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About Brand Finance
Brand Finance is the world's leading brand valuation  
and strategy consultancy.

We bridge the gap between marketing 
and ˱nance
Brand Finance was set up in 1996 with the aim 
of 'bridging the gap between marketing and 
finance'. For over 25 years, we have helped 
companies and organisations of all types to 
connect their brands to the bottom line.

We pride ourselves  
on technical credibility
Brand Finance is a chartered accountancy 
firm regulated by the Institute of Chartered 
Accountants in England and Wales, and the 
first brand valuation consultancy to join the 
International Valuation Standards Council. 
Our experts helped craft the internationally 
recognised standards on Brand Valuation – 
ISO 10668 and Brand Evaluation – ISO 20671.

We quantify  
the ˱nancial value of brands
We put 5,000 of the world’s biggest brands 
to the test every year. Ranking brands across 
all sectors and countries, we publish nearly 
100 reports annually.

We advise governments  
on how to boost their nation brands
Brand Finance has been conducting 
an annual Nation Brands study on the 
world’s most valuable and strongest 
nation brands for over 15 years. It has 
provided key benchmarks for diplomats, 
tourism boards, trade agencies, nation 
brand consultants and managers. The 
Global Soft Power Index expands on that 

methodology to provide an all-round 
view of perceptions of nation brands. 
Understanding those perceptions is 
key for national, regional, city, and 
corporate brands to achieve success 
internationally, allowing to identify 
strengths and weaknesses and to 
improve growth strategies going 
forward. The stronger the nation’s soft 
power, the greater its ability to attract 
investments and market its products 
and services.

We offer a unique  
combination of expertise 
Our teams have experience across 
a wide range of disciplines from 
marketing and market research, to 
brand strategy and visual identity, to 
tax and accounting, to public diplomacy 
and crisis communications. We 
understand the importance of sharing 
a brand’s story to reach business 
objectives.

Get in Touch
For all enquiries, please contact:
Konrad Jagodzinski
Communications Director, Brand Finance
k.jagodzinski@brandfinance.com

softpower@brandfinance.com 
+44 (0)20 7389 9400

For more information, please visit our website:
www.brandfinance.com/softpower

 linkedin.com/company/brand-finance

 twitter.com/brandfinance

 facebook.com/brandfinance

 instagram.com/brand.finance
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Global Soft Power Index 2022
The world’s top 120 soft power nations, scored out of 100
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* Research conducted in the autumn of 2021 - does not account for the impact of Russia's invasion of Ukraine.

11� 
222

SPAIN

Score 53.0 +5.6

12� 
111

SOUTH KOREA

Score 52.9 +1.6

13� 
101

AUSTRALIA

Score 52.7 +0.5

14� 
91

SWEDEN

Score 52.3 +0.1

15� 
172

UNITED  

ARAB EMIRATES

Score 52.0 +3.6

16� 
121

NETHERLANDS

Score 50.6 +0.1

17� 
141

NORWAY

Score 49.7 -0.4

18� 
151

DENMARK

Score 48.8 -0.6

19	 
212

BELGIUM

Score 48.5 +0.8

20
 
200

SINGAPORE

Score 48.5 +0.6

21� 
161

NEW ZEALAND

Score 48.4 -0.9

22� 
272

TURKEY

Score 47.8 +5.4

23
 
252

ISRAEL

Score 47.6 +3.9

24� 
240

SAUDI ARABIA

Score 47.1 +2.9

25� 
181

FINLAND

Score 47.1 -1.2
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26� 
260

QATAR

Score 45.8 +3.5

27� 
231

AUSTRIA

Score 43.4 -3.3

28� 
352

BRAZIL

Score 43.4 +5.3

29� 
362

INDIA

Score 43.2 +5.6

30� 
291

IRELAND

Score 41.9 +1.3

31� 
342

EGYPT

Score 41.6 +3.3

32� 
281

PORTUGAL

Score 41.0 +0.2

33� 
311

GREECE

Score 40.4 +0.6

34� 
372

SOUTH AFRICA

Score 40.2 +3.1

35� 
331

THAILAND

Score 40.2 +1.5

36� 
422

KUWAIT

Score 39.1 +3.3

37� 
301

ICELAND

Score 38.6 -1.3

38� 
412

ARGENTINA

Score 38.5 +2.5

39� 
390

MALAYSIA

Score 38.5 +1.5

40� 
381

POLAND

Score 38.2 +1.2

41� 
321

LUXEMBOURG

Score 37.6 -1.4

42  
442

MEXICO

Score 37.5 +3.2

43! 
492

CROATIA

Score 35.4 +1.7

44" 
401

CZECH  

REPUBLIC

Score 35.3 -1.0

45# 
431

HUNGARY

Score 35.2 +0.5

46$ 
482

MOROCCO

Score 34.9 +1.1

47% 
451

INDONESIA

Score 34.8 +0.5

48& 
522

COLOMBIA

Score 34.7 +1.2

49' 
512

OMAN

Score 34.6 +1.0

50( 
572

ROMANIA

Score 34.4 +2.2

Global Soft Power Index 2022

1) 
62

UNITED  

STATES

Score 70.7 +14.8

2* 
32

UNITED  

KINGDOM

Score 64.9 +7.0

3+ 
11

GERMANY

Score 64.6 +2.4

4, 
82

CHINA

Score 64.2 +9.9

5- 
21

JAPAN

Score 63.5 +2.9

6. 
72

FRANCE

Score 60.6 +5.3

7/ 
41

CANADA

Score 59.5 +2.3

80 
51

SWITZERLAND

Score 56.6 +0.3

91 
132

Score 56.1 +5.5

102 
192

ITALY

Score 54.7 +6.4

RUSSIA*
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Global Soft Power Index 2022
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513 
612

UKRAINE

Score 34.2 +2.2

524 
NEW

MALDIVES

Score 34.0 -

535 
582

CUBA

Score 34.0 +1.8

546 
602

PANAMA

Score 33.9 +1.8

557 
550

CHILE

Score 33.8 +0.4

568 
501

JORDAN

Score 33.5 -0.2

579 
NEW

GEORGIA

Score 33.4 -

58: 
NEW

CYPRUS

Score 33.3 -

59; 
471

VIETNAM

Score 33.3 -0.5

60< 
531

PHILIPPINES

Score 33.2 -0.2

61= 
732

DOMINICAN  

REPUBLIC

Score 32.9 +2.0

62> 
662

BULGARIA

Score 32.9 +1.3

63? 
621

IRAN

Score 32.7 0.9

64@ 
461

SLOVENIA

Score 32.6 -1.5

65A 
NEW

MALTA

Score 32.5 -

66B 
561

URUGUAY

Score 32.3 -0.8

67C 
682

COSTA RICA

Score 32.1 +0.7

68D 
651

BAHRAIN

Score 32.0 +0.3

69E 
822

NIGERIA

Score 32.0 +2.8

70F 
772

JAMAICA

Score 32.0 +1.8

71G 
NEW

MAURITIUS

Score 31.9 -

72
NEW

BOSNIA &  

HERZEGOVINA

Score 31.8 -

73H 
701

SRI LANKA

Score 31.8 +0.7

74I 
NEW

RWANDA

Score 31.4 -

75J 
741

ALGERIA

Score 31.4 +1.1

Global Soft Power Index 2022
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76K 
842

TUNISIA

Score 31.3 +2.3

77L 
721

AZERBAIJAN

Score 31.3 +0.3

78M 
671

SERBIA

Score 31.2 -0.2

79N 
711

LEBANON

Score 31.2 +0.1

80O 
641

PARAGUAY

Score 31.1 -0.6

81P 
761

IRAQ

Score 31.1 +0.9

82Q 
591

PERU

Score 31.0 -1.1

83R 
631

PAKISTAN

Score 31.0 -0.8

84S 
691

SLOVAKIA

Score 30.9 -0.4

85T 
811

UZBEKISTAN

Score 30.7 +1.5

86U 
932

GHANA

Score 30.3 +2.2

87V 
791

LITHUANIA

Score 30.1 +0.3

88W 
751

KAZAKHSTAN

Score 30.0 -0.2

89X 
922

VENEZUELA

Score 30.0 +1.8

90Y 
NEW

SEYCHELLES

Score 30.0 -

91Z 
541

ESTONIA

Score 29.9 -3.5

92[ 
851

BOLIVIA

Score 29.9 +0.9

93\ 
NEW

BARBADOS

Score 29.7 -

94] 
NEW

MADAGASCAR

Score 29.6 -

95
 ̂

962

KENYA

Score 29.5 +1.8

96_ 
861

COTE DIVOIRE

Score 29.4 +0.5

97
 ̀

NEW

MONTENEGRO

Score 29.3 -

98a 
911

ECUADOR

Score 29.3 +1.0

99b 
801

LATVIA

Score 29.3 -0.5

100c 
891

CAMBODIA

Score 29.3 +0.7
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101d 
971

TANZANIA

Score 29.1 +1.6

102e 
951

NEPAL

Score 29.1 +1.1

103f 
831

ETHIOPIA

Score 29.1 -0.1

104g 
NEW

ALBANIA

Score 29.1 -

105h 
781

BANGLADESH

Score 29.0 -1.0

106i 
NEW

LAOS

Score 28.9 -

107j 
871

ZAMBIA

Score 28.8 +0.3

108k 
901

MYANMAR

Score 28.6 0.0

109l 
NEW

BOTSWANA

Score 28.5 -

110m 
981

SENEGAL

Score 28.4 +0.9

111n 
1011

GUATEMALA

Score 28.2 +2.1

112o 
881

CAMEROON

Score 27.9 -0.7

113p 
991

TURKMENISTAN

Score 27.7 +0.4

114q 
1001

ANGOLA

Score 27.7 +0.8

115r 
941

UGANDA

Score 27.3 -0.7

116s 
1051

DEM.  

REP. CONGO

Score 27.1 +1.9

117t 
1041

MOZAMBIQUE

Score 26.5 +1.1

118u 
1021

HONDURAS

Score 26.5 +0.5

119v 
NEW

SUDAN

Score 26.0 -

120w 
1031

TRINIDAD  

AND TOBAGO

Score 25.3 -0.3

A Soft Power Report provides a full breakdown 

of your nation brand’s performance in all 

metrics of the Global Soft Power Index, both 

on a global level and on a country by country 

basis. You also gain access to our interactive 

dashboard where you can explore the scores 

of all 120 nation brands in the study.

Each report includes expert 

recommendations for improving your 

nation brand perceptions and offers a 

cost-effective way to gaining a better 

understanding of your position against peers.

Request your own
Soft Power Report

Benefits

Visit www.brandfi nance.com/softpower

or email softpower@brandfi nance.com

Insight

Strategy

Benchmarking

Education

Communication

Understanding
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David Haigh

Chairman and CEO,  
Brand Finance Plc

Brand Finance Plc has been measuring the 
strength and value of nation brands since 
2004. In 2019, we decided to commission 
original research to better understand the 
Familiarity, Reputation, and Influence of 
nations and the extent to which soft power 
impacts these measures – the Global Soft 
Power Index.  

Brand Finance defines soft power as 
“a nation’s ability to influence the 
preferences and behaviours of various 
actors in the international arena (states, 
corporations, communities, publics etc.) 
through attraction or persuasion rather 
than coercion”.

We also measure 7 ‘pillars’ contributing 
to the favourable or unfavourable 
perception of the nation brands in our 
study. The pillar research explores various 
aspects of Business & Trade, Governance, 
International Relations, Culture & 
Heritage, Media & Communication, 
Education & Science, and People & Values.

Soft power works in the short, medium, 
and long term to help governments with 
various policy objectives and initiatives. 
Historically, soft power developed 
spontaneously. But increasingly, countries 
see soft power as an important element 
of statecraft, and a number of countries, 
from Ireland to China, explicitly seek to 
develop their soft power as an instrument 
of foreign and trade policy.

The third wave of our global research 
provides deep insight into the views 

of 100,000 stakeholders on 120 nation 
brands. This report summarises the 
results of fieldwork conducted in the 
autumn of 2021, and the opinions of 
various experts on aspects of soft power. 
The majority of these perceptions hold 
true today.

However, as a result of Russia’s invasion 
of Ukraine we anticipate significant 
changes to underlying stakeholder 
opinions of those two nations, and have 
commissioned a specific additional piece 
of research to explore this change to 
the three-year trend data. At the time of 
writing, this ancillary research is still in 
field and has not been included in this 
report. We anticipate being able to share 
its findings at the Global Soft Power 
Summit 2022.

According to Professor Joseph Nye, power 
is ‘’the ability to influence the behaviour 
of others to get the outcomes you want’’; 
you can coerce them with military threats 
(hard power); you can induce them with 
economic pressures (also hard power); or 
you can attract and co-opt them to want 
what you want (soft power). 

The current tragic events in Ukraine sadly 
illustrate all three types of power. Russia 
seems to believe military hard power alone 
will achieve its objectives, but is being 
thwarted by heroic resistance from a much 
weaker military force. The rest of the world 
believes economic hard power will make 
Russia change course and withdraw, and 
it may eventually be right. Meanwhile, 

Introduction

Ukraine is providing a masterclass in 
the use of soft power to galvanise global 
opinion, using conventional and social 
media to win the argument. Political 
pundits say that the only nation with the 
ability to stop the conflict is now China, by 
using its soft power leverage on Russia.

I sincerely hope that soft power does 
provide the solution to this global 
disaster. Our 21st century world needs 
multi-lateral co-operation, not a spiral 
down into the failed hard power politics 
experienced during most of the 19th and 
20th centuries.

Demonstrating our belief in soft power, 
we are actively backing an initiative 
called Brand Solidarity. Brand Solidarity 
has been formed to bring brands 
together to express a chorus of support 
for the people of Ukraine and contribute 
to the push for peace.

Participating brands from around the 
globe are displaying the Brand Solidarity 
logo on any marketing items (from 
emails to websites, from advertising to 
packaging). All brands of any type and 
size are welcome to participate. For more 
information, please contact us or email 
marcel@brandguru.org.

I am honoured to have been invited to 
become a Patron of Brand Solidarity 
alongside Anthea Turner (TV Presenter); 
Brent Hoberman (Chair, Founders Forum); 
Sir John Hegarty (Founder and Creative 
Director, The Garage Soho); Simon 
Woodroffe (Founder, YO! Company); 
Sophie Devonshire (Author and CEO, The 
Marketing Society), and Trevor Beattie 
(Filmmaker), among others.

We look forward to many more brands 
and organisations joining Brand 
Solidarity, and hope that ultimately soft 
power will prevail.

Introduction
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Dr Paul Temporal

Associate Fellow,  
Saïd Business School, 
University of Oxford

This year, the world’s largest study of 
soft power provides greater in-depth 
information and analysis, with an increase 
in survey numbers to over 100,000 
respondents rating 120 nation brands. 
As last year, measures of soft power are 
expressed across three main indicators – 
familiarity, reputation, and influence – and 
based on the seven soft-power ‘pillars’ 
of Business and Trade; Governance; 
International Relations; Culture and 
Heritage; Media and Communication; 
Education and Science; and People and 
Values. And, as in 2021, the survey of 
public opinion on nations’ handling of the 
COVID-19 pandemic features as an extra, 
separate dimension.  

The dynamics of the COVID-19 situation have 
had a substantial impact on the rankings. 
The US now returns to the top of the 2022 
overall index with significant improvements 
in all pillars. Among these, Governance and 
COVID-19 Response scores are high and there 
is little doubt that the administration change 
from Trump to Biden accounts for much of 
the positive rebound.  On the COVID-19 pillar 
itself, China shows much improvement, as 
do European countries such as Italy and 
Spain, with Switzerland scoring highest. By 
contrast, Australia and New Zealand see 
declines as COVID isolation policies adversely 
affect international perceptions. 

The scores from 2021 and 2022 on this 
dimension tell us, firstly, that soft power 
is surprisingly volatile, needing both 
short- and long-term attention due to fast-
changing challenges and the development 
of solutions. And secondly, it reminds us 
that soft power is complex. Positive activity 
in one dimension can be undermined by 
conflicting activity in another, as well as by 
external forces.  

15 new countries are included in this 
year’s Index; they are mainly smaller by 
population, and none enters the top 50. 
Maldives impresses as the highest ranked 
at 52nd. This tiny group of islands is the 
number one ‘great place to visit’ but also 
ranks highly on other metrics, such as 
‘good relations with other countries’, and 
‘protecting the environment’. With this in 
mind, it is likely that in future research, 
climate change activity and performance 
will assume greater importance.   

The small size of a nation is not a barrier 
to occupying a strong position in the 
soft power ranking, as demonstrated 
by Switzerland, UAE, and other nations 
that have created positive overall brand 
perceptions, and worked hard on building 
their national brand images, mainly 
through soft power.  

Nation branding is a demanding exercise, 
and it is easy to fall into the trap of 
short-term, media-driven positioning 
soundbites. The GSPI underscores, 
clarifies and simplifies ways in which soft 
power can add value to nation branding. 
It provides a gateway through which 
those who work in this area can chart out 
strategies for improvement by facilitating 
the management of public opinion 
and global perceptions based on real, 
competitive data. 

Overall, the report features in-depth 
analysis of individual countries, regional 
highlights, and performances on all 
pillars and statements. The comparative 
breakdowns and interrogative data 
opportunities mean that the report is 
a must-read for anyone responsible 
for the development of nation and 
location brand strategies, economic 
and social policies, and international 
relationships.  

Foreword
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 01
Methodology

• Defining soft power
• Consulting the experts

• The 7 Soft Power Pillars

• Constructing the Index

• The General Public survey

• Conducting over 100,000 interviews 
across more than 100 nations

How did we  
survey perceptions 
of soft power?
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What is soft power?
World leaders, global corporate brands, 
civil society, entrepreneurs, academics, 
journalists and thinkers are endlessly 
attempting to make sense of the 
concept of power. Is it a dominant force 
exerted upon smaller entities? Is it the 
art of coaxing another around to your 
way of thinking?  

When we look at nations around the 
world and their leadership through 
the lens of power, there are a variety 
of terms that can be applied to 
government policies and overall 
national influence: hard power, soft 
power, sticky power, old power, and 
new power. 

The concept of soft power was first 
introduced by Joseph Nye in 1990 who 
argued that there is an alternative 
method of foreign policy for states to win 
the support of others; rather than the 
traditional hard power method, which 
involves using military and economic 
means as the primary method of 
achieving its goals.  

Power is, not simply the “the ability or 
right to control people or things”, but 
crucially it is also the possession of 
influence over others and the “ability 
to act or produce an effect”. Ultimately, 
soft power is the ability to convert 
states rather than coerce them, or 
simply “getting others to want what 
you want”, which is achieved by proving 
your shared values and norms. 

This emphasis may have been relevant 
in the past, when states were reliant on 
taxable revenue and large armies were 
necessary to win wars – both of which 
are dependent on the size of the state’s 
population. This is no longer the case, 
as “the definition of power is losing 
its emphasis on military force” and 
“technology, education and economic 
growth are becoming more significant in 
international power”. 

The strength of a nation in bringing others 
on-side can be said to rest broadly upon 
its culture, economy, political values, 
foreign policies, quality of life, robust 
academic institutions, and rule of law.  

Definitions  
of Soft Power

By proving the development of a nation’s 
domestic strength, it is able to further 
its influence and legitimise its role as an 
international player. Socialising accepted 
norms and values is also a large part of 
a nation’s effort to build its soft power 
reserve – a bank of influence created to 
affect the foreign policy of other states. 
This is because states, like humans, are 
more likely to trust those with whom 
they share common ideals. 

It is with this in mind that we have carved 
our in-house definition of soft power:

A nation’s ability to influence the 
preferences and behaviours of various 
actors in the international arena 
(states, corporations, communities, 
publics etc.) through attraction or 
persuasion rather than coercion.

Expert consultation
We started with a deep dive review of 
existing soft power surveys, indices, and 
frameworks, followed by a series of expert 
consultation interviews with soft power 
practitioners. We have undertaken three 
rounds of expert consultations over the 
last three years, conducting qualitative 
interviews across 18 countries and 9 
categories: Academics; Corporates; 
Diplomats & Politicians; Lawyers; 
Journalists; Nation Brand Consultants 
& Managers; Entrepreneurs; Artists & 
Sportspeople; and Think-Tank Analysts. 
The purpose of the expert consultation 
and perception audit was to establish 
how soft power is viewed by its key 
stakeholders. .  

Following this soft power deep dive, we 
were able to build our own definition of 
soft power, carve out our 7 Soft Power 
Pillars and then form the building 
blocks of soft power and our ultimate 
Index structure. 

Definitions of Soft Power
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How the Index is constructed
The Global Soft Power Index is based 
on the most comprehensive and wide-
ranging research programme of its kind, 
with responses gathered from over 
100,000 people across more than 100 
countries, surveying perceptions of soft 
power of 120 nations from around the 
world.

In previous waves, two surveys were 
conducted:

 + General Public: a survey of 
public opinion covering residents of 
over 100 countries representing all 
continents and regions of the world

 + Specialist Audiences: the views 
of global decision-makers and 
influencers – representing categories 
identified as likely targets and 
conduits for soft power: business 
leaders, market analysts, politicians, 
academics, think-tanks and NGOs, 
and journalists

With both surveys yielding similar results, 
it was decided to focus on the General 
Public sample for 2022, enabling us to 
increase the sample size significantly, 
and in particular the robustness of results 
within individual fieldwork markets.  
Thus, the 2022 Index is based solely on 
perceptions among the General Public.

The Global Soft Power Index incorporates 
a broad range of measures, which in 
combination provide a balanced and 
holistic assessment of nations’ presence, 
reputation, and impact on the world 
stage. These include:

 + Familiarity: nation brands which 
people know, and have mental 
availability of, have greater soft 
power

 + Influence: the degree to which a 
nation is seen to have influence in the 
respondent’s country as well as on 
the world’s stage

Methodology

 + Reputation: is this country 
deemed to have a strong and 
positive reputation globally?

 + Performance on the core 7 
Soft Power Pillars (Business & 
Trade, Governance, International 
Relations, Culture & Heritage, Media 
& Communication, Education & 
Science, People & Values)

 + Performance in tackling the 
COVID-19 pandemic (on three 
metrics:  Economic Recovery, 
Healthcare & Vaccinations, 
International Aid).  

The weightings given to each measure 
within the Index were based on a 
combination of expert opinion, coming 
from an extensive literature review 
and expert consultation process, and 
statistical analysis assessing the degree 
to which pillar performance correlates 
with Influence.

Country coverage in Index
120 nation brands were included in the 
research programme, including 15 for 
the first time.  Key nations whose global 
reputations are of greatest interest to 
Index users and subscribers (e.g. China, 
US, Brazil) were prioritised as ‘Tier 1’ (see 
map overleaf.  These 30 Tier 1 countries 
have larger sample sizes rating them.

Methodology – General Public
An online survey was conducted 
of over 101,000 adults aged 18-
75, across 101 countries. As such, 
our sample is representative of the 
online population of each country. In 
developing markets with relatively low 
internet access (below 85% across all 
age groups), this skews the sample 
somewhat towards people with higher 
education, income, and connectivity 
– but we deem this acceptable, as it 
is these groups in the population who 
are most likely to be affected by soft 
power and have some familiarity with 
other nations.

Survey Methodology
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General Public
Country Coverage

 Tier 1  Tier 2 | With Fieldwork

 Tier 2 | No Fieldwork  Fieldwork Only

Over 101,000 interviews were 
conducted across the 101 
countries surveyed. This included 
most of the 120 nations included 
for assessment of the Global Soft 
Power Index, with the exception 
of countries which are either very 
small (e.g. Luxembourg, Iceland) 
or where online surveys are 
challenging (e.g. Cuba, Iran).

The sample size in each country 
was a minimum of 750, with the 
exception of:

 + Bahrain: 559

 + Cambodia: 422

 + Cameroon: 523

 + Oman: 682

 + Qatar: 730

 + Rwanda: 179

In key markets such as US (n= 3,577), 
China (n=3,522) and India (n=2,529), 
larger samples were obtained. 

North America

Canada

United States

Latin America  
& Caribbean

Argentina

Barbados

Bolivia

Brazil

Chile

Colombia

Costa Rica

Cuba

Dominican Republic

Ecuador

 

Guatemala

Honduras

Jamaica

Mexico

Panama

Paraguay

Peru

Trinidad and Tobago

Uruguay

Venezuela

Albania

Austria

Azerbaijan

Belgium

Bosnia & 

Herzegovina

Bulgaria

Croatia

Cyprus

Czech Republic

Denmark

Estonia

Finland

France

Georgia

Germany

Europe

Middle East  
& North Africa

Algeria

Bahrain

Egypt

Iran

Iraq

Israel

Jordan

Kuwait

Sub-Saharan 
Africa

Angola

Botswana

Cameroon

Côte d’Ivoire

Dem. Rep. Congo

Ethiopia

Ghana

Kenya

Madagascar

 

Morocco

Lebanon

Oman

Qatar

Saudi Arabia

Tunisia

United Arab Emirates

Oceania

Australia

New Zealand

Bangladesh

Cambodia

China

India

Indonesia

Japan

Kazakhstan

Laos

Malaysia

Maldives

Myanmar

Nepal

Pakistan

Philippines

Singapore

South Korea

Singapore

Sri Lanka

Thailand

Turkmenistan

Uzbekistan

Vietnam
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Greece

Hungary

Iceland

Ireland

Italy

Latvia

Luxembourg

Lithuania

Malta

Montenegro

Norway

Poland

Portugal

Romania

Russia

Serbia

Slovakia

Spain

Sweden

Switzerland

Turkey

Ukraine

United Kingdom

Mauritius

Mozambique

Nigeria

Rwanda

Senegal

Seychelles

South Africa

Sudan

Tanzania

Uganda

Zambia

Zimbabwe
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Executive  
Summary

• USA Bounces Back Better to #1

• UK leapfrogs last year’s leader 
Germany

• China up to its highest position ever

• Italy and Spain resurge after COVID

• Eyes of the world on Russia and 
Ukraine

• Australia and New Zealand cope 
with COVID-19 aftermath

• UAE leads in Middle East and North 
Africa

• Brazil and South Africa - regional 
ranking leaders

• Global Soft Power Index welcomes 15 
nations to 2022 ranking

What are the 
highlights from 
this year’s Index?



The composition of the Global Soft 
Power Index 2022 has been influenced 
by how well nations have managed 
their recovery from the COVID-19 
pandemic just as much as last year’s 
study was impacted by the spread 
of the virus and its social, political, 
and economic consequences. The 
United States of America has bounced 
back to reclaim the top spot with a 
score of 70.7 out of 100, followed by 
the United Kingdom (64.9), Germany 
(64.6), and China (64.2) at the top of 
the ranking, as all four nations have 
been instrumental in lifting the world 
out of the health crisis through the 
development of vaccines. Across the 
ranking, perceptions of nation brands 
are largely recovering to their pre-
pandemic levels, with Italy and Spain 
– both hit hard in the first wave of 
COVID-19 – seeing some of the most 
significant improvements this year. 
However, as we emerge from one 
devastating crisis, another is casting a 
shadow on the future. The world order 
is being challenged by the deployment 

of hard power, and with everyone’s 
eyes fixed on Russia and Ukraine, the 
need for soft power has never been 
more pressing.

USA Bounces Back Better to #1
The USA led the ranking at the start 
of 2020 but saw a major deterioration 
of its perceptions among the general 
public around the world later that year, 
resulting in a drop to 6th position at the 
start of 2021. A poor track record of its 
first response to the health crisis under 
President Donald Trump, a wave of civil 
unrest against police brutality towards 
the African American community, and 
a highly divisive presidential campaign 
all likely played a role. Now, following 
a mass vaccination effort and a general 
shift in international policy under 
President Joe Biden, the USA has seen 
the fastest year-on-year improvement 
across all 120 nation brands ranked in 
the Global Soft Power Index, recording 
+14.8 jump from a mere 55.9 in 2021 
to 70.7 in 2022 – the highest score ever 
recorded in the Index. 
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