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The International Spread of the Culture of
Some Developed Countries

Take the America France England Japan Korea as Examples

Guo Zhiwei Cheng Enfu

Abstract: The major capitalist countries in the West such as the United States
France Britain Japan and South Korea have continuously promoted the international
communication of their own cultures for the sake of their own political economic and i-
deological interests which consequently increased the complexity of globalization. They
take use of the first — mover advantage and spare no effort to export their ideology to other
countries in the world and seek cultural hegemony in order to create a cultural environment
that is more conducive to capital expansion and chasing higher surplus value. Despite the
competitions among themselves sharing the same ideology they cooperate with each
other and complement each other. They have built a cultural paradigm favoring capital in
the international arena and monopolized the international discourse. Generally speaking
the international cultural communication of such nations has turned out to be both expan—
sionary and vulgar as a perform of cultural imperialism and also rational and progressive as
a cultural necessity to meet people’ s needs in other countries. To analyze such countries’
strategies and tactics is conductive to China’ s resisting the invasion of capitalist culture
safeguarding the national cultural security and promoting the international communication
of socialist culture with Chinese characteristics.

Keywords: Developed Country; International Cultural Communication; Cultural He—

gemony



