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Abstract

This article reveals the essence, structure, advantages, features and disadvantages of the "soft power" policy.
For this, an analysis of books and interviews by Joseph Nye, the founder of the concept of "soft power", was
carried out. Within the framework of certain philosophical concepts, "soft power" can manifest itself in the
policies of states. This is the promotion of the culture of your country, drawing up an attractive image. Currently,
we are witnessing the spread of symbolic images that "seduce" and "captivate" objects with their "soft power".
How can one characterize and fit in one phrase the essence of the concept and what was the motive for the
formation of the political term itself? It can be emphasized that the use of force to resolve conflicts between
countries eventually turned into non-violent competition, as well as the use of non-military methods to resolve
conflicts. At the same time, a country leading a “soft policy” has the ability to receive support in international
relations while attracting other countries by demonstrating its cultural and moral values, including the
effectiveness of political institutions. Despite the wide international recognition of the concept of "soft power"
both by the subjects of international relations and by scientists who widely discuss it, it has been criticized or
questioned. On the one hand, some American neo-conservatives or "realists" (from Robert Kagan to Niall
Ferguson) continue to defend the idea that military action and economic action remain the only truly effective
means of influencing the course of the world. Thus, soft power will be marginal at best and ineffective at worst.
On the other hand, several sociologists have defended the idea that the concept of "soft power" was purely
theoretical and that it was especially difficult to demonstrate it or even measure its effectiveness through
quantitative analysis, although several attempts and indices have also been developed in this direction.

More recently, J. Nye improved his theory. According to which, the effectiveness of influence requires a
skillful combination of "hard power" and "soft power", because the latter alone is not enough to achieve success.
Hence the birth of a new comprehensive concept of "smart power".
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GK¥YMCAK KYII» CASACATBIHBIH
TEOPUSAJUIBIK-OAICTEMEJIIK ACIIEKTIVIEPI

Anoamna

byn makanmaga «oKkyMmcak KyLD» casicaTbIHBIH MOHI, KYPBUIBIMBI, apTHIKIIBUIBIKTAPhI, €PEKLICTIKTepi MEH
KeMIITiKTepi ampuiaasl. On YIIiH «KYMCaK KYID» YFBIMBIHBIH HeTi3iH Kanayms! /xozed HaiiapiH kitanrapbl
MeH cyxOarTapblHa Tanjaay >kacanasl. benrini 6ip ¢priIocopusIbIK KOHISNIMSIAp MEeHOePiHAe «OKYMCcaK KyID»
MEMJICKETTEP/IiH casicaThlHIa KopiHe anajpl. bysl — €3 emiHHIH MOJICHHUETIH HAaCHUXaTTay, TapThIMILI OcHHENeY.
Kaszipri ke3ne 3arTapapl «oKyMcak KyLIiMeH» «apbarmy», «baypan ajnaThlH» CHMBOJIBIK OCHHENepAiH Tapaiblil
KaTKaHbIHa Kyd OOJNBIN OTHIPMBI3. TYKbIppIMIaMaHBIH MOHIH Kalail cumarrayra >koHe Olp ce3 TipkeciHe
CBIAFBI3yFa OoNazbl JKOHE casich TEPMHHHIH KalbllITacyblHa He TYpPTKi Oonnwl? Enmep apacwiHoarb
KaKTBIFBICTApBl IIENTy YLIH KYII KOJIAaHy aKblp COHBIHIA KYyLI KOJIaHOAHTBIH Oacekere, COHOal-ak
KaKTBIFBICTAp/IbI IENTY IiH 9CKEPH eMecC dicTep i KolJaHyFa aifHaIFaHbIH aTal eTyre 00Iaibl.

CoHbIMeH Oipre, «KyMCcakK CascaTThDy KYPri3eTiH e 63iHiH MOJICHH-aIaMIePIILTiK KYHIbUTBIKTapbIH, OHBIH
ilIiHge casick MHCTUTYTTapAbIH TUIMIUIIH KOpCeTy apKbUIbl Oacka enjiepAl TapTa OTBIPHII, XaJbIKApaibIK
KaTbIHacTapJa KoJay aly MyMKiHZIIriHe ue. «JKyMmcak Kyl YFbIMBIH XallbIKapasiblK KaTbIHACTAp CyOBEeKTiIepi
Jie, OHBbl KEHIHEH TAJIKbUIANTHIH FaIbIMIAp 1a KCHIHEH MOMbIHAAFaHbIHA KapaMacTaH, O ChIHFA YIIBIPabl
HeMece KyMoHIaHAbl. bip xarbiHaH, Keii0ip aMepruKaHIbIK HEOKOHCepBaTopiIap Hemece «peamuctrepy (Pobept
Karannan 6actan Huamn ®eprioconra eiiH) oCKepH ic-KMMBUT MEH SKOHOMHKAIIBIK 9PEKET dJIeMHiH OapbIChbIHA
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ocep eTY/iH >KaJFbI3 IILIH MOHIHJIE THIMJII KypaJTbl OOJIBII Kasia Oepe/ii AeTeH UIISSIHbI KOPFay/Ibl )KaFacThIpy/Ia.
Ocpnaiiiia, )KyMCcakK KYII €H KaKChI XaFIaia MapruHaJJIb )KOHE CH Halllap JKaraakiaa TiMci3 Oonasel. Exinmmi
JKarbIHaH, OlpHEIe dJICyMETTaHYIIbUIap <OKYMCAK KYID» TYCIHITI Ta3a TEOPUSUIBIK JKOHE OHBI KOPCETY HeMece
TINTI CaH/BIK Ty apKbUIGI OHBIH THIMIIUTITIH OISy 6Te KUBbIH JETCH HICSHBI KOPFaJlbl, IETCHMEH OipHere
TAJIMBIHBICTAP MEH WHICKCTEP 93IpJICHTeH. OCHI OaFbIT.

Kaxpmma [Ix. Hait o3 Teopusicein skerinaipai. OFaH colikec, ocep €TYIIH THIMIUIT «KATThl KYID TeH
«OKYMCaK KYLIT» medep YHIecTipyli KaKeT eTe/ll, OiTKeHi TaObICKa >KEeTy YILIH COHFBICBIHBIH ©31 KETKUTIKCI3.
OchbI1aH Kellin «aKbULIbI KyaT) KaHa KeIIeH i TY>KbIPBIMJIaMAacChl TYHUETe KeIlIi.

Tyiiin ce3mep: >xymcak Kymi, casicaT, akpuigbl kymi, Jlxosed Haii, MomeHm bpIKnmas, aumiomaTws,
JIEMOKPATHUSUTBIK, KYHIBUTBIKTAP.
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TEOPETUKO-METOAOJIOI'MTYECKHE
ACIIEKTBI HOJIMTUKHU «MAT'KOU CUJIbID»

Annomayus

B nanHOW cTaThe pacKpbIBacTCsl CYIIHOCTb, CTPYKTYpa, MPEUMYILECTBA OCOOCHHOCTH W HEHOCTATKH
MONUTUKA «MSITKOM CHJbI». [ 9Toro mpoBeleH aHanu3 KHUT W uHTepBbIO J[xo3eda Has — ocHoBarens
KOHILICTIIIMU «MSITKOW CHIbl». B pamkax ompeneneHHbIX (QUIOCO(CKHX KOHLECHIMH «MATKas CUJIa» MOMKET
NPOSIBISITECST B MOJUTHKE TOCYAAPCTB. OTO MPOJBIKEHHE KYJIBTYpHl CBOEH CTpaHbl, COCTAaBJICHHE
MPUBJIEKATENFHOrO UMUK, B HacTosiee Bpemsi Mbl HaOJII0AaeM paclpoCTpaHEHHE CUMBOJINYECKUX 00pa3oB,
KOTOpBIE «COONa3HSIOT» M «YBJCKAIOT» OOBEKTHI CBOCH «MSTKOM cuioi». Kak MOXXKHO oxapakTepu3oBaTb U
YMECTHTh B OAHOH (hpase CyIIHOCTh KOHLENIUH U YTO TOCTYKHJIO MOOYIUTENbHBIM MOTHBOM OOpa30BaHUs
CaMoro MOJIUTUYECKOro TepMUHA? MOXKHO MOJUEPKHYTh, YTO CHIIOBBIC METO/BI PEIICHUS] IPOTUBOPEUHI MEKITY
CTpaHaMH CO BPEMEHEM IEPEXOIUIO B HEHACHIILCTBEHHYIO KOHKYPEHIHIO, & TAKKE MCIOJIb30BAHNE HEBOCHHBIX
METOJIOB /I YperylupoBaHusl KOHQIUKTOB. [Ipn 3TOM cTpaHa Benymias «MATKYIO TOJUTHKY» oOlamaert
CIIOCOOHOCTBIO IMOJTyYaTh MOAACPKKY B MEKIYHAPOAHBIX OTHOIICHUSX NPU ITOM IPUBIIEKAs APYTHE CTPaHbI
MyTeM JEMOHCTpAalM CBOMX KyJbTYPHBIX M HPaBCTBEHHBIX LEHHOCTEW, B TOM 4Hucie S(PQPEKTHBHOCTH
MOJUTUYECKUX HHCTHTYTOB.

HecmoTpss Ha mmMpokoe MEXIyHapomHOEe NPH3HAHME KOHLECIIMU «MSITKOH CHIIBD» KakK CyObeKTaMu
MEKIyHapOAHBIX OTHOLICHHWH, TaK W YUYEHBIMH, KOTOPBIC IIMPOKO €€ 00CYKIAIOT, OHA MOJABEPrajlach KPUTHKE
WM ToJBepranach coMHeHuto. C OIHOH CTOpOHBI, HEKOTOpble aMEpUKAHCKHE HEOKOHCEPBATOPhl WIN
«peanmcTb» (0T Pobepra Karana no Haiina ®epriocona) mpogomkaloT OTCTauBaTh WACIO O TOM, YTO BOCHHBIE
JEHCTBHS U SKOHOMUYECKUE JICHCTBUS OCTAIOTCSI €AMHCTBEHHBIMU JEHCTBUTEIBHO dPPEKTUBHBIMU CPEICTBAMHU
BO3JCHCTBUA HA XOI MHpa. Takum 00pazoM, «Msrkas cuia» OygeT B JydlleM cilydyae MaprUHaIBHOW, a B
xynmeMm — HedpdexTrBHOH. C Opyroil CTOPOHBI, HECKOJBKO COLIMOJIOTOB OTCTaMBAIM HICI0 O TOM, YTO
KOHLICTIIIMS «MSITKOH CHJIBD) ObLIa YUCTO TEOPETUUECKOH M UTO OBLIO 0COOCHHO CIIOMKHO MPOIEMOHCTPUPOBATH €€
WM JaXe M3MepUTh ee 3()(PEKTUBHOCTH C MTOMOLIBIO KOJIMYECTBEHHOIO aHAIW3a, XOTS B 9TOM HalpaBiICHHU
TaKoke ObIIO pa3paboTaHO HECKOJIBKO MOMBITOK U MHIECKCOB.

Cogcem nepauo Jlx. Hait ycoBepiencTBoBai cBoto Teoputo. CorinacHo KoTopoi, 3p(eKTUBHOCTD BIUSIHUS
TpeOyeT yMeNoro coOYeTaH s «KECTKOW CHIIb» M «MSTKOW CHIIBDY, TIOTOMY YTO OJHOM TOCIEAHEH HEAOCTATOYHO
TSt focTIKeHus yeriexa. OTcroia posKIeHne HOBOM BCEOOBEMITIOIIEH KOHLICTILINN «YMHAsI CHIIay.

KiroueBble ci10Ba: Msirkas cuia, OJIUTHKA, yMHAs ciiia, Jxozed Hail, KynbTypHOE BIMSHUE, TUTIIIOMATHS,
JEMOKPAaTUIECKUE IEHHOCTH.

INTRODUCTION

Power is a way of influencing others in order to get the expected results, and this can usually be achieved in
various ways: persuasion, manipulation, authority. “Soft power” is the ability to achieve the desired results from a
partner country on the basis of voluntary cooperation and sympathy, rather than coercion. This commentary tells
about the origin of the concept as an analytical tool and its gradual development into an instrumental direction
used in political discourse in Europe, the United States, China. "Soft power" is defined by the state's ability to
influence international relations and direct them in its favor. The state is implementing a strategy of soft and
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voluntary influence. In this way, it strengthens the legitimacy of its international actions, which is also a factor of
strength. This influence is carried out both in relation to opponents and in relation to allies and is directed to all
subjects of international relations: international organizations, NGOs, transnational corporations, etc.

The main vectors of soft power are:

* diplomacy;

* institutional cooperation;

e economic assistance;

« attractiveness of culture;

* dissemination of education;

* the influence of the political economy model (market economy and democracy) and values.

“These peaceful means are aimed at persuading other participants in international relations to act or take a
certain position. Priorities and instruments of influence differ from country to country. Some focus on social
initiative: education, language courses, universities. Others are based on profitable private capital: the Bollywood
film industry, telenovelas broadcast on television around the world” [1].

RESEARCH METHODOLOGY

Joseph Nye coined the term "soft power" in his 1990 book Bound to Lead, which "challenged the then
conventional wisdom about the decline of American power"[2]. In a sense, the underlying thought is not new, and
similar concepts can be traced back to ancient philosophers. Moreover, although the term "soft power" was
developed in the context of work on American power, it is not limited to international behavior or the United
States. However, it has become particularly ingrained in international relations, and as the European Union has
developed, more European leaders have begun to invoke soft power. However, the term has been less used by
American political leaders.

RESULTS AND DISCUSSION

The interest of J. Nye's work is to show that states, thanks to their strength and their diplomacy, have a
diverse arsenal of means to deter, incite or influence. J. Nye, who gave a name to the concept as old as the world,
introduces a subtle theoretical analysis into a more subtle area of action. If the idea of influence diplomacy existed
before J. Nye, this one had the merit of re-conceptualizing it. One of the important points of the concept of J. Nye
is the assertion that "soft power" only partially depends on the role of states, in contrast to "hard power".
“Responsibility lies with non-state actors, the market and civil society, and sometimes even expatriates or
immigrants. Thus, in a broader sense, civil society will be the main actor of soft power: it shares the responsibility.
"Soft power" does not work without it, not to mention the fight against it" [3, p.3].

That is, for J. Nye, “soft power” largely depends on the role of civil society, and it is thanks to him that it can
be used more effectively. J. Nye even mentions "unsustainable forces of soft power", which confirms the
difficulty of managing it in an authoritarian or bureaucratic manner.

Regarding the place of culture in Soft Power, Joseph Nye goes to great lengths in his book of the same name
to clarify what he means by "culture". Sports, music and cinema are at the heart of soft power. However, J. Nye
points out, we should talk not only about mass culture, which really has great efficiency and "promise of rapid
spread”, but also about culture in a broad sense. "Soft power" should be able to play on several scales.

In 2004, Josef Nye explored the concept in more detail in Soft Power: The Means of Success in World
Politics. He pointed out that "soft power" is only one component of power and is rarely enough on its own. The
ability to combine hard and soft power into successful strategies where they reinforce each other could be called
"smart power"

More recently, and especially in his book The Future of Power, published in 2011, J. Nye has improved his
theory in two ways. The first was to show that the effectiveness of influence requires a skillful combination of
"hard power" and "soft power", because the latter alone is not enough to achieve success. Hence the birth of a new
comprehensive concept (which J. Nye borrows from Suzanne Nossel): "smart power" - or "intellectual”" power.
The Harvard academic shows that a country can be influential in the international arena only if it skillfully
combines "soft" and "hard" (which gives the neologism "smart"). Thus, J. Nye completes his theory. Which was
legalized and adopted in 2009 by Secretary of State Hillary Clinton.

The second deepening that J. Nye subjected his theory to is the recognition of the new and decisive influence
of new technologies. They were already sidelined in his 2004 book Soft Power, but he gives them more attention
in his recent interviews and articles. For J. Nye: “Thanks to new technologies, “soft power” will become
increasingly important and, thanks to them, will finally be able to overtake “hard power” [4, p.5].
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Disadvantages of the concept of "soft power"

Despite the wide international recognition of the concept of "soft power" both by the subjects of international
relations and by scientists who widely discuss it, it has been criticized or questioned. On the one hand, some
American neo-conservatives or "realists" (from Robert Kagan to Niall Ferguson) continue to defend the idea that
military action and economic action remain the only truly effective means of influencing the course of the world.
Thus, soft power will be marginal at best and ineffective at worst. On the other hand, some theorists have
defended the idea that the use of "soft power" is not intended for Westerners and to spread democratic values, but
that it can just as well be used by enemies of democracy and backfire on democracies. Thus, "soft power" will be
more of a descriptive concept than a normative one, and in no way will mean the democratization of the world.
Neither good nor bad, in itself, "soft power" would depend primarily on how it is used, and on the states that use
it. Finally, several sociologists have championed the idea that the concept of "soft power" was purely theoretical
and that it was particularly difficult to demonstrate it or even measure its effectiveness through quantitative
analysis, although several attempts and indices have also been developed in this direction.

But there is more. There is a more problematic flaw in J. Nye's concept regarding its relevance outside the
American model, in times of globalization. A connoisseur of the United States (and also of Japan), Joseph Nye
does not appear to have fully appreciated the transformation of global power relations and multilateralism,
especially through developing countries. However, they appear not only with their economy and demographics,
they also appear with their culture, their media and the Internet, that is, with their “soft power”. But they do it with
a different logic and different tools than those used in the United States (for example, with public companies or
through propaganda), and in break with the theory of J. Nye. This point is largely underestimated by the author,
who takes most of his examples from the history of American diplomacy and remains generally reserved in his
books and articles on the very idea of Chinese or Japanese "soft power" and says virtually nothing about the rise
of Indian, Brazilian, Indonesian or South African soft power. However, today developing countries are giving
birth to "content" giants such as Reliance and Sahara (India), Rotana or MBC (Saudi Arabia), Al-Jazeera (Qatar),
TVGLobo (Brazil), Televisa (Mexico), Naspers (South Africa), Abu Dhabi Al Oula (United Arab Emirates) and
many others. These emerging groups are already stronger than many of the American cultural industries.

Ultimately, the concept of “soft power”— sometimes vague and somewhat all-encompassing — seems to be
characteristic of the structuring model of the United States, where it remains relevant. There may even have been
a huge advantage in justifying the government's non-investment in this area, since soft power had to be taken care
of and left to the market and civil society. Modern, with a bias to the left (when the very concept of "people's
diplomacy" is shifting to the right), George Nye's "soft power" has been on the rise since the election and re-
election of Barack Obama.

But by inventing a purely American concept, the former assistant secretary of defense in the Clinton
administration simultaneously killed two birds with one stone. He defined a basic concept that ideally summed up
the American strategy and its effectiveness, and thereby showed that the very expression of "soft power",
paradoxically, is itself an element of American "soft power". This is his greatest victory.

Every year we can see results from the Global Soft Power Index.

The Brand Finance Global Soft Power Index is an annual survey that measures the degree of global influence
of governments in terms of their ability to use soft power to achieve desired outcomes. The rating is based on a
survey of at least 100,000 respondents from around the world. The study covered 120 countries.

The Global Soft Power Index was created taking into account the performance of the participating countries
on the following issues:

* Economy and trade;

* Management and friendliness;

« International connections;

* Culture and heritage;

» Mass media and communications;

* People and values;

* Education and science;

* Dynamics of the situation with COVID-19.

The composition of the 2022 Global Soft Power Index has been influenced by how countries have coped
with the recovery from the COVID-19 pandemic, just as last year's study was affected by the spread of the virus
and its social, political and economic consequences. The US is back in first place with a score of 70.7 out of 100,
followed by the UK (64.9), Germany (64.6), China (64.2), Japan (63.5) and France (60.6). These countries have
helped bring the world out of the health crisis” [5].
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Bertrand Chauvet, Managing Director of Brand Finance France, comments: “The composition of the 2022
Global Soft Power Index has been influenced by how countries have handled their recovery from the COVID-19
pandemic. The United States is once again in first place, followed by the United Kingdom, Germany, China,
Japan and France. These countries helped bring the world out of a health crisis through the development of
vaccines or their impact on the global economy. Overall, national brand perception is largely back to pre-
pandemic levels, with Italy and Spain, hit hard by the first wave of COVID-19, making some of the most notable
improvements this year.” “France’s global soft power index rose to 6th place in the world with a score of 60.6, up
5.3 points (+9.4%) from last year, ahead of Canada and Switzerland, respectively, by 7- m and 8th places.
However, the Nation France brand index recorded weaker growth than its main counterparts: USA (+14.8 points),
China (+9.9 points), UK (+7 points), but higher than in Germany ( +2.4 points) and in Japan (+2.9 points). France
still has a high level, ranking 3rd in the world” [6].

Despite modest growth, its overall influence remains below the larger powers of the US, China and the
United Kingdom, which are growing at a faster pace. As with the UK, Germany and Japan, the reputation of
France is relatively stable, while the reputation of the US and China has returned to pre-crisis levels. This year we
see a very strong increase in the attractiveness of Business and Trade (+10.5%), which is the result of actions and
reforms carried out under the chairmanship of Emmanuel Macron. The fundamentals are being strengthened on
the one hand by the global perception of French brands and products, and on the other hand by the growth
potential. The France 2030 plan can identify future technology champions and support transitions
(decarbonization, green hydrogen, sustainable mobility, healthy food, seabed, etc.) in cutting edge sectors,
especially automotive, acronautics and aerospace. Thus, it should participate in improving the goals of economic
competitiveness. “On the other hand, France outperforms pre-Covid-19 (+15.4%) attractiveness. Trade facilitation
and trade facilitation are making significant progress. Finally, the strong economic support marks a turning point
in the perceived strength and stability of the French economy. France also made progress this year in the field of
media and communications, especially in terms of the influence of its media (+31%) and its credibility (+18%).

LRI

The same applies to education and science, where terms such as “innovator of science”, “robust education
system”, “innovative technologies or technology companies” are gaining popularity. The only pillars of decline
are culture, heritage and governance. In terms of culture and heritage, while France's influence in the arts, leisure
or cuisine is growing significantly, in 2022 its lead in sports contracts remains below 2020 levels. Nevertheless, it
is making progress and is ranked 6th in the world” [7]. In terms of governance, respect for laws and human rights

remains below pre-Covid-19 levels.

CONCLUSION

The United States topped the charts in early 2020, but saw a sharp deterioration in their perception by the
general public around the world throughout 2020, leading to a drop to No. 6 in early 2021. The response to the
health crisis, a wave of civil unrest over police brutality against the African American community, and a highly
controversial presidential campaign have all played a negative role. Today, after mass vaccinations and general
changes in international politics under the leadership of President Joe Biden, the United States posted the fastest
improvement in a year in the world, registering a jump of +14. The United States' rankings have improved across
the board, but the key to their return to the top of the rankings is a huge shift in their COVID-19 response score
from bottom of the table last year to 26th globally in 2022. The United States also made significant gains in
reputation (6th vs. 21st), governance (8th vs. 20th), and people and values (16th vs. 25th), all of which reflect
significantly a more positive perception of President Biden's administration, in contrast to America's alienating
approach internationally and divisive policies at home and abroad during the Trump presidency. However, the US
scores for "Safety and Reliability" (41st) in the "Governance" column and "Friendliness" (62nd) in the "People
and Values" column remain significantly low. It is clear that the impact of violent gun crime remains strong and is
likely to remain an ongoing issue for the US national brand until these issues are nipped in the bud. Culture and
heritage is one of the pillars of soft power, where the United States has consistently performed well and ranked
first in this year's study. America is the world's largest producer of popular culture, especially in film, television
and music. In the wake of COVID-19, the perception of the United States as “influential in the arts and
entertainment industry” has further increased, expanding its already significant lead over other national brands.
Media platforms such as Netflix, Amazon, Disney, Google and Apple continue to expand around the world
providing access to American culture.

China performed best in the Global Soft Power Index, while the Nation brand recorded improvements across
all components of the index. In China, the Global Soft Power Index increased +9.9 points to 64.2, with the Nation
brand moving up from 8th to 4th overall. While China's results may surprise some in the Western world, many
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developing countries expected it. Globally, China is ranked 4th in familiarity, 2nd in influence, and this year its
reputation score has recovered to 2020 levels after last year's decline. China has also performed particularly well
in entrepreneurship and trade, where it now ranks first, ahead of the US, Japan and Germany. China's economy
grew 8.1% in 2021, with exports up 30% to a record high due to a surge in demand for Chinese goods. China has
responded to the pandemic by implementing a zero-spread COVID policy that maintained containment and
isolation guidelines and a rigorous mass testing and vaccination program. The response was successful in China,
and as a result, its COVID score improved by +1.7, moving it up from 30th to 19th place. The second year of the
pandemic also provided an opportunity for China to improve its perception on the global stage through vaccine
diplomacy. China has offered to help countries around the world in the form of donations of personal protective
equipment and vaccines, which undoubtedly helped it move from 52nd to 28th place in the "generous" column of
"People and Values". By offering China an opportunity to showcase itself to the world, the 2022 Winter Olympics
in Beijing should boost its soft power for next year's index. Understanding how the Nation brand is perceived
down to the smallest detail is essential to developing its soft power. Large-scale events can be successfully used to
implement a well-planned marketing and communication strategy. The Olympics influence the improvement of
indicators directly related to its organization, such as “leading in sports” or “entertainment”, but also allows you to
present the country as a “wonderful place to visit” and advertise its “products” and brands that the world loves.

“Kazakhstan ranks 79 out of 121 countries in the Global Soft Power Index” [8]. According to Astana Times,
in an interview with Brand Finance, Deputy Foreign Minister of Kazakhstan Roman Vasilenko said that "the
country's reputation is strengthened by reforms aimed at building a fair Kazakhstan, the desire to solve global
problems and the achievements of talented Kazakhstani athletes, artists and youth" [9]. As a country in the center
of Eurasia, located between East and West, it considers it its duty to develop cooperation between all parties,
strengthening its status as a key intermediary in global trade, partnership and peace building.
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