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BACKGROUND AND OBJECTIVES: In an increasingly interconnected world, nations compete 
through economic and military power and strategic promotion of their ideas, values, and cultural 
narratives. As global influence becomes more reliant on soft power, countries face the challenge 
of shaping international perceptions to foster cooperation, attract alliances, and strengthen their 
national identity. However, in an era of information saturation and geopolitical tensions, effectively 
communicating a nation’s core principles is more complex than ever. This paper examines the 
critical role of international idea promotion in shaping a country’s reputation and global standing. 
It argues that deliberately disseminating national values, political philosophies, and cultural 
identity can counter misinformation, bridge ideological divides, and enhance diplomatic relations. 
By understanding the mechanisms behind this process, nations can craft their global image more 
effectively, reinforcing trust and cooperation in an increasingly competitive international landscape..
METHODS: This study adopts a qualitative case study approach to examine the strategic promotion 
of international ideas and their impact on national reputation and identity. Data is collected through 
an in-depth analysis of selected cases where nations have actively engaged in diplomatic initiatives, 
international collaborations, cultural exchange programs, and strategic media campaigns to shape 
global perceptions. This research aims to explore patterns, strategies, and outcomes associated 
with international idea promotion by focusing on specific examples. The study employs purposive 
sampling, selecting cases that provide rich insights into successful and unsuccessful efforts in 
projecting national values and narratives. The population of this study includes governmental 
agencies, cultural institutions, and media organizations involved in soft power diplomacy. Through 
qualitative content analysis, the research identifies key themes and strategies that contribute to 
effective global influence. This methodological approach allows for a nuanced understanding of 
how nations navigate the complexities of international idea dissemination. 
FINDINGS: International idea promotion is crucial in shaping core values, enhancing cultural 
communication, and strengthening national images. It fosters cross-cultural exchanges, promotes 
core values like democracy and freedom, and drives policy innovation and cooperation.
CONCLUSION: This study emphasizes the role of international idea promotion in strengthening core 
values, fostering cross-cultural understanding, and shaping national identities. Policymakers should 
focus on promoting values like human rights and sustainability through cultural exchanges, media 
outreach, and international partnerships to enhance global influence and address global challenges. 
These strategies can improve diplomatic ties, boost national reputation, and contribute to global 
development.
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INTRODUCTION
The power of promoting international ideas to 

enhance a country’s image is an area of compelling 
research (Petroye et al., 2020). This thesis aims 
to comprehensively explore how promoting 
international ideas shapes national identity and 
elucidates its crucial role in enhancing a country’s 
image. A country’s image is the external manifestation 
and perception of a nation on the global stage. It 
not only reflects a country’s core values, cultural 
characteristics, and political viewpoints but also 
profoundly influences how other countries and the 
global public perceive the nation (Roth et al., 2009). 
By widely disseminating a country’s core values, 
culture, and political perspectives, international idea 
promotion contributes to establishing and shaping 
a country’s image while boosting its reputation. 
Through the promotion of international ideas, a 
country can effectively convey its core values and 
cultural uniqueness to the world, thereby attracting 
attention and recognition from other countries and 
the global public (Jameson, 2007). Such promotion can 
be accomplished through various channels, including 
diplomatic efforts, international cooperation, 
cultural exchanges, and media platforms. Diplomatic 
endeavors involve engaging in formal and informal 
channels, such as high-level discussions (Lebovic et al., 
2016), international conferences (Kaufmann, 2016), 
and diplomatic missions (Malone, 2013). International 
cooperation entails collaborating with other nations 
to address global challenges and participating in 
international organizations and cooperative projects. 
Cultural exchanges foster mutual understanding and 
recognition through activities spanning art, sports, 
education, and tourism. Media channels, such as 
television (Atewolara-Odule et al., 2016), radio 
(Saliu, 2017), and the internet (Schweiger, 2000), 
facilitate the rapid dissemination of a country’s 
image and ideas. The impact of international idea 
promotion extends not only to other countries and 
global public perception but also plays a significant 
role domestically. By promoting international ideas, 
a country’s domestic population can gain a deeper 
understanding and stronger identification with their 
country’s core values and cultural characteristics, 
bolstering their sense of national identity and 
pride. Domestic promotion can be achieved 
through public education, cultural activities, and 
media campaigns. Nevertheless, international idea 

promotion faces certain challenges. Cross-cultural 
communication is a critical issue as disparities in 
language, values, and beliefs exist among different 
countries and cultures (Hurn et al., 2013). Hence, 
it is imperative to consider these differences and 
employ appropriate communication strategies during 
the promotion process. Additionally, ideological 
conflicts between nations may impede promotion 
due to divergent political, religious, and social 
perspectives. To effectively promote international 
ideas, it is recommended to strengthen diplomatic 
efforts, harness the potential of emerging media 
platforms and social networks, and actively engage in 
international cultural exchange activities. Diplomatic 
efforts should focus on enhancing dialogue and 
exchanges with other countries, facilitating the 
dissemination and comprehension of ideas (Bicchi, 
2014). Leveraging new media platforms and social 
networks, with their extensive influence, enables 
the rapid dissemination of information and facilitates 
interaction with the global audience (Razmerita 
et al., 2014). Participating in international cultural 
exchange activities can heighten a country’s exposure 
and foster mutual understanding and recognition 
among nations (Iriye, 2002). In essence, the aim and 
scope cover both theoretical and practical aspects of 
international idea promotion and its relationship with 
a country’s image, culminating in actionable insights 
and conclusions. Building on this foundation, it is vital 
to acknowledge the dynamic nature of national image 
and identity in the contemporary global environment. 
The rise of non-state actors, the proliferation of digital 
platforms, and the increasing fluidity of cultural 
exchange have significantly altered the landscape of 
international relations. Consequently, strategies for 
international idea promotion must be adaptive and 
responsive, incorporating insights from fields such 
as strategic communication, cultural studies, and 
digital media analysis. Furthermore, evaluating the 
efficacy of these promotional efforts requires robust 
methodologies, including quantitative analysis of 
public opinion data and qualitative assessments of 
cultural impact. This research ultimately contributes 
to a deeper understanding of how nations can 
navigate the complexities of global perception 
and leverage their soft power to achieve strategic 
objectives. This research advances understanding of 
how nations navigate global perceptions and leverage 
soft power to achieve strategic objectives. However, 
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gaps remain in assessing the long-term impact of 
international idea promotion on national identity 
and global influence. Future studies should explore 
how emerging digital platforms, evolving geopolitical 
dynamics, and non-state actors reshape national 
image strategies. Additionally, more empirical 
research is needed to measure the effectiveness of 
different promotional approaches across diverse 
cultural and political contexts.

Literature review
The concept of "national image" does not have 

a unified standard definition. The term was initially 
introduced by Boulding, an American political 
scientist, who is considered the pioneer in national 
image theory research. Boulding defined national 
image as "the result of a series of information inputs 
and outputs." He emphasized the importance of the 
"image of others" and "image of self" as significant 
variables in foreign policy-making (Boulding, 1959). 
Scholars hold different attitudes toward the concept. 
Realism scholars view the national image as the 
embodiment of national interests. Morgenthau, for 
instance, argues that national interests encompass 
territorial integrity, national sovereignty, and cultural 
integrity, and therefore, the national image reflects 
a country's comprehensive strength (Morgenthau, 
1952). Kotler (2000) also acknowledges that "image" 
is an individual's subjective belief and perception 
of an object, which may not necessarily align with 
the object's true features. Thus, "national image" 
can also be understood as the characteristics 
of a country that people can perceive. Wendt 
(1999) suggests that a country's national image 
positioning is closely related to its recognition by 
the international community. Constructivism argues 
that national identity and national strength can 
exist independently, and people's identification 
with a country is shaped through social interaction, 
highlighting the importance of national image-
building. Some scholars, such as Hall, believe that 
the national image perceived by people is the 
image that the media intends to portray. During 
image perception, individuals often draw on their 
country's history, culture, experience, and national 
interests while neglecting the cultural values of the 
target country. From a constructivist perspective, Liu 
Xiaoyan argues that the national image is the public's 

subjective perception of a country's objective state. 
It represents the audience's cognitive, opinionated, 
and evaluative stance towards the country and 
reflects their emotional inclination (Mossberg et al., 
2005). Chen (2012) suggests that a country's image 
encompasses its political, economic, social, and 
cultural aspects, which shape how both Chinese and 
international audiences understand and evaluate 
the country. Thus, the quality of a country's image 
is inseparable from its comprehensive strength 
(Meng, 2020). Some scholars have examined 
the media's role in shaping a country's image, 
focusing on different aspects. Initially, they explore 
the connection between a country's image and 
international politics. For instance, Boulding (1959) 
investigated the relationship between national image 
and the international system. Alternatively, some 
studies analyze the relationship between national 
image and the economy. For example, Bannister et 
al., (1978) researched British consumers' stereotypes 
of imported goods. Another area of study focuses on 
major "national images" of China, such as the Beijing 
Olympic Games, the Shanghai World Expo, the 
Confucius Institute, and the Belt and Road Initiative. 
While international media research has generally paid 
less attention to the connection between shaping and 
presenting a national image, there are notable works 
on the media's role in image construction. These 
studies can be categorized into several areas. First, 
some explore the concept and historical evolution 
of "national image." Second, research examines the 
relationship between China's national image and its 
external communication. Within this framework, 
media image construction is a key component of 
external communication. Ding (2011) suggests that 
enhancing international communication in the digital 
age is crucial for shaping China's national image and 
overcoming foreign prejudices. Wu (2007) analyzed 
China-related reports in the print media of four 
countries to provide insights for China's foreign 
policy. Third, studies explore the strategies and 
methods employed by the media to shape China's 
image. Finally, research also looks into how foreign 
media portray China's image during specific events. 
For instance, Zeng et al., (2011) analyzed TV media 
coverage in nine countries during the 2008 Beijing 
Olympic Games to understand how it influenced 
global perceptions of China.
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MATERIALS AND METHODS
The case study method is a comprehensive 

approach used to delve deeply into a specific case, 
enabling exploration of phenomena, comprehension 
of complex scenarios, and evaluation of the impacts 
of particular interventions (Fidel, 1984). In this paper, 
a case analysis approach is employed to investigate 
the role of promoting international ideas in nation 
image building, aiming to uncover its influence 
and effectiveness. Case studies provide a broad 
understanding of how the promotion of international 
ideas affects the development of national image, 
revealing its underlying forces and mechanisms. 
By examining various strategies and approaches 
employed in promoting international ideas, such as 
brand promotion, cultural exchanges, and diplomatic 
activities, this study analyzes their contributions to the 
construction of a nation’s image. Moreover, it delves 
into the disparities in the effects of international 
idea promotion across diverse countries and cultural 
backgrounds, highlighting its significance within the 
realms of international relations and foreign policy.

Definition and mechanism of international idea 
promotion

This section mainly introduces the definition 
and mechanism of international idea promotion. 
International idea promotion refers to the process of 
disseminating and promoting specific ideas, values, 
or cultural elements internationally through various 
means and strategies. It aims to enhance the image 
of a country or region and promote international 
cooperation, understanding, and communication. 
Mechanisms for International idea promotion also 
vary by country and cultural context. Different 
countries and regions may choose suitable promotion 
strategies and methods according to their own needs 
and characteristics.

The definition of international idea promotion
The promotion of international ideas aims to 

disseminate and advocate for a specific idea, value, 
or concept on the global stage, to influence and guide 
behavior, policies, and practices worldwide (Currie-
Alder et al., 2014). These ideas may encompass various 
fields, including politics, economics, society, culture, 
or the environment, all with the overarching goal of 
fostering cooperation, development, and progress 
within the international community. The promotion 

of international ideas typically involves utilizing 
diverse channels and methods, such as international 
organizations, governmental institutions, non-
governmental organizations, media platforms, 
educational initiatives, and cultural exchanges, to 
effectively communicate and propagate these specific 
ideas to a global audience (Gao, 2021). This can 
encompass the advocacy of fundamental values like 
democracy, human rights, sustainable development, 
social justice, diversity, and inclusivity, as well as peace 
and security. The ultimate objective of international 
idea promotion is to spark transformative changes 
in the realms of intellectual exchange, policy 
formulation, and practical implementation by driving 
the dissemination of specific ideas on a global 
scale. It contributes to shaping the international 
order, strengthening international cooperation, 
addressing global challenges, and fostering mutual 
understanding and collaboration among diverse 
nations and communities. Nevertheless, the 
promotion of international ideas may encounter 
challenges and controversies, as different countries, 
cultures, and interest groups may hold varying 
perspectives and stances regarding specific ideas. 
Therefore, the successful promotion of international 
ideas necessitates consideration of diversity, respect 
for national sovereignty and cultural differences, and 
the establishment of consensus and shared benefits 
through dialogue, equitable cooperation, and 
mutually advantageous relationships.

The mechanisms for promoting international ideas
Mechanisms for the promotion of international 

ideas include advocacy, dissemination, and 
communication (Sanders et al., 2015). First of all, 
publicity is one of the important mechanisms for 
the promotion of international ideas. Through 
promotional activities, countries can present their 
unique ideas, values, and cultures to the world. This 
may involve media communications in the form 
of advertisements, promos, posters, exhibitions, 
etc., to attract the attention of the target audience 
and convey a specific message. Campaigns can be 
run on international media, social media platforms, 
and various promotional channels to increase 
impact and reach a wider audience. Second, 
dissemination is one of the core mechanisms for 
the promotion of international ideas (Sanders et 
al., 2015). Communication involves communicating 
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ideas and values to target audiences to promote 
understanding and buy-in. This can be achieved in 
a variety of ways, such as speaking at international 
conferences and forums, writing professional 
articles or academic papers, organizing seminars 
and training, and cooperating with international 
organizations, academia, and civil society. Through 
active dissemination, international ideas can cross 
national borders, influence and inspire people’s 
thinking, and arouse concern and resonance on 
a global scale. In addition, communication is also 
an important mechanism for the promotion of 
international ideas. By communicating with other 
countries and cultures, nations can foster mutual 
dialogue and understanding. This may include 
cultural exchange activities, academic exchange 
programs, mutual visits, and diplomatic dialogues. 
Through active exchanges, connections and bonds 
can be established between different countries and 
cultures, and friendly relations and cooperation can 
be promoted.

RESULTS AND FINDINGS
Promote core values and ideology

The promotion of international ideas plays an 
important role in the dissemination of core values 
(Thornton et al., 2008). International philosophy refers 
to the universal principles, ideas, and values formed 
and widely accepted in international exchanges, 
which transcend national boundaries and cultural 
differences and are universally applicable. Core 
values are the basic beliefs and principles recognized 
by a country or society, which have an important 
impact on shaping social behavior and values. The 
promotion of international ideas can promote the 
dissemination of core values in the following ways: 

(1) The promotion of international ideas promotes 
exchanges and dialogues between different cultures: 
Through interaction with other countries and 
cultures, people can understand and accept different 
ideas and values. This helps break down prejudices 
and misunderstandings and promotes mutual 
understanding and respect for different values. 

(2) The promotion of international ideas can 
influence other countries and societies through 
demonstration and leadership: When a country 
demonstrates a positive core value in practice and 
succeeds, other countries are likely to follow suit and 
integrate these values into their social systems. 

(3) The promotion of international ideas can 
spread core values through education and training: 
In international exchanges and cooperation, people 
can learn and understand the core values of other 
countries and apply them to their own lives and work. 
Educational institutions, international organizations, 
and multinational corporations can play an important 
role in providing training and educational programs 
to promote the concept of core values. 

(4) The promotion of international ideas can 
convey core values through media and information 
dissemination channels: Platforms such as 
international media, social media, and the internet 
can spread ideas and values from different cultures 
and countries. This wide dissemination can increase 
people’s awareness and understanding of different 
core values. The United States has always regarded 
freedom and democratic values as its core values 
and actively promotes these values. The following 
are some of the main methods and efforts of the 
United States in promoting the values of freedom and 
democracy: 

(1) Political diplomacy: The United States 
promotes the spread and popularization of the values 
of freedom and democracy through political and 
diplomatic means, such as diplomatic negotiations, 
international cooperation, and multilateral 
institutions. The United States supports the principles 
of democracy, human rights, and the rule of law on 
the international stage and engages and cooperates 
with other countries through diplomatic channels 
to encourage them to adopt and strengthen these 
values.

(2) Human rights advocacy: The United States 
plays an important role in international human 
rights affairs, promoting human rights protection 
and democratic development through international 
organizations and human rights institutions. The 
United States promotes the popularization of human 
rights awareness and free values by sanctioning, 
condemning, and assisting system reforms against 
countries that violate human rights. 

(3) Educational and cultural exchanges: The 
United States spreads the ideas and values of 
freedom and democracy to other countries through 
educational and cultural exchange programs. This 
includes offering scholarships and exchange programs 
to educate foreign students and professionals about 
American democracy and values and to spread these 
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ideas when they return home. In addition, the United 
States also demonstrates the lifestyle and values of 
freedom and democracy through cultural exchange 
activities, art performances, and movies. 

(4) Media and social media: American media and 
social media have extensive influence around the 
world, and they spread ideas and values of freedom 
and democracy. American news media, social 
media platforms, and Internet companies provide a 
platform for people to freely express their opinions 
and promote public awareness and thinking about 
freedom and democracy.

The role of international idea promotion in cultural 
communication

The promotion of international ideas plays an 
important role in cultural dissemination. The following 
are the influences of the promotion of international 
ideas on several aspects of cultural communication: 

(1) Cross-cultural communication and 
understanding: The promotion of international 
ideas promotes exchanges and dialogues between 
different cultures (Hurn et al., 2013). Through cross-
border exchanges, people can come into contact 
with ideas, values, and traditions from other cultures 
and enhance their understanding and respect for 
different cultures. This helps break down prejudices 
and stereotypes and promotes mutual exchange and 
integration of cultures. 

(2) Protection and dissemination of cultural 
diversity: The promotion of international ideas 
encourages and supports the protection and 
dissemination of cultural diversity (Axelrod, 1997). 
Every country and region has a unique cultural heritage 
and traditions, and the promotion of international 
ideas advocates respecting and protecting the rights 
and interests of various cultural forms. This includes 
cultural expression in all areas of language, art, music, 
dance, literature, and more. Through international 
cooperation and exchanges, countries can share 
their cultural resources and enrich people’s cultural 
experiences and cognition. 

(3) Development of cultural and creative industries: 
The promotion of international ideas provides an 
opportunity for the development of cultural and 
creative industries. The cultural and creative industry 
includes film, music, art, design, fashion, and other 
fields, and is a cross-border industry (Peris-Ortiz 
et al., 2019). The promotion of international ideas 

promotes exchanges and cooperation between 
different cultures and provides a broader market and 
cooperation opportunities for the development of 
cultural and creative industries. 

(4) Promotion of social change and development: 
The promotion of international ideas can also 
promote social change and development in cultural 
communication (Castles, 2010). Some international 
ideas, such as human rights, gender equality, and 
environmental protection, can stimulate social 
attention and action on issues and promote social 
progress and reform. By widely disseminating and 
introducing these international ideas, people can 
think and reflect on social phenomena and actively 
participate in the process of social change and 
development. France has always been famous for 
its rich cultural and artistic traditions, so promoting 
the cultural and artistic image of France is one of the 
country’s important tasks. The following are some 
main efforts and strategies of France in the promotion 
of cultural and artistic images: 

(1) Protection and promotion of cultural heritage: 
France has invested a lot of resources and efforts in 
the protection and promotion of its cultural heritage. 
France has many world cultural heritages, such as 
Notre Dame Cathedral, Versailles Palace, Louvre 
Museum, etc. These landmark buildings and works 
of art have become important symbols of the French 
cultural and artistic image. France has attracted a 
large number of tourists and art lovers through the 
restoration, maintenance, and opening of these 
cultural heritages. 

(2) Art exhibitions and museums: France has many 
world-class art museums and exhibitions, such as the 
Louvre, Musée d’Orsay, etc. These museums hold a 
large number of art exhibitions and cultural events, 
attracting audiences and scholars from all over the 
world. France actively promotes these exhibitions 
and museums, presenting its rich artistic resources 
and cultural charm to the world through various 
media channels and international cooperation. 

(3) Film and music industry: France enjoys a high 
reputation in the field of film and music, and French 
film and music works have attracted worldwide 
attention and love. Events such as French film 
festivals and music festivals have become important 
platforms for attracting international audiences 
and artists. French films and musical productions 
promote France’s cultural and artistic image through 
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international distribution and tours. 
(4) Cultural exchanges and cooperation: France 

actively participates in international cultural 
exchanges and cooperation and conducts cultural 
projects, art exchanges, and cooperative exhibitions 
with other countries. The French government and 
cultural institutions support the exchange of artists 
and cultural messengers abroad and encourage 
international cultural exchanges and cooperation. 
This kind of cross-border cultural exchange helps 
to promote the image of French culture and art 
and enhances the understanding and dialogue 
between different cultures. France actively promotes 
its cultural and artistic image by protecting and 
promoting cultural heritage, holding art exhibitions 
and museums, developing film and music industries, 
and promoting cultural exchanges and cooperation. 
These efforts will help promote the cultural and 
artistic values of France, attract global audiences and 
tourists, and promote cultural and artistic exchanges 
and development.

The role of international idea promotion in the 
dissemination of policy ideas

The promotion of international ideas plays an 
important role in the dissemination of policy ideas 
(Nay, 2012). The following are some influences of 
international idea promotion on the dissemination of 
policy ideas: 

(1) International idea promotion can provide 
inspiration and reference for policymakers: When 
new ideas, ideas, or policy practices emerge 
internationally, policymakers can learn from them and 
incorporate them to improve their policy framework 
and direction. The promotion of international ideas 
can provide a variety of policy options and experience 
sharing, prompting policymakers in various countries 
to think and compare on a global scale. 

(2) The promotion of international ideas can 
stimulate policy innovation: When new policy ideas 
and practices emerge internationally, these ideas 
and practices may inspire other countries to think 
and try innovative policy solutions. The promotion of 
international ideas can break the traditional thinking 
mode and stimulate policymakers to think about new 
policy paradigms and methods. 

(3) The promotion of international ideas can 
promote the improvement and development of 
policies through policy evaluation and feedback: 

When a country’s policy ideas and practices are 
widely disseminated internationally, other countries 
can evaluate and give feedback on them. This kind 
of feedback can help policymakers understand the 
impact and effect of their policies internationally, and 
make policy revisions and improvements based on 
feedback information. 

(4) The promotion of international ideas can 
promote policy cooperation and sharing: Countries 
can exchange and share their policy ideas and practices 
through international cooperation mechanisms, 
policy dialogues, and experience sharing. Such 
cooperation and sharing can help countries jointly 
face global challenges, jointly develop solutions, and 
promote policy development and innovation.

China’s “Belt and Road” initiative is a global 
cooperation initiative covering the fields of economy, 
politics, culture, and infrastructure construction 
(Nordin et al., 2018). By advancing the Belt and 
Road Initiative, China aims to promote cooperation 
and development among participating countries and 
achieve common prosperity (Dunford et al., 2019). 
The following are case studies of China’s “One Belt, 
One Road” initiative promotion: 

(1) China promotes infrastructure construction in 
participating countries through the “One Belt, One 
Road” initiative to enhance connectivity in areas such 
as transportation, energy, and communications. For 
example, the China-Pakistan Economic Corridor is 
one of the important projects of the “Belt and Road” 
initiative. It promotes trade and personnel exchanges 
between China and Pakistan through the construction 
of infrastructure such as roads, railways, and ports, 
and strengthens economic cooperation between the 
two countries. 

(2) China promotes and participates in the 
country’s economic cooperation and investment 
through the “Belt and Road” initiative. China 
actively promotes trade facilitation and investment 
cooperation with participating countries to promote 
economic development. For example, China has 
cooperated with Cambodia to develop a high-speed 
rail project to improve Cambodia’s transportation 
capacity and promote tourism and economic 
development. 

(3) China promotes cultural exchanges and 
educational cooperation through the “Belt and Road” 
initiative. China encourages personnel exchanges, 
academic seminars, and cultural exchange activities to 
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enhance cultural understanding and friendship with 
participating countries. For example, China has set up 
a special fund for educational cooperation under the 
“Belt and Road Initiative” to support students from 
participating countries to study in China and promote 
the sharing of educational resources and cultural 
exchanges. 

(4) China promotes the establishment of policy 
docking and cooperation mechanisms among 
participating countries through the “Belt and Road” 
initiative. China has signed intergovernmental 
cooperation agreements with participating countries 
to promote bilateral and multilateral cooperation and 
strengthen policy coordination and cooperation. For 
example, China has established economic cooperation 
zones and free trade zones with Kazakhstan, Russia, 
and other countries to promote regional integration 
and economic development.

The influence of the promotion of international ideas 
on the promotion of the national image

The promotion of international ideas has an 
important influence on the image of a country. 
International promotion of ideas can help shape 
a country’s image and reputation (Roth KP, 2009). 
When a country’s core values, cultural traditions, 
or policy ideas are widely recognized and accepted 
internationally, it helps build the country’s image 
and presents its uniqueness and values to the world. 
International promotion of ideas can have a positive 
impact on a country’s reputation. If a country can 
actively spread its core values, advocate positive 
policy ideas, and demonstrate integrity, responsibility, 
and cooperation in international affairs, it may win the 
respect and praise of the international community 
and improve the country’s reputation. International 
promotion of ideas can increase a country’s 
attractiveness, attracting foreign talent, tourists, and 
investment. When a country’s core values are in line 
with global trends and people’s common values, it 
can attract more people’s attention and interest in 
the country, prompting them to choose the country 
as a tourist destination, a place to study, and work. 
The promotion of international ideas can enhance a 
country’s cooperation and influence in international 
affairs. When a country’s core values match those 
of other countries, it can better cooperate with 
other countries and exert a positive influence 

on international affairs. Increased international 
cooperation and influence have further enhanced 
the country’s international image. The promotion of 
international ideas can become a bridge for cultural 
exchanges between countries. When a country’s 
core values and cultural traditions are recognized 
and accepted by other countries, it helps to promote 
international cultural exchanges and dialogues and 
strengthen understanding and friendship between 
different cultures. Germany’s “Made in Germany” 
image construction is a successful case; it has 
established the image of high quality and reliability 
of German products internationally (Williams, 1896). 
Germany’s manufacturing industry has always 
been known for its high quality and technological 
leadership. German companies pay attention to 
product quality, craftsmanship, and innovation, and 
constantly pursue excellence. They are committed 
to developing and applying advanced technologies 
and processes to ensure that products are in a 
leading position in terms of quality and reliability. 
Germany has a strict quality control and certification 
system to ensure that products meet high standards 
of quality. German companies generally adopt the 
International Organization for Standardization (ISO) 
and other international certification standards 
and conduct strict quality inspection and control 
on every link of the product, from raw material 
procurement to production and delivery. Germany 
has a long tradition of craftsmanship, focusing on 
fine manufacturing techniques and craftsmanship. 
German enterprises inherit and carry forward the 
traditional manufacturing process, pay attention to 
details, and strive for perfection so that the products 
have unique value and texture. German companies 
pay attention to sustainable development and 
environmental protection in the process of product 
manufacturing. They are committed to reducing 
their environmental impact, using environmentally 
friendly materials and production methods, and 
are leaders in the circular economy and energy 
efficiency. Germany is active in marketing and brand 
building, promoting the image of “Made in Germany” 
to the world. German companies participate in 
international exhibitions, hold promotional activities, 
and strengthen their influence on international 
consumers through advertising, brand cooperation, 
and digital marketing.
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The case study successful practice of international 
idea promotion
The promotion of Singapore’s “beautiful city”

Singapore’s “Garden City” image-building aims 
to integrate the city and nature as its core concept 
(Yuen, 1996). The goal is to improve the quality of life 
of residents and visitors by creating a green, beautiful, 
and sustainable urban environment, oriented towards 
sustainable development, promoting green buildings, 
energy conservation, and environmental protection; 
encouraging residents to adopt a healthy lifestyle 
and providing a suitable place for outdoor activities 
and sports. Singapore pays attention to urban 
planning and construction and integrates natural 
elements into urban design. Create a livable urban 
environment through a rational layout of parks, green 
belts, and natural landscapes. Singapore’s urban 
planning emphasizes the preservation and creation 
of green spaces to ensure that green landscapes 
can be seen everywhere in the city. Singapore 
takes active steps to protect natural resources and 
ecosystems. Harmonious co-existence between 
cities and nature by protecting natural wetlands, 
conserving plant and animal species, and promoting 
sustainable water management and waste disposal. 
Singapore raises awareness and awareness of the 
“Garden City” concept among residents and visitors 
through educational and awareness campaigns. 
Promote the values of environmental protection and 
sustainable development, and encourage people 
to take action to protect and enjoy the natural 
environment. Singapore actively promotes the image 
of “Garden City” to the world. Through activities such 
as tourism promotion, international conferences, 
and exhibitions, Singapore’s green city development 
experience and achievements are showcased to 
the world. Attract the attention of international 
tourists and investors, enhancing Singapore’s image 
and reputation on the global stage. Singapore’s 
“Garden City” image-building is a successful case, in 
which international idea promotion has played an 
important role and achieved remarkable results. The 
following is the application and effect of international 
idea promotion in shaping the image of Singapore’s 
“Garden City”: 

(1) International idea promotion helps Singapore 
spread the concept and values of “Garden City” to the 
world: Through international publicity and promotion 
activities, Singapore has demonstrated its green city 

development model and successful experience. 
This image dissemination has sparked international 
interest in Singapore and attracted more international 
tourists, investors, and partners. 

(2) The promotion of international ideas has 
promoted cooperation and exchanges between 
Singapore and other countries: Singapore actively 
participates in international green city initiatives and 
environmental protection cooperation, and shares 
experiences and best practices with other countries. 
Through international cooperation, Singapore 
has not only strengthened its relationship with 
other countries but also gained more support and 
recognition. 

(3) The promotion of international ideas has 
enhanced Singapore’s influence on the global stage: As 
a pioneer with sustainable development and a green 
city as its core concept, Singapore has won a good 
reputation internationally. Singapore has positively 
impacted global urban development by promoting its 
image as a “Garden City” and becoming a recognized 
leader in sustainability and environmental protection. 

(4) The promotion of international ideas has 
enhanced Singapore’s attractiveness as a tourist 
destination and business center. The image of “Garden 
City” has made Singapore a city full of greenery 
and natural beauty, attracting a large number of 
international tourists and business travelers. This 
has had a positive impact on Singapore’s tourism and 
economic development.

South Africa’s “rainbow country” image construction
South Africa successfully brought an end to the 

apartheid regime in 1994, marking a momentous 
democratic transition (Clarno, 2019). This historic 
transformation presents a significant opportunity for 
South Africa to cultivate an inclusive national image. 
With its diverse population comprising different races, 
such as black, white, Indian, and mixed race, South 
Africa’s multiculturalism serves as a valuable asset 
for its image construction. To address the legacy of 
racial conflicts and violence, South Africa established 
a Truth and Reconciliation Commission, aiming to 
foster reconciliation and national unity. While progress 
has been made in racial integration, tensions and 
sensitivities in race relations persist. Healing the 
wounds of historical ethnic conflicts and trauma 
requires time, and efforts to build trust and solidarity 
must persist. The concept of internationalization has 
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played a pivotal role in shaping the image of South 
Africa as the “Rainbow Country” (Habiyakare, 2009). 
Through various means such as diplomatic propaganda, 
international events, foreign aid, and investment, 
as well as cultural exchanges and educational 
collaborations, South Africa has successfully 
disseminated its message of diversity, tolerance, 
and harmony on a global scale. Consequently, the 
nation has established a commendable international 
reputation and attracted a substantial influx of foreign 
investments and tourists. These strategic endeavors 
have enabled South Africa to proudly showcase its rich 
cultural heritage and multifaceted societal fabric. South 
Africa takes great pride in its diverse ethnicities, races, 
and religions, actively fostering mutual understanding 
and embracing cultural differences. The promotion 
of internationalization has provided South Africa 
with an influential platform to project its inclusive 
and harmonious national identity to the world. This 
image resonates strongly with international investors 
and tourists, who are captivated by South Africa’s 
enticing blend of opportunities and allure. Moreover, 
South Africa’s collaborations and exchanges with other 
nations have further propelled economic growth and 
cultural prosperity. In summary, the promotion of 
internationalization has played a pivotal and positive 
role in South Africa’s image-building and overall 
national development.

CONCLUSION
This research examines the role of international 

idea promotion in advancing core values, fostering 
cross-cultural communication, and shaping the 
global image of nations. The findings show that 
the promotion of international ideas is crucial for 
strengthening a country’s core values, improving its 
diplomatic influence, and enhancing its cultural and 
policy dissemination efforts. This process occurs 
through a variety of methods, including political 
diplomacy, media engagement, educational and 
cultural exchanges, and participation in international 
initiatives. The research question explored the impact 
of international idea promotion on the dissemination 
of core values and the shaping of national identities. 
The findings reveal that through active engagement 
in global communication channels, countries can 
influence both their immediate neighbors and 
the broader international community. Moreover, 

the promotion of international ideas helps create 
platforms for global collaboration, fostering mutual 
understanding among cultures while preserving 
diversity. The research emphasizes that through 
strategic international engagement, countries not 
only enhance their reputation but also stimulate 
policy innovation and social change.
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