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Stability in all PRC sectors is generating confidence, and with that comes the opportunity for
outside engagement. An increasingly confident Chinese politic deepens Advertisement as
Information — Information as Advertisement outside the government sector, networking the
domestic economy with global business. More than a macro-diplomatic tool, advertisement-era
scmi-privatized messaging also fosters the involvement of the individual (e.g. MySpace,
YouTube, blogs, group-texts). The PRC has crossed a new threshold. In today’s China, the
individual has becn empowered with information and the means to engage in “opinion” and
message development through self advertising.

The current Chinese leadership appears to have fully embraced the value of public diplomacy
and has set its sights on learning how to promote Chinese soft power globally. This paper
explores the strategies, systems, and effectiveness of China’s ability to communicate — to
advertise — its message at home and abroad. Through careful shifis in symbolism and outsider
engagement, 21st century China has grown adept at presenting beneficial China information as
advertisement® and seemingly apolitical advertisement as information—subtle international
messaging. China’s 30-year transition from dragon to panda is traced in this paper: from the
political stratagem of propaganda and overt political messaging to politically benign
advertisement. ' '

The use of the term advertisement is purposeful. Analysis of the advertisement industry in China
indicates its increasing use in messaging and communication through commercial advertising,
Advertising for profit in the PRC didn’t exist until after 1979 and it has developed rapidly in
recent years. In 2005, commercial advertising was an $18 billion dollar industry representing
0.78% of China’s GDP.*

Taking the concept of advertising a step further, and employing the English-language China
Daily newspaper, foreign-targeted CCTV programs, and internationaily heard China Radio
International (CRI), China “advertises” itself abroad as an important voice on the world scene, a
Chinese alternative to CNN and the BBC (CCTV-9 and CRI). Since the 1990s China’s media
organs have been functioning much like those in the West—by private entrepreneurial
investment and advertisement. When perusing the China Daily, ads range from “China
Investment Directories™ to “Luxury China Hotel Indexes” to advertisements for the China Daily
or the Olympic games to pleas that readers “Donate Now for Earthquake Relief” (pictured right).

* While meant to be part of China’s messaging to the world, this new currency could not distribute fast enough for
street entreprenewrs to hawk the demand — asking over RMB300-400 for a new RMBI10 hill.

? This paper will play with the concept of “advertisement™, often highlighting a shift in China away from
“propaganda” or “messaging” and towards the capitalistic edge of “advertisement”.

The OED defines “advertisement” as:

1. a paid announcement, as of goods for sale, in newspapers or magazines, on radio or television, etc.

2. a public notice, esp. in print.

3. the action of making generally known; a calling to the attention of the public
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Introduction

The U.S. and other Western countries possess or control almost all the world's
media and they mostly show the negative side of China to Western audiences.’

China has long perceived the Western press coverage it receives as often hostile and sometimes
deliberately slanderous. China’s Foreign Propaganda organizations attempt to counter erroneous
statements and protect China’s international reputation by using a combination of previously
developed and new messaging methods.

As outlined in previous IHSI research (China’s Convergent Communications Network” &
“China’s Information Development, Management, and Dissemination), the PRC clearly
recognizes thc importance of information and communication technology {ICT) to network
sustained economic growth and political stability. In order to remain a financially profitable
central player in the borderless realm of e-commerce (delete this and a diplomatically viable
participant in instantancous communications exchange), China has vigorously pursued the
creation of a seamless ICT network and an efficient physical infrastructure to employ it
domestically and abroad. International political relationships, global commerce and the newly
empowered individual demand no less. Today the development of a state-of-the-art convergent
communications foundation to enable broadcasting, publishing, internet development,
telecommunications, and technological advancement incentives are prominently in evidence all
over China.

We further assess that China’s use of semi-privatized media networks and embrace of
‘convergence’’ technologies (ie. cutting edge telecom services or web-based broadcasting/
publishing) will give the current system of central leadership distinct advantages when delivering
influential messaging and ‘advertisement’ as long as it successfully manages the expectations of
individuais now relatively empowered by access to networked communications. PRC senior
officials must thread a delicate balance when delivering political messages nationally and
internationally. They must successfully employ the converging communications system while at
the same time maintaining primary influence over China’s information infrastructure. Control
over the control over the many layered modal messaging structure — increasingly led by fhe
people's entrepreneurial periphery will be challenging. Consequently, it is not only important to
have the ICT means to deliver a message, it is critical that the PRC leadership have the dexterity
necessary to influence the system and positively communicate a cultural message through the use
of information as advertisement, advertisement as information.®

Paper Overview

Formal Abstract: This paper examines China’s progress in developing a global commercial and
public affairs communication and information system. With the core of the China Radio

% Duiwai xuanchuan cankao (Foreign Propaganda Reference) 4 (2004): 12,

7 4™ 4 communication technolgies

8 “China’s Convergent Communications Network™ & “China’s Information Development, Management, and
Dissemination”, IHS International, 2008,



International (CRI) infrastructure, China is now pushing to advance the quality and scope of its
'content’ for information and entertainment to a global public affairs and commercial audience.

Chapter 1 - tracks the evolving strategies of China’s foreign messaging from the 1980s, through
the Tiananmen demonstrations of 1989, to the present.

Chapter 2 - will consider how China’s propaganda in the 21% century is not so easily
distinguished from marketing. Following a 20 year evolution from overt propaganda to one of
public affairs/advertisement, 21* century China is fully engaged in the art of self branding at
home and abroad

Chapter 3 — describes the role that China Radio International plays in message dissemination
within China and overseas. With 290 hours of daily programming beamed across the world in
43 languages through some 50 short-wave transmitters in Asia alone, China Radio International
(CRI) is a significant component of Beijing’s international public diplomacy effort

Chapter 4 — presents the “case study” of China’s Olympic marketing. Probably no other single
issue provides a more comprehensive illustration of China’s determination to project a carefully
crafted image of mastery and modermnity relative to the upcoming 2008 Beijing Olympics.



Chapter 1
Historical Overview: China’s Foreign Messaging

1980s: Foreign Propaganda, Finding Friends

During the 1980s the Chinese understood “Foreign Propaganda” as essential to reflect a post-
Mao, modem China. This marked a dramatic departure from the last ten years of the Mao era
during which xenophobia had escalated to the point at which China was almost completely
isolated from the world outside. During these years no ordinary Chinese citizen dared to be seen
fraternizing with a foreigner for fear of accusations of being a spy.’ But rather than
overthrowing its political system, China of the 1980s was prompted to position itself as
economically central to the international market place. While Mao-era propaganda attacked
foreign imperialism and foreign propaganda, Chinese propaganda officials of the 1980s were
actually instructed to “de-emphasize the political content [Marxist/Maoist aspects] of their work
and stress that China was a democratic country with a proper legal system.” * An approachable
international image for China was correctly understood as essential to modernization and
economic involvement,

Hence, in 1980, the Chinese formed a Foreign Propaganda Group (duiwai xuanchuan xiaozu) to
specialize in messaging outside of China. In the years following 1980, foreign messaging was
no longer concentrated solely in Beijing. Indeed, every province and administrative area in
China formed its own foreign propaganda unit. This marked a dramatic change. More than
forty government department and semi-private organizations followed suit by establishing their
own “official foreign media spokespersons™.'' A national meeting of local propaganda bureaus
was held in 1982 and each area in China was instructed to do what they could locally to
encourage foreign investment and tourism in their towns or provinces.'? Also during the early
80s the Foreign Propaganda Group encouraged the increase in foreign propaganda news bureaus,
broadcasting, films, television, and publishing (all of which was simultaneously undergoing a
major modern revitalization). It was during this period that the Chinese released their first
English-language newspaper, The China Daily, filled with carefully crafted, China-friendly
messaging for non-China audiences.

Beginning in the late 1970s and lasting until the late 1980s, all foreigners were treatcd as
potential friends of China—friends who should be treated as such. Therefore, propaganda
released during this time was engineered to appeal to foreign tastes, and overcome suspicions.
While the message would carry a Chinese flavor, it would rarely contain a hard-line political
message. Unlike the Mao era, both official and non-official propagandists werc advised by the
CCP via the Foreign Propaganda Group not to use political slogans. If they had to use these

® Marketing Dictatorship

19 «Sifabu Zou Yu fubuzhang tan zhengzhi gongzuode duiwai xuanchuan,” Duiwai bavdao cankao (Foreign Reports
Reference) no. 8 (1983): 2-4, “Zhu Muzhi tan duiwai wenhua jiaoliu he xuanchuan gongzuo,” Duiwai baodao
cankao 9 (1983); Zhu Muzhi, “Zai quan guo duiwai xuanchuan gongzuo huiyi shang de jianghua,” November 26,
1986, Zhu Muzhi Discusses Foreign Propaganda, 120.

'" Marketing Dictatorship

12 Zhu Muzhi, “Zai quanguo duiwai xuanchuan gongzuo huiyi shang de jianghua,” October 30, 1990, Zhu Muzhi lun
duiwai xuanchuan (Zhu Muzhi Discusses Foreign Propaganda) (Beifing: Wuzhou chuanbo chubanshe, 1995}, 296.



slogans, then they were to adapt them—translate them—to phrasing that foreigners could
understand in terms that would not unsettle them. "

1989: The Pendulum Swings

The Tiananmen Squarc Demonstrations, which transpired between April and June of 1989,
swung China back to a state of isolationist protectionism. The CCP perceived China as under
attack by hostile foreign forces (the most divisive of which was rioting within China itself)
seeking to undermine the CCP’s hold on China, power, and stability. Marking a dramatic
departure from the Foreign Propaganda Group’s work to forge ties with foreigners, the protest
movement delivered a new framework for thinking about foreigners. The CCP set up a new anti-
foreign propaganda effort within China. This propaganda blamed foreign ideology and deceit for
the unsettling protests. During the riots senior propagandist and party member Zhu Muzhi issued
a report to the Party in which he described the Western press as vilifying the Party’s response to
the “democratic uprisings” detailed by the foreign media. He explained that China’s
internationally-rcleased propaganda would have to battle actively for a “just” world opinion of
China. Zhu Muzhi explained that propaganda released on the subject of Tiananmen should
speak to the fact that the events of April-June of 1989 marked an anti-government rebellion and
not a peaceful demonstration. Furthermore, propaganda should attempt to demonstrate why it
was necessary to employ military force to re-establish order. All propaganda, according to Zhu
Muzhi, should stress that despite the surface unrest, China remained economically and politically
stable.

Following the Tiananmen tragedy and the collapse of communism in Eastern Europe and the
Soviet Union, China’s new leadership became convinced that the Western world did not want
China to become strong and was fundamentally opposed to the PRC for ideological reasons.
These conclusions became the framework for China’s foreign propaganda work in the 1990s and
carly twenty-first century.

1990s: Foreign Propaganda, Protecting China

The demonstrations of 1989 alongside the collapse of the Soviet Union left China more isolated
from the outside world than it had been even under Mao’s protective rule in the 1960s. In order
to combat the hostile foreign assessments of China, in the 1990s China redoubled its efforts to
establish an unmediated voice among the international media. In March of 1990, the CCP
revived the Central Committee Foreign Propaganda Group (which had been closed down in
1988). In 1991 the CCP established the Office of Foreign Propaganda/State Council Information
Office—making the Office of Foreign Propaganda a separate unite from the Central Propaganda
Department,”® The OFP/SCIO became the public face of China’s foreign messaging work.
Between 1990 and 1998 Zhu Muzhi was placed in charge. From 1998 until 2005, Zhao Qizheng
assumed control of the OFP/SCIO. In late 2005, Cai Wu became the leader of foreign messaging
and was given the title “Minister of Information”.

As China increased its involvement with the outside world it also increased the volume of
foreign propaganda being produced. But as economic efficiency became more and more

'* Marketing Dictatorship
4156
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central—as State Owned Enterprises began to mount their own advertising campaigns to court
private funding and tum a profit-—China’s foreign messaging was also semi-privatized. While
the philosophical framework contained in China’s overseas messaging was centrally determined,
the State was no longer capable of paying for this “news” to find its way to foreign readers. It
therefore became important that China produce news—books, articles—that the outside world
would carc to purchase. Hence, in 1994, the Foreign Language Press underwent a major reform.
With the advent of the internet, the CCP also managed to cut costs by posting (not printing) Party
lines on the official PRC webpage.

Just as the 1990s increase in foreign messaging required more sustainable economic tactics, it
also required a more elaborate organizational structure for the propaganda work itself. The CCP
Central Committee Foreign Propaganda Group maintained its role as the policy setter in foreign
messaging. The policies were, in turn, implemented at the provincial level by propaganda offices
with direct officials in various government departments and work units whose interests touch on
foreign propaganda, such as: foreign affairs, foreign trade, tourism, overseas Chinese affairs,
radio and television, print media.'* Also re-invented during the Deng-era, was the term “foreign
propaganda”, which was re-titled “public relations/publicity and information.”

Taiwan, for Example

The changing decades of China’s distinctive foreign propaganda policy can be observed in the
PRC’s evolving propaganda directed at Taiwan. During the Mao era propaganda aimed to
“divide and demoralize, incite rebellion and get them to come over [to the communist side).”'®
All that changed in the 1980s during which the PRC attempted to build emotional connections,
create positive propaganda, and to emphasize unity, friendship, and politeness. One propaganda
document dating to that period explains of China’s intended engagement with Taiwan, “we
certainly won’t attempt to sow discord, deceive or slander, nor will we ridicule or speak
sarcastically.”'” The document goes on to describe how important it is to avoid ideological
questions about Taiwan’s independence, as this fractious issue will only serve to further
deteriorate China’s true unity. Indeed, the goal of all of China’s 1980s friendly posturing with
Taiwan was unity. Careful “thought work™ was performed on Taiwan’s traveling journalists who
arrived in China only to be shown the most impressive and China’s friendly of vantages—
producing China-friendly perspectives practically regardless of personal biases.

Friendly policy shifted after the summer of 1989. During the 1990s the PRC became concerned
that Taiwan was pumping incendiary radio and television programs into the Chinese mainland.
Indeed, on Fune 1990 the PRC claimed to have heard the ROC Information Office (of Taiwan)
making a covert decision to export as much Taiwanese culture and mtellectual products to China
as possible. They were doing this in order to bring about a “qualitative change”—democracy—
in China. During this period, rather than engage Taiwan in a friendly manner that invited feeling

'* Sifabu Zou Yu fubuzhang tan zhengzhi gongzuode duiwai xuanchuan,”Duiwai baodao cankao (Foreign Reports
Reference) no. 8 (1983): 2-4, “Zhu Muzhi tan duiwai wenbua jiaolia he xuanchuan gongzuo,” Duiwai baodao
eankao 9 (1983); Zhu Muzhi, “Zai quan guo duiwai xuanchuan gongzuo huiyi shang de jianghua,” November 26,
1986, Zhu Muzhi Discusses Foreign Propaganda, 945,

'® Brady, Anne-Marie quoting Li Yuanjiang, ed/, Duiwai xuanchuan jichu (Basic Foreign Propaganda) (Guangzhou:
Guangdong renmin chubanshe, 1937), 85.

' Brady, Anne-Marie quoting Duiwai xuanchuan jichu, 85.
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of deep-seated unity, China directly and openly criticized Taiwan’s domestic, democratic politics
in an attempt to undermine Taiwan’s own covert, derisive propaganda program in China.

Today, however, China is once again promoting the message of cultural unify in its Taiwan-
issued propaganda—though the key term is now “Chinescness”—the Chinese national brand—
and the emphasis has ostensibly shifted from politics to commerce. In order to prevent Taiwan’s
cultural products from flooding the Chinese market, China promotes Chinese culture in its
overtly friendly Taiwan cngaged propaganda. And the marketing of Chinese culture to
Taiwanese and Taiwanese culture to Chinese doesn’t stop there. In fact, in the early 21* century,
when Taiwan began transmitting cable broadcasts within the United States China quickly
followed suit so as not to be left behind the battle for the best international image.
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Traditional thinking would lead many people to imagine that each TOP company would have
one global marketing campaign for the Beijing Olympics. But for these sponsors, the
fundamental novelties of the Chinese commercial market, the consideration of the Torch Relay
issue, and the continued criticism from groups who want them to use their influence to improve
China’s human rights record make their role as an “Olympic Partner” a substantial challenge.
And yet, the sponsors plan to “stay the course”, believing there is more of a financial u?side to
the relationships they build with Chinese consumers than a political downside globally.”* China
represents enormous growth potential for these companies, whose challenge it is to cement their
brand’s image with Chinese consumers without letting that process crumble their image with the
rest of the world. For the Chinese government, the process becomes a valuable tool for using
forcign companies to promote Beijing’s agenda on a global stage.

While not a TOP company, Adidas® stands apart from the other sponsors by its more obvious
promotion of Chinese nationalism. Its Olympics television campaign will air primarily in China,
featuring almost exclusively Chinese athletes, and its driving theme will be Chinese pride in
hosting and winning the Games. Adidas’ risky focus on the home team is evidence of its larger
mission: an attempt to overtake rival Nike in its share of the China market. While every brand is
taking a calculated risk at the Beijing Games, Adidas faces more of a backlash than other
sponsors becausc of its China-centric message.’

McDonald’s is using a complex, much subtler approach to Chinese nationalism in their Olympic
ad campaign. The most trumpeted element of McDonald’s Olympic sponsorship is a reality
television program called “McDonald’s Champion Kids.” Reality shows are extremely popular
in China, and this one has aired regularly from October 2007. It brings together more than 200
children from 40 countries to compete in a series of quiz shows and athletic competitions, many
of whom will also act as youth correspondents for their hometown media outlets during the
Games.” Michael Wood, CEO of Leo Burnett ad agency,”® explains that “nationalism is not a
strategy... it is a shared value, which when executed in the right way by the right brand, can
create a powerful connection with people.” Phyllis Cheung, director of marketing for
McDonald’s in China, says, “We are an international company, no doubt about that. What we
are doing is being locally relevant, rather than getting into the arena of playing up nationalism.”?’
By centering the campaign’s global message on McDonald’s ongoing commitment to children’s
well-being, the image of gleaming, consummate patriotism portrayed by any bought-and-sold
spokesman is replaced with the innocent ambition of a french-fry-eating future Olympian.

Visa is also finding ways to turn our attention toward international goodwill. Their new tagline,
“Go World,” stresses global harmony over nationalistic competition, and focuses on the
achievement of the human spirit as embodied in the athletes. The sepia tones of Visa’'s visnal

% Fowler, Geoffrey A., “Cheers for China — Olympic Marketers Launch Ads Lauding the Home Team; Coke, Pepsi,
McDonalds Make Patriotic Appeals,” The Wall Street Journal, April 18, 2008.

* Adidas is officially a Beijing 2008 Parmer, one sponsor-level below the TOP Worldwide Olympic Partners.

# Kang, Stephanie, “Adidas Ad Campaign Invokes Chinese Nationalism,” Wall Street Journal, July 3, 2008

*> McDonald’s press release, from www.chainleader.com, June 2, 2008.

* Fowler, 2008. Leo Burnett is owned by Publicis Groupe, and works for both McDenald’s and Coca-Cola in
China.

77 Fowler, 2008.
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to supplement their falling government grants by manufacturing and selling (unlicensed) satellite
dishes to Chincse citizenry. Furthermore, Chinese nationals were not only receiving foreign-
produced programming via satellite. The many Chinese cable stations (which reproduced
exponentially during the 1990s) would illegally relay transnational programming or pirated
videos to local neighborhoods. Thus cable television had become a large-scale industry in China,
attracting foreign investment (and programming) as well as domestic (including provincial
government level) investment.

Aware of this phenomenon, the CCP sought to capitalize on this globalization of media both by
turning a profit and making its own voice heard-—intemnationally. In a 1989 meeting, top
propagandists identified television as the most important tool to use for forecign messaging in the
coming decade. The proliferation of Chinese broadcasting could not be achieved, however,
without the financial subsidies derived from advertising. Because Chinese brand television was
understood as important for both domestic and foreign messaging, the CCP loosened the “apron
strings” from the once entirely SARFT-controlled, PRC-financed China broadcasting of the
1980s.

In 1992, the PRC established CCTV-4, a channel that targeted overseas and foreign Chinese
viewers (including people in Taiwan, Hong Kong, and Macau). In the mid-1990s CCTV entered
into various commercial agreements with Associated Press TV (APTV), US-based Encore Media
Corporation and Australia’s Channel Nine for supply and exchange of global news, sports,
children’s programs, drama and movie programming. In 2000, CCTV-9 was established as an
. English-language channel (beginning in 2004—also available in Spanish and French) messaging
to foreigners within China as well as English speakers outside of China’s boarders. CCTV-9 is
the Chinese estimated equivalent of CNN. It provides international news coverage that is Party
approved, and China-fricndly. Today, CCTV-4 and CCTV-9 can be viewed internationally on
Fox and Time Warner networks,

The growth of transnational television was influenced not just by governments and policy
makers and regulators but also by the management decisions of media-owners, cable operators,
satellite providers, advertising agencies, marketers, software developers and other players,
whether proactive or reactive. In 2000, the overall Asian television advertising market was
cstimgged at a worth of US$36 billion and is expected to more than double to US$76 billion by
2010. _

Beijing wants to develop and wield its international broadcasting power. In recent years, Beijing
has made major inroads into the overseas Chinese media market. While Beijing granted AOL
Time Warner and China Entertainment Television a license to broadcast the commercial
programs of China Central Television (CCTV) in Guangdong Province in 2002, the programs of
CCTV-9 (CCTV’s 24/7 English channel) can be broadcast via AOL’s cable network in North
America. CCTV-9 also can be watched via Sky Digital in Great Britain. Now, CCTV-9’s

¥ Thomas, Amos Owen, Transnational Media and Contoured Markets: Redefining Asian Television and
Advertising, Sage Publications: London, 2004, pp. 121,
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broadcasting has more than 700,000 subscribers abroad, and its satellite broadcasting has more
than 500,000 subscribers in the United States.*

Previous IHSI studies have identified some tactics that characterize Beijing’s efforts to influence
overseas Chinese media: (1) to directly control newspapers, television stations and radio stations
through complete ownership or owning major shares; {2) to use economic ties to influence
independent media that have business relations with China; (3} to purchase broadcast time and
advertising space from existing indcpendent media; and (4) to deploy its own people to work in
independent media, achicving influence from within their ranks.*’

Internet Broadcasting

Internet-based broadcasting and blogging has created a fundamental culture shift. Through these
means Chinese individuals are empowered to voice their opimions. Still other Chimese
entreprencurs enable these voices by supporting the online-interfaces by purchasing
advertisement space. All this is happening with the awareness and de facto consent of the CCP.

Internet We Media

According to BDA China, a Beijing-based research firm, the number of Internet users in China
reached 228.5 million in March 2008, surpassing that of the U.S. for the first time, which was
217.1 million.*® With the rapid penetration of Internet usage in China, came the development of
Internct We Media,”” an interesting phenomenon in a country known as being traditionally
stringent in media and publication censorship. What stance the government has taken toward the
We Media and how has it evolved in this short period of development? What role does the We
Media play in Chinese domestic messaging and international messaging?

While the Internet emerged as a medium of accessing information in the beginning, one of the
less anticipated results of its growth, especially for the Chinese government, is that the sources of
information on the Internet could become so diversified as to include audiences themselves.
From various forums on Internet portals, to blogs, and to the recently flourishing YouTube
comparable sharing-your-own-video websites, the Chinese government at first viewed them with
suspicion and then accepted them with caution. Recently, it began to respond to information
posted on the We Mcdia platforms in a more positive way and taking advantage of them for
government messaging. The very fact that the government is allowing these sites to continue
shows a strong shift in censorship, and signals the Party condones their content because its flavor
is largely favorable to state interests. Growing nationalism online and the expericnce of YouTube
comparative sites in China provides a strong example.

* Ding, Sheng. “Digital Diaspora and National Image Building” Pacific Affairs. V80, Nod, Winter 2007-2008. p642
¥ Duzhe Mei, “How China’s government is attempting to control Chinese media in America,” China Brief, vol. 1,
no. 10 (2001), pp. 1-3.

% See IHSI report China’s Convergent Communications Network, April 2008, page 20.

** The We Media refers to the phenomenon that online audience “become an active participant in the creation and
dissemination of news and information” with all those “easy-to-use Web publishing tools, always-on connections
and increasingly powerful mobile devices.” -- See Lasica, ).D. (ed.), We Media, How Audiences Are Shaping the
Future of News and Information, a thinking paper of the Media Center of the American Press Institute, July 2003,
available at hitp://www.hypergene.net/wemedia/download/we_media.pdf.
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Chinese “YouTubes”

According to iResearch, a Shanghai-based Internet survey firm, China’s Internet video users will
incrcase from 107 million in 2007 to 230 million in 2010. The value of online video market will
jump from 900 million Yuan in 2007 to 3.65 billion yuan in 2010. One of the firm’s surveys also
found that in October 2007, Chinese netizens watched 257.59 million hours of video clips online,
up 89% over the same period of 2006.*°

Many Internet portals in China offcr online video services, including existing Web portals and
news portals run by traditional media organizations. Such Web portals are not a concern to the
government. The emergence of YouTube-like sites, where they allow users to upload video
footages to share with other users, was not embraced by the government in the beginning. This
was understandable and not unexpected for a government that had been used to rigorous
censorship. The content offered by individual users could easily get out of control in the
government officials’ eyes.

China’s “YouTube” sites first appeared when two dominant sites tudou.com and 56.com
launched almost at the same time in April 2005. In December 2006, youku.com was established,
among numerous other launches that followed the YouTube model. Sceing the dramatic increase
of Internet users in China and the huge potential for profits, international venture capitalists
flocked to this industrial scctor. By Jully 2008, the largest eight YouTube-like sites attracted close
to US$300 million of venture capital.*

However, just like the U.S. YouTube, various content issues also arose with the emergence of its
Chinese peers, such as violations related to royalties. In addition to royalties, the Chinese
government was also faced with challenges regarding censorship. For a long time, the
government watched them with suspicion, but did not do much to curb their growth. During this
period, the sites were left in a status of free growth and free competition, and youku.com and
tudou.com rose to the top two positions in this sector.

In March 2008, the government tightened regulation of the sites, but the focus was on cracking
down on intellectual property violations. Twenty-five of the sites, including tudou.com, were
forced to shut down for three days for “publishing content that infringe upon intellectual property
rights and royaltics.” On June 19, 2008, the State Administration of Radio Film and Television
issued 247 licenses to entities that provide online video services. Most of the liccnsees were
state-owned media entities, but popular Internet portals like sina.com and netease.com were also
included. Surprisingly, the government did not exclude YouTube-like sites, such as ku6.com and
6.cn which were on the list, but the most popular youku.com and tudou.com were missing. As a
second set of licenses were issued before the end of June 2008, without tudou.com and
youku.com being listed, speculations and rumors became rampant about government policies
toward the Chinese “YouTubes”, making venture capitalists, advertisers and the businesses all

* Wang Enbin, Paizhao Gaibian Hangye Guize, Shipin Wangzhan Jiang Liangji Fenhua, or Licensing changes
industrial regulation, video websites go two extremes, available at http:/news.a.com.cn/Infos/news_72387.huml.
# Shipin Wangzhan Zaoyu Bing Huo Liang Chong Tian, or Online Video Providers Encounter Two Totally
Different Results, available at China Information Industry Network, htip://www.cnii.com.cn.
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very anxious.* However, youku.com received its license on July 10, 2008. The website is also
reportedly negotiating with CCTV for authorization of broadcasting on-demand videos of the
Olympic Games online. It is not the only one making this effort. UUsee.com, one of the earlier
licensed websites, has already been authorized to cooperate with CCTV International to do
online broadcasting of the Olympic Games.*

According to one report*, several contributing factors for sites to get a government license are
that they have strengthened sclf-regulation and have avoided being caught by the government.
One senior executive of a YouTube-like site believed that the regulator actually knows very well
what is taking place on each site, as “this could be proved by the questions they ask when
interviewing the sites® executives for licensing decisions.” One other important factor is that
the government has realized the increasing role the YouTube sites, like other We Media format,
plays in domestic messaging and international messaging. Following the snow storms in
Janmuary/February 2008, the recent Tibet riots, and the Sichuan earthquake, the Internet has
become an indispensible force in helping the government mobilize people to volunteer, to
donate, to proclaim nationalism, and to help bridge the gap between the government and the
people. From AntiCNN.com, to the video clip “Tibet Was, Is, and Will Always Be a Part of
China” posted on YouTube by a Chinese college student in Canada, and to the My Space
account of Wen Jia-bao established by a regular My Space Chinese user, the Internet has helped
establish a positive image of the Chinese government. It is also one of the most convenient
media forms for people to voice their dissatisfaction toward the government. This is especially
true for the We Media, where audiences participate in public or private exchange of information
and where they can easily do an online assembly, which can potentially lead to a physical
assembly — a format to this day that is still forbidden by the government without approval. The
nature of We Media is fundamentally in conflict with the widely known Communist “anti-
democracy” ideology, but the Chinese government is accepting it. The reason is simple, the
Chinese government is more confident than beforc. It indicates that the government is willing to
take the We Media as a potential platform for people to supervise their governance, and it serves
as evidence of their pledge to do a better job.

* See Shipin Wangzhan Na Bu Dao Paizhao Bian Na Bu Dao Guanggao, or For Online Video Providers, No
License, No Advertising, available at http://tech.qq.com/a/20080707/0003 53 htm,

* See www.uusee.com. The authorization was announced on June 23, 2008.

*“ See Shipin Wangzhan Na Bu Dao Paizhao Bian Na Bu Dao Guanggao, or For Online Video Providers, No
License, No Advertising, available at http://tech.qq.com/a/20080707/000353 .him,

*5 Same ag above
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5. Some privately run websites have recently been licensed, but they are not as popular as either
Tudou.com or Youku.com, which had failed to get the license. The government cited their
model - allowing users to upload video clips to share with viewers, or the UTube model - as
the reason for not licensing them.

6. Online video viewership: most favorable content is related to movie and TV drama series,
about 86.3% of viewers prefers it, next to it is sports, financial news, etc.

7. UUsee.com, one of the licensed websites, has got the night to cooperate with CCTV
International to broadcast the Olympic Games online.

Print Media (China Daily)

The Foreign Language Press underwent a structural overhaul during the 1990s. Many new print
publications were established for foreign audiences in this decade, as Chinese began to realize
that Party-friendly propaganda and profit might go hand-in-hand. Over the course of the 90s, the
China Daily expanded its foreigner focus by setting up five new English language newspapers
each of which targeted a specific market. Surprisingly, not all of these specific targets are, in
fact, foreigners. In fact, the China Daily’s most lucrative English-language subsidiaries (for
example, 2I°" Century) are aimed and Chinese learners of English—eager for practice reading
material. The China Daily’s other most profitable endeavors also involve the tutorial of Chinese
nationals in the English language—during the nineties the China Daily developed a series of
English-language classes, and led language-education trips abroad to English-speaking countries.
Adaptive to the changing trends and marketplace, in 1995 the China Daily became the first PRC
paper to publish an online version of itself-—chinadaily.com.cn. Today, while 40% of the China
Daily’s viewership hails from within China, an impressive 60% of these online readers come
from outside of China. (See previous two IHS papers (“China’s Convergent Communications
Network” & “China’s Information Development, Management, and Dissemination™) for more detailed
information on the bureaucratic structure of the China Daily)

Radio (China Radio International)

In 1990, the PRC renamed Radio Peking Chinese Radio International, and shifted the target
audience to include Chinese and non-Chinese alike. Today CRI broadcasts in 38 languages and
4 Chincse dialects. According to Chinese reports, CRI is one of the 21* century’s three most
listened to radio stations internationally-—in third place after VOA and BBC.

CRI 1s the only overseas radio broadcaster in the People's Republic of China. CRI was founded
on December 3, 1941 and is owned and operated by the state. CRI is one of the "three central
media organizations in China" along with China National Radio (CNR) and China Central
Television (CCTV). “English service” is one of CRI's most important divisions. According to
the CRI website, “it is widely acknowledged that the CRI English Service provides the world
with one of the most efficient and convenient ways of learning about China. The programs
broadcast by the English Service are comprehensive. They focus mainly on news but include a
variety of featurc programs. The entire staff of the English Service is dedicated to serving our
listeners in order to build a bridge for the Chinese people to learn about the world and for the
people around the globe to get to know China. Crienslish.com is the official English website of
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CRI, providing comprehensive information on both Chinese and international topics. Through
our website users can read program transcripts, view illustrations and hear our English radio
programs. We are striving to act as a medium to introduce China to the world and provide you
with the best service possible.”*

Because CRI plays such a central role in China’s foreign and domestic messaging—and because
an THS paper has yet to detail the bureaucracy behind this media—the following chapter will
provide a more in-depth introduction to CRI as it plays out foreign and domestic semi-privatized
messaging from the CCP.

% http://english.cri.cn/about_us/who-we-are.htm
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Chapter 3
Sending the Signal Out

Brand China is not only filling up Wal-Mart shelves with goods; its also penetrating overseas
markets with cultural, economic, and political products launched from increasingly diverse and
sophisticated messaging machinery. Chapter Three examines how China is leveraging its arsenal
of soft power tools to inform and shape international and domestic public opinion. The following
four tools are evaluated: (1) radio media: China Radio International (CRI); (2} cultural
diplomacy: Confucius Institutes, China’s version of Alliance Frangaise, and the global explosion
of Mandarin language study; and (3) the Chinese Diaspora: an enfranchised group that’s
increasingly connected to and employed by the motherland, particularly through digital media.
Each of these tools is made more effective by the addition of new communications technology to
CCP message development infrastructure. For example, CRI reaches 700,000 people a day
through its 42 multi-lingual websites; overseas and domestic Chinese are bound together both by
online video and national pride; commercials from Olympic sponsors, which are very pro-China,
travel through satellite feeds before flickering across television sets worldwide. Beijing utilizes
each of these tools to advertise brand China, to create a desirable international image of the
mainland. This chapter concludes with two points: first, individual elements of Chinese sofi
power, such as state media organs, are not yet mature enough to rival US counterparts or
command global opinion. Second, when these tools are combined, China’s soft power is capable
of shifting international perceptions of the mainland, particularly in the developing world.

Part I: China Radio International

With 290 hours of daily programming beamed across the world in 43 languages through some 50
short-wave transmitters in Asia alone, China Radio International (CRI) spearheads Beijing’s
overseas messaging infrastructure. CRI joins China Central Television (CCTV) and China
National Radio (CNR) to form the mainland’s state-sponsored media triumvirate. While it does
have a domestic broadcasting component, and CCTV and CNR do have international channels,
CRI, unlike it counterparts, is primarily geared towards sending Party-friendly content abroad.
Relatively few Chinese listen to its domestic news service, however, its local music and English-
language broadcasts are a hit among young mainlanders. Roughly one million foreigners tune
into its programming each day, including sizable African and Southeast Asian audiences.

CRI Development, Comparison with VOA and BBC

Founded in the dusty yellow caves of Shaanxi province at the terminus of the Long March with a
transmitter donated by the Soviets, Yan’an New China Radio, the first incarnation of CRI,
bubbled to life with its maiden broadcast on December 3, 1941. Japanese announcer Hara
Kiyoko rode to this makeshift studio on a donkey and read his script. Like the Voice of America
(VOA) and the British Broadcasting Corporation (BBC), CRI came of age as a wartime publicity
machine. All three opposed the Axis powers. VOA and the BBC cut their tecth countering Nazi
propaganda in Latin America and the Middle East respectively. Both set sights on contradicting
German broadcasts in North Africa. CRI, meanwhile, busied itself with anti-Japanese
programming. With similar charters, the three broadcasters all grew into the voice of their

empire:
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Weekly Broadcast Output of World’s Top Five State Radio Networks (hours)

Broadcaster 1950 || 1960 || 1970 | 1980 | 1990 | 1996 || 2006
EVOA, RFE/RL & Radio Marti* 497 || 1,495 || 1,907 |[ 1,901 | 2,611 | 1,821 | 2,728
B China Radio International 66 | 687 | 1,267 | 1350 [[ 1,515 | 1,620 [ 2,030
]Eﬁ BBC World Service 643 589 723 || 719 796 | 1,036 || 1,258
‘—Radm Moscow / Voice of Russia 533 1,015 1,908 2,094 1,876 726 ~300
‘ ¥ Deutsche Welle || 0 315 || 779 804 848 || 655 ||ﬂ|

Source: Voice of America 50" Year Anniversary Repor (1942-2002); broadcaster websites; hitp://www answers.com/topig/yoicc-ol-america

52 Voice of America, Radio Free Europe, which is also known as Radio Liberty, and Radio Marti, which is directed
at Cuba, are part of the United States government-sponsored broadcasting apparatus. This infrastructure also
includes Radio Farda, Radio Free Asia, Radio Sawa, and the Middle East Television Network. All of these media
are run by the Broadcasting Board of Governors (hitp.//www.bbg.zov/), headquartered on Independence Ave in
Washington DC. The table above references Radio Free Europe and Radio Marti in addition to VOA.
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three years, he became Vice President of CCTV, and from June 2001 to March 2005, he was
President of China Philharmonic Orchestra. He then studied at CCPS for nearly one year and
assumed his current position in December 2004.

Part I1: Confucius Institutes

Confucius Institutes are a public diplomacy tool the central government uses
to foster a favorable image of China abroad. Similar to the British Council,
Instituto Cervantes, the Goethe Institute, and Alliance Frangaise, they are
state-sponsored resource centers set up across the world to promote the study
and appreciation of Chinese language and culture. As of July 11, 2008, there
were 245 Confucius Institutes spread across 71 countries, including 42 in the
U.S.* All have been established within the last four years; applications for 200 more are
currently on the drawing board.

Most institutes are based in universities, contain China libraries, and organize frequent panels on
contemporary mainland topics. Some lead tours to famous destinations like the Terracotta
Warriors, the Great Wall, and the Forbidden City. All are open to the public and offer
inexpensive Mandarin Chinese language classes, regular speaking events on China’s economic
rise, and seminars on everything from tea ceremonies to martial arts. Last September in
Smithfield, Rhode Island, Bryant University celebrated the grand opening of its Confucius
Institute with a talk on ping pong diplomacy. They invited Zhuang Zedong, a former three time
world champion in the sport, to speak about the Sino-American goodwill gaming that lead to
President Nixon’s historic visit to China in 1972, and eventual détente between the two
countries. This May at Texas A&M, hundreds of students attended a vigil hosted by the school’s
Confucius Institute to mourn victims of the Sichuan earthquake, which killed at least 70,000
people. Every summer, the departments of architecture and urban design at UCLA and Tianjin
University conduct study tour exchanges on American and Chinese soil; this May, UCLA’s
Confucius Institute sponsored the travel of 8 students, who went to Beijing and learned about
how the ‘Bird’s Nest’ Olympic stadium was constructed.

This cultural and scholarly activity is a subtle form of publicity — an example of using
information as advertisement. Confucius Institutes are designed to impart knowledge about
China, knowledge that generates interest, understanding, and even advocacy. Minster of
Education Zhou Ji underscored this point at the second Confucius Institute Conference last
December in Beijing. “The Confucius Institute has become a window to display Chinese culture
to the outside world, and a bridge to strengthen mutual understanding between peoples,” he
said.”® The parent website of the institute states a similar goal. “The Chinese govemment
attaches great importance to the promotion of Chinese language throughout the world. In order to
enhance the mutual understanding and friendship between the Chinese people and other peoples
of the world, promote economic and trade cooperation as well as scientific, technological, and
cultural exchanges between them, the China National Office for Teaching Chinese as a Foreign

> hitp://www.confuciusinstitute net/confucius_institutes

% “Foreign School Deans: Confucian Institutes Popular Across World”. Xinhua News Agency. Dec 11, 2007.
“Chinese Education Minster Vows to Maintain Sound Development of Confucius Institute” Xinhua News Agency.
Dec 12, 2007.
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classes, double the number in 2004. % Scores of administrators like Dennis Fisher, the
superintendent of the 9,500-student Park Hill School District in Kansas City's northern suburbs,
have added Chinese to their schools’ language offerings. After a recent trip to China, Fisher
noted “the Chinesc economy is a huge, powerful force. It will be a huge part of our children’s
future. They need to at least know about that culture.”® Colorado Spring’s Harrison School
District superintendent Mike Miles, whose district will begin Mandarin instruction this August,
echoes the same sentiment: “China is a growing world power... they are” a “country with great
economic influence in the 21* century.”®

More and more U.S. parents share Fisher's and Miles’ thinking — and are creating an
environment where their young children can be exposed to natively spoken Mandarin so that
they can grow up bilingual. Coast to coast, companies are mushrooming to meet this demand.
Some facilitate au pair — connecting international students, who are willing to do domestic work
in exchange for a roof over their head, with host families. According to the Christian Science
Monitor, au parr firms report a boom in requests for Chinese students. Au Pair in America, one
such company in Stamford, CT, has received 4,000 requests since 2004 for mainland student
nannies and filled several hundred.” But like the growth of Mandarin study in the classroom, au
pair traffic is constraincd by a lack of qualified personnel who can get visas.

Hanban and its Confucius Institutes partnered with the College Board to address this need: train
good teachers and create testing standards. ** Since both bodies administer national exams, the
match was appropriate. After several years of drafts, the first Advanced Placement (AP) Chinese
language and culture test was given in May 2007; 3,261 high school students took it. Earlier, in
the fall of 2006, the two launched the Chinese Guest Teacher Program to address the shortage of
Mandarin language instructors. In January 2007, the first 35 teachers arrived in the U.S.; in
August 2007, 64 more arrived. The group now lectures in 31 states. Hanban pays the teachers’
international airfarc plus a monthly stipend; the school districts cover all other costs. In addition
to teaching Chinese, the instructors tutor would-be Mandarin educators. The Confucius
Institutes, who are also charged with training language trainers, pitch in as well. All 42 branches
in America run their own teacher education program.,

®! Tina Tran. “The Future is all about China; Students Soak up Language, Culture, and Tradition” Associated Press.
March 24, 2008

%2 Kate Beem. “Chinese by Choice: the Growth of Langunage Classes in Districts Nationwide is Hampered Only by
the Challenge of Landing Qualified Teachers of Chinese”. School Administrator. Feb 1, 2008.

% Shari Chaney Griffen. “Study of Chinese is Booming”. The Colorado Springs Gazette. Apr 29, 2008,

* Matthew Russling. “A Leg up on Learning Chinese”, Christian Science Monitor. May 13, 2008.

% The College Board is a non-profit group that administers the SAT and the Advance Placement (AP) exams.
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people will be learning English. These statistics signal a massive disparity: China knows us far
better than we know them. Confucius Institutes are an effort to bridge this gap.

Qutside of the brick and mortar of the classroom, Hanban has ventured into the digital realm to
promote Mandarin — and, indirectly, brand China. The Confucius Institute Online
(http://www.confuciusinstitute.net/) provides a suite of language lcarning tools and cultural
resources, such as Chinese pod, an award winning collection of lively Mandarin dialogues
designed for all skill levels. Also, in December 2007, CRI launched a virtual Confucius Institute
on the airwaves and online. Now listeners and CRI website users can access Chinese lessons in
43 languages, both on the radio and on the internet.
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focus for budgetary allocations. Nye’s basic definition of soft power, however, has been
expanded to include international trade, overseas investments, foreign aid, diplomatic initiatives,
cultural products like movies and movies, education, and tourism: any non-military mechanisms
that can be used to affect the behavior of global actors.®? Joshua Kurlantzik, who just wrote a
book on the topic says, “for the Chinese, soft power means anything outside of the military and
security realm, including not only popular culture and public diplomacy but aiso more coercive
economic and diplomatic levers like aid and investment and participation in multilateral
institutions.”® This summary will address the question: how successful has Beijing been at
deploying its arsenal of soft power tools?

China’s track record in deploying its soft power tools is mixed. State media, while growing in
content sophistication and technological prowess, do not yet command significant foreign
audiences. CR1, CCTV, and China Daily attract, at most, a few million international listeners,
viewers, and readers a day; this does not begin to rival the suction power of the BBC and CNN,
who draw hundreds of millions each week.

Similarly, while the rapid expansion of Confucius Institutes is impressive, they won’t change the
global linguistic map anytime soon. Hanban has established 245 centers in four years and has
plans to open 265 more by 2010 for a total of 500 institutes. Beijing has, without a doubt, created
a massive amount of Mandarin language education infrastructure in a short time. However, it
will take morc than schools to displace English as the world’s dominant language in business,
academia, and media. The study of Chinese is skyrocketing globally — perhaps 40 million are
learning it, according to the Ministry of Education. But within the next ten years, 2 billion will
study English. Currently, 200 million school children pour over English as a mandatory part of
their curriculum.

Beijing’s diplomatic engagement is, however, quite effective. Five reasons come to mind. First,
China approaches its neighbors with humility and asks them for advice. This approach disarms
fears of the mainland’s size and growing clout. Deng Xiaoping devised this ‘learners’ strategy’
in the 1980s to buy China time for economic development. Foreigners enjoy the deference they
are paid. Second, Beijing attaches no strings. When doling out foreign aid, disaster assistance, or
infrastructure loans, China does not stipulate good govemance or human rights prerequisites.
Beijing is also a die-hard supporter of the Westphalia system: national sovereignty should never
be impinged upon. This hands-off attitude is very popular in the developing world. It is seen as
an efficient and welcome relief from Western demands for transparency and reform. As
Abdoulaye Wade, the president of Senegal noted:

1 have found that a contact that would take five years to discuss, negotiate, and sign with the
World Bank takes three months when we have dealt with the Chinese authorities. I am a firm
believer in good govermance and the rule of law. But when bureaucracy and senseless red tape
impede our ability to act — and when poverty persists while intemational functionaries drag their
feet — African leaders have an obligation to opt for swifter solutions.®

¥ “China’s Foreign Policy and *Soft Power’ in South America, Asia, and Aftica”. Congressional Research Service,
Library of Congress. April 2008,

8 Kurlantzik. p6.

 Senegal President Abdoulye Wade, “Time for the West to Practice What It Preaches”. Financial Times. January
24, 2003,
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When “surveying the wreckage of 50 years of ideology and fashion-driven development
assistance, which mostly failed to produce either sustainable democratic governance or
sustainable economic growth in poor countries,” China’s tactics appeal.® The third reason is
pragmatism. Beijing will go where the West will not. Chinese policy pursues what works while
accounting for unique local conditions. This has allowed the mainland to secure political allies
and energy resources in Sudan, Venezuela, and Iran. No judgments are made. Business is simply
done.

Fourth, Beijing professionally trains its foreign affairs officers. Diplomats are accorded long
tours in host countries, which allow them to fully absorb language, culture, and make local
contacts. Chinese diplomats are encouraged to seek to understand rather than secking to be
understood. They are asked to engage their communities. Chinese diplomats in Washington DC
offer an apt case study. Once withdrawn and conservative, they now attends think tanks lectures,
network with journalists, and attend university barbeques. China employs the best lobbying,
public relations and law firms to advance its interests: Pation Boggs, Hogan & Hartson, Wexler
and Walker, and Hill & Knowlton are examples. Between July 1997 and July 2005, Beijing and
Hong Kong spent more than $19 million on DC lobbyists. This figure does not include outlays to
public relations firms.*® As of January 2007, Ambassador Zhou Wenzhong had personally met
two-thirds of America’s congressmen and senators, including ‘dragon slayers’ like West
Virginia’s Robert Byrd.*’ This approach of specialization contracts with America’s diplomats,
who are quickly rotated from nation to nation.

The fifth and final reason for Beijing’s diplomatic success is effective participation in
muttilateral institutions. Membership accords status and credibility to the CCP. And since reform
and opening began and China reclaimed its UN Security Council seat in 1979, the PRC has
joined every major global institution: the Asia Pacific Economic Cooperation (APEC) forum in
1991; the Association of Southeast Asian Nations (ASEAN) regional forum (ARF) in 1994 (the
U.S. has drawn criticism because President Bush and Secretary of State Condoleezza Rice have
skipped recent meetings, sending lower level functionaries instead); the World Trade
Organization (WTO) on December 11, 2001; the Forum for East Asia and Latin American
Cooperation (FOCALAE), of which America is not a member; and the Organization of
American States (OAS) as a permanent observer in 2004. Beijing holds leadership positions in
many multilateral bodies as well: Justin Lin (Lin Yifu) became the chief economist at the World
Bank in February 2008; Margaret Chan, a Hong Konger, rose to become Secretary-General of
the World Health Organization on November 2, 2006. Taken as barometer of soft power, this
indicates international perceptions and treatment of China are trending upward.

In addition to joining existing regional organizations, Beijing has created a few of its own. The
East Asia Summit (EAS) was founded in 2005. Membership includes ASEAN countries, China,
Japan, South Korea, India, Australia, and New Zealand, but excludes the United States. Russia is
an observer. The Shanghai Cooperation Organization (8CO) comprises of China, Russia, and
most of central Asia; the group has conducts joint-military exercises, trade facilitation projects,

¥ Arthur Krobel. “Rising China and the Liberal West”. China Economic Quarterly. March 2008, p37.
% hitp://www.publicintegrity. org/news/entry/257/
¥7 Neil King Jr. “Beijing on the Potomac”. The Washingtonian. January 1, 2007.
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anti-terrorism activity, and infrastructure, including pipeline, development. America is not
allowed to participate in SCO. The Forum on Africa-China Cooperation (FOCAC) was
established in 2000, and like the two examples above, does not include the USA. FOCAC meets

every three years; during its last summit in 2005, China brought 48 of Africa’s 53 heads of state
to Beijing.*®

8 “China’s Foreign Policy and ‘Soft Power’ in South America, Asia, and Africa”. Congressional Research Service,
Library of Congress. April 2008, p8-9.
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Chapter 4
Case Study: The Olympic Message

Probably no other single issue provides a more comprehensive illustration of China’s expanding
communication and information dissemination system than the handling of the upcoming 2008
Beijing Olympics. China’s effort to disseminate its Olympic message is particularly interesting
for a number of rcasons. These include the interconnection between domestic and international
messaging and betwecn China’s overall project of public diplomacy and specific media
messaging. The Olympics is also an interesting example because it is a complex, contested and
highly symbolic phenomenon. Like other massive events, public understanding of it is
inherently unstable. Multiple actors seek to influence how the global public interprets the event
and these individuals and entities have a variety of techniques at their disposal. Thus China has
made a major effort to impose its version of the Olympic message, but this is not an easy task.
Moreover, while the overall messaging of the Olympics has been largely consistent across
different media platforms and towards different audiences, some minor differences indicate both
the complexity of the task and the sophistication of China’s efforts.

The Message

The basic elements of China’s public relations strategy for the Olympics arc well known. First,
the Olympics celebratc China as a developed and prosperous country. Chinese leaders as senior
as Jiang Zemin and Hu Jintao have identified the policies of economic development as crucial to
China’s successful bid for the Games. Thus part of the message is an endorsement of the
policies pursued by the CCP leadership. Second, the Olympics demonstrate that China is an
orderly and stable country. Its strengths include its ability to mobilize huge resources
effectively, for example in the construction of the Olympic Village. Third, the Olympics
represent China’s return to international respectability and normal membership in the global
community. This aspect of the message is reinforced by a focus on the 2008 Olympics as a
green and high-tech Olympics, demonstrating that China shares the pressing concerns of the
global community. As a Beijing Organizing Committee for the Olympic Games (BOCOG)
spokesman put it: “Winning the host rights means winning the respect, frust, and favor of the
international community.”

The message of the Games as a celebration of China’s return to normal membership in the global
community is tied to historical narratives of a Chinese renaissance, a return to power after a
century of humiliations. This ties the Olympics to other successes, both actual and potential,
such as the return of Hong Kong and the eventual return of Taiwan, It implicitly supports the
leadership of the CCP, under whose guidance China has been able to recover its appropriate
position in the world. This narrative also serves as a challenge to possible alternative messages:
the solidarity and unity of the Chinese people is what is important about the Games, not claims
of human rights abuses.

While the Beijing Games are clearly located in a glorious tradition of Olympic Games, they are

also a reflection of a certain Chinese distinctiveness, the product of China’s unique history and
culture. For example, the message runs, unlike previous hosts, Beijing is committed to avoid
using the Games as a platform for nationalism (of course, this commitment is open to
interpretation). On this key point, the PRC message converges with the basic position of the
International Olympic Committee, which consistently opposes the politicization of the Games.
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The 10C has since the inception of the modern Games portrayed the Olympics as a form of
diplomacy that can promote world peace, and its own messaging relies heavily on appeals to
internationalism and fellowship. In practice, this has meant challenging other voices that have
sought to use the Games to serve a nationalist public diplomacy agenda (the most famous
example being the Berlin Games of 1936, but there are many other examples).

Contrary to much Western media reporting, the main focus of the Olympics message has not
been to legitimize continued CCP rule, but rather to legitimize China’s place in the modemn
world. Rather, the issue of CCP legitimacy has remained implicit in the media messaging. The
legitimacy of the current regime will no doubt be measured by the success of the Games, but it is
the successful handling of the Games itself that will demonstrate competence of the regime, not
the successful deployment of overt propaganda testifying to its competence.

The Media

The entire information arsenal of the CCP is deployed to serve the task of conveying the
Olympics message. Olympics news dominates China Daily, China Radio International and
CCTV’s international services. But besides these entities, a number of other players are
involved. These include Olympic advertisers, foreign broadcast media, and international public
relations and communications firms. Hill & Knowlton, for example, was hired by BOCOG in
2006 to provide “communications outreach to the international media and assistance in
communicating Beijing's Olympic vision.”®® Well aware that Chinese media is, at least for the
moment, uncompetitive and unable to attract large foreign audiences, the CCP leadership has
rccognized that it must also rely on foreign media to carry out its international public
diplomacy.”

This recognition has led to some feedback within the Olympics organization. For example,
BOCOG has retained English in its main press conferences. Wang Wei, a former vice deputy
mayor of Beijing with a degree from Rutgers and a fluent English speaker, rose to become a
highly visible spokesman of the Games, eventually becoming executive vice-president of
BOCOG and vice-chairman of the All-China Sports Federation.

The importance attached to the Olympic message has even led the State Council to set aside its
own laws. For example, foreign direct investment is currently not permitted in Chinese
television. But in fact, a Chinese-foreign joint venture has been approved to provide the
international broadcast feed. The I0C set up an in-house broadcaster, Olympics Broadcasting
Services, in 2001, to serve as the host broadcaster of all future Olympic Games. When it was
realized that it was technically illegal for OBS to provide this role in Beijing, a joint venture was
formed between OBS and BOCOG. Although the details of this joint venture are not available, it
was almost certainly the result of a compromise between the I0C and BOCOG, requiring State

* “Top Image Promoter Sees Great Opportunities,” People s Daily Online,
http://english.people.com.cn/200611/24/eng20061124 324728 htiml

*® Wang Yiwei, “Public Diplomacy and the Rise of Chinese Soft Power,” Annais of the American Academy of
Political and Social Science (2008). For evidence of this, see also “Service Guide for Foreign Media Coverage of
the Beijing Olympic Games and the Preparatory Period” (http://en.beijing2008.cn/upload/Service-Guide-
en/Service_Guide _en.pdf)
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Council approval.”' This approval indicates the high level of importance attached by the PRC
leadership to the messaging of the Olympics.

The wide range of actors involved in conveying the PRC’s desired messages on the Olympics
means that there has inevitably been some fragmentation. A good example is that the Beijing
government and BOCOG have on the whole been more accepting of the notion that the
Olympics demands greater tolerance for media freedom, relying more heavily on non-state
controlled media. Government entities traditionally responsible for regulating the media are less
open to this notion. Probably those entities that are most invested in the Olympic are more
tolerant of the possibility of problems in messaging as a necessary cost of achieving their goals.”

Major Olympic sponsors also play a role in supporting messaging efforts. But they have their
own stories to tell. Thus computer manufacturer Lenovo, the largest shareholder of which is the
Chinese government, is a worldwide Olympic sponsor, with extraordinary opportunities for
publicity during the games. Reportedly, its advertising campaign within China will seek to
leverage the company’s Chinese heritage, but its global campaign will focus exclusively on the
strength of its technology. This is part of its larger project to elevate its brand from a Chinese
brand to a global one. But it limits the extent to which it can serve the primary Chinese message.

The Target

The Olympics message is targeted to different audiences, and has had differing levels of success.
For example, despite the diversity of views among Overseas Chinese about the future direction
of China, it is clear from the torch rallies held around the world that there has been great success
in getting Overseas Chinese emotionally engaged with the Beijing Olympics. On the other hand,
continued criticism of the Games in the West suggests that not everyone is persuaded. It is not
yet evident from the available data whether the messaging has been more successful in some
parts of the world than others, for example whether CRI and CCTV broadcasts have played a
more effective role in countries with fewer alternatives. Much domestic messaging has been
directed at co-opting Beijing residents into the global messaging project, for example by raising
standards of behavior so that foreign visitors to the Games will be sufficiently impressed by the
high Icvel of development both economic and social in Beijing. On the whole, messaging to
domestic audiences has been relatively restrained, perhaps in order to limit popular expectations
so that they can be exceeded by the reality.

Summary

The Olympics offers an extraordinary opportunity for China and its government to show off their
strengths: the capacity to mobilize resources, attract investment, and shape public behavior. It
allows China to showcase the success of its modernization efforts and persuade the world that
China is not just a rising power but a peaceful and orderly power. On the other hand, there are
many competing voices with their own messages, and the CCP must try to fix the meaning of the
Games in response to these voices. It is therefore not surprising that complex, sophisticated and
comprehensive efforts are underway to convey the desired message of the Games to different

*! Susan Brownell, Beijing’s Games: What the Olympics Means to China (2007).
” Jacques deLisle, “ “One World, Different Dreams’: The Contest to Define the Beijing Olympics™ in Monroe Price
and Daniel Dayan, eds, Owning the Qlympics: Narvatives of the New China (2008).
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audiences. These efforts are a testimony to China’s recent efforts to construct a global
information dissemination system.
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Conclusion

o> While the Western image is marketed with great success in China, China’s

“l image, “Brand China,” is still an uncertain product in Western markets. China’s

’ political position—its diplomatic marketing—is, likewise, as yet only

U developing on the global scene. Yet the growing strength of China’s

Fxying 2008  communications network is generating confidence among the central leadership.

OQg_) China’s leaders are eager to show the world their best—most modern yet

. classically Chinese—face. Selecting which face (what image) will best

represent China is still a work in progress, but the PRC has already made a determined shift from

state-sponsored “propaganda” to privately-funded “advertisement”. Indeed, what is already quite

sophisticated about China’s modem messaging networks is their insight into alternative value

scales and cultural categories. The PRC understands that by embracing “advertisement”—and

moving away from propaganda, it can both influence the global message exchange and profit
from it.

The PRC has employed its semi-privatized communication networks to cultivate a growing sense
of national unity among Chinese nationals and the overseas Chinese Diaspora. “Advertiscment
as information” messaging fosters the involvement of individuals through interfaces such as
MySpace, YouTube, blogs, and group-texts. The cultural and de facto political effects of this
grass-roots phenomenon and government sanctioned strategy look very much like democracy—
one with Chinese characters. China’s efforts to engage internationally have been rewarded by
the central economic position it now enjoys. Investment in China has risen sharply since the
Mao era. However, popular outsider-opinion of China has not improved at that same rate. In
fact, some scholars argue that China’s political position is as isolated as it was in the 1970s.
Foreigners miss the subtle (stable) transformation underway in China. Studying the shift from
xenophobic “propaganda” of the Mao-era to current “advertisement” issued by China’s state-led
media reveals the effective and semi-privatized voice of CCP messaging. The PRC has crossed
a new threshold. In today’s China, the individual is empowered with information and the means
to engage in opinion sharing and development through self advertising albeit under the watchful
regard of government and party mstitutions.

In order for China to complete its transition from developing to developed world power—in
order for it to leave its “workshop of the world” status behind—it is attempting to resolve the
disconnect between its political isolation and economic centrality. Globalization and the media
revolution have made each state more aware of itself, its image, its reputation, and its attitude—
in short, its brand. The tasks for these modern states will include finding a brand niche for their
nation, engaging in competitive marketing, assuring customer satisfaction, and most of all,
creating brand loyalty. Brand states will compete not only among themselves but also with
suberbrands such as the EU, CNN, Microsoft, and the Roman Catholic Church. In this crowded
arena, the states that lack relevant brand equity will not survive.®

** Peter van Ham. “The Rise of the Brand State: the Postmodern Politics of Image and Reputation™. Foreign Affairs,
vol. 80, no. 5 (2001), pp 2-6.
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