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Abstract 
The book Agents of Influence gives us a comprehensive overview of Japan political 
activities in the United States when Japan invested into the US from 1980 to 1990. Author 
of the Total Lobbying collected data by interviewing 34 lobbyists from areas of public 
policy, procurement and land use. Then he analyzed these three kinds of lobbyists from 
the perspective of “what do lobbyists do other than lobbying, what does lobbying look 
like”. 
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1. Introduction 

The book Agents of Influence gives us a comprehensive overview of Japan political activities in 
the United States when Japan invested into the US from 1980 to 1990. The author analyzed the 
political reasons whey Japan could invest into the US successfully. In his opinion, it could be 
interpreted from both American politics rules and Japan business-government relationship. 
Resorting to lobbying, politicking and propagandizing, Japanese largely influenced on American 
foreign economic policies making. In the essay, it includes two parts. In the first part, the paper 
will summarize outline of the book. The outline will include Japanese Influence, Japanese 
Lobbying, Japanese Politicking and Japanese Propagandizing. In the second part, the review will 
illustrate the definition and role of lobbying. 

2. Outline of Agents of Influence 

As to Japanese strategy in international economic competition, it followed a simple and 
predictable pattern: “protect your own domestic market from foreign penetration and capture 
as much of your competitor’s market share as possible” (P xii). In order to carry out the strategy, 
Japan hired remarkably huge of lobbyists, political advisers and public relations 
representatives to influence American politics. Moreover, Japanese bought five colleges, funded 
a growing number of policy institutes and scholar to influence American public opinion. 

2.1. Japanese Influence 
According to traditional economic theory, price, quality, innovation, marketing and service 
determine a nation’s economy and a corporation’s destiny. However, Japan’s successfully 
investment in the United States in 1980-1990 added the sixth factor-politics into international 
business. It was recorded that “the top major Japanese and European firms spend half to three-
quarters of their time shaping the international and domestic policies that affect their 
businesses”(P3). Generally speaking, Japanese resorted almost similar patterns to achieve its 
victories. “When Japan has a competitive good or service, government-sanctioned cartels 
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destroy their foreign competitors with cutthroat pricing; when American firms offer a 
competitive good or service, the Japanese market remains tightly closed. If an American 
company protests, it is intimidated. If Congress moves to take action, Japan makes the issue a 
test of US-Japan relations; if there are bilateral trade negotiations, Japan stalls long enough for 
its industries to prevail. In virtually every instance, Japan hires prominent ex-officials of the 
American government and leading U.S politicians to plead its case with their friends in 
government and the press” (P14). Why did Japan conduct successfully political activities in the 
United States?  Reasons could be attributed from both Japan and the US. 
From Japan’s perspective, Japanese experiences in Tokyo could explain why they wanted to 
spend so much money in Washington. In Japan, power is significant scattered. Therefore, no 
one man could make a binding decision. One group should not damage but cooperate with 
others group. In Japanese businessmen’s eyes, information is indispensable for their success. 
And they brought this habit with them in American market, it is the reason why Japanese 
corporations hired thousands of analysts, advisers, and information gatherers in America. 
From the America’s perspective, there were no tough federal ethics laws and post-government 
employment rules, then the lobbying game was played with lawyers rules: “If it’s legal, it is 
‘okay’” (P16). However, different from the adversarial system of law, there was no neutral judge 
or jury in lobbying game; American firms were growing dependence on Japanese high-
technology components; American depended on Japanese funds to finance the federal budget 
deficit; American did not have one unified trade policy, it had dozens, and each of which reflects 
the limited bureaucratic concerns of individual federal agencies; America’s obsessive concern 
with the U.S-Japan relationship was also one of Japan’s diplomatic trump card. 

2.2. Japanese Lobbying 
After the Second World War, Japan experienced three lobbying stages before becoming super-
power. “In the first stage, the immediate postwar occupation when Japanese interests in 
America were primarily represented by leading Americans with long-standing relationships 
with Japan and the U.S Departments of State and Defense; the second began in the early 1970s 
when Japan began to hire well-connected Washington, D.C., insiders as lobbyists and advisers; 
the final state got underway in the late 1970s when Japan began to monitor Congress, hire ex-
members of Congress and their staffs, and establish its broad-based, grass-roots political 
network” (P64). 
The particular relationship between Japan and U.S came from Japanese Foreign Minister-
Yoshida. His statement was that “just as the United States was once a colony of Great Britain 
but is now the stronger of the two, if Japan becomes a colony of the United States it will also 
eventually become the stronger”(P67). 
When Japan planned to employ “name-brand lobbyists” in 1970s, most American political and 
business elites were reluctant to work as foreign agents. However, when Japan signed up Harald 
Malmgren, Eberle’s deputy in the Nixon and Ford administrations, their attitude changed. 
Moreover, “Japan has few difficulties finding well-connected lobbyists or advisers in 
Washington-primarily because these insiders seek out the Japanese”(P73). By hiring insiders, 
political consultants and participating in political coalition and associations, Japanese business 
conquered American market. 
However, foreign lobbying also brought disadvantages into American politics. It threatened 
“not only the integrity of government institutions but also the viability of government compacts” 
(P57); “the shuffling between public office and private positions shortens the government 
careers of U.S trade negotiators. Few of them have the time to develop a long-term perspective 
on American policy”(P59); “the revolving door also creates doubts about the trustworthiness 
of American trade officials and U.S trade processes because some inside information may be of 
use to the Japanese”(P59). 
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2.3. Japanese Politicking 
Not only lobbying special political actions in Washington, Japanese companies have “joined all 
the U.S. trade associations they can because by doing so, they gain valuable insights into the 
activities of their American competitiors”(P116) They also “create or join well-organized and 
well-financed ad hoc lobbying coalitions because this puts an American face on foreign 
politicking in America”(P117). 
When Japan’s investment in the United States increased in 1980s, Akio Morita, chairman of EIAJ 
argued that Japanese businessmen should broad their political activities beyond Congress and 
federal agencies in Washington. He suggested that state and local levels should be gained by 
Japanese firms. Reasons are: “the first principle, America’s economy is driven by American 
politics. In America, most politics are local and the most important local issue is always jobs; 
the second principle is that just as politics are local, so are matters of trade. While most national 
trade debates are fought over abstract theories of ‘free trade’ versus ‘protectionism’, few 
Americans really understand the pros and cons of the arguments. In practice, North Carolinians 
think that trade policy means textiles. Iowans think it means beef or corn”(P133). 
Mahe also suggested that “when choosing a plant site, the Japanese should meet with as many 
elected officials from as many communities as possible because even those officials whose 
communities are not selected will remain friendly and hope to have better luck next time”, and 
they “should not go to Washington, but go to their district offices”(P134). 

2.4. Japanese Propagandizing 
In order to ward off American criticism about Japanese protectionist economic policies, Mahe 
suggested that “perception is reality. If enough people believe something to be true, it has the 
same impact as being true whether it is a fact or not” (P148). Therefore, Mahe suggested 
Japanese to take the following action: “shape the opinions of the American people, and you 
control the actions of their government”(P148). Generally speaking, Japan took six excuses to 
justify its closed market. They are “Japan creates jobs for Americans; Japan’s critics are racists; 
it’s America’s fault; Globalization; Japan is unique; Japan is changing its ways” (P148). 
As to strategies, Japan adopted both overt and covert propaganda. “The overt propaganda 
largely is concerned with providing foreigners a better understanding of Japanese history and 
culture; the covert propaganda has little to do with history and culture, it aims to develop the 
Japanese economy, its industries and exports” (P164). In order to influence next generation of 
America, Japanese government launched “U.S. education program by offering elementary and 
secondary social studies teachers all-expenses-paid tours of Japan”(P182). In order to influence 
American public opinion, Japan funded several media programs to propagandize Japan. 

2.5. Proposals to Reduce the Influence of Foreign Interests Over American 
Affairs 

In order to reduce the influence of foreign interests over American affairs, the author advocated 
eight proposals. The first is to stop Washington’s revolving door; the second is to require full 
disclosure of foreign agents; the third is to prohibit foreign participation in American elections; 
the fourth is to provide full federal funding for presidential libraries; the fifth is to prohibit 
foreign gifts or compensation to ex-presidents; the sixth is to limit state and local subsidies to 
attract corporations; the seventh is to reduce America’s dependence on foreign capital; the 
eighth is to increase business involvement with government (P201-205). 

3. Outline of Total Lobbying 

Author of the Total Lobbying collected data by interviewing 34 lobbyists from areas of public 
policy, procurement and land use. Then he analyzed these three kinds of lobbyists from the 
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perspective of “what do lobbyists do other than lobbying, what does lobbying look like”. Due to 
land use and procurement are subset of public policy, the paper will only discuss general 
information of lobbying and public policy lobbying. 

4. What Kind of “Conventional Wisdom” Do we have Relating Lobbying? 

First, many types of organized interests engage in lobbying, such as business firm, trade 
associations, professional associations, citizen groups, labor unions, government entities, think 
tanks, charities, universities and colleges, coalitions, hospitals, churches; 
Second, lobbying takes places at all three levels of government, national, state and local; 
Third, lobbyists have a wide variety of lobbying techniques at their disposal. As to legislative 
lobbying techniques, lobbyists can testify at legislative hearings. They can meet personally with 
legislators and/or their aides. They also can lobby the legislature by doing favors and /or 
providing gifts for legislators; as to executive branch techniques, on the one hand, they could 
meet personally with the chief executive and/or his or her aides. On the other hand, lobbyists 
contact special liaison, outreach, or advisory offices located within the chief executive’s office; 
to judicial branch lobbying, one means is to engage in litigation. Another is to submit amicus 
curiae briefs. Even further, they could engage in judicial lobbying by attempting to influence 
judicial selections. Except direct lobbying above, there are also grassroots and electoral 
lobbying. “Grassroots lobbying is aimed at ordinary citizens, rather than government decision 
makers. The goal of grassroots lobbying is to mobilize citizens to participate in some way so 
their voices will be heard by government decision makers”(p22). Among all these lobbying 
techniques, “meeting personally with government officials and engaging in grassroots lobbying 
are particularly effective lobbying techniques”(P25); 
Fourth, lobbying=providing information. Generally, lobbyists will provide three kinds of 
information. They are political information, which is “about the status and prospect of a 
proposed or potential government decision” (P28); career-relevant information, which is 
“about the implications of a particular course of action for a government official’s prospects of 
keeping and/or advancing in his or her job” (P28); policy-analytic information, which is “about 
the potential economic, social, or environmental consequences of a particular course of action” 
(P28); 
Fifth, institutions, especially business firms, dominate lobbying in the United States; 
Sixth, lobbyists spend a lot of time on non-lobbying activities, such as monitoring and 
interacting with clients. “Monitoring government is important because it helps lobbyists learn 
what things are in the pipeline that may affect the interests they represent” (P31). 

5. What is lobbying and lobbyist? 

Although many former political scholars defined lobbying in different ways, the author 
regarded lobbying as “an effort designed to affect what the government does” (P5). 
When lobbyists tried to affect government decision-making, to a large extent, they represented 
organized interests. In the book, the author defined “organized interest” as “an organization 
that engages in political activity-that is, activity designed to affect what the government does” 
(P6). 
In this way, lobbyist is “a person who lobbies on behalf of an organized interest (or numerous 
organized interests)” (P7). 
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6. What Characteristics Does Public Policy Lobbying have? 

In legislative branch, there are two general types of lobbying, background legislative lobbying 
and proposal-specific legislative lobbying. According to author’s definition, “background 
legislative lobbying is a broad-spectrum lobbying not aimed at influencing a specific piece of 
legislation, but rather designed to make legislators aware of who a lobbyist is, what organized 
interest he or she represents, and what the lobbyist’s general policy interests are” (P58); 
“proposal-specific legislative lobbying means that lobbying designed to affect how legislators 
act on a specific piece of legislation” (P58). Just like other lobbying stages, in the stage of 
legislative lobbying, lobbyists will provide policy-analytic information, career-relevant 
information and political information. 
In the executive lobbying stage, it is a little different from legislative lobbying. Lobbyists usually 
lobby chief executives and/or their aides and personal meeting is the most effective lobbying 
technique. As to information they provided, they primarily employ policy-analytic information. 
However, although bureaucrats are not elected, they too have constituents that they like to keep 
happy, because “(1) they do not want to attract bad publicity and (2) they want to please the 
people who they perceive to be their constituents” (P72). 
In order to win lobbying, lobbyists should bear these in mind. First, they should not ask too 
much. Too much means “something that represents a radical departure from existing public 
policy” (P95); second, they should preserve a great quantity of resource, because lots of 
resource, such as money, could make them to do more; they should not flout public opinion. In 
other words, they should “not asking for something that is counter to public opinion” (P97); 
fourth, play defense rather than offense, because “they were unanimous in the belief that it is 
much easier for a lobbyist to convince a policymaker not to do something than to do something” 
(99); fifth, have a good, credible policy-analytic information to present to policymakers. 
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