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Abstract

When people think of Japanese anime, they often imagine colorful visuals and engaging stories for
children. However, anime has evolved beyond this image and now explores deeper themes such as
relationships, philosophy, and social issues.

This conceptual article aims to: 1) investigate the key strategic drivers behind the global success of
the Japanese anime industry; 2) analyze how Japanese anime serves as a source of soft power and cultural
representation in international contexts; and 3) explore the cross-cultural reception of the Japanese anime
and how global audiences interpret and adapt it in different cultural contexts. This study employs a
conceptual approach based on a review and synthesis of academic literature, policy documents, and other
relevant secondary sources. The results of the analysis indicate that the success of the anime at the
international level, by bringing together key success factors that have not been fully examined in most
existing studies, is supported by five key factors: platformization and market integration, the evolution of
narrative sophistication and aesthetics, global intellectual property (IP) management, the Japanese
Government’s Cool Japan policy, and strong market growth with increasing global demand. By bringing
these factors together, this article provides a more comprehensive understanding of anime’s global success
than most existing studies. The analysis also suggests that anime promotes Japan’s cultural values,
enhances intercultural understanding among g¢lobal audiences, and encourages international fan
communities to reinterpret anime within their own cultural contexts, contributing to broader cultural
exchange.

This study offers useful insights for the development of creative industries in other countries,
especially Thailand. By supporting talented artists and adopting strategic cultural promotion inspired by
successful models such as Japan, Thailand may strengthen its international recognition and expand its soft

power through creative works.

Keywords: Japanese Anime, Soft Power, Strategic Drivers, Cross-Cultural Reception, Creative Industries

2955

a o

WINNTIUNNTIVeG

o 1Y

IAUDIRTUL LAY NTNAIL D199




NFUTEYNIYINTTLAUBIA AT 18 W InedessiguasUgy

9 - 10 n3ngAu 2569

1. Introduction

1.1 Background of the Study

Japanese animation, or anime, has its roots in a range of traditional visual storytelling forms, such as
emakimono (picture scrolls) and kamishibai (paper theater), which shaped the narrative structures and visual
sensibilities that would later inform the medium. According to Novielli [1], although the first Japanese
theatrical animations date back to 1917 through the work of pioneers such as Shimokawa C_)ten, KOuchi
Jun’ichi, and Kitayama SeitarO, the following decades were marked by continuous technical
experimentation, from papercutting and cel animation to synchronized sound, as animators sought to define
the medium’s own artistic identity. This gradual development laid the groundwork for anime’s eventual
expansion beyond Japan.

Currently, the anime industry has grown from a niche cultural product into a major global business,
driven by effective business strategies and the rise of digital streaming platforms. According to the
Association of Japanese Animations [2], the industry’s broad market reached a record 3.8 trillion yen in
2024, an increase driven largely by its international market, which alone expanded to 2.17 trillion yen, a
126.0% year-on-year rise that allowed overseas revenue to exceed domestic earnings for the second year
in a row. This momentum has been reinforced by government-led initiatives such as the New Cool Japan
Strategy, which positions the content industry, including anime, as a strategic economic asset and sets a
goal of raising overseas content revenue to 20 trillion yen by 2033. Yet behind these record figures, the
industry continues to face structural challenges, including a shortage of skilled labor, rising production costs,
and intensifying global competition.

This global expansion has also prompted debate over how Japanese anime is meant to look and
feel. Zander [3] explains that some scholars have questioned whether anime can function as a source of
Japanese soft power at all, given its mukokuseki, or nationless, many characters are drawn without features
tied to a specific ethnicity, and some series are set in worlds that only loosely reference Japan or omit it
entirely. Zander [3] also highlights that, this same ambiguity can act as a gateway that eases foreign viewers
into an interest in Japan rather than diminishing anime’s cultural value.

The main points of this paper, therefore, would examine the key drivers behind the global success
of the Japanese anime industry and its role in promoting cultural influence. It explores the transition from
traditional production systems to digital streaming platforms, as well as how anime has evolved from a

niche subculture into a mainstream global entertainment phenomenon.

1.2 Objective

The objectives of this paper are to: 1) investigate the key strategic drivers behind the global success
of the Japanese anime industry; 2) analyze how Japanese anime serves as a source of soft power and
cultural representation in international contexts; and 3) explore the cross-cultural reception of the Japanese

anime and how global audiences interpret and adapt it in different cultural contexts.
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1.3 Methodology

This paper is a conceptual academic article developed through a review of documentary sources,
academic literature, and selected relevant websites. The discussion is based on a total of 21 sources,
including 16 academic articles, 2 industry reports, 2 books, and 1 website, covering topics related to
Japanese anime, soft power, creative industries, and cross-cultural communication. The literature was
selected based on its relevance to the objectives of the paper and synthesized to provide an integrated
discussion of the strategic drivers behind the global rise of Japanese anime, its role as a form of cultural

representation, and its cross-cultural reception.

2. Literature Review

To understand why Japanese media is so successful, we must look at its history and how it works
today. Experts no longer see anime as just a small industry for a few people; instead, they see it as a
professional mix of high-end technology, creative storytelling, and national branding. The following ideas

explain the key frameworks that have helped Japan become a global leader of cartoons, and animations.

2.1 Soft Power and Cultural Attraction

Nye [4] defined soft power as the ability to get other countries to want what you want without
coercion. This differs significantly from hard power, which relies on military force or economic pressure.
According to Nye [4], the primary sources of soft power include culture, political values, and foreign policy.
He also pointed out that in a rapidly advancing world of communication and technology, intangible
resources such as culture and international institutions have become increasingly important. Japan serves
as a clear example of Nye’s concept. Akbas [5] explains that after World War I, Japan was prohibited from
maintaining armed forces under Article 9 of its constitution. Consequently, the country turned to culture to
build its international influence. This led to the Cool Japan Project, which promoted anime and manga as
diplomatic tools, and eventually, Japan’s Ministry of Foreign Affairs officially launched its pop-culture
diplomacy policy in 2006. However, Nye [4] himself noted that Japan faces limitations regarding its soft
power due to its inward- looking culture. This aligns with Akbas [5]' s observation that, nowadays, Japan is
facing intense competition from rivals like South Korea and China. Furthermore, global platforms like Netflix
have stepped in, challenging Japan’s dominance over the anime market. This shows that Soft Power is not

permanent; rather, it requires continuous adaptation and development.

2.2 The Media Mix and Business Stability

The media mix system is fundamental to maintaining business stability within the Japanese anime
industry. According to Steinberg [6], this model originated in the 1960s with Tezuka Osamu’s Tetsuwan
Atomu, where low broadcasting fees forced studios to diversify revenue through character licensing and
multi-platform expansion, effectively reducing financial risks. Building upon this commercial viability,
Hartzheim [7] argues that the stability of Japanese franchises depends on collective authorship focused on

character management rather than fixed storytelling. Hartzheim [7] further explains that characters function
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as flexible databases, operating through two primary models: a dispersed model that enables adaptation
and reuse across multiple platforms, and a centralized model managed by production committees (seisaku
iinkai). Overall, this flexible, multi-authored system enables franchises to expand continuously while
preserving core character identity, thereby supporting the long-term sustainability of the Japanese content

industry.

2.3 Digital Platforms and Global Mediascapes

The expansion of Japanese anime has shifted from traditional TV broadcasting into modern global
mediascapes driven by digital platforms. Pérez [8] argues that global streaming platforms like Netflix and
Crunchyroll have transformed distribution by bypassing national borders, providing instant access to a
transnational fan community. These platforms also maximize the efficiency of manga media, a digital
ecosystem where manga serves as the core text driving anime and video games. This network allows
transmedia users to seamlessly consume interconnected content across devices. Through this digital
diffusion, anime has established an aesthetic hegemony rather than ideological imperialism, consolidating
its position in global popular culture.

Building on this transformation, Petit [9] concludes that anime’s evolution into a multi-billion-dollar
streaming market is shaped by two competing platform models. The first is an “anime economic zone,”
used by niche platforms like Crunchyroll, which combines anime with related media such as manga,
merchandise, and events, and relies on fast simulcasts to support fan culture. The second is a standalone
commodity model used by global platforms like Netflix, which uses direct funding to bypass traditional
Japanese production committees and secure exclusive content, although strategies like binge releases
sometimes conflict with traditional fan viewing habits.

Complementing this perspective, Noh [10] shows that Netflix’s entry into the anime industry creates
a complex and uneven relationship rather than simple cultural domination. On one hand, Netflix holds
symbolic influence through curated catalogs and Orientalist framing (as seen in Enter the Anime). On the
other hand, Japanese creators use Netflix’s direct funding and global reach to bypass traditional production
committee limits, adopt more advanced technical standards, and reach a global audience, transforming

domestic production workflows.

2.4 Evolution of Narrative Sophistication

According to Chen [11], the narrative structure of Japanese animation has evolved from a simple
visual medium into a highly sophisticated art form. This transition began in the 1910s during the Pure Film
Movement, which challenged traditional benshi live narration to emphasize visual-centric storytelling. By
the late twentieth century, classics like Akira and Neon Genesis Evangelion demonstrated the depth of
anime storytelling and shifted global perceptions of Japanese culture. This evolution laid the groundwork
for Studio Ghibli’s Spirited Away (2001) to solidify animation as a legitimate film genre. This narrative

sophistication is prominently reflected in Hayao Miyazaki’s films through dynamic character growth and
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profound ecophilosophies. Drawing on analysis of Eastern concepts such as Taoism, works like Howl(’s
Moving Castle further explore the ethical neutrality of technology and the balance of yin and yang.

According to Loriguillo-Lopez et al. [12], Satoshi Kon’s Perfect Blue achieves narrative complexity
through mechanisms characteristic of puzzle films, utilizing spectator preconceptions and cognitive illusions
to obscure key plot reveals. By blurring the boundaries between reality and psychological delusion, the
film’s intricate narration serves as a critical commentary on the representation of Japanese pop idols and
the broader state of the audiovisual entertainment industry in Japan.

Taken together, these frameworks suggest that anime’s global success results from the interaction
of cultural attraction, industrial coordination, and digital circulation rather than from any single factor alone.
Soft power initiatives such as Cool Japan create national visibility, media mix and IP management convert
cultural popularity into long-term commercial value, platformization extends reach across borders, and
narrative sophistication broadens audience appeal. In this sense, anime succeeds globally because its

cultural meaning, business model, and distribution system reinforce one another.

3. Strategic Drivers and economic outcomes of Success

The global success of anime comes from a great mix of creative art and smart business. First, digital
platformization and market integration have made it very easy for fans worldwide to watch anime, allowing
everyone to see the continuous evolution of narrative sophistication and unique aesthetics. To keep this
growth going, the industry relies on global IP management to turn single stories into long term franchise
brands. This business side is also supported by gsovernment policy and national branding through the Cool
Japan campaign. By looking at all these pieces together, we can get clear market insights and understand

the massive economic impact that anime has today.

3.1 Platformization and Market Integration

The anime and manga industry has undergone significant transformation in recent years. According
to Pérez [8], Manga Media visuals form the creative foundation of Japan’s media mix system, while Aamir
[13] argues that manga and light novel adaptations continue to drive anime production. Streaming platforms
have expanded global access, allowing anime to reach international audiences more quickly than ever
before. Economically, the industry has evolved from early transnational collaborations to a globally funded
system. Major SVoD platforms such as Netflix, Crunchyroll, Amazon Prime, and Disney+ now act as investors
and co- producers, supporting higher production quality and reducing reliance on the domestic market. At
the same time, streaming has transformed anime from a niche subculture into mainstream entertainment
worldwide. However, Pérez [8] highlights the Black Box issue, whereby streaming platforms keep audience
data private, while Aamir [13] noted that these data are increasingly used to inform content strategies and

guide future anime production.

3.2 Evolution of Narrative Sophistication and Aesthetics
Beyond digital accessibility, the global success of the anime industry comes from its narrative

sophistication. Japanese animation is no longer just cartoons for children; it has grown into a mature art

2959

a o

WINNTIUNNTIVeG

o 1Y

IAUDIRTUL LAY NTNAIL D199




NFUTEYNIYINTTLAUBIA AT 18 W InedessiguasUgy

9 - 10 n3ngAu 2569

form. This does not mean all modern anime are now made only for adults. Instead, it means that creators
are producing more anime to satisfy adult audiences with complex, multi-layered stories. According to Chen
[11], this focus on visual and mature storytelling started long ago when benshi narration declined during
the Pure Film Movement. By the late 1900s, classic anime as Akira and Neon-Genesis Evangelion proved
that anime can tell deep stories that capture global attention and change how the world views Japan. This
storytelling is also supported by high-end production. As Chen [11] highlights, modern studios do not use
digital technology to replace tradition. Instead, they use it as a complementary tool while keeping
traditional, hand-drawn 2D animation as the core. Ultimately, this combination of artistic style and deep
themes, such as Taoism and environmental ethics, allows anime to act as a universal language that speaks

to human and environmental issues around the world.

3.3 Global IP Management

According to Steinberg [6], in the global intellectual property (IP) management of the Japanese
entertainment industry, the foundation of economic value creation is the media mix system, which he
describes as a character-based media-commodity system. This model emerged from a significant historical
turning point in 1963 with Tetsuwan Atomu (Astro Boy) by Osamu Tezuka. The financial challenges caused
by selling broadcasting rights below production costs, known as Tezuka’s Curse, encouraged anime studios
to shift from relying on broadcasting revenue toward broader IP management strategies, including character
merchandising, royalty collection, and international content distribution. Expanding on this framework, Teng
[14] emphasizes that the global expansion of anime IP today relies heavily on an integrated Anime-Comic-
Game (ACG) ecosystem, in which secondary or derivative industries generate over 70% of the total industry
value. This global IP management works through a snowball effect, in which overseas fan engagement
creates a scaling effect that unlocks multiple revenue streams beyond traditional animation broadcasting.
In addition, the successful IP management goes far beyond traditional merchandising, extending into cross-
border brand collaborations (such as Demon Slayer with Lawson and Uniglo, or Chikawa with Miniso) and
experience-based spatial monetization. This includes anime tourism, ranging from dedicated theme parks
like Ghibli Park to real-world anime pilgrimages (Seichi Junrei), which tumn fan attachment into tangible

economic benefits in both global and local markets.

3.4 Government Policy and National Branding (Cool Japan)

In terms of international relations, Nye [4] defines soft power as the ability to attract and influence
others to follow your goals without using force or military power. This aligns with Japan’s situation after
World War II, where its military role was limited by the constitution, leading the country to focus on building
influence through culture and values instead. Later, in 2002, McGray [15] introduced the concept of Gross
National Cool to explain how Japan shifted from being an economic superpower focused on industrial
goods to a cultural superpower exporting popularity through anime, manga, fashion, and technology. These
cultural exports serve as tools to make the nation’s brand stand out globally. To build on this influence,

the Japanese government systematically launched the Cool Japan project, which aims to drive economic
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growth and create jobs through creative industries. Akbas [5] points out that anime and manga are the most
important pillars of this project because they have the potential to produce content that connects with
Japanese culture and effectively reaches consumers worldwide. Overall, the project has moved beyond
just selling products; it now focuses on integrating public and private partnerships to present Japan as a
country that provides creative solutions to global issues, ultimately strengthening the country’s image and
making the value of Japaneseness more sustainable. Building on the concepts of public diplomacy, cultural
diplomacy, and nation branding, Shafig et al. [16] provide empirical evidence showing how the Cool Japan
strategy translates cultural engagement into tangible national brand value and soft power abroad. Focusing
on Pakistani youth as a case study, their research highlights that the joint promotion of Japanese pop culture
by the public and private sectors, especially anime, manga, video games, and cuisine, strongly shapes
positive perceptions of Japan among foreign youth. The study found that a large majority of respondents
see Japan’s cultural diplomacy as highly effective, with engagement in Japanese cultural products directly
increasing interest in cultural exchange and a strong desire to visit Japan (74.8%). Overall, the initiative has
moved beyond simply selling products; supported by recent empirical findings, it combines public and
private efforts to strengthen Japan’s global image, turning media consumption into long-term national

affinity and sustainable cultural value.

3.5 Market Insights & Economic Impact

According to the Association of Japanese Animations [1], the overall anime industry has seen
explosive growth, with the broad market value reaching a record high of 3.8 trillion yen in 2024. The fact
that the international market value reached 2.17 trillion yen, surpassing the domestic market in 2023, shows
that Japanese anime has transformed into a global entertainment industry driven primarily by streaming
platforms. When looking at the industry in a narrow sense, focusing on production, there is a worrying trend.
Most production studios are facing significant pressure because the demand for high- quality work is
increasing, while the available workforce remains limited. Rising production costs and labor expenses are
major challenges that threaten the stability of the production process. In terms of policy and strategy, the
anime industry is being promoted through the Japanese government’s New Cool Japan Strategy, which aims
to increase content export revenue to 20 trillion yen by 2033. This goal is a major challenge that requires
significant adjustments, particularly in addressing the labor shortage and improving production processes to
maintain competitiveness and support long-term growth. These findings reflect the complexity of the
business structure, which is not just about rising revenue, but also about managing quality and costs at the
same time.

Japanese anime has achieved global success not because of a single factor, but through the
interaction of multiple dimensions that reinforce one another as a system. It begins with platformization
and market integration, which allow anime to reach g¢lobal audiences quickly and efficiently through
streaming platforms while continuously expanding beyond the domestic Japanese market. At the same
time, narrative sophistication and aesthetics give anime greater depth in both storytelling and visual style,

attracting a wide range of audiences, especially adults and international viewers. In addition, global IP
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management transforms the popularity of individual titles into long-term economic value through media
mix strategies, licensing, merchandise, collaborations, and anime tourism, turning anime from simple
entertainment into a sustainable economic franchise. At the policy level, the Cool Japan initiative and the
concept of soft power position anime as a tool for national branding and cultural influence alongside its
economic benefits. When combined with market data showing rapid industry growth and the dominance
of overseas revenue over the domestic market, it becomes clear that anime’s success is driven by a
combination of creativity, industrial organization, state support, and digital platform distribution. Together,
these factors have enabled anime to function simultaneously as a cultural product, a soft power instrument,

and a global industry.

4. Anime as Cultural Representation and Global Identity
The anime industry has evolved beyond simple entertainment to become Japan’s most influential
Cultural Ambassador. This chapter analyzes how anime communicates Japanese identity and values to the

global society through various dimensions as follows

4.1 Representation of Social Hierarchy and Modern Etiquette

In their sociopragmatic study, Saputra and Aryanto [17] analyze how vertical relationships (jouge-
kankei) are reflected through speech acts in Hayao Miyazaki’s animated film The Wind Rises (Kaze Tachinu).
The authors demonstrate that social status, age, and institutional authority shape language choice and
communicative behavior within these hierarchical structures. The study shows that vertical interactions in
the film are primarily characterized by directive speech acts, most notably commands (meirei), as well as
requests (irai), prohibitions (kinshi), invitations (kanyuu), and advice (adobaisu). Superiors and senior figures
frequently use informal imperative verb forms to assert authority over subordinates. However, Saputra and
Aryanto [17] also highlight that elders and superiors sometimes deliberately use polite language (teineitai)
when speaking to younger individuals or students, serving as a pedagogical tool to model proper social

etiquette and teach formal language use.

4.2 The Concept of “Mukokuseki”

According to Zander [3], the concept of mukokuseki (statelessness or nationlessness) in Japanese
anime serves as a key gateway to global accessibility. Rather than simply erasing Japanese identity,
mukokuseki appears through both visually ambiguous traits (such as non-racial character designs or
unnatural hair and eye colors) and social settings that simplify or omit specific cultural contexts. This
flexibility allows international audiences to engage with the content more easily and project themselves
into the narratives. Zander [3] also emphasizes that mukokuseki functions as an effective “stepping stone”
within soft power strategies, such as the Cool Japan initiative. It introduces global viewers to anime with
minimal cultural friction, gradually leading them toward more “inward-facing” works that reflect traditional

Japanese history, values, and complex social structures. Therefore, mukokuseki is not a rejection of
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Japaneseness, but a strategic entry point that connects global audience engagement with Japanese cultural
diplomacy.

The portrayal of hierarchical social relationships and modern etiquette allows Japanese anime to
function not only as entertainment but also as a space where international audiences can learn about
Japanese culture through language, behavior, and character interactions. This type of content adds cultural
depth to anime and fosters a stronger sense of connection among viewers who are interested in Japanese
culture.

At the same time, the concept of mukokuseki makes anime more accessible to global audiences. By
designing characters and settings that are not tied to any specific nationality, anime enables viewers from
different countries to relate more easily to the story. This strategy reduces cultural barriers and allows
anime to expand its global audience. When these two elements work together, Japanese anime achieves
success in both popularity and cultural impact. Mukokuseki lowers the entry barrier for global viewers, while
the portrayal of Japanese social norms and structures encourages deeper cultural interest. As a result,

anime becomes a medium that is globally accessible while still preserving its distinct Japanese identity.

5. Cross-Cultural Reception and Interpretation

The international expansion of Japanese anime offers a profound case study of how cultural products
are received and reinterpreted across national borders. By analyzing this phenomenon through the
frameworks of Abdallah [18] and Norris [19], it becomes evident that anime’s success is not merely due to
its entertainment value, but its role as a sophisticated tool for cultural learning and transnational identity
formation. Abdallah [18] provides a critical foundation for understanding the technical and cognitive aspects
of this reception through her experimental study on viewer perception. Her research specifically explores
the mode of consumption, namely, the choice between subtitled and dubbed versions as a decisive factor
in how global audiences decode Japanese culture. Abdallah [18] argues that subtitled anime acts as a more
effective vehicle for cultural immersion. By retaining the original Japanese voice track, viewers are exposed
to authentic paralinguistic features of the language, such as tone, emotion, and the use of honorifics (e.g.,
-san, -kun, -sama). Her findings suggest that this authentic exposure allows viewers to function as active
learners who can identify and absorb complex social hierarchies and modern Japanese etiquette more
accurately than those who watch dubbed versions, where such nuances are often domesticated or lost.
From this perspective, anime serves as a simulator of social relationships; it is an educational medium that
provides a clear window into the Japanese worldview, allowing international fans to develop a sophisticated
understanding of a culture that may be geographically and socially distant, yet feels intimately familiar
through repeated viewing.

Norris [19] argues that the global audience does not merely consume anime as a finished product;
instead, they appropriate or weave it into the fabric of their own local and personal identities. In this
extensive study of fan communities in Australia, Norris [20] demonstrates that anime acts as a vital cultural
bridge. This bridge allows fans to move past traditional nationalistic boundaries and overcome local

prejudices or intolerances toward regional neighbors. By engaging with Japanese narratives, fans enter a
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transnational or borderless social space where they can explore otherness and different cultural
philosophies without the friction of political tension. Norris [20] emphasizes that this process leads to the
formation of a shared global identity. For many, being part of an anime club or an online community
becomes a more defining characteristic of their identity than their specific nationality. In this sense, the
Japanese-ness of anime is not a barrier to global integration; rather, it is the unique cultural odor of the
medium that provides a meaningful and cool alternative to the standardized media produced by
Hollywood.

Building upon Norris [19]’s concept of identity appropriation and Abdallah’s cognitive decoding,
Samanta [20] demonstrates how anime operates as a non-Western contra-flow that actively incorporates,
transforms, and recontextualizes foreign mythologies into new Oriental perspectives. Drawing on AK.
Ramanujan’s theory of intertextuality, Samanta [20] explains that anime transforms cultural narratives from
rigid, localized context-free originals (such as classical Indian folklore and epics like the Mahabharata) into
fluid, slobalized context-sensitive counter-structures. When Japanese creators adapt foreign cultural motifs,
such as in Fate/Stay Night, Earth Maiden Arjuna, or Shurato, they strip away the traditional cultural context
to make these elements more universally adaptable for global audiences. However, Samanta [20] cautions
that this cross-cultural borrowing exists on a delicate spectrum between creative liberation and cultural
misrepresentation. While thoughtful adaptations (e.g., Kawamori’s eco-fantasy Arjuna or Nasu’s Fate series)
can foster intercultural appreciation without distorting underlying moral values, shallow or sensationalized
depictions (e.g., Record of Ragnarok) risk alienating native audiences and triggering ethical debates over
cultural appropriation. Thus, the reception of anime depends not only on viewer decoding, but also on the
cultural sensitivity with which creators reconstruct foreign heritage.

Complementing this intertextual perspective, Mulyaman et al. [21] situate this cross-cultural
exchange within a framework of behavioral political economy and cultural behavioral multilateralism. They
argue that anime’s global expansion cannot be understood merely as a unidirectional projection of
Japanese soft power, such as state-sponsored initiatives like Cool Japan. Instead, anime operates through
complex feedback loops in which transnational audiences actively participate in meaning-making,
adaptation, and co-creation. In the modern digital streaming era, near-simultaneous global releases create
shared temporal experiences across diverse geographic regions, from Tokyo, Paris, and Jakarta, fostering
real-time global solidarity networks. From a behavioral perspective, anime’s emotional resonance and
narrative framing shape cognitive preferences, subcultural identities, and social norms over time. Notably,
Mulyaman et al. [21] highlight that anime functions as a significant geopolitical asset: even in regions with
deep historical or diplomatic tensions (such as South Korea and China), it provides a neutral, grassroots
cultural space that sustains cross-cultural dialogue and interpersonal connections independent of state-
level politics.

The global reception and interpretation of Japanese anime demonstrates that it is not merely a form
of entertainment but also a powerful cultural tool and a space for transnational identity formation. In terms
of perception and behavioral learning, watching subtitled anime allows viewers to absorb social structures,

etiquette, and levels of politeness in Japanese culture more effectively than dubbed versions, as it
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preserves the original tone and linguistic context. In this sense, anime functions as a simulation of social
relationships, enabling global audiences to engage closely with Japanese culture. At the same time,
international fans incorporate anime culture into their personal identities, creating borderless social spaces
that can transcend racial biases and national political tensions, while offering a distinctive alternative to
mainstream Hollywood media. Moreover, anime facilitates a reverse flow of culture by reinterpreting myths
and narratives from other countries from an Eastern perspective, making them more flexible and accessible
to global audiences. However, such adaptations require cultural sensitivity. When handled respectfully,
they can promote intercultural understanding; when treated superficially, they risk sparking debates over
cultural appropriation. From a political economy perspective, the expansion of anime is not driven solely
by the Japanese state, but also by feedback loops in which global audiences actively participate in meaning-
making. In addition, simultaneous global streaming releases help build real-time networks of connection
and friendship. As a result, anime has become a geopolitical asset, creating neutral, grassroots spaces where
people from countries with historical or political tensions can maintain dialogue and positive relationships

over time.

6. Conclusion

In summary, the global success of the Japanese anime industry is not just about entertainment; it is
the result of the interaction between effective business strategies and strategic cultural promotion. Through
the integration of global streaming platforms, the Media Mix system, intellectual property (IP) management,
and the Cool Japan campaign, anime has developed into a globally competitive creative industry while
also strengthening Japan's international influence through soft power.

This article also demonstrates that anime plays an important role in promoting Japanese culture to
international audiences. Through the concept of mukokuseki, which reduces specific national characteristics,
anime has become more accessible to global audiences while still introducing Japanese values, social
relationships, and etiquette. At the same time, global audiences actively interpret, share, and adapt anime
within their own cultural contexts, making anime not only a cultural product but also a medium for
intercultural understanding and cross-cultural exchange.

Overall, this article provides a broader understanding of the strategic factors behind the global rise
of Japanese anime by bringing together business, cultural, and cross-cultural perspectives. This article also
offers useful implications for countries such as Thailand, where stronger support for original content,
intellectual property management, and cultural promotion could contribute to the development of more
competitive creative industries. However, the anime industry still faces important challenges, particularly
workforce shortages and rising production costs. Therefore, its future success will depend not only on
continued market growth but also on its ability to maintain high production quality while building a
sustainable business structure.

This article is limited by its reliance on secondary sources, which may not fully reflect the rapidly

changing nature of the global anime industry. Future studies may broaden the understanding of this topic
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by examining more recent developments in digital distribution, global fan communities, and changing

cultural and business strategies.
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Spatial User Needs Study of Tennis Club Facilities to Support Contemporary
Lifestyle in the Urban Context of Pattaya

Tharat Thanngam®" | Siriwan Rujibhong! and Manop Siripinyokij!

'School of Architecture, Bangkok University
*tharat.than@bumail.net

Abstract

This research aims to investigate the spatial requirements of a tennis club in response to
contemporary lifestyles within the context of Pattaya, a coastal tourism city with recognized potential for
sports, health, and wellness tourism. The study focuses on analyzing the perception of spatial needs among
users and stakeholders in order to propose appropriate interior design guidelines. A qualitative research
methodology was employed, comprising physical site surveys and in-depth interviews with 12 key
informants from four groups: entrepreneurs/investors, designers/architects, tennis coaches/athletes, and
general users. The study site was the tennis club at Welcome World Beach Resort & Spa, Thappraya Road,
South Pattaya, Chonburi Province.

The findings reveal that contemporary tennis clubs should be designed as integrated activity spaces
connecting physical exercise, health recovery, and lifestyle functions, with the tennis court as the core
element supported by wellness, fitness, and recreational areas in appropriate proportions. All four informant
groups reached consensus in selecting Layout Plan E as the most suitable spatial configuration. The findings
relate to the Sustainable Development Goals: SDG 8 on decent work and economic growth through sports
tourism employment, SDG 3 on good health and well-being through access to sport and wellness facilities,
SDG 9 on resilient infrastructure for sport and wellness facilities, and SDG 11 on inclusive and sustainable
urban spaces. The results contribute to interior design guidelines applicable as a framework for developing
tennis clubs in Pattaya and similar urban tourism contexts, with implications for Sports City policy and the

Eastern Economic Corridor (EEC) development area.

Keywords: Tennis Club Design, Spatial User Needs, Sports and Wellness Tourism Facility Design,
Contemporary Lifestyle
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