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Research question

Is a country’s soft power 
related to attractiveness?
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Within-subjects design. Sample: N = 50; 50% female; Age: M = 29.9 (SD = 11.5), 18-59; Education: 52% bachelor’s degree; Lived abroad: 24% yes; Nationality: 24 countries

Rate country attractiveness

0 = Strongly 
repulsed by

100 =Strongly 
attracted to

Evaluate images with vs. without 
country label (landscapes)

Effect of country attractiveness 
on valuation and preferences
Linear mixed regression model
IV: country attractiveness rating
Controlling for country familiarity level
Random intercept: persons; random slope: 
attractiveness

DV: difference labeled-unlabeled ratings 
(landscapes)

DV: average ranking position across the 
three scenarios

Within-subjects design. Sample: N = 221; 52% female; Age: M = 41.0 (SD = 12.5), 18-72; Education: 48% bachelor’s degree; Lived abroad: 45% yes; Nationality: 19 countries (UK Sample)

Rate country attractiveness

0 = Strongly 
repulsed by

100 =Strongly 
attracted to

Evaluate images with vs. without 
country label (landscapes)

Choose preferred country
(4 scenarios)

DV: difference labeled-unlabeled ratings 
(landscapes)

DV: average ranking position across the 
four scenarios

1
2
3
4
5
6
7
8
9

10
11
12

R
u

ss
ia

Ir
an

Is
ra

el

C
h

in
a

U
S

Fr
an

ce

G
er

m
an

y

It
al

y

A
u

st
ra

lia

N
et

h
er

la
n

d
s

Sw
ed

en U
K

R
an

ki
n

g 
p

o
si

ti
o

n
 (

1
=b

es
t 

-
1

2
=w

o
rs

t)

Study Broadcast_content Policies Challenge
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Study Broadcast_content Policies

Between-subjects design. Sample: N = 599; 52% female; Age: M = 46.5 (SD = 15.5), 18-81; Education: 40% bachelor’s degree; Lived abroad: 34% yes; Nationality: 42 countries (UK Sample)

Effect of country attractiveness 
on valuation and preferences
Linear regression model

DV: ratings given to labeled images
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Diff_Face_Male Diff_Face_Female Country_Attraction
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Diff_chair Country_Attraction
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Diff_Landscape Country_Attraction
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Attraction → soft power

- Strong evidence: (un)attractive countries (un)favor country choice in 

several situations (scenario task).

- Weak evidence: country attractiveness changes evaluation of 

elements related to the country—landscapes, faces, objects (image task).

- Attractiveness may be part of the mechanism underlying country soft 

power.

HARD
power

SOFT
power

Evaluate images with vs. without 
country label (faces)

Evaluate images with vs. without 
country label (landscapes)

Evaluate images with vs. without 
country label (object - chair)

Effect of country attractiveness 
on valuation and preferences
Linear mixed regression model
IV: country attractiveness rating, 
Controlling for country familiarity level
Random intercept: persons; random slope: 
attractiveness
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*Range:
-100 to +100
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*Range:
-100 to +100
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Choose preferred country
(3 scenarios)

IV: country attractiveness rating (Study 1)
Controlling for image type and ratings without label

Pre-registration OSF CENs – Uni Bonn CGS – Uni Bonn


