the positive achievements made in this era. As a result, the Golden Age 
is presented as a period of great wealth and a booming economy, due to trade, arts and science 
discoveries. It was mostly a period where the Dutch elite thrived.  
 

“Today, a stroll around its still intact medieval houses, courtyards, gates, quays and 
canals transports visitors back in time to that period of wealth and evolution, while 
its inspiring museums explore history and the art of the many Dutch artists that 
made the city their home during the Golden Age”, (Holland Stories, nº12). 

 
The website starts of by describing the Golden Age as a wealthy period, mostly due to arts and 
science discoveries. Internationally known painters such as Rembrandt and Vermeer are often 
mentioned alongside achievements in arts, constructing a discourse of the Dutch as talented. 
In this text, we can observe that the era is already being glorified by describing it’s wealthy and 
evolutionary character. An image that adds to the discourse of the wealthy period can be seen 
in figure 4: 
 

 
Figure 4: Amsterdam: capital of the Golden Age. Source: Holland.com, 2019. 
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As we can observe, this image is in fact a painting, that shows the 17th century with its canal 
houses, something that is to this day still seen as iconic. The painting is made by Adriaensz, 
titled the ‘Golden Bow’, which refers to the many trades made on this specific canal. The canal 
houses bring connotations of wealth of the era and the painting itself connotates the talent and 
skilfulness of the Dutch, when it comes to arts. We can see once again that text and images are 
working together on the website to convey the preferable discourse. The discourse of talent, 
intelligence and knowledge is being emphasized even more in the following text: 
 

“The country’s newfound wealth, coupled with open-minded attitudes towards 
religious and intellectual freedom, made Holland a haven for European immigrants, 
refugees from Flanders, and those escaping persecution in Spain and Portugal. This 
population boom strengthened Holland’s position as a global leader and contributed 
to some of the greatest achievements in art and academia.”, (Holland Stories, nº10). 

 
The lexical choices here also bring connotations of a thriving era, by using words such as ‘a 
haven’, ‘Holland’s position as a global leader’ and ‘greatest achievements in art and academia’. 
The focus once again lies on the great achievements of this time, hereby suppressing the 
wrongdoings of the Dutch people in the same era. Another interesting aspect is that the era is 
being described as being known for its ‘religious and intellectual freedom’, which connotates a 
sense of freedom, as we previously observed in the paragraphs on authenticity. However, only 
the elite were able to enjoy this freedom, as less strong social groups were being abused as 
slaves to serve the Netherlands as an economic superpower.  
 

“Amsterdam became home to the world’s first stock exchange, and the trade and 
processing of goods likes tulip bulbs, cheese, herring and spices resulted in a 
spectacular surge in wealth in the city. And with the establishment of the Dutch East 
India Company (VOC) in 1602 – the world’s first multinational company – Holland’s 
position as an economic superpower was set.”, (Holland Stories, nº17). 

 
What can be observed here, is the glorifying of trade, wealth and viewing the Netherlands as 
an economic superpower, something that is being emphasized by nation branding as 
something to be proud of. The text mentions trade in yet again, ‘typical’ Dutch icons such as 
tulips and cheese. Words like ‘establishment’ and ‘world’s first’ indicate that the Dutch East 
India Company is perceived as a great achievement in Dutch history, leaving out acts of slavery. 
The seafarers of this era are even referred to as heroes in the text, glorifying the deeds and the 
era even more: 
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“Many of the Golden Age’s seafaring heroes came from Delft […]”, (Holland Stories, 
 nº13). 
 
However, the Dutch did not only trade in spices and goods. Slavery was a large part of the 
Dutch trade and one of the reasons that the Netherlands grew out to become an ‘economic 
superpower’. This side of history is not being foregrounded in the texts. The website 
Holland.com mentions slavery briefly and in a vague manner. 
 

“The West India Company followed, trading in sugar, tobacco, gold... and, sadly, 
people. Slavery was a dark, yet inextricably intertwined aspect of the economic 
successes of the time, and has not been forgotten. Each year, on 1 July, Amsterdam 
remembers its part in the slave trade and marks its abolition on this day in 1863.” , 
(Holland Stories, nº17). 

 
As we can observe here, the website acknowledges that slave trade has taken place in Dutch 
history. However, the text is vague about this topic and does not seem to claim any 
responsibility towards this dark period in Dutch history. The text uses a form of nominalization 
to conceal the actor and hide any sense of responsibility. By stating that ‘slavery was a dark 
aspect’, the agency is concealed. This makes it look as though slavery just ‘happened’, while in 
fact, the Dutch were seen as leaders in the act of slavery.  
 Another interesting finding that we can observe from this text, is that slavery is 
referred to as an ‘aspect of the economic successes’. Nominalisation is once again concealing 
the actor here. The text also makes it sound as though it was considered to be normal that 
slavery was a form of income and economic wealth.  
 By saying that the period has not been forgotten, it looks like the writer is seeking a 
form of sympathy. The same can be observed from the final sentence, where the text mentions 
that Amsterdam remembers it’s part in slave trade and its abolition. However, in all texts 
combined, the slave trade is being suppressed and nominalized, whereas all other aspects of 
the 17th century in Dutch history are being glorified. The name ‘Golden Age’ too, serves as a 
form of glorifying this period. 
 A presupposition that is made throughout the entire website, is that of the ‘Golden 
Age’. The website makes it look as though it is very logical that the 17th century was the greatest 
period in the Dutch history, by giving it the name Golden Age. However, due to all the acts that 
are being obscured by the use of nominalisation, I argue that the Golden Age is used as a way 
to glorify and reconstruct a period in the Dutch history that caused harm outside the nation’s 
borders.  
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Another part of Dutch history can be found in World War II. Here, we can observe a switch in 
the way (the role of the Dutch in) the history is discussed.  
 

“For Holland, that war began when the Germans invaded on 10 May 1940. The Dutch 
army was ill prepared for a modern war, and after the Germans bombed Rotterdam 
on the 14th of the same month and threatened to destroy several more large cities in 
the same fashion Holland surrendered on the 15th. During the ensuing five years of 
occupation, the Dutch industry was primarily put to work to support the war and 
supplies became increasingly scarce and increasingly strictly rationed. During the 
winter of ’44-’45, known as the Hunger Winter to the Dutch, 20,000 people died of 
hunger” , (Holland Information, nº4). 

 
In this text, the Netherlands is being presented as a victim in World War II, being invaded by 
Germany and put to work. The lexical choices here are very clear: The Germans ‘invaded’, 
‘bombed’ and ‘threatened to destroy’ the Netherlands. The texts mentioned how the 
Netherlands was threatened and finally had to surrender. The text also mentions the winter of 
1944 till 1945, where there was a scarce in food. Here, the number of people that died is being 
prominently mentioned. However, in the texts that address the Golden Age and slavery, such 
numbers are being left out. The difference in representing historical events is clear, in terms of 
highlighting the acts and responsibilities of the Germans, while obscuring and nominalizing 
the acts and responsibilities of the Dutch. 
 
Geography 
As seen in ‘a discourse of authenticity’, the website Holland.com focuses on presenting the 
Netherlands as an idyllic country with many authentic traits. By doing this, only the most 
idyllic and picturesque places that feature ‘typically’ Dutch elements are foregrounded and 
praised, hereby supressing large part of the country. The website refers to the Netherlands as 
Holland, which in reality only consists of the provinces North Holland and South Holland. 
 

“Visit the beautiful province of South Holland, which boasts big cities like Rotterdam 
and The Hague as well as coastal towns like Scheveningen and Noordwijk, the 
Keukenhof tulips and Kinderdijk windmills. This is how you truly get to know the 
Netherlands in a short space of time”, (Discover Holland, nº5). 

 
The website claims that by seeing these areas, one has truly and fully experienced the 
Netherlands by visiting a region consisting of two provinces out of the twelve provinces that 
make up the Netherlands. One could argue that by only giving salience to these two provinces, 
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the ten other provinces are being suppressed in these sections of the website. An example of 
North Holland: 
 

“If you are visiting the Netherlands, you should definitely explore North Holland. This 
province has everything Dutch: flower-bulb fields, cheese markets, and the Dutch 
capital Amsterdam. You can also explore the coast in one of the province’s wonderful 
seaside towns”, (Discover Holland, nº6). 

 
This leads to the question whether elements such as flower-bulb fields, cheese markets and 
windmills are what makes the Netherlands ‘typically’ Dutch. If the other provinces don’t have 
these specific traits, does that make them not Dutch? Or are they simply not attractive and 
authentic enough to market as such? There is one section on the website that briefly mentions 
some of the other provinces and what they have to offer tourism-wise.  
 

“When you think about Holland, you probably think of tulips, windmills and cheese. 
These and other icons can be found throughout Holland. Friesland and Zeeland are 
wonderful provinces for cycling tours, Noord-Brabant and Gelderland are the place 
to discover art by Vincent van Gogh, Bosch and other Dutch masters, and traditional 
cheese can be enjoyed in Limburg. Unique in Holland: Drenthe boasts prehistoric 
remains, such as the megalithic tombs called hunebeds”, (Holland Information, nº3). 

 
Even though the qualities of other provinces are briefly mentioned, I argue that they are clearly 
being overshadowed by the two provinces North Holland and South Holland, who are 
constantly made salient. This connects to the idea that nation branding has an undemocrating 
character (Varga, 2013). If promoting of the regions was a democrating process, it is likely that 
the other provinces would be mentioned and foregrounded more throughout the website. 
As mentioned before, the website Holland.com goes as far as solely referring to the Netherlands 
as Holland. Right now, the Netherlands is internationally known as Holland. Firstly, I argue 
that the name Holland has specifically been marketed, and has therefore become more known 
than the official name the Netherlands. Secondly, I argue that using Holland to refer to the 
Netherlands as a whole can be seen as an undemocratic form of nation branding. As Varga 
(2013) mentions, nation branding can have an undemocratic character, and with such actions, 
this could lead to people no longer having the perception of nation branding as a ‘public good’ 
(Varga, 2013, p. 827). If giving the Netherlands a new brand name was a democratic process, 
it seems unlikely that the name Holland would have been accepted, as it only represents a small 
part of the country.  
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 Anholt (2005) mentions how changing a country’s name can be a risky move, often 
resulting in a negative outcome. “Paradoxically it’s the smaller and less well known countries 
which are most likely to want to change their names and are also the least likely to be able to 
pull it off”, (Anholt, 2005, p. 122). However, it seems that in the case of the Netherlands, 
Holland is internationally more known than the Netherlands. Even though the website 
explains the terms Holland and the Netherlands in a specific section, the usage of two names 
may still cause confusion amongst foreigners.  

6.3. What does it mean to be Dutch? 

This part looks into how the Dutch culture and the Dutch people are being portrayed on the 
website Holland.com. Even though the website does not have a designated page for Dutch 
culture or Dutch people, the concepts are mentioned often throughout the sections of the 
empirical data. To start off, the website regularly refers to Dutch culture, as well as the Dutch 
(people). This shows that there is a presupposition of the concepts of the Dutch culture and 
Dutch people. When it comes to the Dutch culture, it is presented as authentic, where people 
bike to work alongside the tulip fields every day and eat cheese with every meal: 
 

“Whenever possible, the Dutch do everything by bike. There is no better way to 
immerse yourself in Dutch culture than to get on a bike and discover the stories of 
Holland in this way. There is no other place in the world where people love their bikes 
as much as in Holland”, (Discover Holland, nº18). 
 

This suggests not only that the reader knows what Dutch culture is and that you are able to 
immerse yourself in it, but there is also a clear presupposition that there is such a thing as 
‘Dutch culture’ at all. The text additionally connotates that cycling is strongly intertwined with 
the Dutch culture and that the two cannot be separated. While it may be true that Dutch 
citizens often use a bike for transport, it is a (non-harmful) exaggeration that the Dutch do 
everything by bike. It is more likely that the usage of bikes is being highlighted, as biking carries 
a discourse of being ‘typically Dutch’. This exaggeration is most probably made in order to keep 
the image of the authentic and idyllic Dutch culture intact. 
 
The Dutch people are also being presented in a certain way through nation branding, such as 
the woman from figure 2 that has already been mentioned in the analysis. She can be observed 
as sporty, happy and care-free. On the website, more examples can be found in the texts. When 
it comes to the Dutch people, the discourse that is presented on the website is that the Dutch 
people are open-minded and tolerant.  
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“The Dutch are creative, open minded and pragmatic. They are also rather direct, 
honest and open in their dealings with others. The Dutch are known for their tolerant 
attitudes towards topics such as abortion, euthanasia and (soft) drug use”, (Holland 
Information, nº6). 
 

The notion of being open minded and pragmatic returns regularly in the website texts, 
especially when more controversial topics are being discussed. While Dutch people are usually 
not seen as very nationalistic (Kešić and Duyvendak, 2016), it seems evident that the website 
wants to show how proud they are of their tolerant attitudes, as it is being made salient multiple 
times on the website.  
 
Another interesting finding is that the website sparingly uses ‘we’ or ‘our’ while talking about 
the Netherlands or the Dutch people. It is only when a certain achievement is made, that the 
website narrates the text using the words ‘we’ and ‘our’. 
 

“The large water engineering works of the past centuries, culminating in the Delta 
Works, are examples of our victories over the sea. How we manage our water and 
enjoy it can be seen and experienced in various places”, (Holland Stories, nº5). 
 

The website is showing its pride in how the Dutch people handle water engineering works. 
Managing water is seen here as an achievement for the Netherlands. Words like ‘culminating’ 
and ‘victories’ have positive connotations and indicate a sense of pride. The usage of ‘we’ and 
‘our’ add to this discourse. The following texts adds to this discourse as well: 
 
 “For centuries, the Dutch have managed to exploit the water to their benefit. 
 Dutch perseverance and inventiveness has brought Holland immeasurable good and 
 a strong reputation in water management”, (Holland Stories, nº6). 
 
Again, we can observe a sense of pride that is being conveyed through the text. The words 
‘perseverance’ and ‘inventiveness’ are probably carefully chosen and bring connotations of 
skilfulness and intelligence among the Dutch people. The following text also adds to the 
discourse of the Dutch being skilful: 
 

“Often described as minimalist, experimental, innovative and smart, the Dutch 
mentality shows with the quirky, down-to-earth and humorous perception”, 
(Discover Holland, nº11). 
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Not only does the text describe the Dutch as innovative and smart, multiple other concepts are 
used to portray the Dutch people. As we can observe here, the text presents the Dutch people 
as ‘quirky’, ‘down-to-earth’ and ‘humorous’, which brings connotations of being light-hearted 
and easy-going people. As Kešić and Duyvendak (2016) mention, the Dutch have a sense of 
lightness, where the Dutch cope with (national) expressions in a rather ironical, joking and 
light way. The website used this Dutch characteristic within nation branding to construct a 
certain image of the Dutch people, which is attractive to visitors of the country. 
 
To return to the connotations of pride, another sense of pride can be found in the following 
text: 
 

“People often speak a dialect besides Standard Dutch. Many Dutch people also speak 
German and English”, (Holland Information, nº6). 

 
Here, it is being indicated that the Dutch speak multiple foreign languages, something that 
adds to the discourse of being talented, as well as the sense of pride. It is true that German and 
English are two mandatory subjects taught in high school, however this does not necessarily 
mean that they are able to speak the language after graduating.  
 
Finally, a presupposition of the Dutch people is found in the following text: 
 
 “The Dutch like their privacy and prefer to eat with their family. It is likely that there 
 is not enough to go around and offer you a meal”, (Holland Information, nº10). 
 
Here, the text clearly makes the presupposition that the Dutch like their privacy and family 
time. This presupposition brings connotations of the Dutch being caring about family and 
having certain values when it comes to family. The discourse of the Dutch being private can be 
seen as contradicting to the discourse of the Dutch being open. However, there is a difference 
between an open attitude and valuing privacy. All in all, it seems evident that the Dutch people 
are presented on the website as non-nationalistic, open, and tolerant people that take pride in 
certain achievements. A sense of authenticity is being constructed too, by describing them as 
bicycle and cheese lovers, an image that fits with the way the country is being presented to 
tourists.  
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7. Concluding discussion 

The Netherlands is a small country, trying to compete for visitors in a global arena. Over the 
years, the Netherlands has been branding itself as Holland, where visitors can experience the 
authenticity of a country with a rich history. The brand Holland has become known around the 
world, just like the tulips, cheese and bikes.  
 The aim of this thesis was to examine how the Netherlands is constructed discursively 
as a nation brand on the website Holland.com. As a qualitative study, the method of critical 
discourse analysis was used to analyse a sample of texts and images found on the website 
Holland.com. The thesis has been critically placed in a broader context of nation branding, as 
well as commodification and authenticity.  
 In order to answer the overarching research question, the study has looked into how 
the website used authenticity to construct the Netherlands, together with highlighting and 
suppressing certain aspects of the Netherlands. During the analysis, three main aspects 
became very visible. The first and most revealing aspect that was found is how nominalisation 
works to conceal agencies, while highlighting other agencies. Nominalisation and 
presupposition are two very revealing ways of using language. What has been found is that the 
Netherlands nominalized their own actions and wrongdoings in the Dutch history, with the 
very important example of slavery. Slavery is being presented as an aspect of the economic 
successes, from which the Dutch elite thrived. The whole 17th century, presented as the Golden 
Age, is being glorified as a period of wealth and great achievements. However, as soon as the 
Netherlands can be found in a victim role, the wrongdoings of the opposite party are being 
frequently highlighted. The example of World War II clearly showed the contradicting way the 
acts of the Germans are being presented.  
 Comparing the reality of nation branding’s acts with the study of Jensen (2012), it is 
not only the literary works in the Netherlands that keep the image of the Golden Age intact, the 
website Holland.com significantly contributes to keeping the image of this era as it is: a period 
of wealth and great achievements, where there is no room for slavery or other wrongdoings of 
the past. Varga (2013) has previously mentioned the problematic character of nation branding. 
In this practice of nominalizing agencies, we can observe the problematic character of nation 
branding. 
 The second main finding is that of the ‘authentic Holland’. Nation branding is used to 
make a construction of the ‘real’ country, an authentic and idyllic country with open landscapes 
and countless picturesque places to visit. Being argued by many scholars, nation branding is a 
practice that produces a certain image of a nation state, often to either enhance its image or 
the nation’s marketability (Bolin & Ståhlberg, 2010; Fan, 2010; Jansen, 2008). Others go as 
far as describing this practice as commercial nationalism and commercializing the national 
(Volcic & Andrejevic, 2011; Kania-Lundholm, 2014).  
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 The website frequently highlights all the aspects that are being referred to as ‘typically 
Dutch’, such as biking, tulips, water and even wooden clogs. This raises the question why some 
things are repeatedly made salient and why other aspects are being obscured. I argue that this 
is done to create an authentic image that is being showed to tourists. The findings of this thesis 
clearly show how the website Holland.com uses nation branding to serve the same purpose: 
commodifying the country. By using the concept of authenticity, the website is constantly 
commodifying the ‘authentic elements’ of the country, such as tulips and bikes, or connotations 
of openness and freedom. However, this is only a construction, made up by pictures and text 
that are working together. Both construct the real Holland with strong connotations of 
freedom, openness and authenticity, when in fact, this image only shows the surface of the 
Netherlands and what it has to offer as a country. This raises the question of what can be truly 
called authentic in this modern age, a question that Valaskivi (2016) also raised. And what 
happens to the aspects of a country that are not seen as authentic, or commodifiable? I argue 
that commodifying a country through nation branding, where only certain elements are 
highlighted to maintain an authentic image, is only touching the surface of the country. Deeper 
issues are being ignored, because they do not fit with the ideal image that the website wants to 
present to potential visitors.  
 Lastly, an interesting finding is the sense of pride that is being foregrounded in some 
texts, regarding the Dutch people themselves. Kešić and Duyvendak (2016) explain to have 
found a paradoxical form of nationalism in the Netherlands, which they described as anti-
nationalist nationalism. Here, the Dutch take pride in not being proud of their country or 
themselves. While I first agreed to this notion, I did discover some contradicting aspects of this 
view towards nationalism and the Dutch people. In the analysis, it became clear that nation 
branding uses a sense of pride when it comes to Dutch achievements, ranging from art and 
academic discoveries, to managing large water works, to speaking multiple foreign languages. 
In these parts of the text, words like ‘we’ and ‘our’ are frequently used, whereas the rest of the 
website is not being narrated in this way. I argue now that while the Dutch may be light-hearted 
and show a weak form of national identity, they are indeed proud of their country.  
 In order to relate these findings to the main research question, I argue that the three 
main findings reflect the underlying ideologies found on the website. As ideologies are a set of 
ideas, we can see that the first idea is that the Netherlands should be branded as authentic as 
possible in order to ‘sell’ the country, hereby promoting a neoliberal ideology. Secondly, the 
Golden Age is viewed as an ideology, where the century is presented as the most prosperous 
times of the Netherlands. This communicates a shared belief of the Netherlands as being 
successful, despite the country’s actions. Thirdly, an ideology of anti-nationalism is being 
promoted, while in fact, traces of nationalism can be found throughout the text. Lastly, 
connecting the findings to interests, I argue that only the interests of the government and the 
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marketing organization are being served, hereby omitting any interests of citizens of the 
Netherlands. This shows the undemocratic character of nation branding, as argued by Kaneva 
(2011),  Volcic & Andrejevic (2011), and Varga (2013).  
 In  summary,  this  thesis has  examined  the  construction of the Netherlands as a 
nation brand through the website Holland.com, by analysing it from a critical perspective. The 
empirical case connects to the concepts of nation branding and commodification that we see 
today, where nations are turning into commodities in order to become attractive to potential 
visitors. Nation branding might feel inclusive and welcoming towards tourists, but can be very 
exclusive towards certain social groups in practice. This shows the undemocratic character of 
nation branding, which I argue to be problematic. The problematic character of nation 
branding as a form of nationalism should also not be neglected.  
 

7.1. Suggestions for future research 

Nation branding is a phenomenon that touches many more research fields, than media and 
communication alone. It would be interesting to introduce theories and concept from other 
research fields, in order to place nation branding in an even broader context. As mentioned in 
this thesis, I argue that (positively) reshaping a nation’s history could be problematic. 
Therefore, it would be interesting to conduct further research on the relationship between 
nation branding and a nations historical events. Alongside, I believe that nation branding could 
have potential influence on the national identity of a nation’s citizens, something that has not 
been addressed in this study. It would be interesting to look further into the relationship 
between national identities and nation branding practices. 
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Appendix 
 
Sampled texts from the website Holland.com.  
 

1. Discover Holland 

1: Discover 
Holland https://www.holland.com/global/tourism/discover-holland.htm  

2: Holiday by the 
sea 

https://www.holland.com/global/tourism/discover-holland/holiday-by-
the-sea.htm 

3: Zeeland 
https://www.holland.com/global/tourism/destinations/provinces/zeeland.
htm 

4: Wadden Islands 
https://www.holland.com/global/tourism/destinations/regions/wadden-
islands.htm 

5: South Holland 
https://www.holland.com/global/tourism/destinations/provinces/south-
holland.htm  

6: North Holland 
https://www.holland.com/global/tourism/destinations/provinces/north-
holland.htm  

7: Arts & culture  
https://www.holland.com/global/tourism/discover-holland/arts-
culture.htm  

8: Museums 
https://www.holland.com/global/tourism/discover-holland/arts-
culture/museums.htm 

9: Architecture 
https://www.holland.com/global/tourism/discover-holland/arts-
culture/architecture.htm 

10: World Heritage 
Sites 

https://www.holland.com/global/tourism/discover-holland/arts-
culture/world-heritage-sites.htm  

11: Dutch Design 
https://www.holland.com/global/tourism/discover-holland/arts-
culture/dutch-design.htm  

12: Dutch masters 
https://www.holland.com/global/tourism/discover-
holland/traditional/dutch-masters.htm  

13: Rembrandt & 
the Dutch Golden 
Age 

https://www.holland.com/global/tourism/discover-holland/rembrandt-
and-the-golden-age.htm  

14: Disover the 
work of van Wittel 

https://www.holland.com/global/tourism/plan-your-
holiday/events/maestro-van-wittel-dutch-master-of-the-italian-
cityscape.htm  

15: Opera, Dance 
and theater in 
Holland 

https://www.holland.com/global/tourism/discover-holland/arts-
culture/opera-dance-and-theater-in-holland.htm  

16: Cycling https://www.holland.com/global/tourism/discover-holland/cycling.htm  
17: Discover the 
best cycling 
holidays 

https://www.holland.com/global/tourism/book/cycling-holidays.htm  

18: Seven reasons 
to explore Holland 
by bicycle 

https://www.holland.com/global/tourism/discover-holland/cycling/seven-
reasons-to-explore-holland-by-bicycle.htm  
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19: National Long 
distance cycle 
network 

https://www.holland.com/global/tourism/plan-your-holiday/practical-
information/national-long-distance-cycle-network.htm  

20: Plan your 
cycling daytrip 

https://www.holland.com/global/tourism/plan-your-holiday/practical-
information/plan-your-cycling-daytrip.htm  

21: Ijsselmeer tour 
by bicycle 

https://www.holland.com/global/tourism/discover-
holland/cycling/ijsselmeer-tour-by-bicycle.htm  

22: Cycle the Dutch 
Coastal Route (570 
km) 

https://www.holland.com/global/tourism/destinations/regions/dutch-
coast/cycle-the-dutch-coastal-route-570-km.htm  

23: Holland with 
kids 

https://www.holland.com/global/tourism/discover-holland/kids-
attractions.htm  

24: Traditional 
Dutch icons 

https://www.holland.com/global/tourism/discover-
holland/traditional.htm  

25: Tulips 
https://www.holland.com/global/tourism/discover-
holland/traditional/tulips.htm  

26: Windmills 
https://www.holland.com/global/tourism/discover-
holland/traditional/windmills.htm 

27: Cheese 
https://www.holland.com/global/tourism/discover-
holland/traditional/cheese.htm 

28: Wooden shoes 
https://www.holland.com/global/tourism/discover-
holland/traditional/wooden-shoes.htm  

29: Delft Blue 
https://www.holland.com/global/tourism/discover-
holland/traditional/delft-blue.htm  

30: Canals 
https://www.holland.com/global/tourism/discover-
holland/traditional/canals.htm  

31: Eleven Cities 
Tour 

https://www.holland.com/global/tourism/discover-
holland/traditional/eleven-cities-tour.htm  

32: Shopping https://www.holland.com/global/tourism/discover-holland/shopping.htm  
33: Water sports in 
Holland 

https://www.holland.com/global/tourism/discover-holland/water-
sports.htm 

 
2. Holland Stories 

 
1: Holland Stories https://www.holland.com/global/tourism/holland-stories.htm  
2: Dutch food & 
cuisine 

https://www.holland.com/global/tourism/holland-stories/dutch-food-and-
cuisine.htm  

3: Castles & 
country houses 

https://www.holland.com/global/tourism/holland-stories/castles-and-
country-houses.htm 

4: Liberation Route 
https://www.holland.com/global/tourism/holland-stories/liberation-
route.htm 

5: Land of water 
https://www.holland.com/global/tourism/holland-stories/land-of-
water/land-of-water.htm 
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6: Holland – Land 
of water 

https://www.holland.com/global/tourism/holland-stories/land-of-
water/holland-land-of-water.htm 

7: Flowers https://www.holland.com/global/tourism/holland-stories/flowers.htm  
8: Mondriaan & de 
Stijl 

https://www.holland.com/global/tourism/holland-stories/mondrian-de-
stijl.htm  

9: Vincent van 
Gogh https://www.holland.com/global/tourism/holland-stories/van-gogh.htm  

10: The Dutch 
Golden Age https://www.holland.com/global/tourism/holland-stories/golden-age.htm 

11: Middelburg in 
the Dutch Golden 
Age 

https://www.holland.com/global/tourism/destinations/provinces/zeeland
/middelburg-in-the-dutch-golden-age.htm 

12: Dordrecht: 
cradle of the 
Golden Age 

https://www.holland.com/global/tourism/holland-stories/golden-
age/dordrecht-cradle-of-the-golden-age.htm  

13: Vermeer’s Delft 
in the Golden Age 

https://www.holland.com/global/tourism/holland-stories/golden-
age/vermeers-delft-in-the-golden-age.htm  

14: Golden Age The 
Hague: art & power 

https://www.holland.com/global/tourism/holland-stories/golden-
age/golden-age-the-hague-art-power.htm 

15: Rembrandt’s 
Leiden 

https://www.holland.com/global/tourism/holland-stories/golden-
age/rembrandts-leiden.htm  

16: Frans Hals’ 
Golden Age 
Haarlem 

https://www.holland.com/global/tourism/holland-stories/golden-
age/frans-hals-golden-age-haarlem.htm  

17: Amsterdam: 
capital of the 
Golden Age 

https://www.holland.com/global/tourism/holland-stories/golden-
age/amsterdam-capital-of-the-golden-age.htm  

18: Hoorn & 
Enkhuizen in the 
Golden Age 

https://www.holland.com/global/tourism/destinations/provinces/north-
holland/hoorn-enkhuizen-in-the-golden-age.htm 

19: Hansa towns 
https://www.holland.com/global/tourism/holland-stories/hansa-
towns.htm 

20: Royal Holland 
https://www.holland.com/global/tourism/holland-stories/royal-
holland.htm  

21: Royal Holland 
– The House of 
Orange-Nassau 

https://www.holland.com/global/tourism/holland-stories/royal-
holland/royal-holland-house-orange-nassau.htm 

 
3. Holland information 

 
1: Holland 
information https://www.holland.com/global/tourism/information.htm  

2: The Royal 
Family 

https://www.holland.com/global/tourism/information/the-royal-
family.htm  

3: The Netherlands 
vs. Holland 

https://www.holland.com/global/tourism/information/netherlands-vs-
holland.htm 
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4: The history of 
Holland 

https://www.holland.com/global/tourism/information/the-history-of-
holland.htm  

5: The 
constitutional 
monarchy 

https://www.holland.com/global/tourism/information/the-constitutional-
monarchy.htm 

6: Facts & figures https://www.holland.com/global/tourism/information/facts-figures.htm  
7: Traditional 
Dutch Food 

https://www.holland.com/global/tourism/information/traditional-dutch-
food.htm  

8: King’s Day https://www.holland.com/global/tourism/information/the-royal-
family/kings-day.htm  

9: The Dutch flag https://www.holland.com/global/tourism/information/the-dutch-flag.htm 
10: All about the 
Netherlands 

https://www.holland.com/global/tourism/information/all-about-the-
netherlands.htm  

11: Gay and lesbian 
travelers 

https://www.holland.com/global/tourism/information/amsterdams-gay-
and-lesbian-hotels.htm  

12: Dutch drug 
policy 

https://www.holland.com/global/tourism/information/dutch-drug-
policy.htm 

 
 


