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“Soft power rests on the ability to

shape the preferences of others.”
Joseph Nye.

aspire to its level of prosperity and openness. This soft power—getting others to want the outcomes that
you want—co-opts people rather than coerces them.

Soft power is not merely the same as influence. After all, influence can also rest on the hard power of
threats or payments. And soft power is more than just persuasion or the ability to move people by
argument, though that is an important part of it. It is also the ability to attract, and attraction often leads
to acquiescence. Simply put, in behavioral terms, soft power is attractive power. Soft power resources

are the assets that produce such attraction.
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HARD POWER SOFT POWER

Hard power is the exercise of influence Soft power uses attraction and persuasion

through coercion, relying on tactics like to change minds and influence behaviour.

military force, payments, and economic | Its sources include culture, government,

sanctions. | | political values, and positive global
engagement.
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BrandFinance ¥ GLOBAL SOFT POWER INDEX 2021

Global The world's top 20 soft power nations
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Soft Power
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A country's digital infrastructure and its capabilities in
fj DIGITAL
= digital diplomacy
= The global reach and appeal of a nation’s cultural outputs,
{@ CULTURE _
both pop-culture and high-culture

iy The attractiveness of a country's economic model, business

friendliness, and capacity for innovation

The level of human capital in a country, contribution to

A 3 S S ki o~
= ‘r 4 o4 T o 2 iy S M EDUCATIUH L |

scholarship, and attractiveness to international students

The strength of a country's diplomatic network and its

— Qg{? ENGAGEMENT —
contribution to global engagement and development
Commitment to freedom, human rights, and democracy,
@ GOVERNMENT _ —
and the quality of political institutions
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A COMIC BOOK WRITER'S PERSONAL TOUR OF JAPAN

Soft Power A13Useind | Cool Japan

The world loves Cool Japan

ABBY DENSON

COOL

traditional arts and crafts.

F In Europe, the United States, and Asia, there are many popular Japanese products and services (creative industries). In
addition to anime and manga, these include food culture, express delivery services, Japanese-style inns (ryokan), and

— Capitalizing on the popularity of "Cool Japan" can accomplish the following: 1) unearthing of domestic demand,
2) incorporation of foreign demand, and 3) transformation of industrial structure. These accomplishments can secure new

income sources and jobs, leading to regional economic revitalization.

-

JAPAN
GUIDE

FUN IN THE LAND OF

| XN

X

Anime and manga

O The Japan Expo, held on June 30 through July 3, 2011, in Paris,

received about 200,000 visitors over those four days.

received about 18,000 visitors.

O The New York Anime Festival, held in New York City on October 8 to10, 2010,

MANGA. LUCKY CATS

AND RAMEN

q

Food culture

/Express delivery services\

Ajisen Ramen

The chain serving Kumamoto-

style ramen has restaurants in
63 Chinese cities.

Yamato Transport Co.

i
Yamato Transport is expanding its
express delivery services across
Asia. Japanese-style services
such as designated delivery time

Originating in Ishikawa Prefecture,

Japanese-style inn (ryokan) in

and refrigerated packages are
Whly regarded in China. /

the company has opened a

Taipei, where it implements
kapanese hospitality."

/Traditional arts and crafts\

Kumano makeup brushes

Kumano (Hiroshima)
makeup brushes are highly

regarded and have many
y

fans in Hollywood and
\elsewhere overseas.
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A COMIC BOOK WRITER'S PERSONAL TOUR OF JAPAN

ABBY DENSON

COOL

JAPAN
GUIDE

FUN IN THE LAND OF
MANGA. LUCKY CATS
AND RAMEN

TUTTLE

Cool Japan's potential

F The size of the world market for culture industries (1) will be more than 900 trillion yen (estimate for 2020).
B The aim is to capture 8-11 trillion yen of this.
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[ Strategic goal: 8-11 trillion yen

2009 2020

(1) Eighteen countries ("major countries") were selected by extracting countries and regions that will, as of 2020, have a GDP of at least US$ 2 trillion (about 200 Fashion

trillicn yen) and those with important continental cities that will have a GDP per capita of at least US$ 10,000 (about 100,000 yen). Current market size is
calculated using statistical data from the OECD, the IMF, the World Bank, etc. Potential market size in 2020 is estimated from the correlation between nominal
GDP (PPP) or nominal GDP per capita (PPP) based on each country’s amount of population growth over the past 10 years and for the coming 10 years.

Mote: Because the nature of the tourism category is different from the other categories, each country's market size is not included. Additionally, because the B
market size in the skilled manufacturing/regional specialties category is small, size goals have not been set. J
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Introduction = What is nation brand

Introduction What is nation branding?

What is
nation branding?
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THE CHINESE SOUEME TOWARDS AFRICA  INDUSTRIAL OPERATIONS IN AFRICA
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2021 Special 301 Report

Office of the United States Trade Representative

Priority Watch List Watch List
e Argentina e Algeria
e Chile e Barbados
e China e Bolivia
e India e Brazil
e Indonesia e C(Canada
e Russia e (Colombia
e Saudi Arabia e Dominican
e Ukraine Republic
e Venezuela e Ecuador
e Egypt
e (Guatemala
e Kuwait

Lebanon
Mexico
Pakistan
Paraguay
Peru
Romania
Thailand

Trinidad and Tobago
Turkey
Turkmenistan
Uzbekistan

Vietnam






