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2024 Global soft power index ranking*
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Brand Finance Global Soft Power Index 2024
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Soft power
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Some global
well-known
food and desserts:
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Parasite series ... Simple, savory, complex... “Make a Bowl” and “Watch Parasite” tonight!
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Movie of power and instant noodles sales
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Midnight Diner/Tokyo Stories is the “Food Centric” drama of the year

MIDNIGHT DI
TOKYO STORIE

RECIPES

JUSTONECOOKBOOK.COM

NER:
S 2

0 s MIATedlae SCB EIC

Midnight Diner: Tokyo Stories

This quirky Japanese drama series has been a huge hit in Japan, leading
to movies and copycat versions in China and Korea. It’s set in a late
night izakaya run by an enigmatic, therapist-like owner known as the
Master, and explores the inner lives of diners who come and go
through its doors.

Each episode focuses on one of the characters’ favorite dishes, over
which the story gradually unfolds.

Personal recap from
this NETFLIX series
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Consumer survey about visitors’ motivation to visit Japan

1
. I « Japan. “ - : Bern

1.2 : - What did you look forward to visiting Japan? End‘ress mmsua.n'lsno\)lnf.lo

1 - " 3 -0 B [~

: Ao ndiranavaawaunalan

i —@®— What would you like to do the next time here? o DISCOVGF\{. T

I

I

@ fin : mAeedlay SCB EIC a1ndpyavey Japan Tourism Agency SCBOEIC

I
To eat : To go To enjoy  To experience  To stroll To drink
Japanese : shopping Japan’s hot springs  through the Japanese sake
meals | natural beauty city streets

I
1

and landmarks
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Japan : Gastronomy tourism value chains

Foods

Sustainable regional

narediente Processing Recipes/ Providing geveiopmant
NQredients - - Gictribution menus information Tourism Culinary —
(manufacturers) o . Destination
(business) (chefs) (tourism) culture
: development
preservation

Beverages
1/ LiSTi!"IQSf Sustainable regional
pairings . development
Ingredients Brewing (sommelier) I;;D;g;:gn Tourism
(manufacturers) (business) Culinary — o
Distribution (tourism) culture Destination
[WhGIESBI'E, retail} preservation development

How having visitors leads to the
conservation of traditional way of
living, culture, and environment

How it attracts both domestic
and foreign tourism demand

1°¢ KPI
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Navigating Thailand’s soft power
roadmap and opportunities
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uFNInUIEnau IR e A geauld

\{flu Agency pevilszmalny uazifugudnarslunmsginpanugzain Ussamuanuiuisiasnunasy
waztonzululne wisdasdondnanw ufnguine wazsiuayunsiiulasovgaavngss

AU
@W Aantiaeu THACCA wiaugudnaslunisduiaiougnamans Soft power lapamis lapasyintiii
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Thailand’s 5F Policy

Sgulaqu 5F

“Soft Power” [ne

dauA1dvoannNIvICUUSSSY
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2IH1S mweuas/Hanaud

(Food) (Film)

5,~

msoaonuuuuwsulne flau:msUovniudduuulng inAmMavsawailng
(Fashion) (Fighting) (Festival)
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100,000 83,329 963,549
7,815 1,000,000 901,609 ’
20,000 500,000

2019 2023 2019 2023

yarn1ssveandumaeassazesineseudng 2019-2022

YUY 1 RIUUMN 252,111

198,245 205,473

153,795

2019 2020 2021 2022
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Figure highlight
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q
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ATURTITU Usslosoumrw
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awsinedus=lusd iuen Barun
gwmdnlnuurnis

81.17%

» B dudu wuomasTny Aiduondineaiing

5on o Bhasroowess o 57.65% * ABmsUysuazsamAfiionansal
75.98% 3397% 00 : Y _
o Uswmudadmsls R |wn1eAd (Unique taste)
APEC 20220:duda1aEy Q= -
*omrsinu..sondneailny” - L INYIVEIOKOU
B invdatiu - R -
e pwsmedupimsnausgmf

AUBDUNIDLWYNIUIU WRZNTD LEEN
sUAAU 9 vavlan (World

S . -
» domdurkoaksonaoa

e 2%15?&}‘%::;“% g;’"a%‘;é‘é;:;’gm‘ ;eg:ﬂggzon) UfA Global ranking
rulnennau g A raudhinguesahude

. Zg,g:;: gf;igﬁmmm ;2;5:/;10 o Inedenulfwioulugmusdssna

rauswinors 63.37% 77 375" 168.02% _ HavaanoIITUAUAY 7 vavlan

mansofamusanshisweaugantualdd

www.suandusitpolldusitacth [3 == COANANDUNIEITN WA AT 6NN Sunes:
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Best cuisines and best dishes in the world

NN tasteatlas AWARDS 23/24 MUY tasteatlas AWARDS 23/24 .
=100 Best Cuisines - s 100 Best Dishes
==a 1IN the World N ENe =aa iN the World

1 W Italy 4.65 26 & Georgia 4.39 £ : | 1 ® Picanha 4.75 26 £= Paidakia
2 Japan 4.65 27 ™ Bosnia and Herzegovina 4.39 : B 2 ¢E Roti canai 4.74 27 = Pernil
3 £= Greece 4.64 28 ™= Colombia 4.38 R R e 3 = Phat kaphrao 4.73 28 KA Tonkotsu ramen
4 & Portugal 461 29 K Romania 4.36 : ‘ oM 4 'l Pizza Napoletana  4.70 29 B2 Khinkali
5 ® China 4.59 30 = Bulgaria 4.36 _ 5 B0 Guotie 4.70 30 '® Chilaquiles
6 == Indonesia 4.57 31 &= Malaysia 4.36 ; - 6 — Khao soi 4.70 31 ' Focaccia di Recco col formaggio
7 '@ Mexico 456 32 w= Germany 4.35 = . — S TR 7 ¥ Butter Garlic Naan 4.67 32 && Zeytoon parvardeh
8 I France 455 33 P Philippines 4.35 [T g™ 1 \ LN 8 M Tangbao 4.67 33 N Ciorba Radauteana
9 = Spain 455 34 W Belgium 435 . , 9 ™9 Shashlik 466 34 ™ Pierogi
10 ‘R Peru 4.54 35 ™™ Czech Republic 434 Y o Dw— 10 = Phanaeng Curry 465 351N Pesto Genovese
11 #® |ndia 4.52 36 = Austria 4.34 N\ g ‘ 385 11 Il Pappardelle al cinghiale 4.64 36 '@ Carnitas
12 & Brazil 4.52 37 % Switzerland 4.33 N A & 12 # Améijoas & Bulhdo Pato 4.64 37 & Iskender kebap
13 ™ Poland 4.50 38 == Lithuania 4.32 A 13 == Pempek 464 38 & Manti
14 &8 Argentina 4.50 39 == England 431 b 14 % Bé&nh mi thit 4.63 39 ¥ Hot pot
15 & Turkiye 4.49 403 Algeria 431 . . 15 = Tom kha gai 4.61 40 B Tacos gobernador
6 == [JSA 448 41 ™ Russia 4.28 ] : 16 © Vatapd 461 41 =0 Siuyuk
4.48 42 ™= Slovakia 4.28 # 17 £ Dakos 4.60 42 B Tacos al pastor
o} K 446 43 & Canada 4.26 - . 18 ‘N Leche de tigre 460 43 ®8 Murgh makhani
19 == Croatia 4.45 44 %= Sweden 4.25 o 3 : 19 ‘B Carne asada tacos 4.59 44 == Shawarma
20 &= Serbia 4.45 45 == Netherlands 4.24 , o ¢ ‘3 20 @ Cag kebabi 4.59 45® Raclette
21 == Hungary 4.44 46 7 Morocco 4.24 { , A 21 B2 Maguro nigiri sushi  4.59 46 Kl Karé
22 % Vietnam 4.44 47 XX Scotland 4.23 -\ » ' 22 B Cochinita pibil 4.58 47 % Tikka
23 &= |ran 4.42 48 ™= Ecuador 423 N " 4 : 2300 quqqge 458 48 8 Tandoori
24 :™ Chile 4.42 49 4= Denmark 4.22 f : 24 ¥ Chateaubriand 458 49 B Gringas
o J.ebanon 4.40 50" Australia 4.21 ; v mmcdaarne de porco & Alentejana 4.58 50 ™ Cesnetka

@ wn ¢ dayaan www.dailymail.co.uk SCB
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noiidoiGouwnumAuAwIULY “lUudud” blasunis®aduduliilu Best spicy salad in Southeast

[ ]
| il

Asia 2024 sounvdvibuinyaaandnaasudui 11 vovlandndog

Best salad in Southeast Asia 2024

o duen foduysdnfiideidoviziy
lanuazldsuanufianunngng
71U muﬁ\aﬂ’\immmwﬂmmw
ma\‘i%ﬂummﬂmmmunnLm\aﬁ"fs‘[aﬂ

Best Salads in
Southeast Asia, 2024

50 best rated salads in the world according to tasteatlas as of May 2024

mmm Pecel

i

o Hvlundniiu dusdediuenms
Viovauiifionanual Laziisnng
HENNENUINTA LA D SN a7 L4
NNINQALLALLATDIUTIAN
T iuldaevasiuazihaula

mmm Ketoprak
- b %

¥

@ i #9yR91n Tasteatlas uaz CNN SCB
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MsIUaAd The Michelin Guide Thailand douogus:50duwus Soft power oanisingldaiOuasvd
3nnv dvisoulavs:ndvoaannssuomsia:msnovingsidogvnaunau

The MICHELIN Guide has played a crucial role in promoting Thai food to the world in a way that affirms the country as a top gastro-tourism destination

&3 ~ Michelin guide

D3au InA by province
THE

MICHELIN .

GUIDE Nonthaburi/Pathum Thani

Phra Nakhon Si Ayutthaya
Samut Prakan
Samut Sakhon

Phuket/Phang-Nga
Chiang Mai

Us:inflne | THAILAND

Ko Samui and Surat Thani
I - ISAAN: Khon Kaen,
' Nakhon Ratchasima,
Ubon Ratchathani and
Udon Thani

—‘Q')g*’—— DT ) i Chon Buri (2025)
MICHELIN , on buri

@ fin : MICHELIN Guide Thailand

SCB
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InsudnisHovINgoIBvoIms (Gastronomy tourism) maviaulagunalan Tasyafiaarainusltiuidula
$19 17% doU Tusov 10 Udwnth TUosn 5.6 &uduaoaarsansy

gaﬁhmmﬁmwia\nﬁmL%\smmﬂan (Culinary tourism market)

e WURIUADRAITENT]

faativzaviliuunviaeiieBeams (Gastronomy tourism)

S 2y .
T e o
R " =
Food
' festival/event

g 9

Home stay Michelin tour |

Cooking class Food museum i

,

Platform & website NfaeviyunsiAvlazey Gastronomy tourism

2024E 2034F

@ fian : MaAienzilag SCB EIC .ndayauas Future Market Insights Inc., (FMI) SCBAOEIC
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dnsulng “nifa” Aoanueuagnivina:noumsidulagovaaainnssuormisia:nanovinaslidosv
avad laggnangovlRiUu “City of Gastronomy” ®In UNESCO TuU 2015

@ L% @ = =1 =1 a7 vo =1 a% v & =1 (4 [ $:9 a -
ane Uy suLNDY Llﬁﬂ“}]ﬂ\ﬂ‘ﬂ RS LN LLINVDN D b EJ'L!‘VIIWTU bN ﬂiﬁﬂ‘ﬁ UL DIIATIAMUINEINTTDING (Clty of Gastrono my)

PHUKET

THAILAND

/I'\\/'

l‘ ' - PHUKET
U n e s Co Designated

UNESCO Creative Cit
Member of in 2015 Y

the Creative Cities Network

nudvNaAIaNTInInnLAn ..
*  fAnuvaInvasfuTRIuEIINeINNT

o fimAama Anwide aFAnAuiuduiiviauls
(aswizot by manIanuLa)
fuyemsiuifieviifiondnuaiinauls sadlanidu
wagl#fngaviimidiamlufiosiuminiu

fianusandiasewinumasgiusaunmsfnm lunud

VACAY COMPANY'LIMITED

1NeNUAIU Food technology

@ finn : MFIATALAE SCB EIC
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noiimsidu City of Gastronomy dbnaia thiuglonaluniswauniAsusiovoviiiovniia Ndogoa
IWuIAuPINSsvomsiUgssiorovings na:3nkankarassnoluiovnu

Tamanegsfiaain Gastronomy tourism

IS8USAUSNEINNISOINIS
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Soft power
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Soft power

Case study : 9101KUgOU:LOD
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https://www.surveymonkey.com/r/soft-power-031224
https://www.surveymonkey.com/r/construction-100124
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