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Abstract
The relationship between China and Japan is getting better as time goes by, but it is somehow
difficult to know to what degree the Japanese culture has been influencing the new generations.
Thanks to the soft power of Japan and its astounding technological productions, little by little,
the Chinese people are getting exposed to Japanese culture and imported goods; they have
started to embrace and hold a more positive attitude towards Japanese culture. The research
purpose of this paper was to find out the attitude of the youngsters towards Japan and to what
extent the Japanese anime is having an impact on them. Shanghai was the city where the
research was mainly held, the case study was conducted in order to find out how young Chinese
people get in touch with the Japanese anime; how favorable is their opinion towards Japan as
a country and how much the growth is in the current animation market in China. The sample
population had a common background; young people, from 18 to 27 years old, that are
undergraduates or below it. The main results of the research is about the image of Japan through
Japanese animations, which did have an impact on the younger generation in China at some
level. Even though there might be remaining problems on the political issues between China
and Japan, the youngsters have started to opt for better opinions regarding Japan. The main
thesis is “to what extent does the Japanese cultural diplomacy have an impact on the Chinese
younger generation in terms of Japanese animations?”
Keywords: Japanese anime, Japanese cultural diplomacy, Sino-Japanese relations, Chinese
younger generations.
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Ágrip
Sambandið milli Kína og Japans hefur hefur þróast í rétta átt með tímanum. Það er vissulega frekar
erfitt að meta að hvaða leyti japönsk menning hefur haft áhrif á ungu kynslóðina í Kína. Þökk sé
aðgerðum Japana í að beita mjúka valdi (e. soft power) og þeirra hátækni framleiðslu hafa Kínverja
smátt og smátt orðið móttækilegri fyrir menningu þeirra vörum og eru byrjaðir að tileinka sér
jákvæðara viðhorf gagnvart japanskri menningu. Markmið ritgerðarinnar er að finna út hvaða
viðhorf ungt fólk í Kína hefur gagnvart Japan og að hve miklu leyti japanskar teiknimyndir hafa
haft áhrif á það. Rannsóknin fór að mestu leyti framm í Sjanghæ og var tilviksrannsóknin gerð til
að komast að því hvernig ungmennin komust í kynni við japanskt anime, hversu jákvæð skoðun
þeirra væri á Japan sem landi og hvernig vöxturinn er á núverandi teiknimyndamarkaði í Kína.
Þátttakendurnir voru valdir handahófskennt, en höfðu svipaðan bakgrunn; ungmenni á aldrinum
18 til 27 ára, sem eru ennþá í grunnnámi í háskóla eða eru að fara hefja slíkt nám. Helstu niðurstöður
rannsóknarinnar tengjast ímynd Japans í gegnum japanskar teiknimyndaþætti, sem hafði áhrif á
ungu kynslóðina á einhvern hátt. Jafnvel þó að það séu viðvarandi pólítískar deilur á milli Kína
og Japans, þá er unga fólkið í Kína samt farið að hugsa öðruvísi um Japan. Rannsóknarspurning
ritgerðarinnar er: "að hvaða marki hefur japönsk menningarutanríkisþjónustan haft áhrif á
kínverskan ungdóminn í gegnum japanskar teiknimyndir?”
Lykilorð: Japanskar teiknimyndir, japönsk menningarutanríkisþjónusta, samband Kína og
Japans, unga kynslóðin í Kína.
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1. Introduction
1.1 General background
Japanese animation is gradually becoming more accepted among youths and has made its way
to popular culture in the world (O’Brien, 2012). The anime came to light at the beginning of
20th century, when the Japanese film producers started to explore techniques in animation,
emulating the approach as a reference from the western countries such as the U.S., Germany,
and France (Schodt, 1997). The American Disney film Snow White and the Seven Dwarfs
gained a lot of popularity after its release in 1937 and had greatly influenced the Japanese
animation, including a famous Japanese manga artist Osamu Tezuka (O’Connell, 1999).
However, not only American cartoons and Disney films but also their pop music and
Hollywood movies have influenced the world. There is no doubt that the U.S. has used those
diplomacy “tools” to exert its influence over the world. For this reason, China’s youths have
been finding the American culture very attractive, and as the social media develops, they will
get more exposed to it (Fish, 2017). Despite some arousing conflicts, this might be one of their
successful public and cultural diplomacies, and countries like Japan are very inspired by the
progress of their cultural diplomacy. The younger generation is the target population because
they could be among the most vulnerable ones to influences and could absorb anything that
catches their attention. On the other hand, if the U.S. can affect them with the movies and music,
couldn’t the same rules apply to the Japanese culture? Why can they not bombard the Chinese
market with Japanese cartoons and animations?
The first time Japanese manga and anime entered the China market was after 1978 when the
Cultural Revolution had already ended (Yang, 2005). As there were many possible types of
cultures that the young Chinese were going to absorb, the opportunity was immense for those
foreign cultures to enter China and exploit the new market. The timing for the Japanese
animations was ideal because they enjoyed their fastest growth during the 1980-90s (Wu, 2002).
After the World War II, the Sino-Japanese relations were quite strained. One of the reasons
might be the Chinese not approving the Japanese Prime Minister Takeo Miki’s1 visit to the
Yasukuni Shrine 2 in 1975. It was a sign to the Chinese that WWII criminals are being
1

Takeo Miki served as the 41st Prime Minister of Japan from 1974 to 1976.
The Imperial Shrine of Yasukuni, where the name of those who are considered war criminals were kept after
death.
2
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worshipped, and this is still happening (Yang, 2005). In reality, all of those conflicts have
reached consensus, the collaboration in trading between two countries has grown tremendously
since 1978, and it is still increasing, for example, the Japanese goods on the Chinese market
include cars, electronics, and food, etc. The Japanese anime and manga struck the market only
10 to 20 years ago, and the concept of anime to the youngsters is still fresh. It addresses the
world in a whole new perspective, conveys the stories in a unique and interesting manner along
with skillful drawings and features, which allows anime to become one of their after-school
activities or entertainment.
Keywords and origins
1.4.1 Anime
The word anime is Japanese, but it derived from the English word “animation”
(Dictionary.com, 2017). In Japanese, “anime” indicates all sorts of animations, but in other
countries, it is associated with certain kinds of animations which are produced solely by
Japan (Aeschliman, 2007). These cartoons could often be easily distinguished from other
cartoons because the Japanese animation is generally conforming to one style that was
developed in Japan before the 20th century (Lent, 2001). The style is defined by vivid and
colorful graphics, vibrant characters3 and the medium brings works in a wide range of genres
and themes such as romance, action, mystery, horror and fantasy, etc.

1.4.2 Manga
To be specific, anime is a Japanese cartoon production, hand-made drawings, and computer
aid programs. These drawings are categorized as comics, they call it manga in Japan, and the
production of anime is based on manga. They have their own history long before the first
appearance of anime; Buddhism was just about to sprout by that period. There were ancient
portraits found in old temples, and those were one of the first comics to be found (Shimizu,
2003). Chōjū-jinbutsu-giga4 is considered as the first manga of scrolls which portrays animals
imitating people. The whole work has a plain outline, the visual display seems exaggerated
which resembles today’s artistic approach in manga, and in this context, the painter appears
to be mocking the Buddhist clergy. However, there is still a controversy about who created
this painting, but most think it is one of Toba Sojo’s works (Sansom, 1931). In the following,
the first manga book was published for commercial purposes thanks to the woodblock
3
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technique in Japan during the Edo period5 (Shimizu, 2003). As manga developed throughout
centuries in Japan, the Japanese people came up with the idea to put the manga in action, and
the first animation was released in 1917 (Clements & McCarthy, 2006).

2. Methodology
2.1 Research question and sub-questions
The research objective is to identify how Japan is influencing the Chinese adolescents with
their pop culture. Thus, it elicits the key research question: to what extent does the Japanese
cultural diplomacy have an impact on the Chinese younger generation in terms of Japanese
animations?
To be able to approach this idea, a series of sub-questions will be raised: what is Japan’s
expectation on the Chinese market concerning the Japanese cultural diplomacy? Furthermore,
how do the Chinese regulatory bodies react to this cultural diplomacy imposed by Japan? Has
it shaped people’s attitudes towards Japan by passing messages through anime to viewers?
Lastly, has this improved Japan’s image in Chinese youths’ minds? The hypothesis will be
proposed in the following: the Japanese anime does have an enormous influence on the Chinese
young people. Despite the political problems, the Chinese youngsters are still willing to
consume Japanese animations. So what will be the benefit of this enthusiasm towards Japanese
anime and culture? So what are they going to do to improve the relationship? So what if the
Japanese anime could help to alleviate the tension between China and Japan?
2.2 Methodological considerations
The central focus of this research is to interpret the influence of the Japanese culture and how
it is identified on Chinese youngsters. The following research methods were adopted to carry
out the study and collect empirical data: quantitative and qualitative approaches are both
reflected in the framework. Both methods were applied so they can complement each other and
increase the validity and credibility of the investigation. Qualitative approach is more inductive
and intends to gain more depth and details by interpreting the data collected along with the
historical facts, whereas the quantitative approach was meant for obtaining data and making
the research more objective and measurable.

5
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The research is based on questionnaire statistics and research findings from other case studies.
Questionnaires studies were employed in the process for experimental purposes in exploring
the Chinese youths’ attitudes towards Japan despite their behavior and inner thoughts. The
questions created for the questionnaires were semi-structured which contained partially
compulsory choice and few credential verification questions. All participants were well
debriefed, and ethical considerations were taken into account throughout the experiment.
2.3 Data collection
The author is the main instrument for the data collection and analysis, primary and secondary
data are both demonstrated in this research. The primary data was collected at CP156 and Fudan
University with questionnaires which were summarized through statistical analysis based on
the response to given questions from the participants. First-hand data was collected in Shanghai,
a city on the central coast of China. Also, the secondary data was utilized as essential
information about the topic and theoretical context to support the research. The target audiences
were young Chinese students who watch anime or are working in the animation industry.
Another survey was carried out at in the University of Iceland to explore the influence of anime
on students in Iceland, but these participants were significantly fewer than participants in China
due to time constraints. Lacking time could be one of the limitations of the study. The author
ensures that this research was conducted in an objective manner, and her interpretation of the
gathered evidence was as unbiased as possible.

3. Japanese cultural diplomacy
3.1 Sino-Japanese relations
Sino-Japanese relations7can be traced back to the ancient days when China had one of the most
exceptional inventions and civilizations in the world. The culture was able to become notably
influential and prominent to its neighboring countries, including Japan. The two nations are
separated only by a comparatively small ocean8, so they have had constant cultural contacts,
military engagements, trades and rivalries for centuries (Chanlett-Avery, Dumbaugh & Cooper,
2008). The geographic proximity between China and Japan could not alleviate the complex
issues that were hard to resolve; with the passing of time, there were some more tensions
6
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created between them instead (Bush, 2010). Despite all these somewhat negative intercourses,
China has had a broad impact on Japan during its development as a nation, with the inclusion
of religion, culture, architecture, the way of writing, civilization, tradition, and food, etc.
During World War II, a horrifying Sino-Japanese War busted out in July 1937. The mass
murder committed by the Japanese was referred to as “the Nanjing Massacre.” The estimated
number of Chinese civilians that were killed during the battle was around 300.000 (Levene &
Roberts, 1999). The relations between China and Japan has not been good to begin with, all
the conflicts could add up to a list and become one rock blocking their way to a better bilateral
relationship. Although it might be true, both nations made an effort to normalize the relations
after the 1970s and became relatively important partners in trade, culture, and education.
Apparently, this is still not sufficient to build the Chinese people’s trust, in the view of Japan
had shown merciless, cruel, and inhumane behaviors towards China in the war. The Japanese
attempted to gradually wash away its military crimes from the history textbooks (Cheow, 2006).
The Chinese people are having a hard time forgiving them in behalf of Japan for this
traumatizing episode (Pu, 2005).
The Chinese public raged when the former Japanese Prime Minister Junichiro Koizumi9 visited
the Yasukuni Shrine repeatedly during his succession (Cheow, 2006) despite warnings.
Subsequently, the temperature of the Sino-Japanese political relationship had fallen to the
lowest degree, riots and public protests spread out in cities, the anger was even expressed all
over on the internet. Therefore, the public image of Japan in China dropped to its worst after
the 1970s (Yang, 2005). Koizumi candidly declared in a statement his “deep remorse” over
Japan’s past military crimes in 2005 so as to alleviate the political tension (Brooke, 2005).
Since China’s market reform after 1978, there has been a substantial growth in the foreign trade
collaboration and economic development between China and Japan. After the protests and riots
concerning the behaviors and acts of Japan’s government, sarcastically, there was not a drastic
change in the Chinese market where the Japanese animations were still broadcasted on TV and
still received as much popularity as before (Wang, 2007). So as to rebuild the trust, the Ministry
of Foreign Affairs expanded the budget for Japanese propaganda in China with 1.16 billion
JPY10 which sums up to a total of 3.11 billion JPY. The added amount was to advertise and
broadcast Japanese Anime and pop music (Guo, 2006).

9

Junichiro Koizumi, the 56th Prime Minister of Japan from 2001 to 2006.
Japanese Yen.
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3.2 The development of Japanese cultural diplomacy
Culture is a set of values, attitudes, behaviors and meanings shared by a large group of people,
and it is normally transmitted from generation to generation (Shiraev & Levy, 2004). Those set
of values and practices could be defined by languages, religions, beliefs, social norms, and arts,
etc. This is what makes governments devote themselves in using culture to enhance their
country’s influence and improve their image. Cultural diplomacy is a form of public diplomacy,
which could be labeled as a course of behavior that involves any official authorities undertaking
policies to promote their national culture among foreigners. In comparison with the public
diplomacy, cultural diplomacy requires longer-term in building a diplomatic relationship. It is
emphasizing on the exchange of ideas, arts and other information to foster mutual
understanding among nations and cultures (Cummings, 2003). It could result in eliminating
prejudice, boosting communication, sharing interests and cultivating tolerance and respectful
atmosphere to promote a peaceful cultural interaction. Throughout past decades, the key focus
of the Japanese government was to transform their military image into a society that resembles
the description of being peaceful, communal and harmonious.
However, after Japan hosted the Tokyo Olympics in 1964, the government slightly shifted the
focus of the cultural diplomacy. The image of Japan was gradually changing from the “peaceloving” figure into a technologically and economically developed society. Why a sudden
change? Japanese-made merchandises exported to foreign countries were not considered as
high-quality products, and the domestic business companies and organizations have
encountered a lot of hindrance in their exports, such as market decline (Ogoura, 2009). Hence,
the shift was made to relieve this situation and help the growth of the economy. In the event of
changing, Japan started to attract attention and gain trust in the global community. The ECB11
was established after the Olympics were hosted in 1964, and shortly after, the Ministry of
Foreign Affairs brought back the Cultural Activities Bureau to join the OECD12 (Ogoura, 2009).
Since the 1970s, Japan has been highlighting the importance of cultural influence as well as
spreading its influence to the world. International cultural exchange was implemented as policy
to achieve a better understanding of foreign cultures (Ogoura, 2009). So that Japan could adopt
an “internationalized” outlook with those political “tools,” and this is attained through all kinds
of exchanges with foreign countries. Even if those two policies13 might overlap in terms of

11

Economic Cooperation Bureau.
Organization for Economic Co-operation and Development.
13
Japanese cultural diplomacy and international cultural exchange.
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similar characteristics, they certainly are not the same. Cultural diplomacy is considered as a
foreign policy and therefore is relying more on the diplomatic aspects, whereas the
international cultural exchange does not necessarily need to carry political implications. By
witnessing Japan’s success, numerous countries have accepted this idea and began to underline
public diplomacy in cultural and intellectual terms (Ogoura, 2009). Out of interest, many
scholars and researchers have been writing articles and books based on the Japanese cultural
diplomacy (Bukh, 2004). With this in mind, Japan was perceived somehow differently from
the rest of the countries in the East. Japan was seen one of the western countries, for the reason
that Japan effectively merged their oriental origins with the newly embraced western culture
(Bukh, 2004).
The former Minister of Foreign Affairs of Japan, Ohira Masayoshi delivered a speech in 1979,
indicating that not only had “the Age of Culture”14 arrived for them (Bukh, 2004), but also it
was the point where Japan could start to move steadily towards forming creativity with regards
to its own philosophical values (Aoki-Okabe, Kawamura & Makita, 2006). In accordance with
his perspective, cultural diplomacy could be seen as one of their key diplomatic strategies and
viewed it as a vital part of the Japanese foreign policies (Ding, 2006). Currently, the Japanese
government has implemented pop-culture policies such as “Cool Japan” to reach out to foreign
countries. The Ministry of Foreign Affairs of Japan declared “aiming to further the
understanding and trust of Japan, is using pop-culture, in addition to traditional culture and art,
as its primary tools for cultural diplomacy. Among young people, pop-culture, such as Manga
and Anime, has been popular worldwide in recent years” (MOFA, 2017).
Furthermore, an effective cultural diplomacy is ultimately bilateral which is based on both way
communication and interaction between the nations to target the foreign audiences. If a nation
is merely implementing one-way propaganda to the others, somehow, it would not last too long
until the country loses its attention from the others (Wang, 2007). While there might be quite
a few benefits when it comes to cultural diplomacy, restrictions and limitations also may apply
to the policy, which needs to be understood. In the perspective of time, cultural diplomacy
could be a long-term investment, while if instant outcomes were required, it would not be the
best choice theoretically speaking (Wang, 2007). In the long-run, the country is seeking to
change its environment in favor of governmental strategies, and economic interests, the
influence might differ from what the public pursues (Nye, 2004). When the country puts forth

14
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(Japanese Congress).
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the cultural diplomacy, there is a possibility that they have neglected the complexity and
diversity of the public and their opinions. Within the boundaries, this is inevitable, even if they
would try to measure and to capture those factors, it would be extremely tough.
Lastly, cultural diplomacy is highly dependent on circumstances, such as where, when and
what, so we must consider the context and all the factors that could influence the main subject.
Besides, the Japanese economic and military might, both sides are supporting the cultural
diplomacy more than interfering with it, which could help it to gain effectiveness. Above all,
if a well-planned cultural diplomacy could manage all the factors with efficiency, and have the
external variables somehow under control, the policy will eventually take effect. As Joseph S.
Nye proposed, smart power is not either hard or soft, but needs them both combined in action
(Nye, 2004).

3.3 What is soft power?
The key theory in here: “soft power” cannot be forgotten when mentioning about Japanese
cultural diplomacy, it is one of the concepts that have had a noteworthy effect on Japan’s
foreign policies. Soft power is frequently associated with cultural diplomacy; it gives a
theoretical analysis for the validity of it. In 1990, an American scholar Joseph S. Nye proposed
the term “Soft power” for the first time. He outlined that the soft power is the ability to be able
to reach your goals by attraction and persuasion of others, while hard power, on the other hand,
is the ability to “use the carrots and sticks of economic and military might to make others follow
your will” (Nye, 2003). Moreover, the concept of soft power is defined a little differently from
propaganda, where the former one draws attention to culture, language, science, and
technology; the latter is regarded as shaping one’s perspective for the purpose of achieving
desired response and further engagements (Jowett & O’Donnell, 1986). According to Nye, the
theory is to focus on co-opting and attracting others by nonmilitary foreign policies and cultural
or political values. He indicated it is way more effective to influence people by building a
satisfying atmosphere abroad to attain desired outcomes instead of coercion (Nye, 2004).
Meanwhile, the hard power that Japan possesses is no longer like before, hard power is
illustrated as when countries exert hard power, they will exercise a military power to coerce
other states. Due to post-war, Japan is not capable of putting this into practice like other
countries, which by wielding both “hard and soft” card, they try to put effort into highlighting
the soft power so as to resolve the shortcoming (Lam, 2007).
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What is the dominant image people’s mind when they hear the term “Japan”? Isn’t it a warm
and positive image? They probably associate Japan with beautiful sceneries such as cherry
blossoms during spring or the sunrise view of Mt. Fuji. What about Manga and Anime? The
more these kinds of eye-catching images come to a person’s mind, the easier it becomes for
Japan to get its attention across over world because it is currently striving for impression as
“Cool Japan.” Since the beginning of this century, Japan has been attempting to abandon past
negative militarism identity by acquiring a new figure as “hip and cool.” Even though the
Japanese culture has become progressively appealing and attractive, by employing “soft power”
as a policy to boost international image is often undermined by the disappointment of not being
able to overcome its undesirable engagements of history (Lam, 2007). As recalling Japan’s
prewar atrocities, China and Korea would still view its impact in a negative means. On the
other hand, East Asia has not only begun to embrace those Japanese imported products such as
cars, electronics, games, and cosmetics, etc., but also intangible goods such as Japanese
animations, comics, music, and so on. In the long term, the Japanese diplomacy is perhaps
going to be able to keep trying and stepping forward, but slowly, and bring about eventual
better outcomes as a result.
In 2006, Prime Minister Aso specified the idea that manga and anime could be the key to
China’s heart (Lam, 2007), and actually, the Japanese anime had invaded the Chinese market
before it became global and internationalized. For instance, the influence was reflected by the
popularity of the children’s after-school entertainments such as cartoon programs: Doraemon,
Pokemon and Astro Boy, and toys like Hello Kitty, Godzilla and Super Sentai (also known as
Power Rangers). Many Chinese people who were born after the 1970s claimed that they grew
up playing with the Japanese iconic toys and watching those Japanese-themed animation shows.
In the same year, Aso also put emphasis on utilizing the rising popularity of manga and anime
to reach out to youngsters abroad. He also noted that popular culture could be used as a
diplomatic tool, they should certainly employ most of them (MOFA, 2006a). The production
of manga and anime has become a serious business industry for Japan; they are currently
encouraging creative and unique artist that have non-conforming features and promoting their
works so those market forces would be able to succeed in terms of cultural products (Layer,
2010). Thus, the large revenue of Japanese cultural exports implies the existence of a huge
group of foreign consumers, in which there is plenty profit to earn in the market. Those cultural
exports could be acting as a soft power to boost Japan’s influence on the international stage. It
was apparent that Japan has been using soft power as a diplomatic tool before Nye coined the
concept. The government relied on the Japan Foundation quite much in the promotion of
12

Japanese culture; even the cultural diplomacy was mostly implemented by them. MOFA15
established the Japan Foundation in 1972, and it was regarded as a legal unit under MOFA’s
supervision (Wang, 2007), but became an administrative institution that could act
independently in 2003 (Japan Foundation, 2017). Japan Foundation has been focusing on three
major categories: a) Promotion of art and cultural exchange b) Promotion of Japanese-language
education overseas c) Promotion of Japanese studies and cultural exchange (Japan Foundation,
2017). Evidently, by promoting Japanese-language overseas will increase the understanding
and appreciation of Japan as a country. The number of Japanese-language students has grown
since the 1990s from roughly 980,000 to 2,300,000 in 2003 (MOFA, 2006b). At previous times,
students were studying Japanese mostly due to economic or business purposes, but it had grown
in a way where students today are more likely to study Japanese out of interest and fascination
for anime and manga.
Despite the fact that a large group of young people has little or no conception of past war
problems and become positive towards Japan; there are still some certain factors that could
limit the impact of soft power. Japan’s attractiveness has always been restricted by past
aggression and historical issues, often due to its insensitive statements and questionable
behavior of the new leaders in power over past militarism matters (Lam, 2007). It is becoming
a problem if Japan does not reconcile with China and Korea, as the state is increasingly
struggling to apply its diplomatic strategies on the Chinese and Korean people. Secondly, time
could be an issue too, as it can take from several years up to decades for a policy to take effect,
perhaps it would not be suitable if fast results are desired. Thirdly, the inability of Japan’s soft
power to catch the attention from the Western media. Without the involvement of Western
news organizations, it would be relatively challenging to project Japan’s national image to the
world through soft power. Consequently, in order to achieve its ambitious political goals and
gain prominence in the world, this might need more time and the policies need to be constantly
adjusted to conform to the global tendency. Above all, countries who have a good control of
its soft power through its cultural diplomacy, and uses it properly are usually able to win hearts
and minds of its consumers overseas (Wang, 2007). Despite the limitations of this theory, soft
power allows its attractiveness to arise from three components: high culture, popular culture
and political pattern (Nye, 2004).

15
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4. Japanese anime in China
4.1 Approach and distribution on the Chinese market
There is culture resemblance, cultural ties, and deep-rooted resentment between China and
Japanese, so it would be turning into a rather complex matter when Japan’s cultural diplomacy
is brought into China (Wang, 2007). In 1972, China and Japan finally reached an agreement
on normalizing the diplomatic relationship, and after few years, the Chinese economy started
to reform after Cultural Revolution had ended. At that time, the effect of Japanese cultural
diplomacy towards the Chinese market became relatively noteworthy, as the Chinese market
was like an absorbing swamp, it was possible for diverse cultures to enter the China and fill
the craving void.
In 1978, after both countries signed a treaty of peace and friendship (Cheng, 2001), anime
entered China as a stimulus to boost the trade and cooperation between the nations. The
initiatives of Japanese cultural diplomacy involved the effort of restoring the relationship with
China by focusing on the Chinese new generation. Since the 1990s, Japan has been
progressively encouraging popular culture such as anime and manga, electronics, and motor
vehicles, particularly in China. This is resulting in acceptance and cross-culture adaption
among the younger generation in China, as they are more and more likely to hold a better
attitude towards Japan by time. The historical matters discussed in the previous chapters would
give us an insight into the situation for the Japanese anime entering the market, realizing the
development throughout the years until now, and the gradual increase in consumption of anime
could be due to the attitude change of the younger ones.
Despite the negative historical image of Japan, by implementing cultural interaction, such as
the popular culture, it has a potential for amending the relationship with Chinese younger
generations. Even though sometimes there might be fluctuating situations in China in terms of
policies and such; Japan does not expect to alter the Chinese people’s minds and resentments
towards Japan at instant, because it will be considered quite unrealistic. Therefore, they
preferably are going to adopt some long-term strategies and try to employ the cultural
diplomacy, as the Japanese anime products are spreading across the market in China (Wang,
2007).
Now as technology has developed tremendously and become a part of our daily life, the Internet
has become a major catalyst for spraying the interest of Japanese anime online. Without the
14

Internet, anime could not have circulated and reached out so far to every corner of China. It
has become relatively convenient and popular for the Chinese consumers to watch or download
Japanese anime online, the websites often offer the episodes free of charge, but you will have
to watch advertisements frequently instead. If you want to watch it ad-free, you will have to
pay very little amount each month for membership. Therefore, it is considered to be a great
opportunity for the Japanese to approach the Chinese market electronically. In 2011, TV
TOKYO settled an agreement with the Chinese video to share the website “Tudou,” on which
their popular anime programs will be aired weekly for free. This is a great opportunity for them
because “Tudou” has already 250 million users per month (Ken-ichi, 2013). As
Kawasaki16stated when entering the Chinese market, it would need to consider the low profit
and high risks, and they have come up with a business model that covers three key components:
joint production, internet delivery, commercialization, and distribution. They are quite
confident in this model due to the great success in the US market (Ken-inchi, 2013). However,
there are prohibitions on the content that is being shown, some Japanese anime possess violent
or pornographic contents, which are most likely widely censored across the internet in China.
Japanese anime as a form of entertainment is now widely received by people all over China,
especially youth, as the Japan’s cultural diplomacy expected. The Japanese anime industry
generates a profit of approximately 100 billion RMB each year, which is 14.6 billion USD
(Cooper-Chen, 2011). China’s no. 1 search engine Baidu revealed that the word “Naruto” had
been searched for over 15 million times (Cooper-Chen, 2011). Two researchers from Renmin
University conducted a survey in China that has shown that top 10 animation lists among
youths 9 of them are from Japan and also top 10 animation illustrators or authors, 9 of them
are also from Japan (Chen & Song, 2005).
After the Chinese market reformation in 1978, the TV stations, broadcasting systems, and
networks were still manipulated by the government. This ended up by driving the families away
from watching TV since the programs shown were considered plain and not appealing as much.
It required a lot of financial support for the initial step of cartoon production, but the
administration was not going to allocate large funds for this project since there was little
amount of money available. Thus, they needed to import foreign cartoons which were cheap
and entertaining for the viewers. As for the current Chinese broadcasting system. It is following
an economic and marketing strategy to increase their views and earn more revenues. In most
common cases, these TV stations are only involved with consumer’s needs, and focusing on
16

TV TOKYO General Manager of Animation Yukio Kawasaki
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what they desire to watch and detect what criteria entertains them the most (Yang, 2005). The
cost of producing Japanese animations is not only much lower than the Western ones, but also
it is quite popular and makes great profits, therefore importing Japanese anime was encouraged
(Yang, 2005). Japanese anime was earning so much profit in the China market, they could even
give for free; it is getting more than full return of capital so it would not cost anything for them
(Wang, 2007). In addition, popular animations are attractive for advertisers, and by
broadcasting the animation, revenue can be generated from the TV station, redeem the lack of
share from the command economy (Yang, 2005). The Japanese animation companies are also
targeting toys market by creating toys in accordance with the anime characters to gain the
commercialization effect. With this kind of strategy, Japanese anime has already accomplished
a great success in the Chinese market. When you enter some small shops on the streets, you
will in most cases see some Japanese anime related products.
4.2 China’s reaction and attitude towards the Japanese cultural diplomacy
As mentioned in the former chapter, after China and Japan had gotten on good terms and
normalized their political relationship, so as to be able to improve the Sino-Japanese relations
further, it was necessary to have cultural products exchanged between the countries for the sake
of political and economic considerations. In 1979, the well-known anime Astro Boy first joined
the China market, and in the following year, it was broadcasted on CCTV17. Astro Boy was
even assigned as Casio’s brand ambassador to promote the Casio’s products (Cooper-Chen,
2011). Subsequently, more anime like Doraemon and Saint Seiya were imported in the
1990s (Wang, 2007). Among all popular products from Japan, the one of the most profitable
exported product would be the Japanese anime, especially in the Chinese market. In line with
an online poll, 82.81% of youths who were born after the 1980s, they recall during their
childhood that Japanese anime and manga were the main Japanese cultural products they were
getting exposed to daily18 (Sun, 2005). In other means, Japanese anime could be the most
influential among the Japanese popular cultural products in the Chinese market, primarily
targeting the youths.
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China Central Television.
The Chinese Globe Magazine and Sina Online Association cooperated in conducting a survey targeting
people who were born after 1980s, and researching on their attitudes towards Japan and whether the image of
Japan is affected by the postwar atrocities. The participants were in total 8742 and results were retrieved from
(Chinese): http://news.xinhuanet.com/globe/2005-08/12/content_3343839.htm
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In spite of the popularity, Japanese anime had been counteracted by the Chinese broadcasting
authorities (SARFT19) in 1994, limiting the portion of showing imported TV programs and
animations including anime (Wang, 2007); at that time, the Chinese anime market was still not
large enough to meet the demands, so the Japanese anime had dominated the market, and it
still does today (Liu, 2004). Presumably, as the influence of Japanese influence grew larger,
the government felt socially vulnerable and exposed, because Japanese anime was getting so
popular among Chinese students. Which means it also brought about the domestic-made anime
falling behind drastically in comparison to Japanese ones. From a cultural perspective, the
Chinese government wanted to “protect” their economy market regarding animation industry
through counteracting imported ones. In 2004, SARFT enforced a regulation which entailed
60% or more of the anime that were broadcasted should be domestically made (SARFT, 2004).
This was believed to improve young people’s mentality and morals, furthermore, they also
stated that foreign animations are not allowed to be broadcasted during peak hours (18:0020:00) on any TV channel, only domestic-made are shown (Late Evening Paper, 2006).
However, the government seems not being able to afford thinking only about the political
issues, they need to take the economic factor into accounts and consider the profits which the
imported animations can generate. Since the Japanese animation has very high viewer ratings,
they can input more advertisements during the broadcasting time.
Even if Japanese anime is allowed to a limited time for broadcast, it had managed to limit the
popularity of Japanese anime in the Chinese market and also provoked some Chinese youths
so that they acted in a way they still watch the Japanese anime no matter on or off prime hours
(Wang, 2007). This gave rise to a controversy in the society, the youngsters do not have the
right to choose what they want to watch. Consequently, due to those newly imposed regulations,
it was relatively hard for the Japanese anime industry to gain any substantial profit as before in
the Chinese market, but the Japanese animation is still increasingly popular and revenues are
quite significant.

Although the history of the past century is actually not that far away from us, but the world is
in a constant changing state. If we create a cocktail with all of the feelings the Chinese people
have towards Japan, it will be separated into three layers. The layer on the bottom represents
all the hatred for Japan, the middle layer would be a mixture of feeling with both resentment
and fondness. Lastly, the top layer acts for the appreciation and love for the Japanese culture.

19
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The question for the Chinese younger generation is: Hate or Love Japan? The biggest part of
the bad feelings toward Japan in China can be directly linked to the Sino-Japanese war. The
young people who were born after the 1980s grew up with the text books teaching them that
Japan is a hostile nation, but at the same time they were also brought up in an environment
where the economic relations between China and Japan were intimately close. Both nations
were frequently trading to the extent that those young people were surrounded by all sorts of
Japanese imported products. Surprisingly, people were
not discriminating against those products due to its
origins, as the products were high-quality and had
reasonable price. With all those imported goods around,
most of the people were amazed how Japan had become
so developed and prosperous despite short period.
Figure 4.0 Copyrights owned by He, M. (2010)20
Moreover, the negative feelings toward Japan are slowly fading away, it seems that an average
Chinese person has started to appreciate Japanese advanced technology and high-quality
products, while students approve of certain aspects of Japanese people’s characteristics such
as hard-working, neat and tidy (He, 2010). According to the graph (Figure 4.0) shown above,
we can notice from the x-axis that this survey was done from 2007 to 2010, and y-axis
illustrates the percentage difference between average Chinese person and Chinese students in
terms of liking Japan. As seen from the graph, in comparison with the average Chinese people,
Chinese students are expressing a more positive impression of Japan. In accordance with the
survey that Michael He conducted, those who were born after 1980s (18-30 years old) belong
to the age group that expresses the most positive opinions about Japan. The older the group,
the less positive feelings towards Japan, while the students expressed a positive impression of
Japan, which resulted in 6.9% higher than the average population (He, 2010). Most of the
Japanese high-tech and cultural products are often representing a new trend in the market, and
the consumers who are first likely to purchase are the Chinese youths. Those products suit their
mentality for following the new trends and being perceived as trendy and cool. It is remarkable
that Chinese youths and older generation may vary in their impression of Japan, as the elders
might be closer to the Sino-Japanese postwar and they have deeper memories of what happened.

20

Figure 4.0 copyrights owned by He, M. (2010). Retrieved from:

http://mansfieldfdn.org/backup/polls/pdf/Chinese%20positive%20feelings%20towards%20Japan%20(ed)%20FINAL.pdf
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In spite of the younger ones loving Japanese products, according to another survey from
Renming University, there is a sharp contrast in respondents’ attitudes between anime and
Japan as a nation. There were option A and B; A was favoring Japan as a country and B was
favoring only the anime from Japan. No one out of 110 respondents had chosen option A, while
up to 70% students also expressed loathe towards Japan as a country (Chen & Song, 2005).
That is one of the reasons Kazuo Ogoura indicated that “it must have more confidence in its
time-honoured cultural traditions and should work to share them more widely and deeply with
people in other countries, not for the purpose of enhancing Japan’s image abroad but as a
contribution to the enrichment of human society and the maintenance of global peace and
cultural diversity” (Ogoura, 2009). Japanese cultural diplomacy has a goal on attempting to
dispel negative images and “correct” misconceptions about Japan in foreign countries by
putting effort into their outputs that are chosen to be exported.

4.3 Japanese anime in the world
It is not only China that has been affected by the Japanese anime, but also the world at large.
Japan has entirely replaced the U.S as the largest exporter of animation and comics in the
world (Wai-ming, 2002). Nowadays, it is seen in the markets of numerous countries, for
example, some Asian countries such as South Korea, Thailand, Malaysia, and Singapore are
having their TV stations showing Japanese animations regularly. Those countries are not
much involved with animation productions; therefore, the impact of Japanese animation
could be perceived as the main cartoon makings. Japanese companies even adopt characters
from famous Japanese animations to become their brand ambassador so as to promote their
brands, such as Fujifilm has been using the cute image of Hello Kitty to attract more
consumers to purchase their polaroids. A lot of merchandise related to Japanese anime
characters are popularized among young people, especially in Asia. When coming to Europe
or the U.S, the Japanese anime is visible on the market as well, but it might not be as
prevalent as in Asia since those countries share similar roots, origins and are geographically
intimate. For example, in the early 2000s, the influence of Japanese anime had reached as far
as Iceland. The TV children channels started to present Pokemon and Yu-Gi-Oh! Children
were fascinated by those animations, as the plot was not only new and original, but also the
drawing style was outstandingly different from the traditional cartoons. The Pokemon
creators were trying to bring profits from the toys industry by selling Pokemon play cards and
toys everywhere in the world. Being a child at that moment, all topics among children were
surrounded by Pokemon or Yu-Gi-Oh! Hence, by comparing the Japanese anime to the
19

western ones, the western cartoons will lose its attractiveness in the long-run and also be
replaced by those innovative Japanese animations (Wai-ming, 2002).

5. Case study on Anime and Chinese youths
5.1 A research based on questionnaires
One of the thesis’ primary concerns is how much the Japanese anime has changed the Chinese
youth’s view on Japan, and how they are associating their fondness of Japan through
consuming Japanese anime. Therefore, the questions in questionnaires were explicitly about
Japanese anime and manga as which mainly targets university students in CP15 and Fudan
University. The author also decided to collect data from the University of Iceland, according
to her, it is fairly crucial to compare the data between China and Iceland; as mentioned in the
previous chapter, there is a significant difference of the impact of Japanese anime in Europe
and Asia.
In order to reach valid results, surveys conducted by other researchers are taken into
considerations, which are also compared with the data collected within this paper. Firstly, Chen
and Song from the Renmin University of China did a survey on favorite anime, manga and the
researchers, they were able to collect around three thousand questionnaires that were done by
Chinese young people from age 19 to 25 in the leading cities of China. The survey mainly
consisted of asking the participants to choose their most favorite animation or manga out of 50
animations and mangas. The largest percentage chosen was 66%, and it was from Japan, 28%
from China and 10% only from the U.S. The researchers thought that there is a strong protective
feeling towards its country, therefore 28% had chosen the Chinese animations or mangas (Chen
& Song, 2004). Secondly, there were two Chinese online associations21 which cooperated in
doing an online survey “Japan’s image in Chinese young people minds who were born after
the 1980s.” Researching whether the attitudes towards Japan has changed and if it is more
positive or negative. Participants who took part in the survey were 8.742 people, and most of
them were students in universities. 47.29% respondents indicated that Japan’s national image
is notoriously poor, and in contrast, 1.84% expressed fairly good. According to Sun, the
research findings were surprising, but within the expectations. The news items about Japan in
the Chinese news media are mostly unfavorable and biased; most of the time, they tend to
“forget” to report the full side of the story (Sun, 2005).
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This chapter will be discussing what methods were applied to collect data, and through
interpretation and analysis of the static results, exploring how the Japanese anime is accepted
among the Chinese students and how Japanese cultural products had changed the Chinese
young people’s ideology of Japan. It differs from the other chapters due to the problems will
be looked into in micro aspect instead of macro one, which was discussed previously.
5.2 Design of the Questionnaire22
This study is steered to be able to obtain a better understanding of the Japanese anime’s
influence on Chinese students’ attitude and values to predict whether it will affect the bilateral
relationship between China and Japan in the future. There are two questionnaires that will be
formed, one for the Chinese students and the latter for Icelandic students. A series of tailored
questions related to Japanese anime were created for the questionnaire, the inclusion of the
gender and age is for the sake of eliminating ambiguity from the research process and
increasing the credibility of the results; the target group should be ranging from 1823 to 27 years
old. The questionnaire consisted of two types of questions: compulsory choice and credential
verification questions. Due to the time being, it was not possible to have many credential
verification questions because it will require the participants to write and it could be timeconsuming. The more questionnaire collected the better, and if the questions are too
overwhelming, they would possibly refuse to fill out the questionnaire. Hence, there were 14
compulsory choice and 2 credential verification questions, but the students were welcomed to
write further explanations under each question or write their own thoughts about the topic on
an empty space of the questionnaire. The design of the questionnaire was to give the
participants enough time and space to express their opinions. The respondents are divided into
two groups: CP15 participants and Fudan students. Data collected from the Icelandic
respondents is only for reference and comparison.

The sampling method chosen was “convenience sampling,” because it is a non-probability
sampling method and the participants were selected by the cause of their convenient
accessibility and proximity to the author. It was aware of that the findings might be biased,
hurting the validity and causing limitations to the research, but it was still chosen as it was
needed to ensure that the respondents are aware of the research topic and part of our targeted
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See in appendix for questions in “Questionnaire in English/Chinese.”
It was more convenient if the participants were 18 or above, if not, then consent letters from parents need to
be collected.
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population. For the CP15 participants, it consisted of 50 females and 50 males, and for the FS24
group had 25 females and 25 males. As for the Icelandic participants, the group consisted of
10 females and 10 males, which 5 females and 5 males were chosen from the Japaneselanguage department. The participants were in total 170 and from the age of 18 to 27.
The participants were arbitrarily chosen, and they all had to response to the same given material,
except for the Icelandic experimental group, their questionnaire will be altered accordingly.
The questionnaire was collected on spot with each participant after they were done answering
the questions as if it was delivered to them electronically and ask them to send back results,
the possibility of receiving the results is very low, in most cases, they will delete the
questionnaire as email spam. The ethical guidelines taken into consideration, the informed
consent was obtained from all those who participated. In other means, every single participant
was informed about the nature of this case study before it was carried it out. They all have
granted approval of utilizing the data afterwards, they were also informed that they could
contact the author and withdraw from the case study anytime, and their data would be both
protected and kept confidential. Harmful situations were avoided so that the participants could
not be harmed mentally or physically in any way. The author guarantees that she will try to be
constantly aware of the purpose of the research, and to recognize the issues in regards to her
own belief and opinions might affect the investigation.
This case study would be regarded as an instrumental one, the investigation is carried out so
the researchers could build a theory to depict or explain some specific phenomenon. This
research method was selected due to its ability to collect many sorts of data and through
different collection methods, and those data gathered are often rich and detailed of information.
Generally, it is almost impossible to maintain objectivity throughout the investigation, and the
design might introduce bias. Thus, qualitative and quantitative approach were adopted in this
case study, as those two methods support each other, which would not only help to minimize
the ambiguity from the research but also increase its validity as well as credibility. The
combinations of those two approaches are to focus on the trustworthiness of the research design,
the findings could be made to the extent to be generalized25 beyond the sample used within the
study. This could be where the limitation lies, generalizing the research findings to another
study or larger population, since the sample was only selected from certain city in China and
in a specific situation or environment, most of the partakers are of a similar age， and their

24
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Fudan students
See in appendix “Sample size”
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occupation are university students, so the findings might suffer in variability. Even though the
feedbacks from 150 respondents might not represent all the Chinese youths in the country, the
findings could still be applied to a large portion of the population as the participants’
resemblance of lifestyle and living environment.
•

Experimental group: CP15 participants

•

Control group: FS participants
(Reference group: Icelandic participants)

5.3 Questionnaire statistic results and analysis
There are advantages of using tables and figures to demonstrate the data during investigations,
the tables and figures are often straightforward, they could present the results in a visual manner
which are easier to understand, this also explains concepts for the readers and help them to
interpret complex information. Firstly, the results of the questionnaire will be shown in the
following in figure.

Experimental and control group
Here in below indicates the data gathered from the CP15 and FS questionnaires:

Q1. Do you like watching Japanese anime?
0.8
67%

0.7
0.6
0.5
0.4
27%

0.3

35%

16%

0.2
0.1

29%

1%

12%
3%

0
Not very

Don't feel like it
CP15

I like it

I love it

FS

Figure 5.0- Question 1.
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Q2.When did you start to watch anime?
0.8
0.7
55%

0.6

54%

0.5
34%

0.4
0.3

23%

0.2
0.1

4%

10%

8% 6%

0
Less than 5

6 to 10

11 to 15
CP15

15 to 20

FS

Figure 5.1- Question 2.

Q3. How much time do you spend on watching
anime in one week period?
0.8

72%

0.7
0.6
0.5

42%

0.4

32%

0.3
0.2
0.1

18%

17%

9%

8%
2%

0
Less than 1 hr

1 to 5 hrs

5 to 10 hrs
CP15

over 10 hrs

FS

Figure 5.3- Question 3.
The statistical results from the questions 1 to 3 on the questionnaire demonstrate that anime is
immensely popular between the groups, which acts accordingly to the expectations where not
everybody that participated like or love anime. This means it could make us infer that not all
people who attended the CP15 are interested in Japanese anime, their presence might be due to
other reasons, such as coming with girlfriends and boyfriends or friends and family that are
24

interested in anime. There are significant differences between the results of CP15 and FS. The
CP15 group majority started to watch anime from the age 11-15 and the FS 6-10, it indicated
that they had embraced anime after receiving school education. Most of the CP15 participants
consume anime 1-5h per week, and the FS less than 1h. These data suggest the difference in
consumption of anime with the different targeted groups. FS are from a prestigious university
in Shanghai, which the acceptance rate is relatively low compared to others, so there must be
a large percentage of diligent, smart and hard-working students in Fudan. Those types of
students usually dedicate most of their time in studying, hence it is within the expectation that
FS would be spending less time on anime than CP15, since the beginning it was not promised
that CP15 participants are all from prestigious universities or are even attending one. The
sample was deliberately allocated like this is due to the variability of within the target group
which needs to be taken into account.

Q4. How do you watch anime?
78%

0.8

68%

0.7
0.6
0.5
0.4
27%

0.3
0.2

11%
5%

0.1

6%

3%

2%

0
On TV

DVD

Online
CP15

Others

FS

Figure 5.4- Question 4.
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Q5. Which websites do you usually
watch them on (multiple choice)?
0.5

43%

0.4
31%
0.3
0.2

16%

0.1

16%
6%

18%

18%

19%
15%
12%

5%
1%

0
Youku

Souhu

PPS
CP15

Tudou

Bilibili

Others

FS

Figure 5.5- Question 5.

Question 4 and 5 mostly entails the information about how the partakers get access to anime
and their preferences of media. As the technology has been developing throughout the decade,
DVDs and TVs seem not to be the most favored way of watching films or TV series anymore.
If this survey was conducted 10 years ago, the results might have been different. Currently, it
is more convenient to go online and search for those anime episodes to watch, all those top
Chinese video-sharing websites are providing free TV series and movies which include
Japanese anime as well. Youku, Souhu, PPS, Tudou, Bilibili are the most frequently used
video-streaming websites in China in reference to Chinadaily26. As seen in figure 5.5, there are
43% of CP15 participants using Bilibili to watch anime, which is the highest percentage of all
choices. This might be due to Bilibili is a new website compared to others, it contains more
selections of anime, which the others probably cannot have due to copyrights. The other
websites tend to increase the amount of advertisements, which this could be the determining
factor why Bilibili is more popular than Youku, Souhu and Tudou etc. As mentioned previously,
Bilibili is a new website so it had not reached the larger population of youths and become
prevalent yet, but this is just matter of time.

26

Video websites ranking in China: http://www.chinadaily.com.cn/bizchina/201411/03/content_18853104_3.htm
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Q6. How much do you spend on anime
related products each month?
1
0.9
0.8
0.7
0.6
0.5
0.4
0.3
0.2
0.1
0

96%

45%

40%

9%

4%
Less than 100 CNY

100 to 500 CNY
CP15

6%

0%

500 to 1000 CNY

0%

Over 1000 CNY

FS

Figure 5.6- Question 6.

Q7. What kind of anime influenced products do
you like to purhcase (multiple choice)?
0.5
39%

0.4
0.3

29%

27%

27%

27%

23%

0.2
11%

6%

7%

0.1

4%

0
Comics

DVD

Music CDs
CP15

Anime/manga
related products

Others

FS

Figure 5.7-Question 7.

From the findings of questions 6 to 7 on the questionnaire, People that were questioned on both
sides are young (it is supposed that they haven’t started a full-time job yet). For people from
CP15, 45% of them spend 100 to 500RMB per month, some of them spend more 15%, and 40%
spends less than 100RMB. Almost every FS that was questioned spend less than 100RMB per
27

month 96%, only 4% is willing to spend 100 to 500RMB per month. It shows that people who
are fond of watching anime are affected to the extent, that they also consume and spend money
anime related products. People from CP15 like buying goods (anime related products 39%)
than music CD’s and comics, FS prefer more to buy comics 29% over goods and other products.
Like discussed before, there are many Chinese websites streaming Japanese anime for free,
and the audience will have to watch advertisements in between. Alternatively, they could pay
very little membership fee to avoid those commercials.

Q8. Does Japanese anime have any impact on your life
values?
CP15

FS

1
0.9
0.8
0.7
0.6

49%

0.5

54%
37%

0.4

38%

0.3
0.2
0.1

14%
8%

0
No

Some

Yes

Figure 5.8- Question 8.
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Q9. What attracts you the most about anime?
CP15

FS

0.5
37%

0.4

33%

32%
0.3

25%

24%

0.2

15%

14%
10%

9%

0.1
1%
0
Music

Art aspects

Storyline

Characters

Others

Figure 5.9- Question 9.

Q10. What do you think about the Chinese animation in
comparison with the Japanese one?
CP15
0.6

FS
50%

0.5
37%

0.4

36%

29%

0.3
0.2
10%

13%

14%
8%

0.1

3%

0%

0
Do not like it

Boring

Neutral

It is getting better,
I like it

I love it

Figure 5.10- Question 10.
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The results from questions 8 to 10 on the questionnaire have demonstrated that most CP15
participants have admitted that they are affected by anime in some ways whereas the FS do not
think that they are influenced by it. It seems that among the CP15 participants, there are more
Japanese anime fanatics than in FS group, the graphs have shown that Japanese anime is
exerting a lot more influence on the CP15 group than FS one. The storyline and characters are
highly favored by the participants in the both groups, while the music and art aspects are little
less preferred compared to storyline and characters. The Japanese are indeed creating unique
storylines and the drawing styles are quite different from the others as well. The characters
often consist of big eyes and to the extent, it covers half of the face, and they have their facial
features quite westernized too. Most of the Japanese animation creators are in favor of having
many sorts of ethnicities in their anime in order to encourage the interest of cultural variation.
Also, the results have illustrated an interesting perspective, despite the fact that Chinese
animation is in an inferior position compared to the Japanese one in terms of quality and content,
the majority still likes to take the neutral side on this question. 36% of the CP15 people think
that the Chinese animation is getting better. It seems that they somehow are showing
anticipation for their national animation to rise and become as good as the Japanese anime.

Figure 5.11- Question 11.

30

Figure 5.12- Question 12.

Figure 5.13- Question 13.
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Figure 5.14- Question 14.
With reference to the statistical results from questions 11 to 14, half of CP15 people are
interested in Japanese culture by itself, and 42% are interested because of the anime. 61% of
the FS are interested in the Japanese culture while only 10% are interested because of the anime
and 29% are not interested, this concludes that the most chosen option of both groups is “Yes.”
On the one hand, this graph has illustrated how anime could influence people because they like
watching it, which leads to making them more curious and want to know more about Japan’s
culture. Quite the reverse, it does not necessarily need to be anime to be provoking their interest
in the Japanese culture, as they have a lot of other products and influences on the market. The
participants might have already started to notice the good quality products from Japan, and the
anime has possibly given them an extension of the fondness. Question 14 was obviously rather
sensitive to the participants, and we constructed the question deliberately to gain some insight
on the findings, and results had shown that most of the participants opted for the neutral side
and did not want to express their opinion on this matter.
Reference group
The following questionnaire was constructed to recognize how much Icelandic students are
under the Japanese influence. Results are shown in a numerical fashion within tables.
However, it was also decided to visit the Japanese-language department to collect answers
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from students who are already engaged with the culture at some level.
Yes

Roughly

No

Normal27

2

4

4

Japanese

8

2

0

10

6

4

language28
Total

Table 5.15- Question 1. “Do you know what Japanese anime is?”
Yes

A little

No

Normal

1

1

8

Japanese language

8

1

1

Total

9

2

9

Table 5.16- Question 2. “Have you ever watched Japanese anime?”
Yes

Maybe

No

Normal

1

2

7

Japanese language

8

2

0

Total

9

4

7

Table 5.17- Question 3. “Do you find anime interesting, would you like to ever watch it (or
watch it again)?”
Yes

Don’t know

No

Normal

7

3

0

Japanese language

10

0

0

Total

17

3

0

Table 5.18- Question 4. “Do you like Japan as a country?”

27

Normal defines the students who are outside the Japanese-language department and they usually are unaware
of the Japanese culture.
28
Japanese language students.

33

Yes

Maybe

No

Normal

7

3

0

Japanese language

10

0

0

Total

17

3

0

Table 5.19- Question 5. “Would you ever like to travel to Japan?”
Scenery/views

Technology

Culture

Others

Normal

2

5

3

1

Japanese l.

3

3

4

0

Total

5

8

7

1

Table 5.20- Question 6. “What attracts you the most about Japan?”
(Japanese l. stands for Japanese-language students)
Food & drinks

Festivals & Activities

TV shows & anime

Normal

6

3

1

Japanese l.

4

3

3

Total

10

6

4

Table 5.21- Question 7. “Which cultural aspect interests you the most about Japan?”
Yes

Don’t know

No

Normal

6

2

2

Japanese language

8

2

0

Total

14

4

2

Table 5.22- Question 8. “Do you use Japanese-made products, and do you like them?”
Good quality

Reasonable price

Easy to use

Normal

4

5

1

Japanese language

4

4

2

Total

8

9

3

Table 5.23-Question 9. “Can you describe the reason you would purchase Japanese-made
products?”
34

Yes

Roughly

No

Normal

1

1

8

Japanese language

2

2

6

Total

3

3

14

Table 5.24- Question 10. “Did you know that there was a historical tension between Japan
and China?”

Results from question 1 to 10 reveal the significant difference between China and Iceland in
acknowledging Japanese influence. If those Japanese-language students were not involved in
the survey for comparison, the findings from the normal students would be much less. It seems
that most of them are aware of Japanese anime, mostly the Japanese students. Some of the
normal students could roughly tell what Japanese anime is, but it seems that not many of the
regular students have watched anime. Question 4 and 5 indicate that the participants do not
think of Japan as the Chinese: they hold a reasonably positive attitude towards the country and
are willing to engage more. Question 6 to 9 extracts the participants’ interest in the Japanese
culture and its products. It is known that Japanese food is popular around the world, especially
sushi and their instant noodles. Instant noodles and sushi are both Japanese inventions and have
been increasingly popular due to their convenience. The answers also presented also that the
participants are quite keen on Japanese-made products, mainly due to its reasonable pricing as
well as good quality. Lastly, it seems that the Icelanders are somewhat aware of the influence
from Japan in terms of imported products and advertisements, but Asian countries are under
much more influence due to the geographical proximity. It is obvious the Japanese cultural
influence has already reached Iceland, does not matter electronics, automobiles or food, which
shows that the Japanese government is emphasizing cultural and business diplomacy to
establish its unique national image in the world.
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6. Conclusion
In this research paper, it was mainly focusing on answering “to what extent does the Japanese
cultural diplomacy have an impact on the Chinese younger generation in terms of Japanese
animations?” and the series of sub-questions in the following. Those answers and discussions
made in the paper are giving a good evidence to support the thesis, whether there are the
political issues between Japan and China or not, the Chinese youths are still willing to consume
Japanese animation, which demonstrates that the Japanese animation is indeed exerting an
influence to some degree on the youngsters in China.
The Japanese government had a very keen eye on entering the China when the reformation of
the market took place in the 1970s. It is well known that China has a large market, as discussed
earlier the Japanese animation industry alone generates each year at least 14.6 billion USD
(Cooper-Chen, 2011). In the beginning, the Japanese government had to get themselves
introduced successfully into the market, so they came up with strategies to cope with the
tension and repair the political relations with China. They did not expect the Chinese to like
their imported products instantly, but they are aiming to conquer the market on the long-run.
Nowadays, studies have shown that the Chinese are quite satisfied with Japanese-made
products, due to reasonable prices and excellent qualities. The Japanese cultural diplomacy
tends to encourage the Japanese popular culture as well as the technology, and Japanese anime
is seen one of the most prominent cultural products among young people. The target audience
was the Chinese youths, some research had indicated great success for the Japanese
government in terms of promoting Japanese anime among the youngsters, those are the main
contributors to the 14.6 billion USD in profit for the Japanese.
The Japanese anime have gained such popularity in China to the point it dominated the market
(Liu, 2004), and the Chinese government felt somewhat vulnerable to their political and social
influence of the Japanese animations, therefore SARFT decided to put limitations on
broadcasting foreign imported animations, especially Japanese ones (SARFT, 2004).
Nonetheless, it requires a large investment for the domestic animation industry to meet the
demand of the consumers. It is apparent, even if the administration tries to limit the Japanese
animation in China, there are still others ways to access it, such as the internet. Hence, the state
could not afford only considering from political perspectives; they had to take into account the
profits that could be generated from broadcasting the Japanese animations, and reconsider how
much of financial benefits it will bring to the economy.
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In spite of historical issues and consequential tensions, it seems that the negative feelings
towards Japan are slowly fading away in China. Japanese animations are attracting a lot of
young audiences due to their non-conforming drawing styles, and also unique storylines. The
Chinese students are quite exposed to the Japanese culture while watching anime as if they are
in Japan themselves; the authors often illustrate Japanese culture through the anime, and it
displays the best characteristics within the culture. As suggested previously, despite the
Chinese youngsters tend to embrace the Japanese anime with a positive attitude, when it comes
to nationalism, their values might differ. According to Chen and Song’s research, the none of
the young Chinese participants selected the option where they are asked if they like Japan as a
nation, and also they seem to express disinterest when discussed Japan as a country (Chen &
Song, 2005).
When selecting location of sampling, Shanghai was chosen instead of the whole China because
of the proximity to get real results and it was one of China’s most important cities. It is largely
populated with 24.151.500 people including approximately 3.550.270 youngsters 29 , and it
requires the collection of 1.291 questionnaires to ensure that the research is generalizable. This
number of questionnaires could not be collected due to time being and other factors, but it does
not mean that the research findings are invalid or unreliable. 170 samples were collected in
total from CP15, Fudan University and the University of Iceland. Although it is almost 1/10 of
the ideal population, the research findings will act as a guide and help to gain an understanding
of the problem. The target groups differed in the consumption of anime, FS were less willing
to spend much money and time on anime than the CP15. Since CP15 respondents were mainly
anime enthusiasts and participants from FS group are not all necessarily anime fans.
Surprisingly, in Q1430 most of the participants chose “no” instead of the neutral answer, usually
the Chinese are only willing adopt a neutral answer instead of giving an exact response. Most
of them do not think that liking Japanese anime is against patriotism. The results from the
Icelandic group showed that the Japanese influence still has not exerted so much on them
comparing to FS and CP15, but they are aware of it.
In conclusion, it seems that Japan’s diplomatic decisions on the Chinese younger generation is
taking effect indeed, by using entertainment such as Japanese anime. Japanese regulatory
bodies are aiming at long-term tactics rather than instant effects. Although the Chinese

29
30

See in appendix “Sample size.”
Question 14 in the questionnaire.
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government had counteracted the Japanese anime leading it to suffer from censorship, there is
still a substantial growth in the Japanese animation industry on the Chinese market. The
Japanese government is also having great success in improving the younger Chinese people’s
mind about Japan, by utilizing the influence of Japanese anime. It is imposing an influence to
the extent which large part of the younger generations does not hold a negative attitude towards
Japan anymore. The younger generation in China can represent the future, which means that
they could alleviate the tension and create better relationship and future with Japan.
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Appendices
Appendix-Illustrations and images
Manga and anime

Illustration retrieved from: http://en.tankiforum.com/index.php?showtopic=269723
Scrolls of Frockling Animals and Humans

Illustration retrieved from:
http://www.japanbullet.com/images/pozepolitice/ChojuJinbutsuGiga.jpp
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Appendix-Sample size
For the research, it was difficult to find an accurate way to estimate the size of the sample
because of the data obtained and the data that lacked. It is known that the current population in
Shanghai is approximately 24.151.500, but the percentage or amount of people in Shanghai
that is currently from 18 to 27 was not available. However, percentage of young people in the
whole China provided instead. The size was calculated by inputting the data into the webpage
“Survey System”, which provided a calculator of the size. The total population, confidence
level and confidence interval need to but inputted. From this page, it obtained a result of a
sample size of 59.027, which seems convincible in proportion of the original population. Due
to it cannot be proven that Shanghai performs the exact same way as average Chin. The
information in this research was not used to calculate the size of the sample, and but looked for
another method to do it. Even though using the same formula calculating, the result differs in
terms of whether it is calculated by hand or technology. It must be pointed out that trying to
apply the survey for either 59.027 or 1.291 people, is difficult to reach.
The formula applied lead to a result of roughly 1.291, the mathematical part will be explained
in this following section.
1.- The formula:

𝑛=

𝑝 ∗ (1 − 𝑝)
𝑀𝐸 .
(
)
𝑧,/.

2.- Define data
Chosen α with a value of 0.05, so on, the margin error (ME) is equal to 0.025. That number in
the table of normal distribution, lead to 1.96 of value z.
For the value of p, consider a probability of success of 0.3, but the percentage of population
under the young age (18-27) is around 14.7% which is 3.550.270.
3.- Hence, if substitute these values, the outcome is n of 1290,8
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Appendix-Questionnaire (in English)
1. Do you like watching Japanese anime?
a. Not very
b. Don’t feel like it
c. I like it
d. I love it
2. When did you start to watch Japanese anime?
a. 0-5
b.6-10
c.11-15
d.15-20
3. How much time do you spend on watching anime in one week period?
a. Less than 1h
b. 1-5h
c. 5-10h
d. Over 10h
4. How do you watch anime?
a. TV
b. DVD
c. Online
d. Others
5. Which websites do you choose to watch them on?
a. Youku
b. Souhu
c. PPS
d. Tudou
e. Bilbili
f. Others
6. How much do you spend on anime related products per month?
a. Less than 100RMB
b. 100-500 RMB
c. 500-1000RMB
d. Over 1000RMB
7. What kind of anime influenced products do you like to purchase?
a. Comics
b. DVD
c. Music CD's
d. Manga related magazines
e. Others
8. Does the Japanese anime have any impact on your life values?
a. No
b. Some
c. Yes
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9. What attracts you the most about anime?
a. Music
b. Art aspects
c. Storyline
d. Characters
e. Others
10. What do you think of Chinese anime in comparison with the Japanese?
a. Do not like it
b. Boring
c. Neutral
d. It is getting better, I like it
e. Love it
11. Are you interested in Japanese culture besides the anime?
a. No
b. Anime makes me like the culture
c. Yes
12. Would you go to an anime convention (or go again)?
a. Yes
b. No
13. What attracts you the most on Japanese anime conventions (festivals)?
a. Cosplay
b. Make friends
c. Purchase anime goods
d. Participation to have fun
14. Do you think that liking Japanese anime is against patriotism?
a. No
b. I do not know
c. Yes
15. Do you know any anime that is censored? Are you interested to watch it?
____________________________________________________________
16. What is your favorite anime? _________________________________
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Appendix-Questionnaire (in Chinese)
性别 :

调查

年龄 :

1-你喜欢看日本动漫
吗?
不太喜欢
没感觉

比较喜欢

很喜欢

2-你大约几岁开始看日本动漫 ?
0-5
6-10
11-15

15-20

3-每周花在动漫的时间是多少 ?
1 小时以下
1-5 小时
5-10 小时

10 小时以上

4-你接受动漫方式是 ? (多选)
电视
CD
网络
5 -在什么网站看 ? (多选)
优酷

搜酷

PPS

土豆

BILIBILI

其他

6-每个月花在动漫漫画产品的总和是多少 ?
100 以下
100-500
500-1000
1000 以上
7-你喜欢买什么动漫产品 ? (多选)
漫画

DVD

音乐 CD

动漫周边

其他

人物

其他

8-日本动漫对你的人生观有影响吗 ?
不会
一定程度
会
9-日本动漫的什么方面吸引你 (多选)
音乐
艺术
剧情

10-你觉得中国动漫和日本动漫相比有什么区别 ?
不喜欢
无聊
还好
比曾经好

喜欢

11-除了动漫漫画方面你对日本文化有兴趣吗 ?
没兴趣
动漫使我喜欢日本文化
有
12-你会想（再）参加动漫展吗？
会
不会
13-在动漫展(节)上最吸引你的是什么 ?
Cosplay
交朋友
购买

气氛

其他

14-你觉得爱日本动漫是否针对爱国主义 ?
不是
我不知道
是
15-你知道一部被禁的动漫？ 那一部你想看吗？________________________
16-你最喜欢的动画片是_________________________
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