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Introduction
Since the concept of Soft power was developed by Joseph S. Nye in 1990, it has become very popular in academic circles and later began to be used everywhere. In simple terms, it means the ability of a country to get what it wants through its globally attractive image.  South Korea is considered a country that has a strong “hard power” potential. Its geographical position neighboring such states as North Korea, China, Japan and Russia contribute to the development of a strong army and defense budget. In terms of the economy, South Korea is one of the most developed countries in the world and ranks 13th in the G20. However, in recent years the South Korean government set a goal to become an influential soft power state and to attract others through its culture and positive image. It would be fair to say that during recent years, Seoul has succeeded in its ambitious undertakings and expanded Korean influence to a certain extent.  To achieve that, different sources of soft power, such as culture, successful foreign and domestic policy were used. Although the most spectacular progress was made in the sphere of pop-culture, in 2008 the Korean government decided to strike on a different element of Korea’s cultural heritage - national cuisine. 
Due to the acceleration of the world’s globalization process and era of consumption society, food’s potential as a soft power engine is rapidly growing. Correctly applied, it can influence different spheres of a country’s development, foster foreign trade and economic investment, revitalize tourism and increase national brand awareness. In order to actualize its soft power potential, South Korea launched a Korean Food Globalization campaign aimed at making Korean food one of the top five world cuisines by 2017. Initiated by former president Lee Myung-bak and the first lady and generously sponsored and organized by many people on governmental level, the program seemed to be very successful. However, in 2013, the National Assembly of South Korea admitted a breakdown of the globalization campaign and the necessity of its revision. Despite unsatisfactory results, the government believed that recognizable food brand would compliment Korea’s desired image of a dynamic and inspiring state, so they proceeded with attempts to win people’s hearts and minds through their stomachs. The current paper investigates the program’s goals, achieved results and reasons for failure with suggestions on improvements for a revised Korean food globalization campaign.

The aim of this course paper is to reveal and evaluate the soft power potential of South Korea and to track how the country is developing its soft power resources, with special attention to the development of soft power in food. This goal consists of several smaller tasks: 1) to define what soft power is, 2) to estimate the situation in cultural, foreign and domestic policy sectors in South Korea before and after launching a soft power campaign, 3) to examine the Korean Food Globalization Program and evaluate its effectiveness as part of Korea’s soft power strategy.

To attain these goals different methods of study were used, including comparative and case study methods. Theoretical foundation of the research is the theory of Soft power, what is reflected in the title of the study.
The object of the research is the concept of soft power, the subject of the research is South Korean soft power and its sources – culture and activity within the borders of the country and in the international arena. Two more subjects of research are Korean cuisine and the Korean Food Globalization Program.
The course paper consists of two main blocks. The first block evaluates the concept of soft power, its structure, origins and expansion. It is also devoted to soft power in the context of South Korea, precisely to the main sources of Korean soft power: pop culture, domestic policy and foreign policy. The second block is dedicated to food as South Korea’s soft power source and examines the structure and results of the Korean Food Globalization Program.

Considering the fact that this topic is relatively new, it has not been sufficiently examined in the world of academic literature. This results in a lack of comprehensive books and sources. That is why the theoretical base of this thesis consists primarily of articles from different journals published on the Internet. The Internet community is able to react quickly to the changes in political and social situations and is susceptible to the last tendencies. 
Primary sources of this research include the books and articles of the founder of the soft power concept, Joseph Nye, such as “Soft Power: The Means To Success In World Politics”, “Soft Power and the Struggle Against Terrorism”, “South Korea's growing soft power”. Additionally, the work of Christopher B. Whitney and David Shambaugh, “Soft Power in Asia: Results of a 2008 Multinational Survey of Public Opinion”, by the Chicago Council on Global Affairs also plays an important role in the thesis. One of the basic primary sources became the website www.hansik.org – an official website of the Korean Food Foundation (an organization established for promotion of Korean cuisine). Moreover, considerable amount of interviews with South Korean officials, parliament members, foreign and Korean chefs were used during the topic’s examination. As secondary sources, research such as “Soft power in the Context of South Korea” by Byambakhand Luguusharav, “South Korea’s Quest for Global Influence” by Philipp Olbrich, David Shim, and “Dancing Alone: A Hard Look of a Soft Power” by Brantly Womak were used. The publications “Food as Communication: A Case Study of South Korea’s Gastro Diplomacy” by Mary Jo A. Pham and “The Soft Power of food: A Diplomacy of Hamburgers and Sushi?” by Christian John Reynolds were also very helpful and informative. 
The concept of soft power in its academic meaning has existed for only twenty years, so its historiography is very limited. As it was mentioned before, Joseph Nye was the first who used this term in his book “Bound to Lead: The Changing Nature of American Power”. Later he published a substantial number of books and articles devoted strictly to the theory of soft power, such as “Soft Power the Means to Success in World Politics” (2005) and “Soft Power and the Struggle Against Terrorism”, (2004). There are a number of other academic studies which either criticized or supported the concept, and also analyzed soft power strategies in different countries. The first wave of soft power books were devoted to the US, the second wave to China and the third to Japan. Stellar examples of this literature are “Soft Power: China’s Emerging Strategy in International Politics” by Mingjiang Li (2008), “Charm Offensive: How China’s Soft Power is Transforming the World” by Joshua Kurlantzick (2007), “Soft Power Superpowers: Cultural and National Assets of Japan and the United States” by Yasushi Watanabe and David L. McConnell (2008) and “Soft Power and its Perils: U.S. Cultural Policy in Early Postwar Japan and Permanent Dependency” by Takeshi Matsuda (2007). After analysis of the soft power strategies of cultural giants, a number of research works about other countries appeared. Among them there were articles dedicated to Korean soft power, such as: “South Korea’s Growing Soft Power” by Joseph S. Nye, “How Korean Culture Stormed the World” by Amy Nip and Christy Choi (2012) and “A Theory of Soft Power and Korea’s Soft Power Strategy” by Geun Lee, all of which were also used as sources for the present course paper.
Chapter I. The concept of soft power and South Korea’s soft power strategy
I.1. The origins of the concept of soft power
The author of the concept of soft power is famous American political thinker Joseph Samuel Nye. He first introduced this theory in 1990 in his book “Bound to lead: the changing nature of American power” and later dedicated to this concept the whole book “Soft power the means to success in world politics”. In the preface of the latter book he provided next definition of the term: “Soft power is the ability to get what you want through attraction rather than coercion or payments. It arises from the attractiveness of a country’s culture, political ideals, and policies. When our policies are seen as legitimate in the eyes of others, our soft power is enhanced”.

 Development of this concept broadens the understanding of some aspects of international relations and concentrated an attention on non-violent ways of influencing others. The term quickly became extremely widespread and gained popularity among scholars, politicians and journalists. For example, the concept of soft power appeared in a most part of political journals in 2005-2010, was often mentioned in official speeches of statesmen such as George Bush, Barak Obama, Hu Jintao, Angela Merkel and discussed by civil society. “A Google search for “soft power” in December 2006 increased to 67 million English-language hits from only 60,000 in August 2005. Similarly, a Japanese-language search yielded 130,000 hits as of August 2006, compared to a mere 3,000 hits a year earlier.”
 This data is a confirmation of great authoritative stature of Nye’s works and their impact on foreign policy of many countries. Twenty years ago we had utterly hard-powered global culture, world leaders preferred to achieve their goals through force, fierce competition, and humanely and environmentally unfriendly ways. Joseph S. Nye showed that “making things happen through attraction” can also be effective way to success. 
I.2. Categorization of various types of soft power in the system of international relations
According to researches of Joseph Nye and his successors it is possible to divide notion of Soft power into 5 different categories, depending on the desired policy effect. “There are:

1. Soft power to improve external security environment by projecting peaceful and attractive images of a country; 

2. Soft power to mobilize other countries’ supports for one’s foreign and security policies 

3. Soft power to manipulate other countries’ way of thinking and preferences

4. Soft power to maintain unity of a community or community of countries 

5. Soft power to increase approval ratings of a leader or domestic support of a government.”
 
Let us look more precise on each of these categories. The soft power strategy of first type comprise combination of public diplomacies to emphasize a peace-keeping image of a country and such soft methods as governmental appeals, national slogans etc. It is often used by a state in the case of entering the international society as a newcomer or transforming into a new hard power noticeable player. One example of this category can be Japan after the Second World War and its efforts to develop peaceful image of the country by means of the Peace postwar constitution, which was enacted in 1947, parliamentary resolution of Three Non-nuclear principles and other anti-war measures. The other example could be today’s China with her rapidly developing economics and transforming international image. This soft power strategy is necessary to prevent threatening perception about the country’s raised hard power by states, such as the United States, Russian Federation, Great Britain, Japan, etc. 
The second type of soft power is used to manage effectively in mobilizing joint action with other states. It is almost impossible to form a coalition of countries for joint actions while an action by a leading state is not justified by reasonable cause. In this case good example would be public indignation with lack of United Stases soft power in its war in Iraq or with global terrorism.
 Justifications foreign invasions through the General Assembly or Security Council resolutions also belong to this category. 
The third type of soft power is about changing preferences and even action of others by using ideological and mental resources. For instance, spreading theories, concepts and slogans and in that way softly imposing on other countries specific ways of thinking. Such notions as “neoliberalism” or “globalization” were developed and spread by Western powers to the rest of the world. American pop culture and way of being are perfect examples of third category of soft power. International pop-stats, politicians, professors, books, cinema and the internet can also play prominent role in spreading ideas and convictions. That is why possession of world-known celebrities contributes substantially to the soft power index of a country. 
The fourth category is about the importance of soft power in maintaining political or economic entities like a nation, a federation or a community. Coercive, forced suppression of malcontents typically are too costly and providing only short-term effect. True identification by the members of such societies belongs to the area of soft power. As the example to this case can be mentioned nation’s efforts to maintain its unity around the world through national museums, literature, rituals, inventions of traditions, etc.
 The European Union’s attempts to bring in common European constitution, flag of currency are a similar example. 
The examples of the fifth type of post power are creating national heroes, showing their leader’s bright performances in international congresses or summits to raise his domestic popularity and invoke patriotism. Although this type of soft power is mostly pointed toward domestic audience, without international dimension this fifth category can not exist either.
I.3. Academic disputes over Nye’s concept of soft power

After Nye’s book was published a growing amount of literature about soft power theory appeared. One of the most popular works concerning this subject was a book written by Yasushi Watanabe and David L. McConnell “Soft power superpowers: cultural and national assets of Japan and the United States”. They admitted that Joseph Nye built a platform for debate for scholars from different disciplines and laid down considerable theoretical frameworks of this notion. Main attention in their work is paid to the soft power in the bilateral relations between Japan and America as an alternative to military and economic influence to achieve prevalence in foreign relations. But while Nye is focusing on theoretical aspects of the concept, Watanabe and Mc Connell primarily aimed to propose recommendations to the politicians of both countries regarding how to improve soft power resources in the changing circumstances. 
The book is divided into five parts focusing on different soft power assets, namely: higher education, Hollywood production, sports, civil society, public diplomacy and J-wave. This reveals practical orientation of the book.  The editors mentioned that they are agreeing with Joseph Nye’s claim that although soft power concept is recently articulated it was used from the time immemorial.
 Philosophy of ancient Chinese strategists and thinkers “the art of winning hearts and minds” rested on exactly the idea of soft power. Nye just gave a second birth to this concept and remind to the world about non-violent ways of influencing others. 
Although the importance of Nye’s concept is indisputable, some critics of his approach to soft power inevitably appear. Chinese scholar Mingjiang Li suggests new way of understanding the concept on the example of Chinese foreign policy. In his book “Soft power: China’s emerging strategy in international politics” he argues that “soft power does not exist in the nature of certain sources of power but rather it has to be nurtured through a soft use of power”.
 In his critics of Nye’s work Mingjiang Li claims that Nye draw the exact boundary between how hard and soft powers are used, however, does not make a clear distinction between the two powers. That is why the theory of soft power needs to be more thoroughly analyzed, scrutinized and structuralized. 
According to Chinese scholar the notion of soft power has generated more chaos that clarity because it is “under-theorized” and “in lack of academic refinement”.
 Consequently, he offers the behavioral approach to catch the essence of the concept of soft power rather than Nye’s. Examining the history of application of soft power in China, he picks out the behavioral approach on the ground that it would provide explanation to some empirical and logical questions that the latter one does not consider.
 Generally speaking, Mingjiang Li assumes that “soft power should be approached based on how it is used in terms of its objectives rather than associating sources with it. If culture, ideology, and values are utilized for coercion, these cannot be counted as “soft power”, even though their associating sources are soft”.
 Inversely, economic and military power can be turned into “soft”, and meet other countries approval and admiration if they are used in a proper way. Li further uses some examples such as culture to justify his approach. Although culture refers to potential soft power resources, it does not mean that all aspects of it can produce attraction among other countries. Some elements of culture might be considered unacceptable in particular countries, therefore, it is necessary for the state to display the favorable part of its culture that would be pleasant for the world society. Besides, Li argues that the behavioral approach is better to explain dramatic rise of China’s soft power over the past decades. 
Some scholars also assume that Nye’s conception is too questionable and ambiguous to the certain extent. One of the most often claims consist in the absence of explanation how resources of power can be transformed into power that affects the actual behavior and lays to favorable outcomes. This problem has been discussed in academic communities and several noteworthy attempts were made to protect Nye’s approach. For instance, Alexander Vuving in his paper “How soft power works” concludes that Nye’s concept of soft power can be described as a coherent view that has integrated insights of different well-known political thinkers. The authors of the article “Hard power, soft power: toward a more realistic power analysis” Pinar Bilgin and Bervain Elis evaluate that Nye’s works “have gone some ways to complement realist IR by highlighting non-material forms of power that are overlooked in realist power analysis and looking at non-visible forms of power relations”.

The main practical purpose for that Nye wrote his book on the concept of soft power was to alarm American politicians and the government. According to the data that Joseph Nye gives in these books, the United States lost approximately a 30 percent of support in European countries and even more significant percentage in Islamic countries because of a run-up to the war in Iraq. This war is a good proof of theory that an inappropriate and unnecessary use of hard power can conduct to the fall of a country’s soft power. Although Nye stands that most of the people with negative perception of America’s participation in Iraq War blamed the decisions of Bush administration rather than the United States in general, the image of the country lost its attractiveness. Nye suggests different strategies of improving previous mistakes and re-considering foreign policy of the US, taking into account recent shaped circumstances. 
On these grounds some researches considered his research too unilateralist and American centered. For example, Brantly Womack in his article “Dancing alone: a hard look of soft power” calls Nye unilateralist who perceive soft power first of all as a weapon for realization of American goals. He argues that Nye “does not see American policy and goals as interactive with the rest of the world”.
 The similar opinion expresses Alexandre Bohas in the article “The paradox of anti-americanism: reflection on the shallow concept of soft power”, in his view Nye’s analysis is too state-centered. However, it is needed to acknowledge that Nye in his works admits the active and important role of international and non-governmental organizations, universities, businesses, ethnic groups and other non-state actors in wielding soft power. Probably it would be true to say that Nye in his books introduces a new theory into diplomatic vocabulary and at the same time urges the United States to use its soft power more efficiently. 
   I.4. South Korea’s  soft power strategy
According to Joseph Nye, it is possible to mark out three main sources of soft power: culture, domestic policy and foreign policy. Culture includes all kinds of arts, traditional cuisine, national language, pop-industry, historical heritage etc. Domestic policy involves economic development, political values, education, social welfare, personal rights and freedoms. Foreign policy as source of soft power includes cooperation with other nations, attractiveness among international community, and membership in various peacekeeping or charitable organizations
Although South Korea rates low compared to the other East Asian countries and much more lower than the United States in terms of economic and military forces, in the case with soft power situation is a little bit different. According to the Joseph Nye, “South Korea has impressive potentials of soft power”.
 Various surveys and rankings also prove Korea’s success on the international arena. For example, in the annual Monocle magazine’s soft power rating of world nations in 2012 South Korea raised to the eleventh position, left behind such influential countries as Italy, Spain, Brazil and Norway. “Up two from last year, South Korea has worked to develop their soft power credentials, hosting a number of international summits, performing well at the Olympics and solidifying its position as a driver of innovation. The emergence of Gangnam Style has ensured that it continues its role as the pop powerhouse of Asia”
, reported the magazine. 
Another authoritative organization, Chicago council on global affairs published multinational survey, devoted to perceptions of South Korea among other countries. The results were quite positive, on the scale of feelings toward East Asian powers South Korea got a very warm average rating. The authors of the survey mentioned, that “South Korea has taken an active role in promoting regional integration, seeking trade agreements with its allies, and looking to actively meditate disputes between the United States and North Korea and potential tensions between China and Japan”.

Obviously, South Korea is the country which is aware of the importance of soft power and working hard on promoting itself. Let us look closer on the main sources of Korean soft power and the ways of expanding its potential. 
I.5. Culture as a source of Korean soft power

Although Korean government places high emphasis on domestic and foreign policy, culture is still a core of South Korea’s soft power sources. While historically, Korean peninsula has been greatly affected by China, and later by Japan, the Koreans could develop its unique and distinctive culture. Ancient cultural heritage along with modern technologies and inherent dynamism allows Koreans to spread its influence around the world. Traditions of Korean ink paintings, crafts, music, architecture or cuisine are highly estimated universally.

However, in contrast to China, Korea is much more famous by its modern popular culture, than its centuries-old traditional arts. That is why speaking about culture as a source of soft power mainly pop culture is implied. 

In the last decades, K-pop has become widely spread among younger generations in Japan, China, Taiwan, Thailand and the United States. And after incredible success of Korean singer PSY and his video Gangnam style, Korean pop culture is known everywhere in the world. From the early 2000 there is a special term for the rising popularity of Korean modern music and cinema culture sounds “Hallyu” or the Korean wave. This term was first applied in 1999 by Chinese journalists amused at the rapidly growing popularity of Korean culture and entertainment in Asia. Started from being much in demand Korean dramas, the Korean wave spread out and became a global phenomenon. “By the end of 2011, the total number of YouTube views generated by K-pop videos had surpassed the 1 billion mark, tripling from 800 million in the previous year to more than 2.3 billion while spurred on by huge growths in Europe and the Middle East”.
 Because of Hallyu-wave Korea became a leading exporter of music bands, television programs and cinema to Asian states and it helped to increase the total exports of the country. For example, the following table, that consists data from the Korea Creative Contents Agency (brunch of the Ministry of Culture, Sports and Tourism) shows what a significant place pop industry has in South Korea. 
Table 1. Total revenue and exports part from the pop industries for the first quarter of 2012 fiscal year in Republic of Korea

	Industry
	Total revenue
	Exports

	Animation
	₩135.5 billion
	₩35.2 billion

	Broadcasting
	₩213.5 billion
	₩2.2 billion

	Cartoon
	₩183.2 billion
	₩4.7 billion

	Character
	₩1,882.9 billion
	₩111.6 billion

	Gaming
	₩2,412.5 billion
	₩662.5 billion

	Knowledge/Information
	₩2,123.1 billion
	₩105.2 billion

	Motion Picture
	₩903.8 billion
	₩15.6 billion

	Music
	₩997.3 billion
	₩48.5 billion

	Publishing
	₩5,284.6 billion
	₩65 billion



· The currency represents South Korean won, KRW/USD = 1, 120 (20.04.2013)
Although there are some cultural backlashes in such countries as Japan and China, Korean entertaining is usually understood in a positive way. According to Chicago multinational survey, majorities in every Asian country agree that “the spread of South Korean cultural influence is mainly a good thing (79% in China, 78% in Japan, 44% in Indonesia and 83% in Vietnam)”.

One of the most considerable consequences of the Hallyu was increasing of the popularity of the Korean language. In the age of globalization, language is a valuable resource in supporting national competitiveness. From Vietnam to India – from Turkey to France, a growing number of people start to learn Hangeul, the Korean language. All over the world more and more universities develop Korean language studies and launch Korean philology departments. In 2012 there were more than 640 universities with Korean language proliferation. These academic commitments, undoubtedly, are strong evidence of South Korea’s new world status. 
Today Korean is a second language growing in popularity. Many Hallyu fans have moved beyond their interest in drama and music to learn Korean, and along with language study they deepen their knowledge of Korean culture. The number of foreigners and Koreans living abroad taking the Korean language proficiency test (TOPIK) has grown rapidly over the years. In 1997, the year the TOPIC was launched, 2274 people took the test. In 2009 the total number of candidates was approximately 180 000, in 49 different countries.
 The interest to Hangeul is also evident in the rising number of foreign students coming to Korea to study the language from 55 countries around the world. Several years ago, foreign students could only take courses provided by university’s language centers, but nowadays it is possible to receive a master or doctoral degree in Korean. According to a United Nations evaluation on the influence of popular languages in 2007, Korean ranked 9th in the world with total number of speakers about 75 million. 
Thanks to the Korean wave the perceptions of South Korea greatly improved during last decades. Korean National Assembly Speaker Park Hee-Tae on the G-20 Summit in Seoul announced, that Hallyu “is the best ambassador to deeply touch the hearts of people”.
 First successful project of the Korean wave was TV drama Winter Sonata, which achieved immense popularity in Asian countries in 2002-2003. This drama helped other nations to foster a better understanding of Korean culture and people’s mentality. Winter Sonata provided foreign audiences with an opportunity to become more familiar with Korea’s nature, everyday’s lives of Koreans, their habits and lifestyle. After the last episode of the drama was aired abroad, many foreign audiences admitted that their perceptions of South Korea greatly improved and became quite positive. Moreover, it boosted a huge tourist wave to Korea and precisely to the Gangwon province, where the drama was made. 
Another TV-drama released in Korea in 2003 Dae Jang Guem (대장금) also saw purely comparable level of success. Drama has been shown in all South East Asian countries, as well as in South and North America, Middle East and Europe, totally it was aired in over 60 countries around the world. The drama is based on the true story of the woman Jang-Geum, the extraordinary cook and the first female royal physician in the Korean history. Besides being a moral tale, the drama it is also introducing to audiences Royal Korean cuisine and herbal medicine traditions. The show abounded in delicious kitchen scenes inevitably fostered the interest to Korean cookery. In 2004 the Dae Jang Geum Theme Park was opened at the place where the drama was firmed, to promote gastronomy tourism in Korea and present to numerous visitors Korean Court culture. 

South Korea is known not only by it dramas, but also cinematography. “Golden age” of Korean films happens in 1950s and 1960s, but by the 1970s cinema industry in the country considered fell into decay. Nonetheless, it was not only recovered, but achieved international recognition since 2000. During the last 10 years Korean directors won impressive number of prizes and awards on main world film festivals, such as Venice Film Festival, Cannes Film Festival, and Berlin Film Festival and were highly estimated by critics and audiences. Korean director Kim Ki-Duk considered to be one of the most enigmatic and philosophical movie-makers, his cinema invites people to speak and think about their lives deeply.  
In 2012 Korean Pop influence on the world entertainment industry reached its peak. Music video from South Korean hip-hop singer Psy became the most viewed video in the YouTube’s history and, according to many researchers, announced the start of Asia Pacific century.  The single Gangnam style, sung in Korean has gone to number one in the United Kingdom, the United States and was viewed over one billion times. Besides, it was also parodied all over the world. Psy proved, that today European or the US artists no longer dominating the world’s music charts, Asia is coming in too.
 While the masses are puzzled with tremendous success of the Korean video, experts state that it is a result of decades of systematic planning and governmental investment in cultural sector and multimedia. “The Korean government has continuously funded exports of Korean content overseas for over 12 years, which has resulted in the recent success of TV dramas, films and K-Pop around the world”, commented a representative of the Recording Industry Association of Japan.
 Ministry of Culture, Sports and Tourism confirmed to spend 295 million of dollars in promoting the Korean wave externally in 2013, the government is clearly keeping a goal to make Korea one of the top five cultural exporters in the world. 
I.6. Domestic policy as a source of Korean soft power

The Korean rapid economic growth that was achieved within only 30 years is one of the important resources to improve its reputation and attractiveness among other countries. Devastating consequences of Japanese colonization of Korea (1910-1945) and Korean War in 1950-1953 made Korea one of the poorest countries in the world, with per capita income of less than $80 per year. When General Park Chung-Hee came to power in 1961, South Korea was strongly dependent on foreign aid, mainly from the United States. Today the country is the 13th largest economy in the world. This dramatic transformation lately got a special name – Korean miracle or the Miracle on the Han River. “This term used to refer to South Korea's postwar export-fueled economic growth, including rapid industrialization, technological achievement, education boom, large rise in living standards, rapid urbanization, skyscraper boom, modernization, successful hosting of the 1988 Summer Olympics and co-hosting of the 2002 FIFA World Cup.”
 Indeed, South Korean economy expanded from almost zero to a trillion dollars from 1960 and 2010.  
Graph 1. South Korea GDP evolution from 1911 to 2010 in millions of 1990 International dollars
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Obviously, the Korean experience on development evoked widespread responses and admiration of the world community. It is an appealing example for the third world countries and desirable result for many developing states. “For most poor countries, South Korea is a model of growth, a better exemplar than China, which is too vast to copy, and better, too, than Taiwan, Singapore or Hong Kong. All three are richer than Korea but all are, in different ways, exceptions: Singapore and Hong Kong are city-states, while Taiwan’s disputed sovereignty makes it sui generis.”

Korean economic development was also combined with progressive democratization. Though Korea’s upgrade started from a military dictatorship, for the past 20 years the country has had a forceful parliamentary system. In ten years after democratic transition in 1987, first fair elections took place in South Korea and president Kim Dae Jung came to power. He and his successor - president Roh Moo Hyun accomplished a number of democratic reforms. First of all, Kim Dae Jung actively promoted the “Sunshine policy” towards North Korea in the post- Cold War times. It improved greatly inter-Korean relations, and removed some injurious aspects caused by anticommunism in modern Korean society. For these efforts, namely "for his work for democracy and human rights in South Korea and in East Asia in general, and for peace and reconciliation with North Korea in particular"  he was awarded the Nobel Peace Prize in 2000.
 Besides this, Kim’s government achieved notable progress in human rights improvement, its main accomplishment was the foundation of the National human rights commission. Next president Roh Moo Hyun is also famous by democratic reforms against authoritarianism and corruption. Thus, during last two decades democracy made substantial progress in South Korea that without doubt positively affects the image of the country. 

According to Joseph Nye one of the critical sources of soft power is education. South Korean government obviously realized this fact and higher education standards. UK researcher John Morgan writes in his article about Korean mania for education that “the nation of 49 million people has 211 colleges and universities, with junior colleges, education colleges and graduate institutions taking the tally of higher education institutions to 406. By comparison, the UK has a population of nearly 62 million and 165 higher education institutions”.
 These data witness that Korea is experiencing real education boom. In different World’s best universities ratings it is possible to find four South Korean institutions: Seoul National University, that is considered the most prestigious in the country, Yonsei University, that is one of the biggest private universities, and two specialist scientific institutions - Pohang University of Science and Technology (POSTECH) and Korea Advanced Institute of Science and Technology (KAIST). 
Nye in his discussions about soft power mentions that one of the facts demonstrating that a county’s higher education and research content are universally attractive is the number of international students. While the United States and United Kingdom are still the most popular destinations for foreign students, South Korea is quickly becoming a noticeable player in this sector. Korean government has made considerable investments in home education, with the goal of attracting more students from different countries. According to the data from the Ministry of Justice of South Korea, “the country attracted 84,000 foreign students. Out of them, 62,451 visas were issued for students seeking different degrees and 18,534 were issued for students to attend language programs. Moreover, 41,692 were studying for their bachelor degrees, 11,804 for their master’s and 3,545 for doctorate among those who had student visas. Seventy five were researchers”.
 In 2011 total number of international students was 90 000 and by 2020 the government aims to increase foreign students intake to 200 000. The amount of money allocated to the Global Korea Scholarship for supporting international students is approximately 55 billion won and every year this number is growing. Comparing with China and Japan, Korea is still the weakest player in terms of higher education exchange programs. But with the support of government sponsored programs its education status is actively growing. 
Korean government is internationally considered very careful and attentive to the needs of its citizens. Some of Korean social welfare projects inspired other countries leadership to launch similar programs for social, economical and environmental sustainability. One of such projects is Cheonggyecheon river restoration. The Cheonggyecheon was a small polluted river in the center of Soul, which was turned into arterial road in 1961 and covered by an elevated highway in 1971. “The Seoul Metropolitan Government decided to restore the river, using it as an opportunity to tackle several problems at once. The restoration project was thus intended to recover the flow of the river, to encourage biodiversity back to the area, and create a space where people and nature could interact.”
 Now people in Seoul have a new green public place for resting, exercising and enjoying cultural events. The success of the Cheonggyecheon river project has incentivized similar recovering streams projects around the world.
I.7. Foreign policy as a source of Korean soft power

The external posture of Republic of Korea began a new chapter from the 1980s. While accomplishing its previous goals, such as enhancing political legitimacy and economic development, South Korea considerably expanded its diplomatic horizons. First huge international success for Korea was Seoul Olympics in 1988. This Olympic Games was not marked by any bloc-level boycotts and had very high participation rate – 159 countries and more than 9000 athletes. South Korea gained a new global recognition and popularity. 
Most impressive success South Korean diplomacy reached in the 1990s. “Literally implementing the 1988 Olympics slogan, "From Seoul to the World, and from the World to Seoul," by the beginning of 1990 South Korea had established diplomatic relations with 133 countries, and had 138 diplomatic missions, including representative offices and a consulate department in Moscow”.
 Desiring to integrate to the world community, in 1991 South Korea along with North Korea entered the United Nations. 
President Lee Myung-bak (2007-2012) decided to concentrate on Korea’s development and assistant abroad to improve the county’s image as a global player. His policy “Global Korea” embraced different kinds of missions abroad. In the frameworks of this national security strategy several important international meetings were held in Korea. For instance, G-20 Summit in 2010, High-Level Forum on Aid Effectiveness in 2011, FIFA Championship in 2002 and the Nuclear Security Summit in 2012. Carrying out all these events was not only an attempt to join to international community, but also a chance to demonstrate Korea’s wealth and influence. 
With every year Korean impact on the world’s development is being felt more purely. As early as 1987, South Korea began providing foreign assistance. At those times its economy was not ready for large-scale investments, so assistant expenditures were about 24 million dollars. However, Korean aid budget continued to increase and in 2007 Korean government apportioned almost 700 million dollars for foreign aid needs.
 Additionally, South Korea systematically provides humanitarian help for its neighbor, North Korea. 

Despite substantial amount of investments, South Korea did not automatically deserved status of international assistance key player. President Lee Myung-bak places on the agenda the efficiency of assistance and began to choose the regions and projects for foreign aid more properly. 
Pie-Chart below represents distribution of South Korean aid by regions.
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While most of the poorest countries are located in Sub-Saharan Africa, Korea spends only 13% of its aid budget there. More than 50% of its expenditures belong to Asia, which is not surprising, taking into account importance of this region in the world politics. According to the Chicago council multinational survey, Korea got only moderate marks for its regional diplomacy. So, probably, concentrating aid in the home region is a right way to improve its international reputation. 

Besides this, Korea is actively participating in different kinds of “Green projects”. Every year the country spends 2% of its GDP on specific green growth measures. To help other states follow this path, Korea established a Global Green Growth Institute and planning to set up a new Green Climate Fund in 2013. 

During the last twenty years South Korea was very active in many international organizations. It had taken a great part in the activities of different subsidiary and specialized United Nations agencies, influenced global economic order through the World Bank and the International Monetary Fund, become a strategic partner of various states. Particularly noteworthy was Korea’s work in the Pacific Economic Cooperation Conference (PECC), where the country played a leading role in liberalizing trade agreements throughout the entire Pacific region. The PECC national committee of South Korea was very successful in negotiating with other members and helped to conclude mutually advantageous trade agreements. 
Thus, it is obvious that South Korea is making efforts to become a visible member of international community.  Perhaps, in case of Seoul usage of foreign policy as an element of soft power is not as blooming as it could be, taking into account occasional conflicts with North Korea and an undue loyalty to the USA, but it is still fruitful enough to deserve appreciation of general public.
Chapter II. Traditional cuisine as a part of the Soft Power strategy of South Korea
II.1. Food as a soft power tool
As culture is a basic form of soft power, food, being a part of culture also can be used as a soft power mechanism. Although some academics believe that such kind of soft power does not possess enough political visibility, Joseph Nye systematically mentioned food in his writings upon soft power. Moreover, due to the acceleration of the world’s globalization processes, food’s potential as a soft power engine continues to grow rapidly. Today it is used consciously and unconsciously by many political actors, corporations, governmental and non-governmental organizations, as well as individuals. Correctly applied, soft power in food can influence not only social, but also political and economic spheres. 

Here is the question: how such soft power can be applied most effectively? According to Claude Fischler, a famous French social scientist and anthropologist, it is food’s symbolism – more than the food itself – that enables soft power in food to be fruitful.
 National cuisine carries messages and norms. As it spreads around the world, these norms and messages transmit soft power to other actors. “The symbolic nature of food culture: the norms, messages and preferences (tastes) of food are products of society, not controlled by the government, but by the society and individuals within it. To be effective, cuisine used a soft power tool must keep its symbolism and cultural message, not allowing it change or lose value as other actors interact with it.”
 Even if other nations would not embrace new cultural concepts through food, they would be aware of the existence of the diet, values and ideas. In that way, cultural propaganda and globalization of food culture and symbolism contribute to the world’s peace and democracy. As that kind of soft power fosters nations to consume and think of food in similar ways, intercultural understanding is growing. In the long run it leads to transformation of ideologies and nations.

No one would deny that the role of food in the world’s politics has a long history. Ancient trade routes that transported food from one country to another assisted in the development of diplomatic relations among them. It awarded power to those who possessed sugar, salt, coffee and other highly-appreciated products. British-Indian spice trade, trans-saharan and incense routes that were created, to a great extent for a food exchange, became a foundation for modern commerce. Times have changed, but food still influences international communication and plays a noticeable role in politics and economies.  

Nations that quickly realized the potential of using food as a tool for soft power have already received positive results. Speaking about governmental-sponsored gastrodiplomacy initiatives, countries such as Japan, Thailand, Malaysia and South Korea can be mentioned. Briefly outline experience of three first named governments we proceed with South Korean food globalization program. 

Thailand
In 2002, the Thai government initiated the “Global Thai” program that aimed to popularize Thai cuisine worldwide. As a result, it was expected to increase tourist flow, salaries of Thai cooks and recognition of national brands. The program projected a rise in the number of Thai restaurants abroad from 5,500 in 2002 to 8,000 in 2003. For a one-year period the goal was too unrealistic. However, in 2010 there were 10,000 Thai overseas restaurants and Thai cuisine became well-known all over the world.
 After 2003, the government continued to sponsor its national cuisine promotion and organized several different programs. One such program is the “Thailand: Kitchen of the World” through which unique Thai products, cooking methods and recipes are advertized. Great emphasis is placed on developing highly-qualified chefs who will be able to promote authentic Thai food standards overseas. The government is still working on its national cuisine promotion. 
Malaysia
In 2008, Malaysia also launched a campaign for its national cuisine globalization. Campaign’s website describes the program as follows: “The Malaysia Kitchen Program is a national initiative by the Economic Planning Unit of the Government of Malaysia, aimed to add value to the tourism and agriculture sector by looking at opportunities to expand the food processing industry of the country. The program is also to promote Malaysia to the rest of the world through its delicious cuisine via a comprehensive and complete business value chain”.
 Malaysian food is not very widespread in the world; most of global capitals have only a few Malaysian restaurants, and the majority of people can’t name more than one Malaysian dish, or do not know any at all. However, according to a recent survey by the National Restaurant Association of America, 1,200 chefs named Malaysian food among the three leading flavour trends of 2014.
 As with the case of Thailand, Malaysian cuisine is rising in popularity slower than its government had hoped, but the program still works and gradually brings the desired results. Today there are more than 600 Malaysian restaurants overseas and that number continues to grow. 
Japan
Japan is one of the top countries that is using food’s soft power most wisely, and is getting a lot of benefits from it. Not long ago, Japanese food was considered exotic, but nowadays, Japanese restaurants are extremely popular and can be found in almost every country. In the very beginning of the twenty-first century, Japanese cuisine was known primarily as sushi, which was widely accepted as a natural, healthy and low-calorie food. However, today a number of small, specialized restaurants which serve yakitori, ramen, soba and other traditional foods constantly appear all over the world. In large cities, Japanese restaurants are replacing the French and Italian as the most popular dining places. Many Western chefs use wasabi, ginger, soy souse and other elements of Japanese cookery in their recipes. Thus, the influence of Japanese cuisine on the world’s gastronomy is tremendous. In support of this statement, traditional Japanese cuisine was added to UNESCO’s Intangible Cultural Heritage record in 2013. 

It took nearly 20 years for Japanese cuisine to become one of the most famous in the world. Sushi’s wave of popularity takes it origins in Los Angeles in the 1960s. At that time, the Japanese economy was booming and Japanese executives that came to the United States put into fashion dining at sushi restaurants. Unlike other ethnic foods in the United States, sushi was not an inexpensive, locally-based food, but from the very beginning got a reputation of fussy haute cuisine. This fact slowed its acceptance; however, with emergence of the trend “fresh and simple”, sushi became an ideal delicious and light diet food.
 The high status of Japanese cuisine was also achieved with contributions by famous chef Nobuyuki Matsuhisa, often referred to as Nobu, who operates his own network of prosperous Japanese fusion restaurants in major cities worldwide. 

One may think that Japanese food won its recognition without any governmental support, but it is not entirely true. For many years, the Japanese government sponsored development of national cuisine in different ways. To protect consumers overseas from unpleasant Japanese dining experiences, the Japanese Ministry of Agriculture, Forestry and Fisheries established a bureau of experts for systematical inspections of Japanese restaurants worldwide for authenticity, castigating those that did not comply with standards
. In 2007, the Organization to Promote Japanese Restaurants Abroad (JRO) was founded. JRO’s first director, Yuzaburo Mogi, explained that “in order to convey the appeal of Japanese food to the world and increase the reliability of Japanese restaurants, as well as to contribute to the development of overseas markets for Japanese foods and food ingredients, the JRO will take a proactive role in carrying out such activities as support Japanese restaurants overseas, with the objective of sharing Japan's food culture with the rest of the world” 
. In March of 2014,  Japanese Prime Minister Shinzo Abe approved an initiative of the ruling Liberal Democratic Party (LDP) to start a new international campaign for the promotion of Japanese cuisine.

Since 2008, South Korea has officially used its national cuisine, called “Hansik” as one of the main components of public diplomacy. Why did Korean government focus on food, but not fine arts or music, dances or other form of culture? The choice sounds rational when considering Korean historical and philosophical background. Certainly, the staple food of any country is a form of its national identity. It is especially true for Korea; Korean cuisine and its philosophy are indivisible from each other. Based on the principles of yin and yang and the concept of five elements of nature, every Korean dish is full of sacral sense and represents the universe and harmony. According to the ancient Asian cosmogonist doctrine eumyang - ohengsol (음양 오행설), the five basic elements of the universe ( wood - metal - fire - water - earth ) correspond to the five cardinal directions ( east - west - south - north - center ), five colors (green - white - red - black - yellow) and five flavours ( sour - sharp - bitter - salty - sweet). Moreover, each color represents an important mental quality (green - kindness, red - politeness, yellow - loyalty, white - honesty, black - wisdom) and five major organs of the body (green - spleen, red - light, yellow - heart, white - liver, black - kidney).
 According to Korean philosophy, the process of mixing all the ingredients in a plate represents the harmonization of all the elements of the universe. While eating Korean food, one acquires the five most important human qualities and good health. Five colors are also associated with the four seasons and the seasons’ changes.  In that way, they represent time and space around us. Thus, according to Korea’s vision, their culinary culture exists under the same laws as the universe.
Table №2. Correlation of basic elements of nature and its equivalents

	
	yin
	yang
	Middle statement

	element
	wwood
	ffire
	mmetal
	water
	earth

	splace
	eeast
	ssouth
	wwest
	north
	center

	sseason
	sspring
	ssummer
	aautumn
	winter
	season's change

	ccolour
	ggreen
	rred
	wwhite
	black
	yellow

	characteristic
	kkindness
	ppoliteness
	fhonesty
	wisdom
	loyalty

	Bbody organs
	sspleen
	llungs
	lliver
	kidney
	heart

	ttaste
	ssour
	bbitter
	ssweet
	spicy
	salt


The concept of the five colours and flavors is peculiar to all Korean dishes. For instance, two basic colors of an egg are white and yellow. To turn an egg dish in a complete collection of five colors, Koreans add dried seaweed and wood mushrooms for the presence of black, thin strips of red chili pepper, and cucumber for the presence of green. Thus, all five main colors symbolizing the five elements can be observed in one dish. Another example is main royal dish of Joseon dynasty (1392-1897) sinsollo (신선로). It consists of meat, vegetables, wood mushrooms, different kinds of nuts and threads of dried chili pepper; numerous ingredients comprise five basic colours and tastes. The same can be said about Korean rice cakes with its multicolored layers and other traditional foods. 

Koreans find ingredients for their dishes in mountains, seas, and even in the sky, using all the opportunities afforded to them by nature. So we can call Korean cuisine, which absorbed the entire spectrum of colors, shapes and flavors, the symphony of flavors. Korean diet is in a contraposition to Western cuisine, where recognition of each product’s flavour is not a big deal. Despite the fact that Chinese and Japanese cuisines are also based on the concept of yin and yang and the five elements of the universe, the process of mixing five colors and flavors is not so important in these culinary cultures.

Tracing the development of Korean cuisine, one can find major milestones in Korean history. Despite the image of South Korea as a modern, instantly developing country, its society maintains deep-rooted and age-old rituals and traditions, a large part of which are somehow connected with dining and food preparation. All of the traditional dishes have philosophical and aesthetic considerations, and every detail such as colour, temperature, spices and consistency matters.
 Uniqueness of Korean cuisine consists in a combination of visual and flavour code in every ordinary dish. Colorful ingredients that sometimes play role of garnish are visible symbols of the code, and seasonings combine different flavors, from bitter to sweet. When the taste of basic ingredients accomplishes with spices and decorations final dish becomes a balanced and concordant mix of tastes and colors derived from nature.
Additionally, an illustration to the importance of food in Korea can be the fact that during Joseon dynasty in three of six ministries (the main civil institutions at that time), there were positions related to food. For example, in the Ministry of Personnel Yizho (이조) existed a post “Purchaser of rice for the royal family”, and in the Ministry of Rites and Rituals Ezho (예조) several people were responsible for preparing food for court ancestral ceremonies, Royal cuisine always was especially sophisticated but it influenced modern Korean culinary to a great extent and today government actively revives interest in it.
To conclude, Korean food has been deliberately cultivated throughout Korea’s long history, and the nation is rightly proud of its culinary heritage. Sharing it with people around the world would not only enhance Korea's image, but could also make an extensive contribution to the diversity and abundance of food diets worldwide. With that mindset of development the Korean Food Globalization program was started.

 II.2. Structure and content of the Korean Food Globalization program

The Korean Food Globalization campaign was launched in October of 2008, but a detailed business plan appeared only in March 2009. Responsibility for promotional project was given to The Ministry of Food, Agriculture, Forestry and Fisheries (MFAFF; in 2013 it was reorganized into the Ministry of Agriculture, Food, and Rural Affairs). As reported by Jeon Yong-Chan, a member of the Korea Tourism Organization “In May 2009, the government-funded Hansik Foundation Act was enacted, and the the Hansik Globalization Development Agency inaugurated, comprising 36 members from relevant government departments, academic institutions and CEOs from the food industry”.
 The main body of the globalization program, the Korean Food Foundation, was established under the MFAFF in March 2010. According to their website, “The Korean Food Foundation is an official, government registered, civil institution that is created for the sole purpose of the promotion and expansion of Korean food.”
 

This central goal of the organization is divided into three basic groups of tasks. The KFF has denoted those tasks as: the establishment of Korean food legitimacy, Korean food industry promotion and striving for the globalization of Korean food.
 Establishment of Korean food legitimacy mainly implies in-depth research of Korean food. It includes studying Korean food culture from ancient times to the present; examining traditional forms of Korean food and defining its excellence. The second group of tasks, namely Korean food industry promotion, concentrated on researching  authentic ingredients,  characteristics, storage, distribution and cooking methods, as well as preparing a basis for commercialization of Korean cuisine. The third group of tasks aims to transform Korean food into an attractive and well-recognized product. To achieve this goal there were suggested to certify and support recommended Korean restaurants, promote Korean cooking methods abroad, establish a foreign Korean restaurant network and reinforce Korean cuisine advertisements. 

The business plan for the globalization program consists of 4 phases. Time frameworks cover 2008 until 2017, whereas 2008 is a preparatory period and 2017 aims to be the time when Korean cuisine is among the top five world cuisines. 

The initial starting phase lasted for 3 years, from 2008 to 2010, and was devoted to improving Korean food recognition. Goals of that period were to develop brand identity of Korean food, create substantive advertisement content and promote the national cuisine through international events that with Korean participation, such as the G20 Summit in Seoul, ASEAN-ROK Summit at Jeju Island and many others.
 The next phase, called the main execution phase, lasted from 2011 to 2012. It was generated to develop a foreign market of Korean food. It included financial support of home restaurant chains in their foreign expansion as well as existing Korean restaurants abroad; research of health-beneficial qualities of Korean food; and promotion of regional menus and cooking methods.  The third phase from 2013 to 2015 is supposed to be results phase. During this period, realization of several projects is planned. The first project is to support Korean food supply businesses worldwide and increase Korean agricultural product exports. Second is to define a Korean food logo and appoint ambassadors, food day and food towns and prepare a complete Korean food exhibition. Third is to start spreading Korean cooking schools and classes over the globe and continue expansion of foreign Korean restaurants franchises. The final phase of the promotional business plan, which starts from 2016, has an open deadline and is expected to be the maturing phase, strengthening the results achieved in the previous phase. This period is supposed to achieve a good connection between the Korean food industry and tourism; support events dedicated to Korean food culture and increase the production of items, such as souvenirs related to Korean cuisine. It is also planned to make information about Korean food accessible in real-time operation and provided by well-trained commentators and translators. The final event of the fourth phase would be the realization of a Korean Food Complete Exhibition.

II.3. Goals of the Korean Food Globalization program
The Korean Food Foundation stated numerous ambitious goals for a five year period from 2009 to 2013. Some of them became a reality, but many was never realized and sounds unrealistic. The following is the set of goals that the Korean government introduced to a large audience through the KFF’s official website. 
· Creation of 270,000 work places both domestically and abroad in the Food industry (excluding the employed personnel of existing Korean restaurants)
 

· Strengthening regional economy, farming and fishing activities through the creation of Korean food towns (100 towns during the first year and 1,000 towns within a five year period)

· Enhance the Korean restaurant industry, by means of standardization of installation systems, food supplies, interior design and other equipment. Expected efficiency of Korean restaurants is proposed at 100 billion won per year, and 500 billion won within five years.
 

· Increase the level of agricultural food exportation. Exports of food and beverages are expected to be 191 billion won for the first year and 958 billion for the whole period.

· Construct a multi-functional Korean Food center which would be a platform for business activity, exhibitions and performances in a food-related sphere, hold the Korean Food Research institute, information center and Hansik tasting experience area.

· Develop food culture in close connection with pop culture and the Korean Wave. Foster celebrity promotion of Korean food and domestic culinary tourism.

· Elaborate on Korean food branding attributes. Create and spread out Korean food symbols or characters, food anthems and music. Mark excellent Korean restaurants that bring the classical image of Korean cuisine with a traditional Korean half red and half blue lantern. More than 250 restaurants were planned to be marked.
 
· Open an exemplary Korean restaurant in the center of New York. 
Other goals of the organization with prolonged deadlines (up to 2017) are as follows: 
· Make Korean food one of the top five cuisines of the world
· Increase the number of Korean restaurants overseas to 40,000 by 2017
· Investigate traditional North Korean food

· Publish a guide book for Korean entrepreneurs who are going to expand businesses overseas. The book would be comprised of information about marketing strategies, consumer preferences, tips how to enter the market and other useful information.

· Publish a series of guide books on Korean restaurants in main world capitals.

· Combine the information on the history, characteristics, ingredients and cooking methods of popular Korean dishes and organize it them in a simple and entertaining manner. 
· Produce Hansik-related high quality videos and images. Create advertisements that promote popular dishes, cooking methods, ingredients and explain the excellence of Korean cuisine. 
· Establish a database of Korean Foods and related contents.


In contrast to other countries who initiated national cuisine globalization programs, Korea preferred to not only concentrate on several main points (such as increasing the amount of its restaurants overseas), but to also set a vast number of goals related to different areas of the country’s development. A large-scale and diverse campaign evoked a great excitement in the mass media around the world; many foreign newspapers and magazines published articles about ambitious Korean aspirations. Many global food experts and chefs expressed their doubts regarding the validity of such enthusiastic food globalization plan, while some of them drew attention to the great potential of Korean cuisine. In any case, the Korean government succeeded in some of its food promotion undertakings and expanded Korea’s soft power influence to a certain extent. Positive results and achieved arrangements are as follows.
II.4. Accomplishments of the Hansik globalization program
Since 2008, many things have been done in the field of Korean food. Without a doubt, the number of people who tried Korean food greatly increased in recent years. New Korean restaurants appear every year and their number is progressively rising. People interested in Korean food would not have any difficulties with finding accessible, detailed and trustworthy information. The Korean Food Foundation published a series of guide books on Korean restaurants in the main world capitals, a substantial number of colorful Korean cook books and brochures dedicated to the history of Korean food. Websites dedicate to Korean food life update their content regularly.

Many of the small goals that were stated by the KFF become a reality. For example, an educational course for the Fostering of Korean Star Chefs was created in Kyung Hee University (College of Hotel & Tourism Management).
 This program was designed to encourage Korean chefs who can contribute to the globalization of Korean foods. At the same time, Rural Food Specialist programs have been created in a few provincial universities since 2009. TV broadcasters all over the world have been paid to air documentaries about various Korean foods in order to upgrade its popularity. Stories about Korea systematically appear in foreign magazines and newspapers.
During the last year, many TV shows with Korean pop-stars were shot, and numerous annual K-food festivals took place in Korea and overseas. Master-classes of famous chefs, banquets in leading world universities, food expos at home and abroad are only a small part of events that were related to the Korean food industry. 

Many affairs were created special for foreign participants. For example, a three week-long “K-Cook Delight” campaign held in September 2013, united professional chefs and foreigners living in Korea for the process of creation of new Korean dishes. Foreigners, with the help of professionals, became familiar with Korean traditional cooking methods and then integrated ingredients and ideas of their own national cuisines to compose fusion Korean meals.
  

The Program “K-Food Supporters Alliance” (October-December 2012) was created for international students living in Korea. By participating in the program, students became K-food supporters, which means that they tried recommended Korean food, were engaged in culinary events and promoted it through online social networks.
 

One more program for foreign students was held in the end of 2013.  A National participatory project “Healthy Hansik Expedition” aimed to “understand and experience the meaning of fundamental health by preventing and treating disease through food and the meaning of physical, psychological and social health from Korean traditional food culture”
. Students were divided into expedition teams and discovered little-known healthy products from Korea’s nine provinces.
As promised, the Korean Food Foundation created a logo for Korean cuisine based on the principles of Korean food philosophy. The logo is a combination of colorful trigrams that are representation four elements of nature (water, fire, earth and air) and symbolize well-balanced Korean food which is derived from nature.
 
Some testimonials were also held. In April 2011, a Korean food truck named “Discover Korea’s Delicious Secret” toured New York streets and part of eastern America to introduce Korean “bulgogi burgers” and “kimchi tacos” to the American public. This street food campaign was initiated by the Ministry of Agriculture, Forestry, Fisheries and received many positive and enthusiastic responses from Americans
. 
A large number of research projects by Korean scientists in collaboration with their colleges from American, Australian and European universities proved the positive effects of eating kimchi, bibimpap, gojujang sauce and many other Korean staple foods. 
Korean ex-first lady Kim Yoon-Ok, who was one of the founders and inspirers of the Hansik campaign also contributed to the popularization of the Korean diet. She participated in a world tour aiming to introduce Korean flavours to the foreign public and published a personal book titled “Hansik: Stories of Korean Food”.
 

Efforts of the KFF to incorporate North Korean cuisine into the process of globalization turned out to be quite an unpredictable step. Security tensions between the two neighboring states are often considered to be a main stumbling block for promoting South Korean country brands, including the cuisine. However, government sponsored research of peculiarities in the traditional North Korean staple diet and even launched a Cultivation Program for Professionals of Traditional North Korean Food in August 2013. “This program, designed by the KFF as part of a larger initiative for cultivating personnel for the Korean food and restaurant industries, was commissioned to the Traditional North Korean Food Culture Institute (NKF).”
 The major benefit of North Korean food is that it uses only organic ingredients and does not contain any chemical supplements. That makes it excellent bell-being food with a mild and clean taste. Lee Ae Ran, director of the NKF stated that “if North Korean food is actively utilized in the future, it will contribute not only to the domestic restaurant industry but also to the Korean food globalization.”

A growing number of restaurant franchises have been expanded into foreign markets over the last few years. For instance, CJ Foodville Corporation, one of the largest Korean food companies, has opened plenty of restaurants abroad in recent years. The list of countries includes the United States, China, Singapore, Indonesia, the Philippines, the United Kingdom, Japan, Vietnam and Cambodia. Other restaurants in the CJ Foodville Corporation company serve international food, but one of them, Bibigo, specializes in traditional the Korean dishes bibimbap (a mixture of rice, meat and vegetables) and bulgogi (sliced barbecue, that goes with rice). The “new” type of healthy, homemade fast food can already be found in five countries other than Korea, and the popularity continues to grow. The American newspaper “The LA Times” named Bibigo as “the leading example of Korean brands expanding in the US”, while the London Bibigo restaurant was recognized in the London edition of the Michelin Guide 2014. The KFF mentioned that “this is the first time that a domestic restaurant brand overseas has received a ranking in the Michelin Guide, a global authority on restaurant evaluation”
. The success of Bibigo, located in London’s famous Soho district, can be explained by the flexible and wise marketing strategy of its owners. The Soho restaurant is quite different from its counterparts in other countries. To attract a wide British customer base, a simple interior was transformed into an elegant and sophisticated space, the menu was also diversified and enlarged with a wine map. This network is a perfect (and so far only) illustration of a competent approach to globalization of Korean cuisine. CJ Foodville plans to expand Bibigo to over 20 countries around the world by 2016, and expects to create the first globalized Korean food brand. 

Festivals and some TV shows (especially Kimchi Chronicles) were very advantageous, however many money-consuming activities turned out to ineffective, such as the creation of a K-Food music album, contest of the ambassadors of Korean food and their activity,  most of which passed unnoticed.

Some goals were only partly achieved; the results didn’t correspond with expectations. For example, Korean cooking classes were sponsored to be held in foreign cooking schools, such as Hattori (a prominent Japanese cooking school) or the Institute of Culinary Education in New York (one of the largest culinary centers in the US). However, the organizers promised to have them in the world’s two best culinary institutions - CIA (The Culinary Institute of America) and Le Cordon Bleu.

As one can see, the Korean Food Foundation and other agencies arranged a lot of activities and events in order to make Korean cuisine widely-known. The most prosperous turned out to be smaller tasks, such as the organization of K-food festivals and events, spreading different kinds of advertisements, the creation of a Hansik website, logo and TV-shows, etc. The largest and most meaningful assignments were not fulfilled, mostly because of a wrong initial approach. The next chapter examines exactly what was wrong and why the Korean government could not accomplish main campaign’s goals. 
 II.5. Reasons for the failure of Korean Food Globalization Program and suggestions for improvement
The Hansik globalization campaign seemed to be incredibly successful. Initiated by the president and the first lady, it was generously sponsored and organized by many people on a governmental level; it lent credibility to Koreans and K-food lovers. However, it was revealed to be much less auspicious than its creators intended. In October 2012, the National Assembly's Food, Agriculture, Forestry and Fisheries Committee member Kim Jae-won announced that the "Globalization of Korean Food," project have already consumed more than 76.9 billion won without any clear results.
 In May 2013, the National Assembly Budget Office admitted that the program was a “waste of time, manpower, money and organization” and need to be revised.
 So, why did such a promising project fail? A major argumentation from the Budget Office is the lack of feasibility and central authority. “The Hansik Global Foundation, the Korea Agro-Fisheries & Food Trade Corp. and the Korea Institute of Planning and Evaluation for Technology in Food, Agriculture, Forestry and Fisheries have allotted 10.9 billion won, 4.9 billion won and 3 billion won, respectively, in basically the same projects, which removed the chance of synergy effects with inefficiency," reported the NABO.
 However, after a detailed examination of the Hansik globalization plan, undertaken steps and achieved results, reasons for the campaign’s breakdown appeared to be far more numerous and complicated than previously thought. 
1. It must be admitted that the estimations and expectations of governmental authorities responsible for the plan preparation were overrated. Figures such as 40,000 Korean restaurants abroad, a revenue of 500 billion won, 1,000 food towns and 270,000 work places in a five-year period sound unrealistic, even to someone unfamiliar with the food industry. 
2. Korean experts tried to promote Korean food as it is, not adapting it for tastes and preferences of every country, in most cases. However, as we know from other ethnic cuisine experiences, adaptation is absolutely essential. It is clear that Koreans love their traditional food and do not want to change it – the point of marking more than 250 classic Korean restaurants with traditional lanterns speaks for itself. Furthermore, when choosing what dishes to popularize, Koreans relied on their own preferences, which is inappropriate when considering the goal of globalization. 

3. As the National Assembly Budget Office mentioned, there was no solidarity among the organizers of the globalization program. Although the Korean Food Foundation is considered to be the main body, various government agencies were competing with each other instead of unifying their financial and social opportunities. For instance, among the participants of the globalization campaign were the Executive Office of the President, The Ministry for Food, Agriculture, Korea Agro-Fisheries & Food Trade Corporation Forestry and Fisheries, the Ministries of Culture, Sports and Tourism, Strategy and Finance, Foreign Affairs and Trade, and Knowledge Economy.
 Actions and projects of these agencies were not coordinated, which led to excessive expenditures and dispersion of energy. 
Internal problems of the Korean Food Foundation have a huge influence on its effectiveness. As a member of the Food, Agriculture, Forestry and Fisheries Committee Kim Jae-won remarked, “Nine out of the foundation's twenty directors resigned while serving their term. The turnover rate for its employees is also serious. In 2011, 11 joined the foundation, but 8 of them have left; 11 of the 16 recruits this year have also left the foundation. The employees only work an average of 6.6 months at the foundation. It takes plenty of time to explain newly appointed specialists foundation’s operations and agenda.”
 

4. In the KFF globalization program, the main focus was put on Korean traditions, the rich history of Korean cuisine and the fascinating healing characteristics of the Korean staple diet. A massive amount of money was spent on research elaborating the healthy qualities of bibimpap and kichmi, as well as other traditional dishes. But in busy and dynamic modern world, it is not that easy to encourage one who has never tried a certain cuisine to do it merely because of deep traditions and the healing effects of the foods. Residents of megapolises are often surfeited with diverse and sophisticated foods; they typically want something new and delicious to try. Previous experience has shown that the “healthy and traditional” strategy does not work and the course should be changed. Many foreigners mentioned that the advertisement that the Korean government used to promote its cuisine (a woman in traditional clothes suggesting people try bibimpap and videos with ethnic dances and natural sights) was boring and not alluring. “It was too serious. It wasn’t fun. People (American consumers) didn’t understand it. You got them the wrong way.”– stated Todd English, an American celebrity chef.
 It’s reasonable to assume that the same opinion is shared by people from other countries. 

5. Obviously, Koreans worked out their program without any significant collaboration with foreigners. This can be traced by publications on the KFF website, full of grammatical mistakes and poor vocabulary, as well as strategically inaccurate steps during the campaign. Although in some projects, foreigner participation was very welcome, they were not invited to create the core globalization program. That was probably the main mistake of the government officials. Groups of foreign consultants can clearly formulate what people outside of Korea may like from Korean cuisine, help with regional food trends research, and give an objective vision of a business plan. There are several blogs devoted to Korean food and run by foreigners that, to some extent, turned out to be more influential than the   advertisement from the government. Popular food bloggers, such as Joe McPherson from ZenKimchi (http://www.zenkimchi.com), and Daniel Gray from Seoul Eats (http://www.seouleats.com) have promoted Korean food without any financial support for ten and seven years respectively. They are living and working in Seoul in the Korean food industry, as do many other food experts. Their experience was unfairly ignored by Korean Food ministries and organizations. 

6. Accurate comprehensive research of the main markets has not been completed. Each region has it own peculiarities. In South East Asia and South America, people are accustomed to spicy and heavily-seasoned foods, residents of Muslim countries do not eat pork, Americans prefer plentiful simple food and Europeans typically accompany their dishes with wine or other alcohol beverages. The Korean Food Foundation had one concept of Korean food for the whole world and the mass approach did not bring the desired results. 

7. Many of the Korean restaurants abroad were established in the 1990s by Korean immigrants whose main goal was to earn for money to support their families. They were not professional chefs; some of them had never worked in the hospitality industry before. Consequently, overseas we can find a lot of low and mid-quality Korean restaurants that do not present Korean cuisine in its best form. Even if an advertisement worked and someone decided to experience Korean food, there is a chance that he or she would be unsatisfied. The KFF has a program of tailored support of individual businesses overseas, but it did not present any clear results so far, despite an impressive list of support activities (“hosting regular workshops, integrating the construction and operation of websites, creating a food ingredient database, hosting job fairs for Korean cuisine professionals, presenting excellent examples of Korean food globalization for benchmarking, and distributing service items for Korean restaurants”)
.The program was not realized on a proper level. 

8. Korean food is widely known as one of the spiciest cuisines in the world. For many Koreans this fact is something like a national pride; young people often compete with each other to see who can eat more spicy food and they accentuate their love with red pepper and spicy dishes. For many foreigners, the myth that Korean cuisine is extremely hot is one reason for their refusal to try it without thinking. Unfortunately, the fact that a person who does not eat chili peppers can also enjoy Korean food often remains in the shadow of the more popular views. Korea should definitely stop promoting its food as spicy and allow foreigners the chance to control the level of spiciness of their own plates. 

9. Despite the fact that the Hansik globalization program includes a strong connection between the Korean food industry and tourism, until 2007 there were no companies in Korea that developed gastronomic tourism. According to Daniel Gray, vice president of one of the fastest growing Korean culinary tourism companies, O’ngo Food Communications, the main problem preventing the development of gastronomy tourism is Korea’s outdated tourism laws. There were created in 1988 and are still in effect. “The tourism laws state that any person that introduces Korean culture to a traveler to Korea should hold an official tour guide license. Also, the companies that offer tours must be a registered tour company. Nobody seems to benefit from this current arrangement except for large tour companies. When you have only one or two tour guides for groups of 50-100, no one will be able to properly introduce the neither the culture nor give good service to the guest”
. The procedure of acquiring official registration is pricey and complicated, most small companies cannot afford it and culinary tourism businesses do not develop. Cooking classes as tourist attractions are more widespread than food tours, but many of them are not taught in international languages, but only translated from Korean, which is not comfortable for foreigners. Moreover, the accessibility of some of the ingredients in the guest’s native countries is often ignored by organizers. Cooking school clients cannot reproduce Korean meals that they studied and the process of globalization stopped at the Korean kitchen. 

10. Western guests visit restaurants for reasons other than food. For them, a restaurant is also an entertaining experience. This fact is not taken into consideration by the overwhelming majority of Koreans. The concept of service in Korea is very different from the rest of the world. “Service in Korea doesn’t mean the polite, respectful, courteous, invisible presence that one would expect in a fine dining restaurant in France, America, Japan, or other parts of the world. Service in Korea means an extra plate of food, a refill of side dishes, or a discount. Waiters in Korea are often thought of as deliverers of food and not much else.”
 
One more aspect of restaurants as entertainment for many westerns is design and interior decoration. Korean restaurants are usually very simple and completely neglect the décor. But the inner atmosphere is a part of the show that foreigners expect to get along with their food. 

There are still some traditional Korean manners that are incompatible with globalization. For instance, a single tourist who decides to try a famous Korean barbecue may enter a restaurant and be refused service. Koreans do not serve single guests barbecue because “the restaurants must change the grill pans, offer side dishes, and heat up the coals”
. Furthermore, negative perceptions of single guests still takes place in Korea, it makes travelers feel uncomfortable. All of these facts contribute to tourist’s negative impression of the country and its cuisine. Unfortunately, until Korea’s approach to service changes, restaurants in Korea, as well as Korean establishments overseas, won’t be accepted and understood by serious gourmands.
11. Names of Korean dishes and their explanations are also a big problem. The majority of restaurants in Korea have menus only in Korean, without translations or pronunciations in English. When there are translated menus, they are sometimes written in such poor English that it is hard to figure out what anything is. For example, not every foreigner can guess that "Bean-curd refuse stew” is a stew “made of the edible residue left over after making bean curd”.
 Transliteration of Korean dishes is a different topic. In 2000, the government changed the romanization system of the Korean language. Consequently, the names of Korean meals changed. In 2009, the Ministry for Food, Agriculture, Forestry and Fisheries published new standards of romanization for 124 of the most popular Korean dishes. On October 9, 2013, in commemoration of Korean Language Day, The Ministry of Culture, Sports and Tourism released a draft of suitable transliterations of 200 various Korean dishes.
 In this version, Korean dishes go along with their description and explanation. For a typical foreigner, most Korean food names (like “doenjang-jjigae”) are hard to read, pronounce and remember; changes in romanization only exacerbate the situation. Obviously, the explanation of the dish after romanizing its name would make it easier for foreigners to embrace. 

12. Finally, although Korea is greatly trying to promote its cuisine and especially underline its benefits for health, finding “real” Korean food in Seoul is not that easy. Many ingredients for Korean dishes are imported from other countries; during the transportation vegetables, meat and fruits lose their freshness. Of course, it does not affect Korean restaurants abroad, but in fact, there is not as much truly Korean in Korean food as Korean experts used to tell. “In fact today, among the 34 member nations of the economically powerful Organization for Economic Cooperation and Development (OECD), South Korea ranks among the lowest, with an overall self-sufficiency rate of only around 50 percent. "Self-sufficiency" in this ranking refers to the extent to which the nation can supply its own food. If we take away rice and other grains, the self-sufficiency rate drops to six percent.”
 Every chef will agree that an excellent dish is impossible without high-quality ingredients. 
Despite the Hansik globalization project being considered quite fruitless, Korea is going continue promotion of its food. National cuisine is a part of the culture of any country and endeavors to raise its popularity will never be stopped. This is especially true for Korea, where food has a sacral sense with deep philosophical implications and the government struggles to strengthen Korea’s soft power influence. After analyzing numerous basic problems of Korean food at both global and domestic levels, some advice can be formulated for a revised Korean food globalization program and future steps to take in this direction. 

1. Set realistic goals based on extensive research of major strategic markets and national preferences.
2. Take into account the peculiarities of main world’s regions and adapt Korean food in accordance with them. It does not mean to change and mix up foods, but to gradually create harmonious, well-balanced foreign-friendly fusion dishes.

3. To attain the latter it is necessary to develop home cooking institutions and support foreign and Korean chefs who are working with Korean food. In that case, it is very important to raise a generation of chefs who are able to speak foreign languages. “For someone who really wants to go outside the country there is a problem of communication. I hope that now our government realizes that and is trying to train more people in English and other country’s languages, such as French or Chinese or Japanese”, commented Korean celebrity chef Edward Kwon.
 With such an approach, in a few years lots of Korean chefs would be able to work abroad for K-food success.

4. Promote Korean cuisine in a more fun way, taking into consideration differences in mentality. If a healthy and traditional trend works for Korea, it does not mean, that it would work for the US or Australia.

5. Collaborate with creative foreign individuals that can look at Korean cuisine challenges from an outsider’s perspective. Do not neglect the experience of foreign Korean food bloggers, likewise talented home-raised professionals and master chefs.

6. Establish one leading institution that would control all food-related activities, initiated by different ministries or agencies. That can prevent unreasonable projects and expenditures.

7. Do not promote Korean cuisine as spicy food. “Efforts should be focused on shifting Korean food away from the stereotype that it is hot and spicy, it should appeal to global tastes with a variety of other features”
- advised Moon Yong Chul, a famous Vietnamese chef.  There must be several positive characteristics that are associated with Korean food and spiciness is not one of them.

8. Support existing Korean restaurants overseas. Work out educational programs for Korean restaurant owners that could help them to improve their marketing sphere of business and programs for Korean chefs to boost food quality.

9. Create favourable conditions for vitalization of gastronomy tourism in South Korea. Simplify registration procedures for tour companies; assist cooking schools that elaborate their courses for foreigners with care and concern.

10. Gradually change service standards in to a globally-accepted manner. Without that component, globalization of Korean cuisine will never be successful. Pay attention to restaurants’ decoration, atmosphere, food styling and other elements that contribute to the perception of restaurants as entertainment.

11. In menus of foreign and Korean restaurants along with Romanized dish names, there should be an explanation of the ingredients, cooking method and final taste. That will make Korean food more accessible to others, prevent misunderstanding and foreigner’s embarrassment because of complicated Korean names.

12. Using local and seasonal products is a long-lasting trend and it continues to gain in popularity. Pay attention to local agriculture along with the globalization campaign to help improve the taste and attractiveness of the meals for foreigners and also Korean citizens. If local foods were cultivated, undergo menu development and presented as a delightful and attractive, it could accelerate gastronomy tourism and inviting image of K-food. 
On top of lessons that come straight from mistakes that have been made by official institutions in the process of planning and realization of Hansik globalization program, some additional advice from chefs can also be considered.

13. According to master chef Mun Moon Sool, it is also necessary to create a brand image for Korean food that tells a story. When people can understand the philosophy of Korean food, the meaning of five colours and flavours, have a notion of origins of Korean dishes and the development over time, their feelings toward Korean food will change. With a good story, people throughout the world will have an easier time understanding Korean food”,  the chef assumes.

 14. Seoul should not only concentrate on exporting its haute cuisine. Development of Korean food that is blended with the target markets’ mainstream culture, easy to eat and delicious is crucial for its globalization. That is why the idea of a Korean-style fast-food chain or restaurants for the middle-class with a democratic price policy and adapted menu is probably the best strategy to make Korean food well-known. In this case, the Bibigo concept is an orientation example for future Korean food chains that will be established.

15. Use sauces as a tool to make the taste of the food recognizable and available for everyone.  “In my opinion, the first step in the globalization of Korean food is the making of ‘pure Korean’ sauces like doen jang (soybean paste) or gochu jang (red pepper paste) so that people all over the world can easily make Korean food for themselves. If cooking techniques are simplified through sauces, the standardization of taste becomes possible based on how much sauce is used. This solves one of the biggest problems in globalizing Korean cuisine-that the taste changes based on the ingredients used and the chef who cooks it.” considers Han, Choon Soop, designated as the first Cooking Master of South Korea in 2000.

17. Chef Todd English advised that garlic smell of Korean food is another problem of great importance. “You need to find a way to deal with the common complaint over the smell,” he said.
 “People love Korean food but they think they smell like garlic. New Yorkers are very conscientious about what they wear. They don’t want to be smelling bad when they leave. So dial down a strong smell, use a technique or avoid garlic.”
 Koreans often clean their teeth after having a meal to eliminate the smell, but westerns would not carry a toothbrush just for having Korean food. Though insignificant at first sight, such a detail can also influence the growing popularity of Korean food and should be taken into consideration.
Conclusion
With the help of Joseph Nye, the term soft power became widely used and received a lot of attention from both politicians and academics. The author of the concept assumed that soft power rests on three pillars: culture, domestic and foreign policies. In this paper each of the above mentioned sources of South Korean soft power were examined with accentuation on food as part of the culture source. 

Being the world’s world's 13th largest economy with some 20,000 dollars in per capita income, in 2008 South Korea ranked only 33rd in the National Brand Index list (analytical ranking system that measures image of the world’s nations). Former Korean president Lee Myung-bak was truly concerned with that discrepancy and set a goal to enhance the country’s soft power recourses. Since 2008, Korea has put particular emphasis and effort into its international image – the country has increased its contributions and inputs to the international community, intensified development of its technological industry and boosted the promotion of different aspects of national culture.
The most remarkable progress can be seen in the sphere of pop-culture. In East Asia and other parts of the world, Korea is renowned for its dramas and music bands. From 1999, the popularity of Korean music, dramas and cinema started to grow and transformed into a worldwide cultural phenomenon – Hallyu or “Korean Wave”. At the end of the1990s, the Korean government decided to promote the Korean lifestyle and popular culture around the world and invested a considerable sum of money in the entertainment industry. High quality TV dramas and music videos contributed to the promotion of positive attitudes towards South Korea and the increase in popularity of the Korean language, tourism and cuisine. 

 On the global scale Seoul is also becoming a remarkable player. In terms of economical and political development, South Korea is an example for many developing countries, due to Korea’s rapid industrialization and democratization. From 1910 to 1945, the country was a Japanese colony. During the 1960s and 1970s South Korea suffered from dictatorship and authoritarianism. However, the nation managed to overcome the economic and political difficulties and succeeded in achieving prosperity through export-oriented economics, democratization programs and social welfare campaigns.  Nowadays, South Korea takes an active role in international political events and organizations and fruitfully collaborates with other countries, including the provision of development assistance.
In 2008, popularization of its national cuisine appeared among directions of South Korea’s soft power strategy. The influence of food used as a soft power tool should not be underestimated - food is an instrument that can help with the consolidation of different communities, development of positive reputation for a country or a region and considerably improve tourist flows. Despite some achievements in Hansik promotion, the Korean Food Globalization Program turned out to be too ambitious and strategically-weak. Among all the reasons for its failure, so far the most important is the desire of the Korean government to promote pure Korean cuisine without adaptation for the food preferences of other nations. Besides, the lack of foreigners on the Hansik globalization committee leads to limited views on the problems with Korean food promotion. Being unable to estimate the situation from an outside perspective, the Korean government adhered to an ineffective strategy, spending money for false marketing steps rather than real deeds that could improve the Hansik image worldwide.
 In addition, one of the top problems was uncoordinated actions of the organizers of the globalization program. Among the participants of the campaign were up to ten different ministries and institutions. Actions and projects of these agencies were isolated, which led to excessive expenditures and irrelevant recurring events. Performance of the main body of the K-food campaign, the Korean Food Foundation was also ineffective due to internal organizational problems. Nine of the foundation's twenty directors resigned while serving their term and overwhelming majority of the employees leaves the company in a 6 month period after being hired. To place the company’s operation in a good light official reports concentrated only on advantages, such concealment resulted in faulty steps and unfortunate outcome.
While in the sphere of pop culture, foreign and domestic policies direct Korean governmental actions and support have a positive impact, the situation with food used as a soft power engine is different. To accelerate the process of K-food popularization the government needs to change its food promotion strategy and operation of the campaign’s management system. Among the suggested steps are: consider the peculiarities of main world’s regions and adapt Korean food in accordance with them, collaborate with creative foreign individuals in the sphere of K-food promotion, establish one leading institution that would control all food-related activities, create favourable conditions for gastronomy tourism in South Korea, support existing restaurants and Korean chefs, gradually change service standards and many others. 
It must be mentioned that the successful global image of Hansik can evolve naturally over time. Besides government officials, a large number of people, including chefs, bloggers, restaurant entrepreneurs, media agents and simply Korean food lovers, work hard on Hansik promotion and often their activities are much more effective than the government’s operations. However, it is a time-consuming process and in this case Koreans need to be ready to wait for quite a long time. 

As any cuisine, Korean food has a potential to become trendy and strengthen the soft power of its country under an accurate approach. So far, there is a sizeable disproportion between invested money and achiever results in the sphere of K-food promotion. Soft power of food is being used ineffectively in spite of the colossal governmental efforts. Revision of the Hansik Globalization Program with consideration of all mistakes that have been made can considerably improve the current state of Korean food and let South Korea enjoy the fruits of its cuisine works as a soft power tool. Would the Korean government be able to do that or not time can only tell.
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