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Preface 1
International Politics Needs Marketing

International politics needs marketing, which has gradually been accept-
ed in the era of globalization and informatization. It is Peter Van Ham of the
Netherlands who advocates national marketing. He believes that the political
boundary between nations is being progressively replaced by the concept of
“brand nation” with the development of globalization and media revolution,
namely the creation of world-class famous brands is vital to the economic
strength of a nation, more and more nations have begun to promote national
brands with marketing theories and methods. It is difficult for those “non-
brand nations” to draw global attention economically and politically, With a
unique vision, Van Ham has discovered a new logic of dealing with foreign
affairs in the era of informatization: international political marketing, name-
ly achieving national political goals by common commercial and nongovern-
mental means,

With the gradual deepening of integration into the international commu-
nity in recent years, China is facing the historic task of demonstrating the
image of a peace-loving and responsible power to the world. However, for
long, there have still been some backward views and ideas on national image
promotion at home. For example, some equatenational image with national
strength, the humiliating history of being bullied by foreign invaders con-
vince most Chinese people that “a weak nation has no diplomacy” and China
will naturally gain the respect of the international community and stand
proudly among the nations of the world as long as she grows strong. For an-
other example, some simply comprehend national image building as foreign
publicity and unilaterally announce it in the way that the audience cannot un-

derstand and accept. For a third example, some personalize the shaping of



national image, deal with national image through cultivating moral character
and putting the family in order, one-sidedly believe that “A straight foot is
not afraid of a crooked shoe” and “Good wine needs no bush”, are weak in
proactively locking targets, conducting long operation and promoting favora-
ble national image in the world. Actually, national image differs from per-
sonal moral cultivation, excessively shaping national image with the concept
of personal moral cultivation and expounding morality mechanically may go
athwart,

In the world today, political marketers slandering China intentionally
are not rare, who create negative public opinions and spread rumors by all
means. Given that, we should take preemptive measures and proactively
demonstrate a real China to the world. In this sense, international political
marketing is not only a means but also a strategic thinking. If you accom-
plish the historic transformation from “promoter orientation” to “audience o-
rientation”, we will progressively establish an objective and balanced concept
of China among international audience,

Shaping an objective and friendly international opinion environment is
not merely packaging of national image or an exclusive affair of the foreign
publicity department, but the common task of numerous fronts such as aca-
demism, publicity, diplomacy, foreign trade, international cultural ex-
change and tourism, We should progressively break boundaries between seg-
ments such as academism, diplomacy, foreign publicity and international
cultural exchange, elevate shaping an international opinion environment to
the height of national image, draw upon modern marketing concepts and
combine diverse national, market and social forces in a bid to create an objec-
tive and friendly international opinion environment in an all-round manner.

With the redoubled growth of comprehensive strength, China has ad-
vanced diplomatic ties comprehensively, made remarkable diplomatic a-
chievements and swiftly unfolded public diplomacy. China has hosted the
Beijing Olympics in recent years, and will hold more similar super-large in-
ternational events in the future, thus being in more need of injecting the con-

cept of international political marketing into public diplomacy, embodying
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the era’s theme of peace, development and cooperation, promoting the mu-
tual benefit and win-win of China and the rest of the world and demonstra-
ting the style of China as a responsible power in the process of fast growth.

National development and the progress of the era not only require us to
skillfully use the means of international political marketing in practice, but
also need academic colleagues to probe into it theoretically and academically.
Introduction to International Political Marketing by Sun Hong and Zhao
Kejin is exactly an integral part of efforts in this respect. Sun has double
doctorates in marketing and international relations, and works on political
marketing at Peking University and Harvard University; and Zhao is a doc-
tor of international relations cultivated by Fudan University, a Chinese
stronghold of international relations. The two doctors joined hands to pub-
lish Introduction of Political Marketing and took international political
marketing as the theme of future monographs of joint authorship. Though
holding different opinions on Introduction to International Political Market-
ing , people share the understanding that political marketing plays an in-
creasingly important role in domestic and international political and economic
lives. Therefore, the publishing of this book will facilitate the further explo-
ration of the issue of international political marketing by the domestic acade-
mia and the actual work of domestic relevant departments and local areas. At
the same time, I sincerely wish them a greater success in respective and com-
mon studies. For occupational reasons, I have known Sun and Zhao for years
and often discuss international issues with them. Impressed by their unre-

mitting study and exploration, I took up the pen to preface the book regard-
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Preface 2

This book written by Dr. Sun and Dr. Zhao provides a complete intro-
duction to the idea of political marketing and covers an interesting set of case
applications. The book is timely for a Chinese audience as the nation’s influ-
ence begins to expand and many writers begin to think about the use of soft
power in international relations. How do nations explain what they do? How
do they “market” their key objectives and strategies in a way that others will
not only find acceptable but also will be attracted to? This book will provide
answers to such questions as well as stimulating further research on these
and related questions.

In the 21st century, the fate of nations is more interlinked than ever be-
fore. It is clear that virtually all the key problems that we face as global citi-
zens-natural resource management, climate change, environmental protec-
tion to name just a few-require concerted international efforts to resolve
them. The digitization of global production has also brought new elements
to international manufacturing and trade that make it difficult to deal with
nations in isolation, These processes and the associated flow of personnel
has attracted researchers to look at questions of governance, international
relations and the use that nations make of “soft power” to pursue their ob-
jectives.

How power is exchanged, however, has received far less attention and
is worthy of further research. While markets lie at the heart of economic ex-
changes, marketing lies at the heart of the exchange of ideas and the promo-
tion of values. International political marketing is a new field that requires
more urgent attention from the research community. This work begins this
process of explaining and understanding this process.

Traditional studies of international political communication have not had

the exchange of power and the processes through which this happens at its
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core, Political marketing, which focuses on the process through which this
exchange occurs, will have a major influence on the power to lead. It covers
the means of communication, transparency of action, and the promotion of
key ideas and values. Tapping into these skills of leadership will be crucial
to transforming relations and meeting key objectives.

While there have been many clear examples of the use of political mar-
keting to promote new ideas, they have never been studied fully in the con-
text of international political marketing. Presidents Franklin D. Roosevelt
and President Ronald Reagan used their formidable powers of communication
to build a popular and political will to reach beneficial international agree-
ments in tough political climates. The Secretary General of the United Na-
tions has no hard power through which he or she can get agreement and has
to rely on soft powers and marketing skills to promote various agendas.

This book provides an excellent introduction to anyone interested in this
topic covering the theoretical basis of international political marketing as
well as cases on the international political marketing of the US in the war in
Iraq, the role of the Voice of America in extending America’s soft power and
less thought of institutions such as Harvard University and Hollywood. The
book also looks at China’s successful completion of the 2008 Summer Olym-
pics and the 2010 Shanghai Expo.

Dr. Sun is currently a research fellow at the Ash Center for Democratic
Governance and Innovation, Harvard Kennedy School. During his time here
we have had the opportunity to discuss his ideas on governance and political
marketing, Both Dr. Sun and Dr. Zhao are passionate about their study of
political marketing, especially in the international realm. I wish them good

luck with this book and the many that I hope will follow.

Anthony J. Saich
Daewoo Professor of International Affairs
Director, Ash Center for Democratic Governance and
Innovation,
Harvard Kennedy School
Cambridge, October 2010
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