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To pursue the research purposes, several empirical surveys were conducted in
foreign countries and Japan, and text messages on Twitter were corrected to measure Japan and other Asian
countries” image. With regard to Taiwan and Korea survey results, use of Japanese media is significantly
associated with Japanese 1mages except for anime. Users of Japanese media are more likely to hold "warm"
image for Japan. Additionallﬁ, one of surprising results is that preference for Japanese food is
significantly associated with good Japanese images, both "warm" and "competent™ images. However, the
relationship between preference for Japanese food and Japanese images needs further study in the future.
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