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FRENCH SOFT POWER MODEL
AND ITS ADAPTATION IN CENTRAL ASIA:
CULTURAL DIPLOMACY, TOURISM, AND NATIONAL BRANDING

This article examines the application of the «soft power» concept using the case of France and ana-
lyzes the potential for its adaptation by the countries of Central Asia, taking into account the specific
socio-political and cultural contexts of the region. Special attention is given to the key instruments of
French soft power, including cultural diplomacy, tourism promotion, educational programs, student ex-
change initiatives, national branding development, support for creative industries, and the organization
of international cultural events. These elements contribute significantly to strengthening France’s posi-
tive and sustainable image on the global stage. The empirical basis of the study consists of the results
of a sociological survey conducted among students, postgraduate students, young professionals, and
international relations experts from Kazakhstan, Kyrgyzstan, Uzbekistan, and Tajikistan. The methodol-
ogy of the research includes content analysis, comparative analysis, and statistical data processing. The
findings reveal that France is primarily perceived in the region as a reliable cultural and educational
partner, while its political and economic influence remains relatively limited. The authors conclude that
there is a need to diversify the tools of soft power, placing greater emphasis on the expansion of educa-
tional partnerships, the development of tourism, support for creative industries, and the strengthening of
cultural dialogue. Enhancing these areas could open new prospects for deepening cooperation between
France and the countries of Central Asia across multiple sectors.

Key words: soft power, cultural diplomacy, France, Central Asia, national branding, tourism.
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«)Kymcak KywuTiH» ¢ppaHiLy3 MoaeAi XaHe
oHbIH, OpTanbik, A3usiaarbl beitimaenyi:
M3AEHHU AUMAOMATUS, TYPU3M XKSHE YATTbIK, OpeHANHT

ByA Makarapa DpaHUMSIHBIH, «©KYMCAK, KYLL» TY>KbIPbIMAAMAChIH KOAAAHY TaxKipubeci KoHe OHbIH,
Oprtaablk, A3ns eapepiHae 6eliMAEAY MYMKIHAIKTEPI KapacTbipblAaAbl. 3epTTey 6apbiCbiHAA hpaHLy3
©KYMCaK, KYLLiHiH» HEri3ri KypaAAapbl, MOAEHM AMMAOMATMS, TYPUSMAI aAFa >KbIAXKBITY, GiAiM 6epy
6ar AapAamManapbl, CTyAEHTTEP aAMacy Kobaapbl, YATTbIK, OPEHATI AAMbITY, KDEATUBTI UHAYCTPUSIAQPAbI
KOAAQY X8HE XaAbIKapaAblK, MOAEHU LAPAAAPAbI YIBIMAACTBIPY, KaH->KaKTbl TAAAAHAAbI. ByA GaFbiTTap
DpaHLUUSIHbIH, XaAbIKAPAAbIK, apeHaAaFbl 6EAEAIH HbIFAMTYFa aNTAPAbIKTaN 9cep eTeAi. IMIUPUSADIK,
6asa petiHae Kasakcran, KpipFbiscTaH, ©36ekcTaH >koHe ToXIKCTaH EeAAEPIHAEri CTyAeHTTep,
MarucTpaHTTap, KaCc MaMaHAAP MEeH XaAbIKapaAblK, KaTbIHACTap CaAaCbIHAAFbI CapariibiAap apacbliHAA
XKYPri3iAreH COLMOAOTUSIABIK, CayaAHama AepekTepi MarAaAaHbIAAbL. 3epTTeyAe MasMYHABIK, TaAAQY,
CaABICTbIPMAAbI TAaAAQY XKOHE CTaTUCTUKAABIK, BAICTEDP KOAAAHBIAABI. HaTuxkeaepre carikec, OpaHums
Oprtaablk, A3nsina KebiHece MoAeHM >koHe GIiAiM Oepy cararapbliHAAFbl CEHIMAI CEPIKTeC peTiHAe
KaBbIAAQHAABI, AA OHbIH, CasiIC XK8HE 3KOHOMMKAADIK, bIKMAAbl CAAbICTbIPMAAbI TYPAE LUEKTEYAI. ABTOpAAp
DpaHuMsSHbIH arlMakKTaFbl bIKMAAbIH apTTbIPY VIiH «KYMCaK, Kyll» KYPaAAApblH 8pTapanTaHAbIpY
KAXKETTIAIrH atan eTeAil. biaim 6epy 6araapAaMarapbiH KEHENTY, TYPU3MAI AAMbITY, KDEATUBTI MHAYC-
TPUSIAQPABI KOAAQY YK8HE MBAEHM bIHTbIMAKTACTbIKTbI HbIFaUTy apKblAbl DpaHums meH OpTaAblk, A3us
eApepi apacbiHAAFbl GaiAaHbICTApAbI XXKaHA AEHrerre KeTepyre MyMKiHAIK 6ap.

TyHiH ce3aep: >XyMcak, Kyll, MoaeHu aunaomaTus, Opanuus, OpTabik A3usi, YATTbIK, GPEHAMHT,
TYPU3M.
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dpaHLLy3CKasi MOAEGAb «MSITKOW CUAbI» U ee aAanTaums
B LLeHTpaAbHONM A3MMU: KyAbTYpHasi AMIIAOMATHSI, TYPU3M
M HaLMOHAAbHbIH GPEHANHT

CraTbs MocBslleHa UCCAEAOBAHMIO MPUMEHEHUSI KOHLEMUMM «MITKOW CUAbl» Ha npumepe Dpan-
UMM M aHAAM3Y BO3MOXKHOCTEN eé apanTaumm ctpaHamu LleHTpaAbHOM A3uun € yyeTom mx cneumdm-
YECKMX COLMAAbHO-TIOAUTUYECKMX UM KYAbTYPHbIX YCAOBMIA. Ocoboe BHMMAHME YAEASETCS WMHCTPY-
MeHTaM (PPaHLy3CKOM «MSIrKOM CUAbI», TaKUM KaK KyAbTypHasi AMMAOMATMS, MPOABMXKEHWE TypM3Ma,
ob6pasoBaTeAbHble MPOrpamMmbl, MPOrpaMmbl 0OMeHa CTYAEHTaMM, pa3BUTME HaUMOHAAbHOIO OpeHAa,
NoAAEPYKKA KPeaTUBHbIX MHAYCTPUMIA U OpraHM3aumsi MEXAYHAPOAHbBIX KYAbTYPHbIX MeEPOMpPUSTUIA.
DTM IAEMEHTbI CMOCOBCTBYIOT (POPMMPOBAHMIO YCTOMUMBOIO M MO3UTUBHOIO MMMAXKA PDpaHummn Ha
MUPOBOW apeHe. IMMUPUYECKYIO OCHOBY MCCAEAOBAHUSI COCTABASIOT Pe3yAbTaTbl COLIMOAOTMUYECKOro
ornpoca, NMpPoOBeAEHHOI0 CPeAM CTYAEHTOB, acrMpPaHTOB, MOAOAbIX CMELMaAMCTOB M 3KCMEepPTOB B 06-
AACTU MEXAYHAPOAHbIX OTHoLleHui B KasaxcTtaHe, Kbiprbisctave, Y3bekucraHe n TapKMKMCTaHe.
MeToAOAOMSI MCCAEAOBAHMS BKAIOYAET KOHTEHT-aHaAM3, CPAaBHUTEAbHbI aHaAM3 M CTAaTUCTUYECKYIO
06pabOTKy MOAYYEHHbIX AQHHbIX. Pe3yAbTaThbl MCCAEAOBAHUS MOKasbiBaloT, YyTo MDpaHumMs BOCNIPUHM-
MaeTCsl B PErMOHe MPEXAE BCEro Kak KyAbTYPHbI M 0O6pa30oBaTeAbHbIM MapTHEP, TOrAaa Kak eé mo-
AMTUYECKOE U SIKOHOMMUYECKOE BAMSIHME BOCTIPUHUMAETCS CAEPXKaHHO. ABTOPbI MPUXOAST K BbIBOAY O
HEOOXOAMMOCTM PaCLIMPEHUS CMEKTPA MHCTPYMEHTOB «MSIFKOM CUMAbI», aKLEHTUPYS BHUMaHME Ha pas-
BUTMM NapTHEPCKMX 06pa3oBaTEAbHbIX MPOrpaMMm, TypM3ma, MOAAEPIKKE CTapTanos B cdhepe KpeaTus-
HbIX MHAYCTPWIA U YKPEMAEHUN KYAbTYPHOIO AMaAora. YCUAEHWE 3TUX HarpaBAEHMIA OTKPbIBAET HOBblE
MepCrnekTUBbI AAS YTAYOAEHMS COTpyAHMYecTBa Mexkay DpaHumein n ctpaHamu LleHTpaabHOM A3nn B

pa3AMYHbIX chepax.

KAtoueBble cAoBa: Msirkasi CMaa, KYAbTypHas amnaoMaTtuns, Mparumsd, LleHTpaabHas A3umd, Haumo-

HaAbHbII GPEHAMHT, TYPU3M.

Introduction

In today’s globalized world, where competi-
tion for international influence continues to grow,
countries in Central Asia are increasingly turning to
successful examples of soft power to enhance their
visibility and reputation abroad. France is widely
recognized around the world for its ability to main-
tain a significant global influence through vibrant
cultural exchanges, a well-developed tourism sector,
and strategic efforts in shaping its national image.

This research explores the possibility of adapt-
ing certain aspects of France’s soft power approach
to suit the unique context of Central Asia. Special
attention is given to practical strategies that could
help Central Asian countries enhance their interna-
tional standing, boost tourism, and strengthen eco-
nomic attractiveness. Specifically, the study empha-
sizes how cultural diplomacy can effectively deepen
diplomatic relationships, attract foreign investment,
and support the economic diversification goals of
Central Asian states.

The importance of this study lies in the growing
interest among Central Asian nations to transition
from economies heavily dependent on natural re-
sources toward models driven by intellectual capital
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and cultural heritage. France’s extensive experience
in cultural policy and regional promotion provides
a valuable framework for Central Asia. These in-
sights can guide the development of impactful na-
tional branding strategies, helping the region seam-
lessly integrate into global cultural and economic
networks.

Thus, examining the mechanisms behind
France’s soft power and evaluating their applica-
bility to Central Asia could significantly strengthen
the region’s international profile. Additionally, it
can contribute to crafting a solid model for socio-
economic progress based on leveraging cultural and
tourism potentials.

Methodology

The study is based on a comprehensive analy-
sis of theoretical and empirical data covering the
concept of «soft power», cultural diplomacy, tour-
ism marketing and national branding. Systematic,
comparative and interdisciplinary approaches have
been used as a methodological basis to identify key
mechanisms for implementing the «soft power»
policy in France and assess their adaptability to the
conditions of Central Asia.
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Research methods include:

Content analysis is the study of scientific pub-
lications, strategic documents and official reports
related to the French model of «soft power» and its
impact on international relations.

The comparative analysis is a comparison of
the mechanisms for promoting the national brand
and cultural diplomacy in France and Central Asian
countries.

The sociological method is to conduct a ques-
tionnaire survey among students, undergraduates
and specialists in the field of international relations
from five Central Asian countries (Kazakhstan, Uz-
bekistan, Turkmenistan, Tajikistan, Kyrgyzstan) in
order to identify the perception of French cultural
and economic influence in the region.

Statistical analysis is the processing of survey
data to identify key trends in attitudes towards
French «soft power» in Central Asian countries.

The use of these methods provides a compre-
hensive analysis of the subject of the study, and also
allows us to assess the prospects for adapting the
French experience in the context of the socio-eco-
nomic and cultural characteristics of the region.

Literature review

The study of the soft power phenomenon and its
role in international relations has a well-established
theoretical foundation. The concept was first intro-
duced by Joseph Nye in the late 20th century and
was further elaborated in his works, where he de-
fines soft power as a state’s ability to influence other
countries through cultural, educational, and diplo-
matic instruments rather than military or economic
coercion (Nye, 2015).

One of the key dimensions of soft power is cul-
tural diplomacy, which has been extensively exam-
ined by scholars such as Mark Leonard (2002) and
Simon Anholt (2005). They emphasize that national
branding and cultural promotion abroad contribute
to strengthening a country’s international image
and enhancing its global influence. In this context,
France is considered a successful example of utiliz-
ing cultural policy in international relations (Rusa-
kova, 2015).

The French model of soft power is primarily
based on the promotion of culture, arts, and educa-
tion. Studies by S. Foucher (2018) and P. Bourdieu
(1984) demonstrate that France’s cultural influence
is shaped through institutions such as Alliance Fran-
caise, Campus France, and the Institute Frangais,
as well as through French-language media, the film
industry, and gastronomic diplomacy. Analysis in-

dicates that these instruments reinforce France’s in-
ternational presence, enhance its attractiveness as a
tourist destination, and facilitate business relations.

National branding and tourism marketing, as
integral components of soft power, are widely dis-
cussed in the works of Kate Duncan (2014) and
Philip Kotler (2019). These authors highlight the
importance of regional marketing and strategies
for attracting investors and tourists to strengthen a
country’s national image. Research suggests that
France effectively utilizes elements of the creative
economy and public-private partnerships in cultural
heritage management, positioning itself as a global
leader in the tourism industry (Ministére de la Cul-
ture, 2022).

Regarding Central Asia, the adaptation of West-
ern soft power models has been explored by Russian
and Central Asian scholars. Karimov (2023) analyz-
es the development of Uzbekistan’s national brand
in the tourism sector, while Abdullayeva (2022) ex-
amines Central Asia’s potential for promoting cul-
tural tourism. However, research indicates that the
region lacks a coherent national branding strategy
and a unified concept of cultural diplomacy, limiting
the effectiveness of soft power as a tool for interna-
tional influence.

Thus, existing academic studies confirm that the
successful implementation of soft power policies
requires a comprehensive approach, including the
development of cultural infrastructure, education-
al programs, tourism, and digital diplomacy. The
French experience may serve as a model for devel-
oping effective strategies in Central Asia; however,
its adaptation must consider regional specificities
and the socio-economic dynamics of the region.

Theoretical Foundations of Soft Power

The concept of soft power was first formulated
by American political scientist Joseph Nye in the
late 20th century and has since been widely applied
in international relations research. According to
Nye, soft power is the ability of a state or other ac-
tor to influence the behavior of other countries not
through military or economic coercion but through
the attractiveness of its culture, political values, and
foreign policy strategies (Nye, 2015).

The key components of soft power include:

- Culture, encompassing language, arts, tradi-
tions, and lifestyle, which contribute to shaping a
country’s positive image on the international stage.

- Political values, such as democratic institu-
tions, the rule of law, and human rights protection,
which can foster trust within the global community.
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- Ideas and diplomacy, including participation in
international organizations, humanitarian aid, edu-
cational programs, and cultural exchanges.

Academic research emphasizes that soft power
is not a static category but evolves and transforms in
response to the global context. In the 21st century,
digital technologies and social media have become
crucial tools for the dissemination of soft power, en-
abling states and non-state actors to promote their
culture and values on a global scale (Rusakova,
2015).

France wields soft power with considerable
skill. Centuries of cultural heritage form the bedrock
of France’s global standing, further amplified by a
comprehensive framework of educational and cul-
tural entities. Organizations like Alliance Francaise,
Campus France, and Institute Frangais are key play-
ers. They form part of a unified cultural diplomacy
strategy, employed strategically to showcase the
French national identity internationally. The nation
serves as a model; demonstrating how safeguarding
cultural legacy, embracing modern nation branding
techniques, and actively collaborating with interna-
tional bodies collectively fortifies a country’s global
influence (Ministeére de la Culture, 2022).

For countries in Central Asia, the potential for
developing soft power strategies — notably in the
domains of cultural diplomacy and national image-
making — is considerable. However, unlike France,
the region has yet to formulate an integrated policy
framework that harnesses cultural and educational
resources as instruments of foreign policy. This as-
pect emphasizes the criticality of studying the best
world practices, transforming them considering the
unique socio-political and economic conditions of
the Central Asian countries. It is necessary to care-
fully analyze foreign achievements and adapt them,
developing regional approaches that meet the spe-
cific socio-political and economic reality of Central
Asia.

The French model of soft power

France acts as a leading player, successfully us-
ing soft power tools to strengthen its international
status. The French model is based on the integration
of cultural diplomacy, educational projects, tourism
marketing strategies and the formation of a positive
national image. These institutions not only provide
education but also serve as platforms for deepening
bilateral relations with other countries (Ministére de
la Culture, 2022).

In addition, tourism is a significant component
of France’s soft power, playing a key role in shap-
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ing its international image. A well-thought-out state
policy in the field of cultural heritage attracts a huge
number of tourists, introducing them to historical
monuments, museums and culinary traditions of the
country. The state actively employs public-private
partnerships (PPP) to finance the maintenance and
restoration of cultural heritage sites, ensuring the
continued attractiveness of France as a global tour-
ist destination. Additionally, considerable attention
is given to marketing strategies aimed at promot-
ing French culture and tourism abroad (Rusakova,
2015).

France also effectively integrates educational
initiatives within its soft power strategy. The coun-
try’s higher education institutions attract interna-
tional students by offering a wide range of scholar-
ship programs. Many French universities are ranked
among the top global academic institutions and
ensure academic mobility through agreements with
leading universities worldwide (Campus France,
2023).

The economic dimension of France’s soft power
is reflected in the significant contribution of cultural
and creative industries to the country’s GDP. Ac-
cording to official data, in 2022, France’s cultural
sector generated €47.1 billion, accounting for ap-
proximately 2% of the national economy. This fig-
ure surpasses the contribution of the automotive
industry, highlighting the substantial economic
value of culture as a resource. Government support
for creative industries, including arts, cinema, and
fashion, has established France as a global hub for
cultural innovation (Ministere de la Culture, 2024).

The French soft power strategy, by all accounts,
is an exemplary example of targeted and effective
government action. This approach is based on a
balanced combination of different areas: cultural
exchanges, work on a positive image of the coun-
try, educational projects and tourism development.
It is in these areas that France has sent impressive
financial investments and organizational capacities.
The long-term effect of these efforts is clear in the
widespread popularity of France around the world
and its enduring cultural influence spanning differ-
ent regions of the planet.

Central Asia: a region fraught with untapped
potential of «soft power»

France is a curious precedent for the Central
Asian states aimed at strengthening their influence
and increasing their global status. The ability of this
country to convert its cultural uniqueness into a dip-
lomatic advantage demonstrates the real effective-
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ness of «soft power» provided it is carefully inte-
grated into the political structure of the state, with
a clearly formulated strategy for international coop-
eration. The experience of France can encourage the
Central Asian countries to develop more logical and
strategic approaches to demonstrate their identity
and increase their international prestige.

One of the most significant areas for possible
adaptation is cultural diplomacy. Unlike the already
established system of cultural institutions and pro-
grams operating on behalf of France abroad, most
Central Asian countries have yet to develop central-
ized and long-term strategies to promote their lan-
guages, arts and traditions on the world stage. Al-
though there are disparate cultural initiatives in the
region, they often lack coherence and international
reach. Following the experience of France, Central
Asian governments could create specialized cultural
centers, support traveling exhibitions, sponsor art-
ists and scientists, and invest in digital platforms
that would bring their cultural narratives to a global
audience.

Another important domain is national branding
and tourism marketing. France has long used its tour-
ism sector as a vehicle for soft power, presenting its
culture and values through world-renowned heritage
sites, cuisine, fashion, and festivals. Meanwhile,
Central Asia, home to the Silk Road, ancient cities,
and unique ecological landscapes, has immense po-
tential to do the same. But underinvestment in infra-
structure, service quality, and international promo-
tion continues to limit the region’s appeal to global
travelers. To change this, countries like Kazakhstan,
Uzbekistan, Kyrgyzstan, Tajikistan, and Turkmeni-
stan could draw on the French example of public-
private partnerships, regional branding strategies,
and tourism-focused diplomacy.

The economic dimension of soft power, espe-
cially in the realm of creative industries, remains
largely untapped in Central Asia. Unlike in France,
where sectors such as film, design, music, and fash-
ion play an important role in the economy, these in-
dustries in Central Asia are still in early stages of
development. However, with the right support, such
as grants for cultural startups, film subsidies, and in-
ternational creative festivals, the region could turn
its artistic heritage into a driver of both cultural in-
fluence and economic growth.

France’s investment in education and academic
exchange is another pillar of its soft power strategy
that could be adapted to the Central Asian context.
Initiatives such as scholarship programs, interna-
tional campuses, and bilateral university partner-

ships have helped France build long-term influence
across the globe. Central Asian countries could ben-
efit from expanding their own international educa-
tion programs, encouraging student mobility, and
engaging more actively in global academic net-
works. Implementing these measures would serve
the dual purpose of elevating the standards of higher
education and fostering stronger diplomatic and cul-
tural connections with nations globally.

Employing French «soft power» initiatives
could potentially offer Central Asian countries av-
enues to enhance their international influence, at-
tract greater investment, and stimulate economic
growth. To accomplish these objectives, a collab-
orative effort among different governmental bodies
is essential; specifically, the Ministries of Foreign
Affairs, Culture, Education, and Tourism must work
in concerts. It is important to establish effective co-
operation with representatives of business and civil
society. The main task is not just to copy the French
experience, but to adapt it to the peculiarities of his-
torical development, cultural values and strategic
priorities of the Central Asian countries.

Tourism as a lever of regional marketing

Beyond making a profit, the tourism industry is
an effective means of promoting the region and ex-
panding international contacts. Tourism stimulates
the inflow of foreign direct investment, helps to cre-
ate a favorable international image of the country
and contributes to the diversification of the econo-
my. In various parts of the world, tourism provides a
significant contribution to the formation of GDP, in-
creased employment, and the development of related
industries such as transportation, the hotel industry,
and the construction sector. The tourism industry
in Central Asia, which has not yet reached its full
potential, opens broad prospects for strengthening
the potential of soft power. With its rich historical
heritage and the interweaving of diverse cultures,
this region has significant potential to attract foreign
tourists, which leads to increased recognition in the
world. Strategically thought-out tourism develop-
ment is a promising catalyst that provides not only
economic benefits but also contributes to increasing
cultural attractiveness on the world stage.

The French example is a strong proof of ef-
fectiveness. The systematic support of the tourism
industry, carried out through public investments,
thoughtful advertising campaigns and special atten-
tion to cultural and historical tourism, has allowed
France to form a tourism ecosystem recognized
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worldwide. The competent integration of historical
sites, world-famous museums and the dynamically
developing hospitality sector into a single national
identity offers a suitable model for the Central Asian
states aimed at achieving similar results. Public-pri-
vate partnerships (PPPs) play a key role in financ-
ing the restoration of monuments, developing tourist
routes, and promoting cultural heritage on the inter-
national stage (Ministére de la Culture, 2022).

Though there are unique natural and cultural
sites, the potential for tourist growth in Central Asia
is still underused. Rich historical traditions related
to the Silk Road as well as abundant natural resourc-
es appropriate for eco-tourism and mountain tour-
ism abound in Kazakhstan, Uzbekistan, Kyrgyzstan,
Tajikistan, and Turkmenistan. Central Asia still has
several hurdles in growing its tourism industry even
with its wealth of historical and cultural resources.
These include poor marketing initiatives, inconsis-
tent service quality, limited worldwide awareness of
its tourism potential, and underbuilt infrastructure.

In this sense, the French model offers insightful
lessons that might help shape the development of a
more efficient tourism policy in Central Asian coun-
tries. The following correction options are possible:

- The development of cultural tourism, as well
as the expansion of the list of cultural heritage sites.
This implies the demonstration of unique national
traditions, outstanding sights and places rich in his-
tory on the international stage.

- Enhancing the role of the state through policy
support, providing investment incentives, stimulat-
ing public-private partnerships and implementing
specialized programs aimed at improving standards
of service in the tourism sector.

- Development of strategic initiatives aimed at
brand formation and marketing activities. This area
includes: the use of digital technologies, participa-
tion in international tourism exhibitions and active
interaction with global tour operators to increase the
region’s recognition and attractiveness for tourists.

Central Asia’s national branding

In the modern era, national branding is a key
management tool, fulfilling the task of not just in-
ternational positioning, but attracting investment,
stimulating tourism and broadcasting foreign poli-
cy goals. More developed countries often achieve
this through close cooperation between government
agencies and commercial organizations. This syn-
ergetic approach ensures that the country’s key ad-
vantages — cultural, economic, and symbolic — are
presented on the world stage.
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France is an example of global success. Her
constant attention to cultural diplomacy, carefully
developed territorial marketing and active promo-
tion of tourism demonstrate the effectiveness. This
success highlights the need for continued govern-
ment involvement in shaping and disseminating a
clear national image. In contrast, the Central Asian
States, despite their rich cultural background, are
just beginning to build similar strategic approaches.
According to the National Brand Index developed
by Simon Anbholt, France is among the leaders in
global recognition, largely due to its rich historical
and cultural heritage, gastronomic traditions, high
quality of life and strong government support for
creative industries (Anholt, 2022).

In Central Asia, the process of forming a na-
tional brand is still in its infancy. Kazakhstan, Uz-
bekistan, Kyrgyzstan, Tajikistan and Turkmenistan
can boast of rich cultural heritage closely related to
the history of the Great Silk Road, nomadic civiliza-
tion and ethnic traditions. Nevertheless, the region
is experiencing certain difficulties, including poorly
developed marketing approaches, the lack of a clear
national branding strategy for entering the interna-
tional arena, and insufficient government funding
for creative industries.

In some Central Asian States, there has been
significant progress in creating national branding
strategies. For instance, Uzbekistan has actively
enhanced its tourism branding by emphasizing its
cultural and historical heritage (e.g., Samarkand,
Bukhara, Khiva) and attracting international tour-
ists through state initiatives in infrastructure devel-
opment and visa liberalization (Abdullaeva, 2022).
Kyrgyzstan has positioned itself as the «Switzerland
of Central Asia» actively promoting eco-tourism,
mountain tourism, and the World Nomad Games,
which have gained international recognition.

Kazakhstan also holds considerable potential for
national brand development, yet its global promo-
tion remains fragmented. In 2012, experts identified
the key elements of Kazakhstan’s national brand,
including the oil industry, international sporting
events (e.g., Asian Games, participation in Tour
de France), and cultural-humanitarian initiatives
(e.g., Assembly of the People of Kazakhstan, the
Congress of World Religious Leaders) (Koshenov,
2012). Despite this, the lack of a unified market-
ing strategy and insufficient integration into global
branding networks are narrowing Kazakhstan’s ho-
rizons in this area.

For the successful formation of a national brand
in Central Asian countries, the following key factors
must be considered:
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- development of a comprehensive national
branding strategy, including marketing, cultural and
diplomatic tools;

- promotion of cultural heritage and tourism
potential, including active participation in interna-
tional exhibitions, festivals and cultural exchange
programs;

- using digital technologies and social media to
increase global brand awareness;

- government support for creative industries
such as cinema, design, music and the IT sector,
which can become important drivers of the develop-
ment of a national brand;

- development of international partnerships and
integration into global competitiveness indices,
which will strengthen the reputation of the countries
of the region at the global level.

Thus, the adaptation of the best practices of na-
tional branding, including the French model, can
contribute to increasing the international competi-
tiveness of Central Asian countries, strengthening
their cultural and economic influence, as well as
developing tourism and investment attractiveness of
the region.

The sociological survey and its analysis

As part of the study, a sociological survey was
conducted aimed at identifying the perception of
French cultural, economic and political influence in
Central Asian countries. The focus was on assessing
France’s role in the region, the effectiveness of its
«soft power» policy, and the prospects for adapting

French experience in the fields of cultural diploma-
cy, education, and tourism.

Survey methodology

The survey was conducted among students,
undergraduates and specialists in the field of in-
ternational relations, which allowed us to obtain
representative data reflecting the opinion of profes-
sionally interested groups. The survey involved re-
spondents from five Central Asian countries:

- Uzbekistan — 51 people,

- Kazakhstan — 31 people,

- Turkmenistan — 16 people,

- Tajikistan — 4 people,

- Kyrgyzstan — 4 people.

The survey was conducted in several languages,
which ensured the accuracy of the answers and ex-
panded the reach of the target audience.

Survey results and their interpretation

1. Perception of the French presence in the re-
gion

To the question «Do you feel French influence
in your country?» the answers were distributed as
follows:

- 48 respondents (38%) noted that they feel the
French presence.,

- 70 respondents (55%) answered negatively.,

- 10 people (7%) found it difficult to answer.

Do you feel the French presence in your country?

notsure  o—

.|

.|

0 10 20 30

40 50 60 70 80

Figure 1 — Perception of French Presence in the Region
Source: made by the authors based on an online survey

These data indicate that France, despite its ac-
tive participation in international projects, is not
perceived by many respondents as a significant
actor in the region. This result may be because

the French «soft power» is mainly represented in
the cultural and educational sphere and does not
cover the broad social and economic strata of the
population.
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2. Assessment of France-Central Asia Coop-
eration

Respondents identified the areas where coop-
eration with France is most noticeable:

- Culture and education — 32 respondents (48%);

- Economy and investment — 18 respondents
(27%);

- Political engagement — 10 respondents (15%);

- Other sectors — 6 respondents (10%).

Most respondents (48%) associate France’s in-
fluence primarily with educational programs and
cultural diplomacy, confirming the significance of
initiatives such as Campus France and Alliance
Frangaise. However, the results suggest that eco-
nomic and political ties between France and Central
Asia are perceived as relatively weak.

Strenghening France -Central Asia cooperation is
more visible in

35
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Figure 2 — Assessment of France-Central Asia Cooperation
Source: made by the authors based on an online survey

3. The influence of French «soft powery in the
region

To the question «Is France using a soft power
strategy in Central Asia? » The respondents gave
the following answers:

- 58 people (45%) believe that France actively

uses «soft power»;

- 17 people (13%) disagree with this statement;
- 26 people (42%) could not give a definite an-
Swer.

Does France use soft power?

60
50
40
30
20
10

yes no

not sure

Figure 3 — Perception of French Soft Power in Central Asia
Source: Compiled by the authors based on an online survey
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Respondents who support the idea of using «soft
power» by France noted that the key instruments of
this influence are educational programs, cultural
initiatives and diplomatic projects. Those who dis-
agreed with this statement pointed out that French
influence in the region is not as pronounced as that
of other global actors such as China, Russia and
Turkey.

4. Prospective Areas for Cooperation

Respondents were also asked which areas of
collaboration with France should be further devel-
oped:

- Expansion of educational programs — 67 re-
spondents (65%);

- Development of the tourism industry — 30 re-
spondents (29%);

- Support for cultural initiatives — 24 respon-
dents (23%);

- Economic cooperation and investment — 18 re-
spondents (17%).

The strongest demand (65%) is for educational
programs, demonstrating high interest among young
professionals and students in academic mobility and
cultural exchange with France.

Tourism development (29%) is another signifi-
cant area, indicating potential for bilateral initiatives
in tourism branding and marketing.

Cultural initiatives (23%) remain an important
sector, reflecting demand for exchange programs,
exhibitions, and Francophone projects.

With just 17%, economic cooperation is at the
bottom, indicating that France is not seen as a sig-
nificant economic ally in the area.

Promising areas of cooperation

80
70
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0

Education Tourism

Culture Economy

Figure 4 — Prospective Areas for Cooperation
Source: made by the authors based on an online survey

Key Results of the Regional Assessment:

- Across the countries of Central Asia, a preva-
lent viewpoint holds that France’s presence isn’t
highly visible. This implies that the country’s influ-
ence through non-coercive means in the region has
not yet achieved its maximum effect.

- France is linked more frequently to cultural
and educational initiatives compared to its financial
or political interactions; this facet of France’s en-
gagement is seen in a more favorable light.

- Cooperation in the realm of education sur-
faced as a sector with considerable potential for
expansion, mirroring the strong emphasis on stu-
dent exchanges and the fostering of intercultural
communication.

Detailed study of sociological survey out-
comes

Four major questions form the basis of the so-
ciological survey analysis, and results are shown vi-
sually. Every part is reviewed in depth here.

1. View of French Impact in Central Asia

- Yes, 48 respondents (38%) confirm French in-
fluence;

- No, there is no French influence — 70 respond-
ers (55%);

- Unsure: 10 respondents (7%);

Fifty-five percent of respondents, more than
half, do not see French influence in their countries,
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hence France is not well known as a major world
player in the area.

The fact that France participates in cultural and
educational projects may explain why just 38% of
respondents recognized the existence of French in-
fluence.

According to the survey, 7% of respondents
were unsure, indicating a lack of understanding of
France’s soft power presence in the area.

France’s soft power approach in Central Asia
seems to be underutilized or focused on certain
social sectors, such as the academic world. France
must grow its cultural activities, improve diplomatic
ties, and broaden its information policy to improve
its influence.

2. The places where France is most visibly co-
operating

Distribution of Responses:

- Education and culture: 32 replies (48%);

- 18 respondents (27%) mentioned the economy
and investment;

- Political engagement — 10 respondents (15%);

- Other industry — six respondents (10%).

The significance of institutions like Campus
France and Alliance Francaise, as well as academic
mobility programs, is highlighted by the fact that
about half (48%) of respondents primarily link
France with culture and education.

A mere 27% acknowledged France’s economic
impact, indicating either a small amount of French
commercial activity in the area or a lack of under-
standing of economic initiatives.

The least recognized area was political participa-
tion (15%), which might suggest France’s restricted
participation in Central Asian diplomacy.

10% of categorized collaboration falls into the
«other» category, which may include cultural en-
deavors and humanitarian activities that don’t fall
into the primary categories.

France is mostly viewed as a cultural and educa-
tional collaborator, while its economic and political
influence is still restricted. France’s strategic posi-
tion in the area might be improved by bolstering
economic collaboration and diplomatic interaction.

3. Does France Employ Soft Power in Central
Asia?

Distribution of Responses:

- France does indeed use soft power, according
to 58 out of 130 respondents (45%);

- France does not employ soft power, according
to 13% of the 17 respondents;

- 26 (42%) of survey participants were unsure;
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The fact that 45% of respondents feel that France
uses soft power in the area supports the nation’s cul-
tural and educational involvement.

A lack of understanding of France’s efforts was
shown by the 42% of respondents who were unsure.

The fact that just 13% of people think France
does not employ soft power suggests that cultural,
educational, and humanitarian initiatives continue to
have some effect.

Although France uses soft power tactics, its in-
fluence is still inconsistent. Raising public knowl-
edge and awareness of French activities in Central
Asia requires improving marketing and communica-
tion tactics.

4. Future Areas of Collaboration with France

- Distribution of Responses:

- 67 respondents (65%) said there was an in-
crease in educational opportunities;

- 30 respondents (29%) said that the tourist sec-
tor is growing;

- Funding for cultural projects — 24 respondents
(23%);

- Economic cooperation and investment — 18 re-
spondents (17%).

Analysis:

Education (65%) was identified as the most
highly demanded area for cooperation, reflecting
strong interest in academic mobility, scholarships,
and collaborations with French universities.

Tourism (29%) was also seen as a promising
area, which aligns with the region’s rich cultural
heritage and tourism potential.

Cultural initiatives (23%) remain a notable sec-
tor, indicating continued demand for exchange pro-
grams, exhibitions, and Francophone projects.

Economic cooperation (17%) ranked lowest,
suggesting that respondents do not view France as a
key economic partner in the region.

To deepen cooperation with Central Asia,
France should not only expand educational pro-
grams but also actively develop the tourism sector,
cultural projects, and economic initiatives.

General Conclusions from Survey Analysis

France is primarily perceived as a cultural and
educational partner, while its influence in other
fields (economy and politics) remains weak.

Tourism and national branding in Central Asia
present strong potential for collaboration with
France but require more active promotion.

Approximately 42% of respondents are unaware
of France’s soft power presence, indicating a need
to enhance marketing campaigns and diplomatic en-
gagement.
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France can expand its influence through invest-
ments in creative industries, digital diplomacy, and
public-private partnerships in tourism and culture.

Recommendations

- strengthen France’s diplomatic and economic
presence in the region.

- develop a comprehensive strategy to promote
French cultural and educational initiatives in Cen-
tral Asia.

- encourage greater involvement of the private
sector and French business initiatives in regional
projects.

- launch targeted marketing campaigns to in-
crease awareness of France’s cooperation opportu-
nities in Central Asia.

The survey results provide valuable insights into
strengthening bilateral ties and creating more suc-
cessful soft power tactics in the area.

Suggestions Based on Research Results

The following recommendations may be made
after analyzing the French soft power model, its re-
ception in Central Asian nations, and the data from
the sociological study:

- Create national cultural diplomacy organiza-
tions modeled after the Alliance Frangaise and In-
stitute Frangais, whose mission would be to spread
national culture, language, and customs overseas.
Develop a national branding strategy that includes
marketing positioning for Central Asian countries
as attractive destinations for tourism, education, and
investment.

- enhance participation in international cultural
and educational initiatives, such as exchange pro-
grams, exhibitions, film festivals, and tourism fo-
rums;

- create a unified tourism brand for central asia,
like france’s strategy of promoting itself as a cul-
tural and gastronomic hub of europe;

- implement public-private partnership (ppp)
mechanisms in the tourism sector to develop infra-
structure, improve service quality, and attract inter-
national investors;

- establish international tourist routes (e.g., the
great silk road), incorporating historical and natural
landmarks across multiple countries in the region;

- strengthen the use of digital marketing to pro-
mote national tourism products through social me-
dia, online platforms, and international travel agen-
cies;

- in line with campus france initiatives, boost
the number of scholarship programs available to
students and scholars from central asia;

- establish joint research initiatives and dual-
degree programs with the top institutions in the
world;

- to increase access to french educational mate-
rials, introduce distance learning and digital educa-
tion programs;

- raising awareness of french «soft power» in the
region.

Given that more than 50% of respondents do
not feel a French presence in the region, it is recom-
mended to strengthen information campaigns pro-
moting French cultural, educational and investment
initiatives in Central Asia.

To develop diplomatic cooperation, including
holding joint cultural events, festivals and exhibi-
tions, which would contribute to strengthening bi-
lateral relations.

5. Promote the growth of creative industries like
design, cinema, fashion, and digital technologies,
which have the potential to be a crucial element of
national branding and soft power.

Actively implement French experience in the
development of the cultural sector as an economic
resource, including grant systems, tax incentives,
and investment programs for creative entrepre-
neurs.

The adaptation of the French soft power mod-
el can serve as an effective tool for Central Asian
countries in enhancing their international image,
attracting tourists and investors, and developing
cultural diplomacy. The successful implementation
of these measures requires a comprehensive inter-
agent approach that includes government support,
active business participation, and the utilization of
modern marketing technologies.

Conclusion

In the context of global competition for inter-
national influence, the strategy of soft power has
become a crucial tool for strengthening states’ posi-
tions on the world stage. France, with its centuries-
old traditions of cultural diplomacy, demonstrates
a successful model of leveraging cultural, educa-
tional, and tourism potential as a means of shaping
a positive national image and attracting foreign in-
vestment.

This study has shown that Central Asian coun-
tries possess significant potential for implementing
soft power mechanisms; however, their utilization
remains limited at this stage. The analysis of the
French experience and the results of the sociologi-
cal survey have identified several key areas requir-
ing active development:
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Strengthening national branding and territorial
marketing to enhance the international recognition
of the region’s countries.

Developing cultural diplomacy through the
establishment of institutions like Alliance Fran-
caise, the organization of international festivals,
and the expansion of cultural exchange pro-
grams.

Expanding educational programs, including ac-
ademic mobility, joint university projects, and digi-
tal education initiatives.

Promoting the tourism industry through public-
private partnerships, the preservation and promotion
of historical and cultural heritage, and the creation
of international tourist routes.

Supporting creative industries as a key driver of
economic development and a unique cultural asset
for the Central Asian countries.

The results of the sociological survey showed
that the French influence in the region is still not
sufficiently noticeable, but interest in French educa-
tional and cultural programs among Central Asians
is high. This confirms the need for France’s more
active participation in the region, as well as the ad-
aptation of its experience by Central Asian countries
to form effective international positioning strategies.

Thus, the application of the principles of the
French «soft power» model in Central Asia can con-
tribute not only to strengthening the international
image of the region, but also to economic diversifi-
cation, attracting investments and creating a sustain-
able system of cultural and educational interaction
at the international level. However, the successful
implementation of these initiatives requires a long-
term strategic approach, comprehensive reforms and
interstate cooperation.
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