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Executive summary
The Chinese Communist Party (CCP) has always viewed contact with foreigners and the outside 
world as a double-edged sword, presenting both threats and opportunities. While the CCP and 
its nationalist supporters harbour fears of foreigners infiltrating China’s information space and 
subtly ‘setting the tempo’ (带节奏) of discussions, the CCP also actively cultivates a rising group of 
foreign influencers with millions of fans, which endorses pro-CCP narratives on Chinese and global 
social-media platforms.

In the People’s Republic of China (PRC), the information ecosystem is geared towards eliminating 
rival narratives and promoting the party’s ‘main melody’ (主旋律)—the party’s term for themes or 
narratives that promote its values, policies and ideology.1 Foreign influencers who are amenable to 
being ‘guided’ towards voicing that main melody are increasingly considered to be valuable assets. 
They’re seen as building the CCP’s legitimacy for audiences at home, as well as supporting propaganda 
efforts abroad.

This report examines how a growing subset of foreign influencers, aware of the highly nationalistic 
online environment and strict censorship rules in China, is increasingly choosing to create content 
that aligns more explicitly with the CCP’s ‘main melody’.2 In addition to highlighting the country’s 
achievements in a positive light, these influencers are promoting or defending China’s position on 
sensitive political issues, such as territorial disputes or human rights concerns.

As we outline in this report, foreign influencers are involved in a wave of experimentation and 
innovation in domestic (and external) propaganda production that’s taking place at different 
levels around the PRC as officials heed Xi Jinping’s call to actively participate in ‘international 
communication’. That experimentation includes their use in the Propaganda Department’s efforts 
to control global narratives about Covid-19 in China and the cultivation of Russian influencers in 
China to counter Western narratives.3 This research also reveals that the CCP is effectively co-opting a 
widespread network of international students at Chinese universities, cultivating them as a talent pool 
of young, multilingual, social-media-friendly influencers.

Foreign influencers are guided via rules, regulations and laws, as well as via platforms that direct traffic 
towards user-generated propaganda. Video competitions organised by propaganda organs and the 
amplification of party-state media and government spokespeople further encourage this trend. The 
resulting party-aligned content foreign influencers produce, coupled with that of party-state media 
workers masquerading as influencers and state-approved ethnic-minority influencers4 are part of a 
coordinated tactic referred to as ‘polyphonous communication’ (复调传播).5

By coordinating foreign influencers and other communicators, Beijing aspires to create a unified choir 
of voices capable of promoting party narratives more effectively than traditional official PRC media. 
The ultimate goal is to shield CCP-controlled culture, discourse and ideology from the dangers of 
foreign and free political speech, thereby safeguarding the party’s legitimacy.

As this report outlines, that strategy reveals the CCP’s determination to defend itself against foreign 
influence and shape global narratives in its favour, including through covert means. As one party-state 
media worker put it, the aim is to ‘help cultivate a group of “foreign mouths”, “foreign pens”, and 
“foreign brains” who can stand up and speak for China at critical moments’.6
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The CCP’s growing use of foreign influencers reinforces China’s internal and external narratives in ways 
that make it increasingly difficult for social-media platforms, foreign governments and individuals to 
distinguish between genuine and/or factual content and propaganda. It further complicates efforts 
to counter disinformation and protect the integrity of public discourse and blurs the line between 
independent voices and those influenced by the party’s narratives.

This report makes key recommendations for media and social-media platforms, governments and 
civil society aimed at building awareness and accountability. They include broadening social-media 
platforms’ content labelling practices to include state-linked, PRC-based influencers; preventing 
PRC-based creators from monetising their content on platforms outside China to diminish the 
commercial incentives to produce party-aligned content; and, in countries with established foreign 
interference taskforces, such as Australia, developing appropriate briefing materials for students 
planning to travel overseas.

Key findings
•	 Foreign influencers are reaching increasingly larger and more international audiences. Some of them 

have tens of millions of followers in China and millions more on overseas platforms (see Appendix 1 
on page 65), particularly on TikTok, YouTube and X (formerly Twitter).

•	 The CCP is creating competitions that offer significant prize money and other incentives as part of 
an expanding toolkit to co-opt influencers in the production of pro-CCP and party-state-aligned 
content (see Section 2.3: ‘State-sponsored competitions’ on page 20).

•	 Beijing is establishing multilingual influencer studios to incubate both domestic and foreign 
influencers in order to reach younger media consumers globally (see Section 2.5: ‘The influencer 
studio system’ on page 33).

•	 The CCP is effectively using a widespread network of international students at Chinese universities, 
cultivating them as a latent talent pool of young, multilingual, social-media-friendly influencers (see 
breakout box: ‘PRC universities’ propaganda activities’ on page 32).

•	 Russian influencers in China are cultivated as part of the CCP’s strategic goal of strengthening 
bilateral relations with Russia to counter Western countries (see Section 3.4: ‘Russian influencers’ 
on page 53).

•	 The CCP is using foreign influencers to enable its propaganda to surreptitiously penetrate 
mainstream overseas media, including into major US cable TV outlets (see Section 3.3: ‘Rachele 
Longhi’ on page 44). Chinese authorities use vlogger, influencer and journalist identities 
interchangeably, in keeping with efforts aimed at influencing audiences, rather than offering 
professional or objective news coverage. 

•	 CCP-aligned influencer content has helped boost the prevalence of party-approved narratives on 
YouTube, outperforming more credible sources on issues such as Xinjiang due to search-engine 
algorithms that prioritise fresh content and regular posting (see Section 2.2 ‘Turning a foreign threat 
into a propaganda opportunity’ on page 15).

•	 Foreign influencers played a key part in the Propaganda Department’s drive to control international 
narratives about Covid-19 in China and have, in some instances, attempted to push the CCP’s 
narrative overseas as well (see Section 1.1: ‘Case study’ on page 7).
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•	 Efforts to deal with CCP propaganda have taken a step backwards on X, which under Elon Musk has 
dispensed with state-affiliation labels and is allowing verification for party-state media workers, 
including foreigners (see Section 2.5 ‘The influencer studio system’ on page 33).

Research methodology
In this study, we analysed the metadiscourse about foreign vloggers in China, including scholarly 
papers, conferences and video competitions. That involved the collection, translation and analysis of 
Chinese-language material, including government documents, state-media reports, official speeches 
and other sources that referred to China’s influencer ecosystem, the role that foreigners play in it and 
the broader propaganda system of the CCP, as well as views from the public, academia and senior 
party propaganda officials and the directions given at the top leadership levels.

Our two previous research reports (Borrowing mouths to speak on Xinjiang and Frontier influencers: the 
new face of China’s propaganda), which form part of this program of work, focused mainly on the CCP’s 
external propaganda work.7 This report instead centres on foreign individuals who are key contributors 
to the party’s internal, domestic propaganda efforts.

This report includes data analysis but takes a more qualitative look into the context and significance of 
this phenomenon. Our research spans various countries of origin and connections to the party-state 
in an attempt to better describe the multilayered nature of the foreign influencer ecosystem. It also 
expands from a previous focus on Xinjiang-related propaganda to showcase the CCP’s growing 
propaganda agenda across a range of topics, including Covid-19, Tibet and Sino-Russian relations.

We collected a list of more than 120 foreign influencers, whom we identified through key-term 
searches across all the major Chinese video-streaming platforms such as Bilibili, Douyin, Xigua 
and Toutiao, and who have currently active accounts. Given the volume of videos produced by the 
120 influencers identified, we selected two individuals for our main case studies and pursued two 
in-depth analyses of thematic case studies: the Covid-19 pandemic and cooperation with Russian 
influencers. The influencers were selected both because of their large followings on Chinese platforms 
and their growing presence on global platforms, and because their cases offer valuable insights into 
the evolution of the foreign-influencer ecosystem in China, with all its economic, political and social 
incentives. The case studies allow us to examine their diverse approaches, as well as different ways 
in which the Chinese party-state appropriates foreign nationals to become integral parts of both its 
internal and its external propaganda apparatus.

Throughout the report, we make use of additional video material to add visual examples and 
corroborate our analysis. In total, we cite 25 influencers from Australia, Israel, Italy, Mexico, New 
Zealand, Northern Ireland, Russia, Spain, Taiwan, the UK and the US (see Appendix 1 for a full list of 
the influencers cited in this paper and their follower numbers across the different platforms). Foreign 
influencers have been around since at least 2013, but this report focuses on the period following 
2017, which saw the rise of commercialised nationalism (see Section 3.2 ‘Commercialised nationalist 
propaganda’ on page 39). 

This methodology carries limitations, as it does not offer a comprehensive quantitative assessment of 
the cumulative impact such content has had thus far. Instead, it offers a snapshot of an emerging but 
rapidly growing phenomenon. We note that the selection of the case studies may be limited by search 
term selection, and the possibility that some influencers did not appear in our searches.
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1. Introduction and background
Use the past to serve the present, make the foreign serve China.

—Mao Zedong (毛泽东)8

The Chinese Communist Party (CCP) has long seen increased contact with foreigners and the outside 
world as both a threat and an opportunity.9 The party’s control and management of foreigners goes 
back to at least the Yan’an period, between 1935 and 1947, when foreign writers were used to serve the 
interests of the CCP’s revolutionary efforts. In those early days of the party’s existence, party leaders 
welcomed selected friendly foreigners, even as the majority of them were dismissed as imperialists.10

Direct control over what foreigners wrote about the party wasn’t necessary—instead, as Chinese 
politics specialist Professor Anne-Marie Brady has noted, they were given ‘guidance’. ‘Guidance 
consisted of showing them the good things, treating them well, and paying polite attention to their 
opinions and suggestions. In any case, those who were openly hostile to the CCP were not welcome,’ 
she wrote.11 That model of guidance, set in the Yan’an period for foreign writers, extends to today’s 
online world of foreign influencers and content creators who make up a growing and influential niche 
in the country’s fast-growing online-influencer economy.

As we showed in our previous report, Borrowing mouths to speak on Xinjiang, in the past, the CCP 
has ‘borrowed the mouths’ (借嘴说话) of friendly foreigners such as American journalist Edgar Snow 
(1905–1972) to create party-approved articles, books, photography, documentaries and movies.12 
Under Chinese President and CCP General Secretary Xi Jinping (习近平), the CCP now explicitly 
harks back to that model as a way of strengthening the party’s domestic control and international 
image. Chinese Foreign Ministry spokespeople have in recent years consistently held up Snow as the 
ideal foreign reporter who told China’s story well and whose efforts should be emulated by today’s 
foreign correspondents.13

To be clear: many foreign influencers who post dedicated content about China avoid political topics 
in their videos altogether. But those who do choose to delve into political subjects are rewarded 
for doing so in a way that toes the party line (see Section 2: ‘Giving and following guidance’ on page 
12) or punished if they criticise it (see breakout box: ‘Cancelled’ on page 13). While some influencers 
may be unaware of the political implications of their content, many of them understand the party’s 
requirements and consciously exploit the system for social and financial gains. 

Like the foreign writers of the Yan’an period, foreign influencers who are critical of the party and its 
policies are simply not welcome. Foreign social-media platforms and video-sharing sites such as 
YouTube are blocked inside the People’s Republic of China (PRC) because the party can’t sufficiently 
control them.14 Foreign influencers who are active on domestic—and therefore heavily monitored—
social media or video-sharing platforms and who post content deemed hostile towards the CCP are 
quickly censored and banned.

However, foreign influencers who can be ‘guided’ are increasingly seen as useful in building party 
legitimacy for domestic audiences as well as supporting Beijing’s external propaganda efforts.15 As we 
explain throughout Section 2 of this report, that guidance comes in the form of PRC rules, regulations 
and laws, as well as Chinese and international social-media platforms that direct traffic towards 
user-generated propaganda, video competitions and media tours organised by propaganda organs, 
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influencer studios, university activities, and the amplification and promotion of party-state media and 
government spokespeople. These methods of guidance are part of the party’s efforts to encourage 
more foreigners to vocalise the ‘main melody’ (主旋律)—the party’s term for themes or narratives that 
promote its values, policies and ideology.16 In fact, the PRC’s internet regulations encourage users to 
actively promote party propaganda, so more and more influencers adapt to the system. Additionally, 
as we will see throughout the report, the PRC’s online censorship regime creates an information 
environment that’s isolated from the rest of the world and primed with a nationalistic ideology.

In Section 3, we expand on how the role of foreign influencers in China’s propaganda system reflects 
the CCP’s strategic adaptation to the digital age. By leveraging the power of foreign voices to convey 
the party’s messages through the internet, and especially through online video platforms, the CCP 
is attempting to both burnish its image at home and influence international audiences to shape the 
international discourse in support of CCP agendas. As with the Yan’an period’s ‘guidance’ model, in 
which the party effectively used foreigners to support its cause, in today’s digital landscape, the party 
strives to guide foreign influencers to sing from the party’s songsheet.

The role of foreign influencers in China’s propaganda system is a key strand in the party’s multifaceted 
efforts to control domestic narratives and shape its international image.

1.1 Case study: Foreign influencers and pandemic propaganda

In 2020, as the Covid-19 pandemic raged worldwide, the PRC was the focus of intense international 
pressure. With the eyes of the world firmly trained on it, the PRC grappled with unprecedented 
scrutiny, stemming not just from the pandemic’s origins, but also due to the strict quarantine measures 
the country implemented in a bid to curb the virus’s spread. In the face of mounting criticism and an 
impending challenge to its global standing, the PRC sought to assert control over the narrative.

For the most part, the party-state apparatus followed a familiar playbook. Party-state media 
campaigns emphasised the effectiveness of the CCP’s leadership in navigating through the crisis. On 
global platforms such as X and Facebook, PRC party-state media workers and ‘wolf warrior’ diplomats 
highlighted the ‘advantages’ of China’s unique political and social system in an effort to present a 
picture of resilience, capability, and control amid chaos.17

Joining those more traditional methods was a resource that the PRC’s propaganda apparatus 
had been methodically cultivating in the years leading up to the crisis—foreign influencers. Those 
influencers, who enjoy substantial followings across both domestic and global social-media platforms, 
joined messaging from more traditional channels as part of an effort to humanise the PRC’s stringent 
pandemic policies, dispel negative perceptions and enhance China’s international image.

During the original Wuhan outbreak, when few foreign media could access the city, foreign residents 
at times became the eyes through which international audiences and media could understand events 
as they unfolded. As seen in the examples below, party-state media often used foreign influencers’ 
personal video narratives to promote an impression of international support for China’s anti-Covid 
measures, bolster recognition of its vaccines, attack unfavourable foreign media coverage and present 
a mood of confidence and safety. Often, those narratives directly or indirectly countered unfavourable 
depictions of life published not only on international media, but also by regular Chinese people on 
social media,18 detailing their experiences during lockdowns, the overwhelming situation in hospitals, 
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supply shortages, and stringent security measures. Domestic Chinese media, citizen-journalists 
and victims were o¦en blocked, harassed and detained by the state or vocal nationalists when 
they expressed such views. Chinese writer Fang Fang (方方), for example, who chronicled the 2020 
lockdown in Wuhan on her blog, said her ‘Wuhan Diary’ was e¨ectively banned from domestic 
publication because publishers shied away from it amid fierce nationalist attacks against her.19 At the 
same time, party-state media and diplomats were promoting foreign voices that aligned with o¨icial 
narratives on the epidemic.

In early April 2022, for example, while local Shanghai residents were enduring another harsh 
lockdown,20 party-state media worker and New Zealand national Andy Boreham (see Section 2.5: 
‘The influencer studio system’) was interviewed live on ABC Australia TV.21 In the interview, Boreham 
explained how the Shanghai lockdown was going ‘quite smoothly’. Later that month, a video titled 
‘Voices of April’ (四月之声), which showed footage of an empty Shanghai and audio recordings of 
some of the most desperate moments of that month of lockdown, went viral in China (Figure 1).22

The swi¦ly censored video included audio of stranded delivery drivers, community workers, a mother 
seeking help for her child, and a shocked bystander watching a dog being beaten to death by a 
quarantine worker.23 During a live program with his American Shanghai Daily colleague Alexander 
Bushroe that was streamed on the Shanghai Daily website, WeChat and via his Twitter and YouTube 
accounts, Boreham read out loud a question from a viewer about the video. The pair appeared to 
gloss over the incident, with Boreham describing the video in vague terms before asking his colleague, 
‘What’s more to say?’ Bushroe responded in equally vague terms, ‘I think a lot of people did see that.
It made a lot of people feel a certain way.’24

Figure 1: Screenshot from the ‘Voices of April’ video.

Translation: March 15—Shanghai press conference on the prevention and control of the Covid-19 outbreak. New local confirmed cases of the day, 5. New 
local asymptomatic cases of the day, 95. Accumulated total local confirmed cases, 197. Accumulated total local asymptomatic cases, 959. ‘At present, we are 
not under lockdown in Shanghai.’

Source: ‘404 archive’ [404资料馆], YouTube, 22 April 2022, online.

8 Policy brief: Singing from the CCP’s songsheet: the role of foreign influencers in China’s propaganda system

https://www.youtube.com/watch?v=mBdOXwdBn5s


Some foreign influencers’ popularity strongly benefited from the PRC’s Covid-19 push. One notable 
example is Jerry Kowal, a US citizen, whose pandemic videos saw him gain the approval of CCTV (China 
Central Television), the predominant state television broadcaster in China.

In his university years at the College of Charleston, South Carolina, Alex Farley never imagined that 
the shared passion for Mandarin he had with his close friend Jerry Kowal would eventually lead them 
down such divergent paths. As classmates and friends, they dedicated hours to their studies, forming 
a close bond. Little did he know that a decade later they would become polar opposites—Farley, a 
satirist of the CCP known for performing skits and mocking the party, was banished from the Chinese 
internet, while Kowal, a prominent booster of the party’s policies, became one of the most followed 
foreign influencers inside the Great Firewall.

Prior to his banishment, Farley pursued acting at the prestigious Central Academy of Drama in Beijing 
(中央戏剧学院) and amassed a fan base of 60,000 followers on Chinese social-media platforms. His 
rising influence caught the notice of government authorities, who proposed a partnership and support 
in promoting his content.25 Meanwhile, Kowal was making videos about food, interviewing passers-by 
on the streets of the US or China and exploring other curiosities about American and Chinese cultures. 
The turning point for both the former classmates came with the onset of the Covid-19 pandemic, when 
Farley’s videos that poked fun at the party saw him kicked off the Chinese internet, while Kowal’s 
critiques of US Covid policies earned him the praise of China’s propaganda authorities.

From very early on in the pandemic, when the virus was yet to hit the US, Kowal started posting videos 
from New York City, attempting to compare the two countries’ responses to the virus. From showcasing 
mask shortages to conducting street interviews, Kowal several times expressed his disappointment 
in the US Government’s lack of preparedness.26 In his second video about Covid-19, Kowal said that 
there had been ‘a lot of reporting done in the West about China, some of it right but a lot also wrong. 
I wanted to share with all of you what is really going on in China with this current coronavirus.’27

Kowal caught the attention of Western media, which reported on his videos, and he was consequently 
invited to speak about his experience by official Chinese media. In an interview with Beijing-backed 
Hong Kong broadcaster Phoenix TV, Kowal presented himself as an objective observer untainted by the 
foreign media’s bias against China. Kowal reiterated that, while he used to trust Western media outlets 
such as the New York Times, after their reporting on his own videos, he now believes that they’re ‘fake 
news’. ‘I just hope that I could be more and more objective … When I shoot videos, I want people to 
see what I have seen. I don’t usually give my opinions,’ he told Phoenix TV.28

Kowal’s subsequent videos about the difference between the US’s and China’s handling of the 
pandemic saw him assume the role of a uniquely placed objective observer, untarnished by the bias 
of Western media. As outlined in the next section, this reflects a now established trend in which 
party-state media channels present influencers as journalists or media representatives, creating the 
impression of journalistic objectivity. Kowal’s videos, which had long mined the cultural and societal 
differences between the US and China, took on a harder edged tone after the Covid-19 pandemic 
outbreak. He now placed a strong emphasis on the mistakes of the US Government and what he 
described as the great successes of the Chinese Government in containing the virus (Figure 2). This 
mirrored growing anti-Western coverage of international issues by party-state media since the outset 
of the pandemic.29 
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Figure 2: Jerry Kowal talking about di�erences between the US’s and China’s epidemic prevention; when he arrives in 
China, he says: ‘I’m happy, I feel a sense of freedom! There’s no virus and no anti-maskers … This is the most organised 
Covid prevention in the world.’

Source: ‘Jerry Kowal 我是郭杰瑞’, YouTube, 15 March 2021, online.

Kowal’s videos landed him a rare opportunity to live stream for CCTV News on the Youku video-hosting 
platform directly from New York City—a privilege rarely, if ever, extended to foreigners. CCTV is the 
predominant state television broadcaster in China and is directly under the supervision of the Central 
Propaganda Department.30 During his live stream, Kowal identified himself as ‘press’ to a security 
guard,31 despite not being an o¨icial member of any news organisation. 

Kowal’s Covid-19 videos also exemplify a pattern among some foreign influencers in China who 
act as intermediaries in shaping Chinese citizens’ view of the outside world. Presenting themselves 
as objective observers of both Western societies and China, they play a vital role in maintaining 
the credibility of the PRC’s narrative within the confines of the Great Firewall. Kowal’s sympathetic 
perspective on Chinese policies and his criticisms of Western ones align perfectly with the state’s 
narrative, thereby providing an international endorsement of the PRC’s stance without citizens needing 
to seek foreign viewpoints.

Individuals such as Kowal, who echo propaganda talking points,32 can find unprecedented success in 
China’s cyberspace, while those like Farley, who deviate from it, find themselves swi¦ly ostracised.33

This dynamic is a potent reminder of the subtle power that foreign influencers can wield within China’s 
information-control regime, shaping perceptions and potentially obviating the need for citizens to 
circumvent the Great Firewall in search of alternative viewpoints.

1.2 Filling content gaps for party-state media

The value to the CCP of a carefully managed foreign-influencer ecosystem—one that o¨ers 
high-quality, well-presented and readily available content—became clear during the Covid-19 
pandemic. Party-state media drew heavily on foreign influencers to promote CCP messaging as part 
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of the Covid-crisis response strategy. For example, China Global Television Network (CGTN) frequently 
drew on vlog-style videos featuring foreigners, often using a pseudo-citizen-journalism ‘global stringer’ 
label, to highlight favourable perspectives and combat unfavourable media coverage. 

Wuhan-based American teacher Marissa Lindsay appeared as a ‘global stringer’ in CGTN videos from 
Wuhan from the start of the pandemic through to the end of the PRC’s ‘dynamic zero-Covid’ strategy. 
According to CGTN, Lindsay and her partner were creating videos to ‘reflect an accurate picture of what 
is happening in Wuhan.’34 In 2022, after the PRC abruptly reversed its ‘dynamic zero-Covid’ strategy 
and infections and deaths in the country soared, CGTN published a series of videos titled ‘True China’ 
featuring Lindsay and other foreigners talking positively about the situation in China and affirming 
China’s anti-Covid measures.35 

CGTN rapidly published a series of state-aligned commentary from foreigners after the pandemic 
began. Official PRC diplomatic Twitter accounts36 promoted a number of those videos, which were 
produced in multiple languages and possibly targeted at specific audiences. For example, bilingual 
Arabic- and Mandarin-speaking ‘global stringer’ Mohamed Jihad accused foreign media in Arabic of 
bias against China and praised China for sending vaccines to his home country, Egypt.37 Several ‘True 
China’ videos were explicitly framed to discredit Western media. For example, Spanish vlogger Noel 
Sirerol González ‘refuted false views on the coronavirus outbreak, denouncing malicious actions taken 
by internet users abroad’, according to China Daily, which published one of his vlogs in early February 
2020.38 At the same time, Sirerol González, who has a history of close collaboration with party-state 
media, including work in Tibet with CGTN, registered a Twitter account in February 2020 and began 
sharing his own videos, promoting content from CCP propaganda accounts and defending the PRC 
Government against criticism.39

CGTN’s ‘global stringers’ also included foreigners who appeared to have little history of vlogging but 
who were known to party-state media via previous interviews they’d given or propaganda activities 
they’d joined. For example, a long-term Shanghai resident from Hungary, Steven Back, appeared in a 
number of positive CGTN videos about China’s epidemic response, including several in which Back was 
presented as a ‘stringer’.40 Other foreign influencers and vloggers who have been presented as ‘global 
stringers’ in Covid-related CGTN videos have included British nationals Lee and Oli Barrett and Jason 
Richard Lightfoot, Colombian Fernando Munoz Bernal, South Korean Jeong Ji-eun and Pole Piotr 
Polska.41 In addition, the China Foreign Languages Publishing Administration (also known as the China 
International Communications Group, CICG) deployed its own foreign staff at the start of the epidemic 
to produce reports and influencer-style vlogs.42

Beyond its creation of pseudo-citizen-journalist ‘global stringers’, Chinese party-state media also 
made use of overseas content redistributors, including commercial wire services, to promote positive 
views of lockdowns in China. In one case, a Global Times article that quoted Steven Back and other 
foreigners praising China’s epidemic response and vaccines was amplified by international media, 
including paid-for PR wire service PR Newswire,43 Yahoo news44 and overseas media targeting the 
Chinese diaspora.45
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2. Giving and following guidance: rhetoric, tools 
and strategies
2.1 Party paranoia: defending against foreign influence/rs

Despite the great potential the party-state sees in foreign influencers, and their efforts to maximise 
that potential, the idea of freewheeling foreigners exercising their freedom of speech on matters of 
political, historical and cultural importance to China creates a tense contradiction for the CCP, which 
has had a longstanding paranoia towards foreign voices. That aversion to the pernicious nature of 
foreign influence is reflected in China’s National Security Law, which specifically focuses on defending 
‘advanced socialist culture’ against negative cultural influences.46

That paranoia is couched in a sense of cultural crisis that’s been present in Chinese society since 
it came into contact with the technologically superior Western world during the 19th century.47 
It manifests today on the Chinese internet as the CCP and its nationalist supporters claiming that 
foreigners are infiltrating their information space and surreptitiously ‘setting the tempo’ (带节奏) of 
online discussions. Abstract ‘foreign forces’ (境外势力) are often blamed for instances of unrest in the 
country.48 Discussion about the threat of foreign forces fluctuates depending on China’s geopolitical 
situation. As Stella Chen has observed, the official People’s Daily newspaper seldom mentioned ‘foreign 
forces’ in 2018 and 2019, when there were only four and three instances, respectively. However, there 
was a significant increase in the use of the term in 2020, when it appeared in 65 articles throughout the 
year. That surge coincided with rising political tensions and the CCP’s desire to justify the introduction 
of the National Security Law in Hong Kong in July 2020.49 

Those fears, while ever-present in the party, grew more pronounced during the 1990s, as the rise of 
globalisation and marketisation prompted many Chinese intellectuals to express anxiety that core 
Chinese historical and cultural values of Chineseness were under threat. The market, while useful 
for helping China to become powerful, was and continues to be seen by many Chinese scholars as a 
corrosive force that could threaten the fabric of Chinese culture and undermine the Chinese nation by 
stealth. The 1990s saw a shift in ‘intellectual persuasion’ towards fears of being colonised. Those mixed 
feelings of contempt for the West and a heightened sense of anti-Chinese conspiracy could be found in 
texts such as China can say No (中国可以说不) and Behind the demonisation of China (妖魔化中国的背
后).50

Current Politburo Standing Committee member Wang Huning (王沪宁), who’s been a top ideological 
theorist for the party for three decades and was head of the Central Leading Group for Propaganda 
and Ideological Work (中央宣传思想领导小组) until 2018, captured that sentiment in his book, 
America against America (美国反对美国), in which he argued that national cultural sovereignty and 
cultural order are rendered insecure by globalisation.51

Since the 1990s, those fears have fed into the development of a conception of national security that 
includes cultural security (文化安全). Under Xi Jinping, cultural security joins ideological security 
and economic security as concepts on the same plane as traditional military threats, and together 
those themes make up a holistic approach to national security known as the ‘overall national security 
concept’ (总体国家安全观). Non-traditional security factors such as culture have come to be seen 
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as critical to the CCP’s survival, and ‘inoculating information networks against foreign influence’ is 
the key to the party’s cultural security framework.52 Any unwanted influence from abroad is likely to 
come via technology, according to party theorists. Zhao Zhouxian (赵周贤) and Xu Zhidong (徐志
栋), of the National Defense University’s Research Center for the Theoretical System of Socialism with 
Chinese Characteristics, argued in 2016 that ‘taking advantage of information technology and its latest 
developments to infiltrate ideology into our country is a long-term strategy of the Western countries 
led by the US.’53

The party has long been deeply ambivalent about the potential promises and threats of the internet. 
A 2014 report on national security by the University of International Relations Strategy and Security 
Research Center (国际关系学院国际战略与安全研究中心), which is linked to the Ministry of State 
Security,54 emphasised the ideological threats to the country’s national security caused by the 
internet. The report stated that ‘the cultural hegemony of Western countries’ and the ‘pluralistic spread 
of internet information and opinion’, among other factors, were ‘posing a serious threat to China’s 
ideological security.’ It noted that Western cultural hegemony has caused some Chinese people to 
blindly worship all things foreign and ‘a¨ected and changed the value orientation of the Chinese 
public, causing some Chinese nationals to become confused and shaken in their beliefs about socialist 
and communist ideals, and interfering with the dominant and radiating power of China’s mainstream 
ideology.’ Ultimately, according to the report, the spread of heterodox ideas via the internet is a direct 
threat to China’s national security:

From an international perspective, the internet has broken through spatial boundaries and 
ideological blockades. Political ideas, systems, and various trends that do not align with China’s 
national conditions are being disseminated through the internet, impacting the thoughts of the 
Chinese populace. This dilutes the dominant role and function of China’s mainstream ideology in 
society, weakens its control over society, reduces the cohesiveness of the mainstream ideology, 
harms social stability and national unity, and in turn, threatens China’s national security.55

A key component of achieving ‘ideological security’ (意识形态安全) is the use of censorship to 
eliminate undesirable discourses. Competing narratives about Chinese politics, culture and history 
are seen as a threat to regime stability. Banishing discordant foreign voices from the Chinese 
internet (see breakout box: ‘Cancelled: Censoring discordant voices’)—and harnessing those who are 
sympathetic to the PRC system—is part and parcel of maintaining firm control over China’s domestic 
information ecology.

Cancelled: Censoring discordant voices

The status of foreign influencers in China’s vlogging economy heavily depends on their personal 
reputations. Therefore, their careers can be precarious.56 Some influencers, such as the account 
‘Fulinfang’ (拂菻坊), have had their influencer careers derailed by inadvertently crossing red lines and 
being ‘cancelled’ by nationalist viewers.

In a 2018 US Securities and Exchange Commission filing, Bilibili described Fulinfang, whose real name 
is William August, as one of ‘the most popular and influential content creators on our platform’. His 
videos about ‘Sino-British cultural di¨erences’ and ‘fun anecdotes of foreigners living in China’ had, at 
the time, attracted 1.6 million followers, according to the platform.57
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By 2020, however, August had stopped publishing videos a¦er he was accused by nationalist viewers 
of being ‘two-faced’ (两面人), hypocritical and insensitive to Chinese culture.58 On 20 April 2020, 
August posted a message to his Bilibili account explaining that he had received ‘tens of thousands 
of hate messages’ and hadn’t published any new videos for a long time, ‘not because I don’t want 
to, but because my newest content doesn’t seem to fit the consensus around here.’59 A¦er a long 
hiatus, August has returned to occasionally posting videos on his Bilibili account and runs a marketing 
company out of London and Shanghai.60

But, in the few instances in which foreign influencers have attacked the CCP itself, their cancellations 
have been more permanent. The party-state’s information-control regime strictly polices what it 
considers acceptable speech by foreign influencers online. Those who have ever sung their own tunes 
have been censored, or, in Chinese online parlance, ‘harmonised’.61

At his peak, German writer Christoph Rehage boasted more than 800,000 followers on the 
microblogging platform Weibo, where he had established himself as one of the most influential foreign 
commentators.62 Rehage originally opened his Weibo account in 2011 to promote his travel writing 
to a Chinese audience but was soon drawn into social and political discussions. He even received 
recognition from o¨icial media, including being invited by the CCP’s o¨icial mouthpiece, the People’s 
Daily, to write a column about Germany and appearing on several Chinese TV programs. Curious Weibo 
users peppered Rehage with questions about his native Germany. ‘It was when I decided to publicly 
respond to these questions that I started becoming popular on Weibo,’ Rehage wrote in an account 
of his rise and fall on Chinese social media. ‘People liked the idea of having me as a sort of first-hand 
foreign guy to talk to.’63

Throughout Rehage’s internet career in China, he consciously tested the red lines of censorship. 
Concerned that a rise in censorship would hamper his ability to speak out, he started making his 
political points via satire. In 2014, he began making satirical videos, using the parody identity of the 
‘German Ziganwu’ (自干五)64 to criticise current events. A ziganwu is an internet troll who spreads party 
propaganda without any expectation of being paid to do so. The parody brought Rehage attention 
as well as controversy and even abuse. In July 2015, he participated in a trending topic about the 
legendary folk heroine Mulan (木兰), suggesting that a model soldier from Mao Zedong’s era, Lei Feng 
(雷锋), should impregnate her.65 As a result, he was inundated with hate mail, and the People’s Daily
deleted all of his column articles as if he had never existed. Rehage was then banished from China’s 
online platforms.

Despite that, Rehage didn’t stop his political commentary. In December 2015, while in Germany, 
he posted a video on YouTube comparing Mao to Adolf Hitler.66 In a sharply worded article on the 
Communist Youth League’s China Youth Network (中国青年网), Zhu Jidong (朱继东), deputy director 
and secretary-general of the National Center for Cultural Security and Ideological Construction at 
the Chinese Academy of Social Sciences, said that Lao Lei (老雷, the name by which Rehage is known 
in China) ‘represents a group force with the ultimate goal of misleading people’s understanding of 
many things with an outsider’s tone, undermining the history and values of the Chinese people, and 
ultimately disrupting the consciousness of the Chinese people.’67

Zhu’s views echoed Xi Jinping’s speech at the opening ceremony of the second World Internet 
Conference in 2015. In the speech, Xi emphasised that cyberspace isn’t a ‘lawless place’.68 Zhu Wei
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(朱巍), another academic consulted at the time by China Youth Net (中国青年网) about the incident, 
argued that the fact that Rehage wasn’t in China at the time was immaterial. Zhu, who was deputy 
director of the Centre for Communication Law Research at the China University of Political Science 
and Law, said that China’s cyber sovereignty meant that the country has jurisdiction over the internet, 
regardless of where the person is located, and that, as long as their expression is China-related, they’re 
subject to China’s law.69

Zhu Jidong’s article alleged that Rehage’s videos violated the ‘WeChat Ten Articles’ issued by the State 
Internet Information O¨ice in August 2014,70 and that he was suspected of violating Article 246 of the 
Criminal Law of the PRC, which prohibits insult and defamation; violations are punishable by up to 
three years in prison.71 Although he hasn’t received an o¨icial summons, Rehage has felt the threat and 
is reluctant to travel to China.72

2.2 Turning a foreign threat into a propaganda opportunity

While there has always been concern about foreign influence, the desire and need to harness positive 
foreign views has played out di¨erently over time. Foreigners have featured on Chinese television 
screens since the 1980s, where they’ve o¦en been depicted taking part in Chinese cultural activities, 
such as reciting poetry and practising calligraphy. Foreign performances of Chineseness serve to 
‘present to domestic audiences the image of a powerful, modern, and unified Chinese nation, firmly at 
the centre of world civilization’.73 Foreigners on these programs typically ‘express a sense of fondness 
for China and Chinese culture, helping to solidify in viewers a Chinese national identity under the CCP’s 
rule.’74

The transition to the digital age hasn’t dampened the role that foreigners can play in rea¨irming 
China’s national identity to Chinese people; rather, it has evolved and magnified that role. Audience 
attention has shi¦ed from television screens to the online space, where foreign influencers now 
create content about Chinese food, travel, expat life, and cultural di¨erences between China and their 
home countries.

Du Guodong (杜国东), the deputy chief editor of the English edition of China Newsweek and the 
author of a treatise on foreign influencers, sees them as ‘builders of China’s national image.’75 Du and 
others argue that foreign influencers contribute to the party-state’s goal of constructing ‘cultural so¦ 
power’—a notion that’s gained substantial emphasis over the past decade as a component of the 
country’s ‘comprehensive national power’ (综合国力) and ‘national cultural security’ (国家文化安全). 
Foreign influencers’ a¨ectionate rhetoric about China and its culture plays a crucial part in fostering 
domestic cohesion, unity and strength among the Chinese populace, as well as enhancing ‘cultural 
confidence’ (文化自信).76

The ‘confidence doctrine’ championed by Xi Jinping emphasises that the Chinese people need to 
have great confidence in their country’s path, theory, system and culture. Among those ‘four matters 
of confidence’ (四个自信), Xi assigns the greatest significance to cultural confidence. That focus on 
‘cultural confidence’ also shapes Xi’s international priorities. In his view, ‘cultural so¦ power’ represents 
the apex and most crucial reflection of a nation’s comprehensive strength.77 In this context, the CCP 
increasingly recognises foreign influencers as valuable assets to bolster Xi’s ‘cultural so¦ power’ 
strategy, serving as a counterforce against perceived Western dominance in global discourse.
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Part of enhancing China’s cultural soft power consists in building its international communication 
ability—a ‘systematic, long-term, strategic project’ for the CCP.78 The party believes that China’s global 
image is to a large degree shaped by others, rather than itself. This project aims to counter the CCP’s 
perception of China’s weak position in international public opinion vis-à-vis the strong position still 
held by ‘the West’. In this imbalance, the CCP believes that there’s a discrepancy between ‘the real 
China’ and the West’s subjective impression of it, and a gap between China’s hard and soft power.79

To close that gap, Xi Jinping has emphasised the need to adapt to new trends in foreign 
communications and for clear, engaging discourse that’s easy for foreign audiences to understand, 
with the goal of enhancing the effect of external propaganda. In a speech delivered at the 12th 
collective study session of the 19th Politburo on 25 January 2019, Xi instructed:

We should grasp the mobile, social and visual trends in the field of international communication, 
work on building a foreign communication discourse system, work on being receptive and easy 
to understand so that more foreign audiences can understand, listen to and comprehend, and 
continuously improve the results of foreign communication.80

In their thesis on foreign influencers, Zhao Hong (赵泓) and Wan Yuqing (万雨晴), who are 
journalism and communication scholars from the South China University of Technology, argued that 
foreign-influencer videos serve to ‘enhance the cultural self-confidence of Chinese youth’. Viewers can 
see the reaction of other viewers to foreign influencers, as their comments appear as scrolling text 
overlaid on the videos rather than only in a comments section below the videos. Based on the authors’ 
observations, whenever foreign influencers praise China, the reaction from the audience is to post 
comments such as ‘The Chinese nation has a long history, I am so proud! Our history is a source of 
pride.’81

This process, whereby foreigners praise China and boost the cultural self-confidence of the Chinese 
viewers, is particularly important in the context of the West’s ‘strong cultural output’, which ‘poses a 
serious challenge to China’s cultural confidence’ (see Section 3.1: ‘The influencer ecosystem’).82

Recently, in addition to boosting ‘cultural confidence’ at home, foreign influencers have become 
another vector by which the party can project its messages to the outside world. Tsinghua scholars 
Shi Anbin (史安斌) and Tong Tong (童桐) argued in International Communications (对外传播), that 
this is particularly important because traditional conduits for China’s external propaganda such 
as party-state media and Confucius institutes have encountered ‘systematic suppression and 
institutional barriers in their external communication’.83 They consider that those barriers have 
made ‘the transformation of the role and positioning of external communication institutions, which 
academia has long called for, an urgent problem to be solved’. Their solution is to move away from 
traditional party-state media methods of communication towards one that emphasises ‘key opinion 
leaders’ (关键意见领袖), who are more likely to ‘adapt to the new situation’, avoid being branded as 
state-affiliated media on foreign social-media platforms, and tailor messages that will resonate with 
foreign audiences.

For China Newsweek’s Du Guodong, foreign influencers or, as he refers to them, ‘overseas 
communication officers’ are more effective in persuading foreign audiences. ‘In recent years, China 
has continued to increase its international communication capabilities and increase the number 
of external media and programs in various languages, but the effectiveness and investment 
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in external publicity have always been disproportionate,’ he wrote. The goal, in Du’s view, is to 
‘make foreign influencers truly work for us and gradually become an important force in China’s 
international communication’ and ‘enhance the credibility and persuasiveness of China’s international 
communication.’ That approach would help cultivate a group of ‘foreign mouths’, ‘foreign pens’ and 
‘foreign brains’ who can stand up and speak for China at critical moments.84 These directives come 
directly from the CCP’s leadership.

China Foreign Languages Publishing Administration and Xufang International Media

The China Foreign Languages Publishing Administration is a state organisation that engages in 
a broad range of external propaganda work. It’s directly under the CCP Central Committee and 
has been managed by the CCP Central O¨ice of Foreign Propaganda (中共中央对外宣传办公
室) since 1995.85 The Central O¨ice of Foreign Propaganda is more commonly known as the State 
Council Information O¨ice (国务院新闻办公室).86 With origins dating back to the PRC’s founding 
in 1949, the administration is the country’s oldest outbound-propaganda organ and specialises in 
‘international communication that serves the party and the state’, according to its home page.87 In 
2019, Xi Jinping told the organisation to ‘develop itself into a world-class, comprehensive international 
communication institution’.88 At the start of 2022, the group rebranded its foreign-facing name from 
China International Publishing Group to China International Communications Group (CICG, 中国外文
局) as part of its e¨orts to implement Xi’s 2021 speech on strengthening and advancing international 
communications work.89

Despite its impartial-sounding external name, the CICG’s work is highly ideological. CICG president Du 
Zhanyuan (杜占元) stated in a May 2022 article that developing a ‘foreigners telling Chinese stories’ 
brand would be a focus of its work, along with its ‘number one project’ of promoting Xi Jinping’s 
ideology and propaganda texts.90 This followed former head of the Central Propaganda Department 
Huang Kunming’s (黄坤明) instruction to CICG in 2019 to spread Xi Jinping’s ideology ‘wider, deeper 
and further’.91 CICG unveiled a ‘Communications Centre for the Americas’ in February 2022 to promote 
Xi Jinping ideology and ‘international communication’ in fields including technology, politics, 
diplomacy and economics.92 A focus of the centre’s work that year was using China-based foreigners to 
‘tell Chinese stories to the world’.93

The My China Story short-video competitions are managed by Beijing Xufang International Digital 
Culture Media Co. Ltd (煦方国际传媒), which is a subsidiary of CICG.94 Founded in 2011, Xufang is 
a key player in cultivating high-quality foreign-influencer content. The competitions are part of the 
Central Propaganda Department’s ‘International Communications Project’, according to a government 
procurement document.95 Xufang, along with four other outbound-propaganda companies under 
CICG, is located within the same compound, which resembles an industrial park for international 
propaganda.96 CICG appoints Xufang’s leadership, headed by two CCP cadres, and CICG chief Du 
Zhanyuan instructed Xufang to become a signature enterprise in China’s external propaganda services 
domain.97 New media products produced by Xufang won the China News Award, the country’s highest 
award for outstanding news works, for three consecutive years (2018 to 2020), as well as awards given 
out by the Central Cyberspace A¨airs Commission (中央网信办).
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A Xinhua report on the 2021 My China Story awards highlighted that, that year, the competition had 
gathered more than 10,000 short videos from around the world, of which more than 3,500 met the 
themes of the competition, and 60 ‘excellent’ works were selected for the awards.98 By 2022, the 
My China Story competition had gathered more than 800,000 submissions since its founding in 
2018, a state-media report noted.99 The 2022 edition of the competition had a budget of Ұ2 million 
(A$422,000), according to a government procurement document, and specified that no fewer than 
60,000 short videos should be gathered from at least 15 countries and covering a minimum of 
10 languages.100 The fact that the competition offers tens of thousands of yuan in prize money to 
foreigners has drawn criticism from Chinese social-media users.101

Xufang’s website states that Associated Press, Deutsche Presse-Agentur, Indo-Asian News Service, 
Ghana News Agency and Australian Associated Press are ‘international media partners’ of the My 
China Story competition; however, we haven’t seen evidence of their involvement beyond Xufang using 
paid-for PR content services to spread news releases through foreign news agencies.

Figure 3: Xufang International Media’s deputy general manager and CCP cadre Wang Xinling (王新玲) speaks at the 
launch ceremony for Xufang’s 2021 My China Story short-video competition, in Beijing, 11 May 2021.

Source: Official magazine of the Cyberspace Administration of China [中国网信], 21 September 2022, online.

Xufang has also created a ‘China Matters’ (视界中国) content brand. By February 2021, the two brands 
claimed more than 5 billion followers both domestically and internationally.102 Foreign influencers 
such as Jack Klumpp, Oli Barrett and Rachele Longhi (see Section 3.3: ‘Rachele Longhi’) are among the 
many who have appeared in China Matters content. China Matters is also active on YouTube, with more 
than 84,100 subscribers. Its channel describes itself as an ‘online news source that strives to deliver 
pertinent analysis on economics, politics, and military related to China, alongside irreverent stories of 
interest.’103 Some of the foreigners in China Matters videos are presented as independent travellers, 
journalists or simple ‘residents’, but in fact work for different PRC state organisations.
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Several foreign influencers are producing e¨ective pro-party content on both Chinese and American 
social media, targeted at both domestic and international audiences. The Brookings Institution’s 
2022 paper Winning the web showed that CCP-aligned influencer content has already helped boost 
the prevalence of party-approved narratives about Xinjiang on YouTube by 27%, outperforming more 
credible sources because search-engine algorithms prioritise fresh content and regular posts.104 The 
YouTube algorithm also tends to aggregate together many of the videos produced by state-influenced 
vloggers, contributing to the creation of a ‘rabbit hole’ into PRC propaganda (Figure 4).

Figure 4: Screenshot from YouTube shows Israeli vlogger Raz Gal-Or in a ‘YChina’ vlog about cotton farming in Xinjiang. 
On the right, YouTube recommends further state-aligned vlogs on Xinjiang from foreign influencers, including those 
who have participated in PRC state-run short-video competitions. The screenshot was taken while accessing YouTube 
via a Washington DC VPN server, on 22 May 2023, with the US selected as ‘country’ in YouTube settings.

Source: YouTube.

The e¨icacy of this digital strategy is demonstrated by the significant international traction some 
foreign influencers have gained. A key example is the Mexican couple, Maximiliano J Carrera 
Camacho and Noelia Rodriguez Pascual, who manage the ‘Mexicans in China’ (Mexicanos en China) 
YouTube account. As of 24 May 2023, they commanded a substantial following of nearly 7 million (see 
Appendix 1), thus positioning their channel as the sixth top YouTube channel in Mexico, according to 
Forbes Mexico.105

Their success on YouTube underscores the reach and resonance of their content with international 
audiences. Their content is primarily delivered in Spanish; it aligns with CCP narratives and features 
their involvement in various propaganda activities, such as o¨icial media tours with other prominent 
foreign influencers (see Section 2.4: ‘Media tours’),106 collaborations with local propaganda 
organisations such as iChongqing (see breakout box: ‘Propaganda push at the local level’),107 and large 
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events organised by party organs.108 Those include a video on the CCP’s origins, which the Chinese 
Embassy in Mexico shared,109 and an interview with the Chinese Ambassador to Mexico, Zhang Run 
[张润].110 In an interview published by the Shenzhen Government, Carrera Camacho is quoted saying 
that ‘a phenomenon that deeply impressed me is that the Chinese people are with the Party. It doesn’t 
matter who I asked, everyone supports the Party and loves the government, including the young 
people.’111

The extensive audience of the ‘Mexicans in China’ YouTube account demonstrates the CCP’s ability 
to infiltrate international viewership and influence foreign perspectives. That success is a testament 
to the potential of foreign influencers as a tool in the CCP’s international communication strategy. 
It illustrates how the CCP can, through cultivating and amplifying the voices of sympathetic foreign 
influencers, disseminate the party’s narratives and propaganda overseas, thereby overcoming 
traditional challenges faced by official PRC media outlets. The popularity of such accounts significantly 
contributes to the ‘cultural soft power’ agenda, reflecting the directives of the CCP leadership.

Party-aligned content produced by foreign influencers joins that of party-state media workers 
masquerading as influencers, as well as that of state-approved ethnic-minority influencers, as part 
of a coordinated tactic referred to as ‘polyphonous communication’ (复调传播).112 By coordinating 
these various communicators, Beijing aspires to create a unified choir of voices capable of promoting 
party narratives more effectively than official PRC media has traditionally been able to. Harmonising 
a diverse array of voices into a unified, global choir echoing China’s narratives and objectives requires 
guidance from the party-state, as the following sections detail.

2.3 State-sponsored competitions and cash prizes

Xi Jinping continues to stress the importance of ‘telling China’s story well’. Officials responsible 
for propaganda work have turned to short-video competitions as a means of conducting external 
propaganda and other objectives. With prizes worth tens of thousands of yuan up for grabs, the 
competitions highlight the unique and, at times, lucrative role for foreigners in the rapidly developing 
PRC propaganda ecosystem. It’s a trend that sees public and private partnerships being formed to 
develop new, more effective means of ‘telling China’s story’, adding financial and career incentives 
for influencers, and forging new contexts for foreigners to participate in the creation of propaganda. 
The competitions, which often run for months at a time and solicit entries worldwide, are frequently 
attended by local and central propaganda chiefs, underscoring their significance to the CCP. By 
examining how competitions are organised and are evolving, we can establish a clearer picture of how 
the CCP leadership’s propaganda directives are being concretely implemented.

Competitions are a common form of publicity in China, as elsewhere, and are seen as an effective way 
to reach wide audiences. According to the People’s Daily, content from one of its 2021 competitions 
achieved almost 2 billion views across websites and social-media platforms.113 While organisers are 
very likely to have an interest in inflating such figures, the practice of running video competitions 
appears to be increasingly common, adopted by leading propaganda organs in their external 
propaganda duties. We have also observed state organisations running cartoon, photography and 
essay competitions specifically for foreigners. However, in line with social-media trends, the party 
appears to place more importance on short-video competitions.114
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Competition organisers, who have ranged from universities to local government authorities, and from 
party-state media to key propaganda organs, all use a variety of incentives to encourage participation 
and guide the content of participants’ work. Prize money can go from Ұ1,000 (A$208) or less to as high 
as Ұ100,000 (A$20,800).115 Based on the competitions we analysed, guidance on content creation can 
range from setting very broad, positive themes for video topics to more hands-on cooperation on 
content production between organisers. The latter type appears to be less common, perhaps as it’s 
more resource intensive.

Some state-run competitions are held under specific themes, which are probably chosen to support 
key objectives of the CCP. They’ve ranged from Xi Jinping’s broad call to promote ‘traditional Chinese 
culture’ to more narrowly defined themes, such as the development of the ‘Greater Bay Area’, a 
personal project of Xi Jinping aimed at increasing the economic and social integration of Hong Kong 
with mainland China.116 In a speech at the launch event for the ‘My China Story: Guangdong – Hong 
Kong – Macao Greater Bay Area’ video competition, the deputy head of the China Foreign Languages 
Publishing Administration, Gao Anming (高岸明), said that ‘telling stories of the Greater Bay Area’s 
construction and development well’ was needed to deepen the area’s development and was 
‘important content’ of China’s ‘international communications work in the new era’.117 

The Greater Bay Area competition entry guidelines instructed content creators to publish their videos 
on various Chinese social-media sites along with a set hashtag—a widely used publicity strategy. This 
suggests that the competition was an inexpensive means to generate a potentially large quantity of 
state-aligned content. The ‘China and I’ (我与中国) competition, which was also organised by the 
State Council Information Office, claimed to have gathered more than 430,000 short videos globally.118 
Organisers of 2022’s My China Story competition, meanwhile, said that the months-long event had 
collected 65,000 short videos from more than 70 countries.119 

Competition organisers don’t focus only on gathering large numbers of videos. We’ve observed that 
the events support networking for both organisers and participants. They bring together different 
groups of influencers—from emerging content creators to experts—and increase their visibility 
to Chinese officials, social-media platforms and industry figures, both domestic and foreign. This 
probably supports influencers to grow their audiences, in turn helping them become more valued by 
potential sponsors or other commercial partners.

Organisers have presented competitions differently to domestic and foreign audiences. The entry 
guidelines for a short-video contest run by the People’s Daily stated, in English, that it was being held 
‘to allow more of the world to get to know about China’.120 In Chinese, on the other hand, it was ‘to 
celebrate the 70th anniversary of the founding of New China’. This is typical of how the party deploys 
different or even contradictory discourses to domestic and foreign audiences, reflecting the party’s 
longstanding catchphrase that encapsulates the ways in which it attempts to control foreigners: ‘treat 
insiders and outsiders differently’ (内外有别).121

When it comes to propaganda, the foreign-facing discourses commonly dilute nationalistic language 
and the prominence of the party while emphasising dovish calls for understanding and cooperation. 
In doing so, the party can lead people into participating in politicised activities, but it can also offer 
plausible deniability to those who may want to defend themselves against accusations of being 
propagandists, of ignoring human-rights issues or other frequent criticisms.
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Rewarding foreign influencers through competitions

Propaganda organs are regularising video competitions open to the public as a format. In 2022, 
authorities in Shandong Province set up the first of an initial batch of ‘practice bases’ for the ‘“Telling 
Chinese Stories Well” creative communication competition’. The Shandong base would aim to 
consolidate the results of the competitions and ‘serve China’s overall external propaganda efforts’, 
according to a local state-media report. With the self-described mission of getting ‘all people 
participating in telling stories of China in the New Era well’, the base’s work would include supporting 
the narration and communication of ‘Chinese stories’ with local characteristics and organising and 
mobilising broad participation by the public in ‘telling Chinese stories well’ activities, the report 
stated.122 This is consistent with other calls for mass participation123 and may be aimed at further 
saturating social-media platforms with state-aligned content. The competition’s secretary-general, 
Yu Yunquan (于运全), dean of the Academy of Contemporary China and World Studies, said 
that he hoped to see multilingual editions of the competition held in the future to further 
its internationalisation.124

The recognition given to foreign influencers by the state-run competitions appears to have been 
successful in some cases as a form of guidance. ‘I thought my video was just for fun, but after winning 
the award, I found out that our video can actually gain recognition,’ Italian vlogger Rachele Longhi 
was quoted by party-state media in a report on her speech at the 2021 World Internet Conference in 
Wuzhen—an annual event promoting the CCP’s cyberspace agenda: ‘This makes me more confident to 
stick to this path’125 (see Section 3.3: ‘Rachele Longhi’).

Finally, the competitions appear to serve internal party purposes of incentivising and rewarding 
officials for gathering appropriate short videos. Party-state organs, most typically local or provincial 
propaganda departments, but also foreign affairs offices and PRC consulates-general, have received 
‘outstanding organisation awards’ for having submitted 30 or more videos to the My China Story 
competition, according to a list of winners published by organisers.126

A review of award-winning videos reveals that organisers have at times highly favoured content 
featuring foreigners defending CCP governance or sensitive policies against overseas criticism. The 
2021 My China Story (第三只眼看中国) competition, for instance, awarded two prizes, including a ‘Best 
Live Streamer Award’ to US vlogger Jerry Kowal for a video comparing the epidemic situation in China 
favourably with that in his home nation (see Section 1.1 for a case study on Covid-19). Foreign Ministry 
spokesperson Hua Chunying (华春莹) tweeted a link to Kowal’s YouTube video shortly after it was 
uploaded, adding that ‘while gloomy filters can barely hide bias and prejudice, truthful, objective and 
fair stories always shine’127 in a likely reference to a long-running PRC foreign Ministry–led campaign 
against the BBC’s China coverage (Figure 5).
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Figure 5: Hua Chunying’s tweets of Jerry Kowal’s video.

Source: ‘Hua Chunying 华春莹’, X, 22 March 2021, online.

The video has had more than 449,000 views on YouTube and has also proven very popular on Kowal’s 
Chinese social media, where it had more than 5 million views on Bilibili, 1.7 million on Xigua, and 
nearly 1 million likes on Douyin as of 24 May 2023.128 The video was also shared by ‘Beautiful Places 
in China’, a Facebook page boasting 180,000 followers that frequently posts CCP propaganda videos 
and features playlists with videos of Xinjiang propaganda downplaying or denying Uyghur repression, 
as well as foreigners praising China and criticising Western countries.129 Kowal’s video has received 
around 35,000 views on his Facebook page and more than 2,000 likes.

The 2021 My China Story competition also rewarded Xinjiang-focused vlogs, including the grand 
jury prize for a vlog on ‘ordinary life’ in Xinjiang produced by Israeli influencer Raz Gal-Or’s company, 
YChina (Figure 6), who has regularly posted party-aligned content from the region.130 A Xinhua report 
on the awards noted that YChina had produced more than 1,000 works over the previous five years.131

This was the second consecutive year that YChina received the grand jury prize, following the group’s 
Ұ30,000 (A$6,240) prize win in the 2020 edition of the competition.132
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Figure 6: Raz Gal-Or receiving multiple prizes during the 2021 My China Story awards.

Source: CICG, 15 September 2021, online.

Both Kowal’s and YChina’s videos were highlighted as positive case studies in a state-media 
commentary.133 The commentary, in a paper under the propaganda department of the municipal 
CCP committee of Zhongshan City, praised the videos as examples of foreigners presenting a real, 
three-dimensional and comprehensive China to the world. ‘If you haven’t come here, don’t pretend 
you understand China,’ the commentary quoted the words of Gal-Or from a vlog in which he visited 
a mechanised cotton plantation in Xinjiang.134 The mechanisation of cotton production in Xinjiang 
became a strong focus of CCP external propaganda following international criticism of forced labour 
in the industry.135 While, in the introductory video, Gal-Or says it would be just him and his camera on 
the trip, previous ASPI research found evidence of close government and state-media cooperation (see 
Section 3.2: ‘Commercialised nationalist propaganda’).136 Two years on, the series of four Xinjiang vlogs 
have more than 1.5 million cumulative views on YouTube.137

Participants in competitions can also receive awards for vlogs they produced during state-led 
propaganda tours (see Section 2.4: ‘Media tours’). ‘I’m here because a lot of people right now outside 
of China want to know what Xinjiang is like,’ British national Stuart Wiggin said in the introduction to 
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his 2021 Xinjiang vlog, ‘Urumqi street food and bazaar shopping’, which won an award in the 2021 
My China Story competition.138 Wiggin’s vlog didn’t state that he was in Xinjiang as part of a state-led 
propaganda tour, or that he worked for party-state media.139 By early 2023, his vlog had more than 
120,000 views on YouTube, where it didn’t carry any state-media labels (Figure 7). Similarly, Adam 
McIlmoyle won a prize in February 2023 for a vlog titled ‘Hello, Xinjiang’, shot during a di¨erent edition 
of the same state-led ‘A Date with China’ media tour.140

Figure 7: British vlogger Stuart Wiggin appears to be an independent traveller in a video from Xinjiang posted on his 
YouTube channel (le£), while party-state media present him as a People’s Daily Online reporter in another video filmed 
on the same trip (right).

Source: YouTube, 28 May 2021, online (le¦); YouTube, 26 May 2021, online (right).

Videos that receive awards in these competitions o¦en portray heartwarming stories or showcase 
appealing landscapes. While explicitly political videos have sometimes been favoured, including 
on occasion with the top prizes, lifestyle themes make up most of the videos selected by the 
competitions. At the same time, popular apolitical videos covering topics such as food and travel can 
help to grow an influencer’s following and increase their potential value as ‘borrowed mouths’ for the 
state. YChina videos, for example, have regularly mixed bubbly entertainment with vlogs that echo 
state propaganda talking points.141

Additionally, the CCP sees competitions as a talent-scouting function. Competitions o¨er would-be 
participants financial and career incentives and encourage content aligned with themes and 
guidelines set by the organisers. For content deemed high quality, the ‘My China Story: Greater Bay 
Area’ competition promised Ұ10,000 (A$2,080) for first prize winners and the possibility of joining a 
‘China Storytelling Alliance’ (中国故事联盟) or collaborating with the organiser on short videos and 
‘new media international communication projects’.142 The alliance was brought together by Xufang 
International Media in 2021 to jointly plan, produce and globally broadcast high-quality China-themed 
short videos (see breakout box: ‘China Foreign Languages Publishing Administration and Xufang 
International Media’). Members include the Academy for International Communication of Chinese 
Culture at Beijing Normal University, Chinese social-media platforms Bilibili and Sina Weibo, YChina, 
and others.143 In 2022, the alliance produced more than 20 videos in multiple languages with nearly 10 
foreign vloggers. The videos were spread on domestic and foreign social media, including Facebook 
and YouTube.144

A¦er the YChina team won the Ұ30,000 (A$6,240) grand jury prize in the 2020 My China Story 
competition, Raz Gal-Or was invited to speak at the launch ceremony of the 2021 edition of the 
competition. In his speech, he explained the creative thinking behind his team’s award-winning work 
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to an audience that included officials from various local propaganda departments.145 Winning the 2020 
competition spurred his team’s creative passion, and he hoped, through the competition, to attract 
more people from all countries to come to China and join creative teams telling China’s story to let the 
world understand a ‘truer, more comprehensive China’, he reportedly told the audience. Later that 
same year, his team would go on to win the Ұ20,000 (A$4,220) top prize for a video on Xinjiang in the 
2021 My China Story competition.146

The day of the awards ceremony for the 2020 competition included a ‘seminar on how to tell China’s 
story well with short videos’ in which participants were addressed by senior Xufang staff and discussed 
how best to produce and share their stories about China with the world (Figure 8).147 Foreign vloggers 
at the seminar included British father-and-son duo, Lee and Oli Barrett, Americans Katherine Olson 
and YChina’s Lila Kidson, along with others. Yolanda Wang (王雁), the Director for Branded Content 
and Channels at Disney-owned National Geographic, representatives from the China International 
Communication Center (CICC) and city representatives also took part in the seminar.148 The Barretts, 
Olson and YChina are all listed as ‘cooperation partners’ of My China Story on its official website.149 
Other ‘cooperation partners’ listed include American Jerry Kowal and British nationals Stuart Wiggin 
and Max Burns.

Figure 8: Israeli vlogger Raz Gal-Or speaks to an audience including officials from various local propaganda 
departments at the launch event for the 2021 edition of the My China Story short video competition, in Beijing, 
11 May 2021.

Source: China Foreign Languages Publishing Administration [中国外文出版发行事业局], online.

In his address to the same forum, Luo Jun (罗军), vice dean of the Academy for International 
Communication of Chinese Culture, stressed the need for local Chinese teams to work with foreign 
influencers to ensure that their content is in line with party orthodoxy (Figure 9). ‘The greatest 
challenge in telling China’s story to the world lies in the need for foreigners to internalise an external 
perspective and externalise internal content,’ Luo said, adding that ‘this requires Chinese people to be 
involved, collaborating with foreign teams to convey a deeper understanding of Chinese society to the 
world.’150
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Figure 9: A party-state media photograph shows Luo Jun (罗军), vice dean of the Academy for International 
Communication of Chinese Culture, speaking next to Xufang’s deputy general manager and CCP cadre Wang Xinling
(王新玲) during a seminar on ‘telling China’s story well’, which was part of the 2020 My China Story competition awards 
held in Yantai, Shandong Province.

Notes: A¨iliated with the Beijing Normal University, the Academy for International Communication of Chinese Culture is a think tank and focuses on 
outbound propaganda. See ‘Academy for International Communication of Chinese Culture’, archived on 12 May 2023, online. A Xufang leadership 
appointment notice from CICG noted that Wang Xinling was a CCP member in what appeared to be a rare mention of her party a¨iliation in relation to 
Xufang’s work. See ‘China Foreign Languages Publishing Administration appoints key executives of Xufang International Media’ [中国外文局任命煦方公司主
要负责人], CICG, 4 June 2020, online.

Source: China News Service, 18 December 2020, online.

Foreigners can play di¨erent roles in the competition processes, and that may support the e¨orts 
of organisers to spread the content internationally through di¨erent channels. For example, a video 
introducing the 2020 My China Story awards ceremony was presented by US national Jack Klumpp and 
distributed via overseas paid PR newswire services, including that of the Associated Press (Figure 10).151

A presentation at the 2022 My China Story awards stated that Klumpp was both an English-language 
host for the competition and a ‘foreign producer’ with Xufang. Klumpp was previously a top 5 winner 
in the state-run ‘Chinese Bridge’ Mandarin-language competition in 2018,152 and has also appeared (as 
John Gardner Klumpp Jr) in videos promoting it.153
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Figure 10: American Jack Klumpp presents a video about the My China Story competition for China Matters, a media 
brand under China Foreign Languages Publishing Administration; Klumpp has also hosted the awards ceremony.

Source: Associated Press Content Services, 4 January 2021, online.

The networking and sharing practices aspect of the competitions can benefit the PRC’s external 
propaganda work in multiple ways. Input from industry or academia regarding how to ‘tell Chinese 
stories’ and who should tell them can support the development of a more professional content 
ecosystem and, with it, more e¨ective communication of state-aligned narratives and personalities.

2.4 Media tours: ‘A Date with China’

The examples in this section are only a sample of propaganda campaigns that ‘borrowed mouths’ 
of foreigners in the summer of 2022 as the PRC’s human-rights abuses in Xinjiang came under 
unprecedented scrutiny in the international community. Since at least 2019, amid international 
pressure and tensions over the long-delayed visit to the region by the UN High Commissioner 
for Human Rights, the CCP has launched waves of Xinjiang propaganda campaigns, which have 
included sending foreign social-media influencers along with party-state media on tours of Xinjiang. 
The practice is indicative of a trend in which the role of the party-state becomes increasingly and 
deliberately concealed amid a web of di¨erent actors and platforms, and in which state-backed 
narratives are designed to emerge more ‘spontaneously’. This diversification of propaganda styles 
masks an underlying rigid ideology and purposes.

The 2022 edition of a large-scale propaganda event series titled ‘Everyone Talks About Xinjiang’
(万人说新疆) kicked o¨ in July 2022. The events included government-led media tours for more than 
50 PRC reporters, foreign media and domestic and foreign social-media influencers.154 The content 
that foreign influencers filmed during this and other trips to the region would later show up among the 
top YouTube search results for Xinjiang-related keywords across multiple countries and languages (see 
Appendix 2). Our review of results found that this was particularly the case when searching from the 
US: state-aligned foreign-influencer content even dominated the top YouTube search results.
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In Australia, the search results were equally striking. When looking up ‘Xinjiang’ on YouTube, for 
example, five out of 10 results were videos produced by some of the foreign influencers described in 
this report, while two out of 10 were by Chinese party-state media. Only three out of the 10 videos 
were produced by other sources. The top video in the same search was published by UK vlogger Jason 
Lightfoot (see Appendix 2). The two Chinese state-media videos reached a total of 335,000 views, while 
the foreign-influencer videos reached a total of 855,000 views as of 16 May 2023, showing the great 
value-add that this type of content gives to PRC propaganda organs.

At the propaganda event’s launch ceremony in Ürümqi, deputy directors of the Central Cyberspace 
A¨airs Commission and Cyberspace Administration of China (国家网信办) as well as the deputy party 
secretary of Xinjiang, He Zhongyou (何忠友), addressed an audience that included foreign influencers 
(Figure 11). He said that he looked forward to the reporters and domestic and foreign internet 
celebrities using their pens and camera lenses to show an ‘authentic, objective and beautiful’ Xinjiang 
to the world.155 Since the propaganda campaign began in 2021, related events had produced more 
than 1.2 million videos by mid-2022.156

Figure 11: Screenshots from Xinjiang state television’s main evening news bulletin: participants from Britain, Latvia 
and Singapore were among the foreign influencers and reporters present at an ‘Everyone Talks About Xinjiang’ launch 
ceremony.

Source: CCTV, 25 July 2022, online.

‘A Date with China’ (中国有约), which is one of the propaganda tours under the umbrella of the 
‘Everyone Talks About Xinjiang’ campaign, was held across China in June and July 2022, including 
in Xinjiang. The program was directed by the Cyberspace Administration of China’s Online 
Communications O¨ice (国家互联网信息办公室网络传播局), and dozens of China-based foreign 
influencers were invited to film and produce videos in locations around the region.157 State-media 
workers, including the deputy editor-in-chief of China Daily’s website, accompanied influencers on 
the trip.158

The content of the tour took cues from Xi Jinping’s freshly completed inspection of the region in July 
2022. A deputy director of the Cyberspace Administration, Niu Yibing (牛冰夷), told influencers and 
others present to ‘tell the story of Xinjiang’s ethnic unity well’, publicise the spirit of Xi Jinping’s speech 
given during his inspection of Xinjiang, and explain and interpret the party’s strategy for governing 
Xinjiang ‘in the new era’.159 The short videos subsequently produced by foreign influencers presented 
rosy images of ethnic harmony and economic development, glossing over the party-state’s coercive 
policies of ethnic assimilation of Uyghurs and other non-Muslim people in Xinjiang.160

The participants were led on a week-long tour with stops in Mongolkure (昭苏), Künes (新源), Tekes
(特克斯), Nalati (那拉提), Ghulja (伊宁), Tacheng (塔城), Karamay (克拉玛依) and other locations in 
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order to ‘show the world a true, three-dimensional and comprehensive Xinjiang’ through witnessing 
stories unfolding in ‘Xinjiang in the New Era’. One foreign participant, Anzelika Smirnova, presented by 
party-state media as a Latvian blogger, likened herself and the other foreign participants to ‘beams 
of light, coming together in a long river of spreading China’s story domestically and abroad’. Although 
presented by China Daily as a blogger, Smirnova had previously worked for CCTV and had joined PRC 
diplomats on a visit in Latvia, according to the Chinese Embassy in Riga.161 In the same China Daily
report, British vlogger Adam McIlmoyle (Figure 12; see also Section 3.5: ‘Adam McIlmoyle’) said that the 
Xinjiang he saw with his own eyes was completely di¨erent from the one depicted in ‘biased’ foreign 
media reports.162

Beijing-based Russian influencer and Tsinghua University journalism graduate Sabina Makarova said 
that every stop of the ‘A Date with China’ itinerary had arranged ‘the most authoritative teachers’ 
to introduce the activities and answer questions, ensuring that the content of what the influencers 
produced was accurate, according to a state-media report. Makarova described this as preferable to 
exploring alone, which she said could lead to some misunderstandings, the report stated.163

Figure 12: Screenshots of British vlogger Adam McIlmoyle seen trying on ethnic clothing: (le£) in a video posted on his 
own Bilibili account and (right) the same scene captured simultaneously in a state-media video.

Source: Bilibili, 27 July 2022, online; Douyin, 26 July 2022, online.

China Daily and other PRC media also directly collaborated with the foreign influencers to produce live 
streams and short videos during the tour, according to China Daily website deputy editor-in-chief Li 
Xin (李欣). Li explained that the intention of the tour was to use the perspectives of foreign influencers 
to draw foreign audiences in closer, while encouraging interaction between participants so that 
each would become the other’s interview subject, using forms of speech that are easier for overseas 
audiences to accept. This strategy highlights the increasing importance placed by propaganda outlets 
on how interactions with foreigners ought to be structured in order to produce more convincing, 
foreign-audience-friendly content.164

The strength of that approach could be seen in a China Daily video165 of an ostensibly spontaneous 
interaction between the Russian influencer Makarova and a young girl performer she met during a 
‘Date with China’ event in Xinjiang.166 The video begins with musicians of di¨erent ethnicities on a stage 
in Ghulja stating in unison, ‘We are all one family.’ The young girl in traditional dress starts dancing 
before inviting Makarova on stage to dance with her. A¦er their performance, the video shows the 
two bonding, with Makarova even in tears. At the end of the short clip, clutching the girl’s cap, which 
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she was given as a gi¦, Makarova says that she feels all ethnicities in Xinjiang are living and working 
together like one family. The video illustrates how, by smoothly weaving party lines together with 
more natural, relatable content, foreigners can be used to help deliver stark propaganda messages, in 
this case about ethnic unity—a concept that’s long been at the centre of CCP propaganda, especially 
Xinjiang-related propaganda.167

The party and PRC media do give influencers some free rein as to which aspects of the tour they 
wish to engage with or emphasise in their social-media output, which may make the process more 
appealing to foreigners who might otherwise have misgivings or concerns about their public image. 
However, the intentions of the foreign influencers ultimately matter less than those of the party-state, 
which has the authority to use their content as it wishes.

At the same time that foreign influencers were being led around Xinjiang, foreign students from 
di¨erent PRC universities were also dra¦ed to participate in propaganda tours of the region, in which 
they filmed vlogs and were interviewed by party-state media (see breakout box: ‘PRC universities’ 
propaganda activities’). Promoting a positive image of cotton farming in Xinjiang was one prominent 
theme. In a video published by China Daily, Peking University PhD student from Cameroon Joseph 
Olivier Mendo’o repeated CCP talking points on Xinjiang’s cotton industry and claimed that people in 
Xinjiang believed the government took care of them (Figure 13). ‘So I saw some villagers, they’re happy, 
they are very fine with it, it works for them,’ he said. ‘The feedback that we get is that they’re pretty 
happy.’168

Figure 13: Screenshots of Joseph Olivier Mendo’o in a China Daily video about his experiences in Xinjiang.

Source: China Daily, 22 July 2022, online.

One foreign-student tour group from Zhejiang Normal University involved 20 students from 
19 countries including Yemen and Somalia visiting sites in Xinjiang.169 The group’s Xinjiang trip, 
‘Entering Xinjiang, feeling China’, was co-organised by their university’s Border Research Institute and 
its International Department. It led them to visit CRCC Heavy Industry Xinjiang Co. Ltd (铁建重工新疆
有限公司), a manufacturer of cotton-picking vehicles that aims to play a strategic role in the Belt and 
Road Initiative. It’s a wholly owned subsidiary of China Railway Construction Heavy Industry Group, 
part of China Railway Construction Corporation Limited (中国铁建), which was sanctioned by the US 
in June 2021.170

31

https://archive.ph/CODdo


PRC universities’ propaganda activities: creating new overseas voices

In this broad surge of international communication e¨orts, PRC universities are providing both 
theoretical and practical support. That has involved initiatives such as cultivating their own foreign 
students as vloggers to produce content aimed at foreign audiences.

Huaqiao University—an institution jointly established by and directly under the United Front Work 
Department171—established an ‘Overseas New Voice Generation’ new media studio (“海外新声代”
新媒体工作室) in January 2021.172 The media studio aims to use students from Hong Kong, Macao 
and Taiwan as well as other international students in China to ‘tell China’s story well, communicate 
China’s voice well, and give full play to their “others’ perspective” and “youth discourse” advantage 
in cross-cultural communication.’173 In 2021, the party secretary of Huaqiao University’s College 
of Chinese Language, Yuan Yuan (袁媛), organised more than 200 international students from 
16 countries, including the US and Ireland to take part in related video shoots (Figure 14).174

Figure 14: Screenshot showing Yuan Yuan, party secretary of Huaqiao University’s College of Chinese Language (centre 
le£, in orange), posing for a photo with foreign students.

Source: Cyberspace Administration of Xiamen, 6 September 2022, online.

The Cyberspace Administration of the Xiamen Municipal CCP Committee and the Xiamen Women’s 
Federation awarded Yuan for this work in September 2022, highlighting her e¨orts in ‘mobilising 
international students in China to tell stories about Fujian and China online in order to enhance the 
e¨ectiveness, coverage and influence of international dissemination of Chinese stories’ and shoot 
bilingual short videos on themes including ‘The CCP in the eyes of foreign youth’, according to an 
o¨icial report on the awards.175 The awards were organised to study and implement Xi Jinping’s 
thinking on ‘strong internet power’, according to the report—an indication of how the CCP sees 
cooperation with foreign vloggers to benefit its cyberspace agenda.

32 Policy brief: Singing from the CCP’s songsheet: the role of foreign influencers in China’s propaganda system

https://archive.ph/wip/KaMka


Multiple videos produced from the Huaqiao University project were distributed overseas by 
party-state media, including the People’s Daily and China Radio International, as well as on US social 
media (Facebook, Twitter and YouTube).176 Huaqiao University’s project won the support of the 
‘Overseas Cultural Influence’ key project of the Cyberspace Administration of China and the All China 
Youth Federation.177

Tsinghua University also organised international students to produce short videos destined for US 
social media as part of a competition titled ‘100 reasons to love Beijing’, which attracted entries from 
nearly 100 countries, according to a university report on the event.178 In a sign of the importance 
placed on such work by the party, the university’s Global Communications Office, a group under 
the propaganda department of the university’s CCP committee, received an award for its work. 
The university report said that the prizegiving ceremony was attended by municipal and central 
propaganda leaders, including Jiang Jianguo (蒋建国), deputy head of the Central Propaganda 
Department and director of the State Council Information Office.

In support of a ‘Tell China’s Story’ competition, Huazhong University of Science and Technology and 
the China Foreign Languages Publishing Administration jointly established a ‘Creative Communication 
of Chinese Stories Research Institute’. Their ‘Telling Chinese Stories Well’ research team worked on 
innovating mechanisms, building teams and platforms.179 In late 2022, leading PRC universities and 
research centres including Fudan, Nanjing and Sun Yat-sen universities were among the ‘first batch’ of 
14 ‘external discourse innovation research centres’ of CICG. The establishment of the research centres 
was described as an ‘important move’ in the implementation of the Central Propaganda Department’s 
work plan on strengthening the external discourse system in the new era. The research centres 
intended to speed up the construction of Chinese discourse and Chinese narrative systems and 
contribute to building international communications capabilities.180

The above cases are a strong illustration of the PRC’s increasing practice of involving more domestic 
groups in producing favourable external social media content. ‘China has introduced the concept 
of “international communication for all”, because only when everyone is involved in international 
communication can the new challenges facing international communication be solved,’ explained 
Guo Ke (郭可), the director of the China International Public Opinion Research Centre at Shanghai 
International Studies University, during an episode of top propagandist Zhang Weiwei’s (张维为) 
TV show. ‘It is only in this way that we can confidently shape our discourse system with Chinese 
characteristics,’ he said.181

2.5 The influencer studio system

Xi Jinping has stressed the significance of innovative foreign propaganda, calling for new concepts 
that blend Chinese and foreign elements and the use of emerging media.182 Answering his call in 2021, 
Shen Haixiong (慎海雄), deputy head of the Propaganda Department of the CCP and head of China 
Media Group (the official media conglomerate directly under the Propaganda Department) called on 
his colleagues to ‘improve the influencer studio incubation mechanism’ in operation at China Media 
Group’s ‘studios for influencers in multiple languages’ (多语种网红工作室).183

In his treatise on foreign influencers, China Newsweek’s Du Guodong indicated that the multilingual 
influencer studios would involve collaboration with foreign influencers. ‘China’s international 
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communications have long been propagandistic’, Du wrote, adding that foreign influencers can be 
more effective at reaching foreign audiences because they’re ‘closer to foreign audiences’ cultural 
traditions, thinking habits and language expressions’.184

Party-state media have also been experimenting with the creation of ‘studios’ based on the ‘personal 
brands’ (个人IP) of their media workers that are designed to push pro-Beijing content out onto 
foreign social-media platforms such as X, Facebook and YouTube. The strategy is partly in response 
to increasingly varying attempts by some US social-media platforms to label and even downrank 
content from state-affiliated sources. By using personal accounts, the same party-state talking points 
can be amplified via more relatable personas without facing restrictions.185 ‘Covert’ content designed 
to influence the information environment makes it difficult for social media platforms to attribute 
it to state-affiliated actors, and to respond. Social media platforms often lack sufficient visibility to 
prompt investigations. This is in addition to a lack of financial incentives for platforms to effectively 
tackle the issue, and a tendency to push content likely to go viral irrespective of the trustworthiness of 
the source.186

Among the influencer-like accounts operating in this way are those helmed by party-state media 
workers at state-run international TV channel CGTN, including Serena Dong (董雪), Li Jingjing (李菁
菁), Wang Guan (王冠), Jessica Zang and Rachael Zhou (周忆秋) aka ‘Miss Wow’, who was featured in 
Borrowing mouths to speak on Xinjiang. This phenomenon was clearly identified as an explicit strategy 
in a July 2020 paper published in China Journalist (中国记者), under the auspices of Xinhua News 
Agency, that analysed the Xu Zeyu Studio (徐泽宇工作室), a personal brand studio under Xinhua.187

Xu Zeyu Studio is meant to capitalise on Xu’s position as an ‘international influencer’ (国际网红), 
enabling more effective dissemination of party-state propaganda, including more viral forms of soft, 
or less explicit, propaganda. This is needed in order to face what Mao Wei [毛伟] and Fang Mingxuan 
[方明轩] call an ‘increasingly severe form of public opinion struggle on overseas media platforms’.188 
One of their recommendations is for this model of foreign propaganda, which leverages the personal 
brands of individuals to push the party’s agenda on global social-media platforms, to be scaled 
up. Those efforts should also include influencers ‘who are deeply engaged in certain fields or even 
represent certain political tendencies overseas.’189

The ‘Green-Eyed Andy Studio’ (绿眼睛Andy工作室), set up by party-state media organisation Shanghai 
United Media Group (SUMG) in January 2021, is the first example of this model being used with a 
foreigner as the focus of the personal brand—in this case, New Zealander Andy Boreham.190 

Boreham has worked for the Shanghai Daily for years, but also creates content for the Green-Eyed 
Andy Studio using a softer, influencer-style approach to content creation, focusing primarily on lifestyle 
and cultural narratives. Series such as ‘Home in Shanghai’, ‘One day one job’, ‘Andy’s pet moments’, 
and ‘Andy’s Shanghai life’ exhibited this approach, presenting an appealing and easy-to-digest view 
of life in China.191 However, over time, Boreham transitioned towards more hard-edged content in 
his ‘Reports on China’ (外媒看中国) series, which explicitly counters supposedly inaccurate Western 
media narratives about China.

Boreham adopts an adversarial stance towards foreign media’s coverage of China. The tagline for his 
‘Reports on China’ YouTube account, which as of 18 April 2023 had 46,400 subscribers, is ‘Countering 
the Western anti-China narrative’.192 Boreham appears to embrace a role as a defender of the CCP.193 In 
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a YouTube video posted on 21 April 2023, he explained that he’s ‘proudly biased’ in his China reporting 
(Figure 15).194 On X, he has admitted that his use of the platform, which is blocked in China, to target an 
international audience is acceptable because of Xi Jinping’s emphasis on ‘telling China’s story well’ (讲
好中国故事) and ‘external propaganda’ (外宣).195

Figure 15: Screenshot from Andy Boreham’s video about his China reporting, which he describes as ‘proudly biased’.

Source: YouTube, 21 April 2023, online.

In an interview with China Daily, Boreham explained why he was drawn to working for China’s 
party-state media, e¨ectively choosing the path of a propagandist rather than a traditional journalist. 
Boreham drew a distinction between the media of the ‘Anglo-West’, which he described as ‘completely 
separate from government’ and used ‘to criticise and attack governance or bad governance’, and 
Chinese media, which ‘is more part of the government’ and is ‘for disseminating useful information’.196

In 2022, Boreham’s video titled ‘How to be a friend of China?’197 received the Award for International 
Communication in the state-run My China Story short-video competition.198 That endorsement from 
the party-state reflects the o¨icial approval of the content he produces with his Green-Eyed Andy 
Studio colleagues within China’s propaganda framework.

An article by Whale Platform (鲸平台),199 based on interviews with Boreham and Wang Haoling (王昊
灵), a managing editor at the Shanghai Daily and the head of the Green-Eyed Andy Studio, shed some 
light on how the studio operates. According to Whale Platform, the style and social-media accounts 
that Boreham’s studio creates were decided on a¦er discussions with the newspaper’s leadership. But 
part of the model involves allowing a degree of flexibility over topic selection, as that helps them be 
most e¨ective in communicating the ‘Chinese story’. Ultimately, all Boreham’s video content has to 
pass through three levels of approvals at the Shanghai Daily, the article notes.200

Importantly, the article notes that Wang still maintains control over Boreham’s content in order to 
protect the influencer and the content itself. ‘Although Boreham is already a semi-expert on China, on 
many issues, including homosexuality, epidemic prevention and control policies, etc., he still has to 
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go through Wang Haoling’s explanations to fully understand China’s national conditions,’ the article 
reads. Wang describes Boreham’s Twitter account as a ‘secondary account’ that the Shanghai Daily 
‘developed’. The strategy suggested an intention to effectively circumvent Twitter’s now-defunct policy 
of downranking content from state-controlled media. Because it’s a ‘personal account’, it would have 
more visibility and influence on the platform.201 Boreham claims that his tweets have ‘no influence 
whatsoever from the Chinese [Government], or anyone else.’202

In February 2022, soon after he received a verification label on Twitter,203 Boreham became the 
first foreigner to be labelled by the platform as ‘China state-affiliated media’.204 Twitter’s policy on 
state-affiliated media accounts states that accounts labelled that way won’t be recommended 
or amplified to other users. Following Elon Musk’s purchase of X, the policy hasn’t been removed 
or updated, but restrictions attached to those accounts were removed in March 2022,205 and all 
state-affiliation media labels were removed the following month.206 Boreham’s account is now verified 
on X, which ensures that his tweets receive prioritised rankings in conversations and searches.

On 16 June 2022, Green-Eyed Andy Studio received a further boost from the CCP when it was among 
20 groups selected to be part of the SUMG ‘Integrated Media Studio Empowerment Plan’ (融媒工
作室赋能计划).207 Li Yun (李芸), secretary of the party committee and president of SUMG, said that 
selected ‘seed players’ would be provided with ‘support in terms of operation, technology, training 
and incentive mechanisms’.

The training would also include cooperation with leading Chinese tech companies, which would share 
cutting-edge work methods to ‘enable the first batch of high-quality “seeds” to grow quickly and 
become benchmarks’, with the aim that studios would become self-sustaining. Also present at the 
launch of the project were representatives from Douyin Group (抖音集团), a subsidiary of ByteDance 
and Tencent’s WeChat Strategic Research Institute (微信战略研究院), who committed to cooperating 
with the ‘incubation’ of the studios.

As the Chinese Government continues to leverage the power of emerging media, the personal 
branding of its propagandists and influencers represents a significant evolution in its foreign 
propaganda strategy. From the Green-Eyed Andy Studio to the high-profile media personas at CGTN, 
those initiatives are designed to amplify Beijing’s narrative globally while circumventing restrictions on 
state-affiliated content. Shanghai party-state media’s development of Boreham as a staunch defender 
of the CCP offers a clear illustration of this strategy in action.

2.6 The role of party-state media

On 25 January 2019, in his speech at the 12th collective study session of the 19th Central Political 
Bureau held at the People’s Daily, Xi Jinping instructed party-state media to take a more proactive role 
in leveraging what he sees as growing international praise of China. ‘We must bolster our confidence, 
boost morale, and persistently tell China’s story well, thereby establishing an international discourse 
power that aligns with our country’s comprehensive national strength,’ Xi instructed, adding that 
achieving that relies on properly targeting global audiences: ‘I’ve said it many times, wherever people 
are, that’s where the focus of propaganda and ideological work should be.’208

Xi’s call for a more proactive role for party-state media is indeed being translated into practical 
measures. Party-state media are taking significant steps in providing a platform for influencers to 
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promote narratives that favour China. According to Du Guodong, ‘international communication 
agencies’ including CCTV and his own China Newsweek are working on initiatives to ‘cooperate with 
foreign influencers to tell China’s story and spread China’s voice’.209

​​In 2021, for instance, the People’s Daily Overseas Propaganda Department worked with more than 
20 foreign influencers from almost 10 countries and made almost 30 videos, which reportedly 
attracted 100 million accumulated views.210 Meanwhile, CGTN ran a global ‘Media Challengers’ 
campaign in 2021 to find and train English-speaking presenters and influencers to become the 
‘next face and voice of CGTN’.211 In the campaign, which was described in a CGTN press release as 
‘a three-month global talent hunt that reached 130 countries and regions’,212 the party-state media 
offered ‘up to US$10,000’ to participants.213 Shortlisted participants would have the chance ‘to receive 
professional multimedia training and resources and become part of CGTN’s official talent database’ or 
even ‘become full-time or part-time journalists who tell stories directly from the front lines’, the press 
release stated. In response to criticism that this was a propaganda scheme targeting UK students, the 
broadcaster said ‘that is definitely not the case,’214 despite a Media Challengers X account filled with 
videos of students at British universities promoting the campaign, as well as students from Australia, 
Canada, the US and many other countries.215

While they’re typically presented as unaffiliated, independent voices, it should be noted that some 
foreigners who appear in state-media videos have also included the staff of PRC party-state media, 
as well as purported ‘influencers’ with little following in or outside China. In a similar vein, party-state 
media have attempted to repackage their own staff as unaffiliated influencers and vloggers for foreign 
audiences (see Section 2.5: ‘The influencer studio system’).

These state-created influencers have also been used to interview and guide foreigners in state-media 
productions. For a CGTN live stream from Wuhan featuring foreign US vloggers, for example, CGTN 
staff reporter Jessica Zang was presented as an independent ‘video blogger’.216 CGTN has also created 
a ‘Global Stringer’ brand and often used that journalistic label on content presented by foreigners. 
By spring 2023, there were 744 ‘global stringers’, according to CGTN’s website.217 A CGTN recruitment 
notice stated that the initiative aimed to show ‘positive, high-quality content to the world in an 
objective and neutral manner’ and promised ‘global stringers’ ‘bonuses’ according to the quality of 
the work they uploaded.218 At the time of review, four out of five of the featured videos on the Global 
Stringers home page were negative stories about the US, and all had the same byline.219 A review of 
a ‘Global Stringer’ page on CGTN also found the featured content heavily slanted towards pro-China 
narratives and with a strong focus on social problems in the US.220

Whether foreigners or Chinese state-media workers, these pseudo or entirely fictitious identities work 
to paint state narratives with a veneer of independence and spontaneity. The practice is probably an 
attempt to drive greater audience engagement while avoiding pushback against their state affiliations, 
including related labels on foreign social media. That Chinese authorities use vlogger, influencer 
and journalist identities interchangeably also underscores that their efforts are aimed at influencing 
audiences, rather than offering professionalised news coverage. Foreigners, nonetheless, open 
up new, sometimes concealed, avenues for party-state content to reach foreign audiences. When 
that practice is combined with overseas media cooperation agreements or other forms of bilateral 
exchange, state-media editorial content can enjoy even greater and more silent penetration of foreign 
countries’ media while remaining incognito when desired.
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This is well illustrated by Xinhua News Agency’s cooperation agreement with ANSA, Italy’s largest 
news agency. Since the two agencies signed a cooperation accord in 2016,221 followed by a further 
agreement in 2019 during Xi Jinping’s visit to Rome,222 Xinhua has been able to seamlessly insert its 
own content on ANSA’s official website, at times even without Xinhua logos or editorial disclaimers. 
In response to criticism over its links to Xinhua, ANSA has defended the independence of its 
journalism.223 In one ostensibly ANSA-produced video, former state-media China Radio International 
worker Gabriella Bonino224 was presented as an Italian sinologist.225 The Xinhua video appeared on 
a regular, ANSA-branded page and included an ANSA watermark. Only a ‘GLOBALink’ logo (a Xinhua 
brand)226 at the end of the video confirmed its PRC state-media origins. These methods effectively 
mean that there’s no distinction between PRC external propaganda and the editorial output of an 
authoritative European news agency, and the use of an Italian face plays a key role.

The video featuring Bonino as well as other ANSA-branded Xinhua videos were still appearing on 
ANSA’s official site at the end of 2022, despite media reports that the Italian agency’s agreement 
with Xinhua had been annulled earlier the same year.227 That may hint at a certain durability of PRC 
state-media content’s penetration into foreign media, even after publicised ruptures. Whether for 
technical, managerial, contractual or other reasons that allowed PRC content on ANSA to persist, as 
the CCP calls for more PRC actors to engage in external propaganda work, and as media platforms aim 
to diversify, there are likely to be increasing numbers of workarounds for PRC media to reach foreign 
audiences regardless of formal content-sharing agreements.

3. Deep dives: foreign-influencer case studies
3.1 The influencer ecosystem

This section explores the reasons why the Chinese party-state sees so much value in foreign 
influencers and has been pouring resources into that space, as well as the individual experiences of 
some of the influencers themselves.

The social-media-influencer ecosystem is a global phenomenon in which individuals build audiences 
by creating content with specific styles, topics or messages. Monetisation through advertising, product 
placements and content deals is common, as are endorsements from government institutions. 
However, advertising disclosure requirements differ by country and platform.

Foreign influencers of the sort we examine in this paper are distinct from other foreigners who have 
an online presence in China. The foreign influencers we examine typically weren’t well known before 
they started publishing content online. Instead, they’ve largely built their fame and followings through 
video content and seek to monetise viewer traffic through small direct payments or ‘tips’ from viewers, 
platform rewards and advertising,228 mostly on Chinese platforms.

Foreign influencers of this kind have been present on China’s internet since at least 2013, when one 
of the most well-known foreign influencers on video-sharing platform Bilibili, Japanese national 
Yamashita Tomohiro (‘山下智博’), released his first video. In subsequent years, the foreign-influencer 
niche has steadily grown as part of China’s broader short-video influencer economy, which was 
estimated to be worth Ұ5.7 trillion (AS1.254 trillion) in 2022 and is expected to exceed Ұ7 trillion 

38 Policy brief: Singing from the CCP’s songsheet: the role of foreign influencers in China’s propaganda system



(AS1.54 trillion) in 2024.229 In the early days, most of the influencers created content about their own 
cultures and home countries and not a great deal about China itself.230 But, from 2016 onwards, 
significant numbers of foreigners began posting on Bilibili. Most of them were foreign students who 
had studied Chinese in their home countries, according to Zheng.

Zheng also noted that foreign influencers on Bilibili started attracting significant attention in 2017 with 
videos that largely focused on their experiences while studying in China. That year, their videos got tens 
of thousands of views, attracting tens of thousands of followers. By the end of 2018, there were around 
46 foreign vloggers on Bilibili who were posting about China and had more than 1 million accumulated 
views. Twenty-four of them had over 50 million views, and four had more than 100 million.231 By 
December 2020, there were more than 200 foreign vloggers on Bilibili from 18 different countries. More 
than 53 of them were active and had more than 60,000 followers.232 Eleven had more than a million 
followers.233 The foreign influencers aren’t just present on Bilibili but on most of the other major 
Chinese video-based platforms, including the ByteDance-owned platforms Douyin and Xigua.

Over that period, foreign influencers managed to build up large followings without producing content 
that closely aligned with CCP narratives and talking points. In fact, there remains a sizable proportion 
of foreign influencers on Chinese online platforms who don’t actively contribute to pushing the party 
line or promoting party policies.

3.2 Commercialised nationalist propaganda

On the other hand, many foreign influencers have found that appealing to Chinese audiences’ sense of 
nationalism can provide a fast track to gain popularity, increase their online presence and, ultimately, 
generate more revenue. Indeed, China’s internet regulations encourage users to actively promote 
party propaganda – so many influencers have adapted to thrive in that system. The Regulations on 
Ecological Governance of Network Information Content (网络信息内容生态治理规定), introduced in 
2019, bolster restrictions on ‘negative’ content and encourage posts that focus on ‘Xi Jinping thought’ 
and ‘core socialist values’, as well as posts that ‘increase the global influence of Chinese culture’.234

For example, Russian national Vladislav Yuryevich Kokolevskiy, or ‘Fulafu’ (伏拉夫), has become a 
household name through his ostentatious displays of affection for China (Figure 16). Kokolevskiy 
boasts a total of 29 million followers across all main Chinese video-streaming platforms (see 
Appendix 1). Since 2018, he has made hundreds of videos in which he conveys unstinting fondness 
for China, its cuisine and its technology, such as Huawei phones, electronic payment systems and 
unmanned supermarkets. Kokolevskiy’s videos have attracted the interest of Chinese brands. Chinese 
media estimates of his earnings suggest that his influencer activity is lucrative. According to one outlet, 
in January 2021, Kokolevskiy made three ads for tech brands and companies Netease, Pinduoduo and 
Tmall for what they estimated to be a total of Ұ240,000 (A$52,263).235
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Figure 16: Vladislav Kokolevskiy in a series of videos on his Xigua account, depicted saying ‘I love life in China so much’ 
(le£), ‘Today I’m going to raise the Chinese flag in my own house’ (centre), and ‘Living in China: so reassuring, so safe.’

Source: ‘Fulafu’ [伏拉夫], Xigua, online.

But the e¨usiveness of his praise for China has le¦ many viewers sceptical about his intentions 
(Figure 17), and he’s had to repeatedly defend himself in domestic media when questioned about the 
authenticity of his feelings for the country.236

Figure 17: Kokolevskiy in one of his early videos, wearing traditional Han Chinese clothing and yelling, ‘I love China!’; 
most comments by viewers shown throughout the video are mocking the influencer’s over-the-top flattery with 
phrases like ‘I love China’s money!’, ‘The wealth password is correct!’, or ‘Ding! You just received a hundred million yuan 
on your Alipay account.’

Source: ‘Fulafu’ [伏拉夫], Xigua, 4 September 2020, online.
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The pull of the growing influencer market in China has attracted other foreigners, such as Bart Baker, 
who’s a popular US YouTuber known for creating parody videos of famous songs. He left YouTube and 
the more than 10 million subscribers he had amassed there in 2019 to operate exclusively on Chinese 
video-sharing platforms.237 Baker’s move into China’s influencer economy marked a significant change 
in his content style towards an over-the-top enthusiasm for Chinese brands such as Huawei and a 
penchant for singing patriotic songs. Baker commemorated his switch from YouTube to the Chinese 
market by destroying his YouTube 10-million followers award.238 In another video, after purchasing a 
Huawei phone, Baker smashed his Apple iPhone on the ground. Baker amassed a following of more 
than 20 million across Chinese video-streaming platforms (see Appendix 1) before his videos suddenly 
disappeared from Douyin and Bilibili in April 2023.

In May 2020, Baker released a video in which he defended himself against criticism that his professed 
enthusiasm for Huawei wasn’t genuine and that he was cynically pandering to Chinese audiences with 
his ‘foreigner-loves-China’ schtick. ‘Why do you think my affection for China isn’t genuine?’ Baker asked 
in a heavily edited video using poorly pronounced Mandarin. ‘Do you believe that China doesn’t have 
the ability to make me fall in love with it? But my friends all tell me that they are very confident about 
their country. They believe that China has a beauty that anyone can fall in love with, and China’s mobile 
payments [system] is leading the world. I have enjoyed the convenience it brings in China. Everyone is 
also friendly to me. It’s very safe to go out at night, and the high-speed rail is very convenient.’239

Baker’s defence hinges on an understanding that there’s an expectation among a segment of the 
domestic audience that foreigners have a positive attitude towards the country. A 2021 survey 
conducted by Chinese academic He Qing (何清) involving 508 respondents found that 69.5% of the 
participants reported following foreign influencers online. When asked about the most attractive 
attributes of an influencer, 58.3% of them emphasised the importance of ‘being friendly to China, 
loving China’.240 At the same time, as noted above, Chinese audiences have grown wary of foreign 
influencers like Kokolevskiy and Baker, whom they believe are cynically pandering to nationalist 
sentiment for views.

In Chinese internet slang, those who are seen to be praising China to attract views are said to be 
using a type of ‘wealth password’ (财富密码)—a formula or shortcut to internet fame and fortune. 
The approach hasn’t been welcomed by the CCP. A 2021 commentary by the Chinese Communist 
Youth League railed against vloggers manufacturing fake patriotic content for clicks. ‘It is shameful to 
turn patriotism into a cheap transaction and consume people’s patriotic feelings,’ the piece noted.241 
In a paper on the foreign-influencer phenomenon, Du Guodong wrote that ‘the repetitive content 
and pandering compliments can quickly cause audiences to lose interest and experience aesthetic 
fatigue after the novelty wears off,’ adding that ‘although China is developing rapidly, it still faces many 
problems, and objective and balanced reporting is key.’242

Kokolevskiy and Baker are representative of an exaggerated and performative style, but more and 
more foreign influencers are increasingly adopting a comparatively subtle approach that leverages 
their ‘foreignness’ in relation to ‘Chineseness’ to appeal to their Chinese audience.243 By focusing on 
topics such as Chinese-language learning, their everyday life experiences in China and the cultural 
differences between China and their home countries, these vloggers create content that highlights 
their unique perspective as foreigners in China, which in turn attracts Chinese viewers who are 
interested in learning about and understanding those differences.244
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Criticism of ‘wealth password’ content has driven some foreign influencers to emphasise a sense 
of authenticity in their videos, while still praising aspects of China’s rise and development. In one 
video, Katherine Olson, an American vlogger who has taken part in state-run propaganda events and 
competitions, criticised other foreign vloggers’ use of ‘wealth password’ content and explained that 
positive narratives about China can be made more subtly (Figure 18).245 She gave the example of her 
own videos, in which she travels in remote parts of China by herself, encouraging foreign viewers on 
YouTube to marvel at how safe China is.246

Figure 18: Influencer Katherine Olson tells her audience: ‘I don’t need to intentionally cry out: “China is safe!”, I just 
need to show these things here, and people will realise themselves. I personally think that this way is more authentic.’

Source: ‘Yanglizi’ [阳离子], Xigua, 10 July 2021, online.

In their own video examining the ‘wealth password’ phenomenon, Italian influencer Rachele Longhi 
and her Chinese partner He Junjie (何俊杰) (see Section 3.3: ‘Rachele Longhi’) pointed out that this 
style of video wasn’t created just by foreigners, but originally started with Chinese creators. The 
fundamental reason why both groups make these videos is, according to He, due to ‘the censorship 
mechanism of the various platforms’. ‘Praise will gain tra¨ic, professing love [for China] will trend,’ he 
said, ‘so it’s not that foreigners found a wealth password, they found a loophole in the censorship 
[system].’247

Indeed, China’s internet regulations encourage users to actively promote party propaganda – so 
many influencers have adapted to thrive in that system. The Regulations on Ecological Governance of 
Network Information Content (网络信息内容生态治理规定), introduced in 2019, bolster restrictions 
on ‘negative’ content and encourage posts that focus on ‘Xi Jinping thought’ and ‘core socialist values’, 
as well as posts that ‘increase the global influence of Chinese culture’.248

The PRC’s online censorship regime cloisters its netizens in an information environment that’s 
isolated from the rest of the world and primed with a nationalistic ideology. Under Xi Jinping, party 
propagandists have declared social-media platforms to be ‘the main battlefield’ (主战场) to conduct 
‘public opinion struggle’ (舆论斗争).249 Heeding that call, online nationalists have, in recent years, 
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called for boycotts of celebrities and foreign brands such as Dolce & Gabbana, H&M and Nike250 when 
they perceived them as undermining China’s positive image or insulting China.

Foreign influencers have also sought to shore up their reputations by going beyond simple appeals to 
their audiences’ patriotism and into stridently nationalistic content as a fast track to viral fame.251 As 
pointed out by Stella Chen on the China Media Project, ‘topics related to nationalism and the defence 
of China’s dignity can o¦en prove popular on social media, and are a safe and surefire way to generate 
tra¨ic in an environment where other current a¨airs issues can be highly risky.’252

A growing subset of foreign influencers, aware of the highly nationalistic online environment and 
strict censorship rules in China, are increasingly choosing to create content that aligns more explicitly 
with the party-state’s narrative, or its ‘main melody’.253 In addition to highlighting the country’s 
achievements in a positive light, these influencers promote or defend China’s position on sensitive 
political issues, such as territorial disputes or human-rights concerns. As Ke Ma notes, ‘like foreigners 
who are active in China’s TV programs, foreign vloggers who wish to stay visible and popular in Chinese 
social media need to perform in a way that coalesces with China’s top-down state-led ideological 
work.’254

American influencer Nathan Rich, who goes by the nickname ‘Hotpot King’ (火锅大王) online and 
currently has 15.8 million followers across Chinese platforms and more than 500,000 on YouTube (see 
Appendix 1), first had a viral hit in 2018 that satirised an advert from Italian fashion house Dolce & 
Gabbana which was slammed as racist by the Chinese public.255 A¦er that first viral success, Rich went 
on to create more viral videos that sought to counter criticism of China. The titles of his most popular 
videos on Bilibili include, ‘Did the COVID-19 virus originate from Fort Detrick in the US? Is it a conspiracy 
theory or reasonable suspicion?’ (7.5 million views as of 25 May 2023), ‘COVID originated in Fort Detrick? 
New evidence is here!’ (5.4 million views), ‘How does YouTube suppress the voice of China?’ (2.7 million 
views) and ‘The truth behind Dr Li Wenliang’s death in the COVID-19 epidemic’ (2.1 million views).256

Figure 19: Nathan Rich’s most viral videos on Bilibili, as of 25 May 2023.

Source: ‘NathanRich火锅大王’, Bilibili, online.
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While the Chinese Communist Youth League has criticised the use of ‘wealth password’ content that 
effusively praises China, as noted above, it has nonetheless welcomed Rich’s style of videos. In January 
2019, the Youth League’s official WeChat account published screenshots from one of his videos and 
summarised his argument about ‘why foreign media always likes to criticise China’.257 Other leading 
propaganda organs, including CCTV 258 and the People’s Daily (the official newspaper of the CCP Central 
Committee), have also covered Rich’s videos positively.259 Rich’s more combative style of videos 
parallels that of China’s ‘wolf warrior’ diplomats, who have in recent years shifted towards a more 
assertive stance in their international messaging.

Chinese influencer-management agencies, known as multichannel networks (MCNs),260 which operate 
in China strictly aligning to party priorities and directives, have even suggested the nationalist strategy 
to foreign influencers.261 In 2016, when thousands of China-based trolls attacked Australian Olympic 
swimmer Mack Horton and his supporters after Horton called his Chinese rival Sun Yang (孙杨) a ‘drug 
cheat’, Australian influencer David Gulasi joined in on the microblogging service Sina Weibo. According 
to Jiemian News (界面新闻), an MCN called Shock Culture (震惊文化) advised Gulasi to pick the public 
online fight with Horton.262 Gulasi also directed his anger at fellow expats. In one of his videos titled 
‘Hey, foreigner, show respect’, Gulasi said that he was fed up with foreigners going to China, earning a 
salary there, enjoying so much freedom and still complaining so much. ‘I want to tell you, get out, OK?’ 
he said in the video.263

Similarly, Israeli citizen Raz Gal-Or, co-founder of multichannel online video network Y-Platform and 
YChina and creator of pro-CCP narrative videos on Xinjiang and, in an interview with French newspaper 
Le Monde, admitted to receiving guidance from the government on whom to meet in the region.264

Gal-Or and his Peking University classmate Fang Yedun (方晔顿), a member of the CCP, founded 
YChina, or the ‘Foreigner Research Institute’, which has worked closely with party-state media since 
its inception.265 In a 2017 interview, Gal-Or stated that YChina’s ‘vision’ was to ‘create so-called positive 
energy’, aligning with Xi Jinping’s emphasis on uplifting messages over criticism.266 YChina’s content 
has taken clear political stances, such as Gal-Or’s pro-Beijing videos made in Hong Kong during the 
2019–2020 protests and a video parodying the supposedly negative way that the BBC depicts China, 
which CGTN later picked up.267

Videos that closely align with party-approved narratives have become increasingly popular among 
other foreign influencers in China, as we outline in the rest of this paper. Although there’s a variety of 
styles in videos created by foreigners in China, the foreign-influencer ecosystem lacks a plurality of 
voices on politically significant matters. Instead, it consists of a party-approved monoculture.

3.3 Rachele Longhi: a ‘credible, lovable image of China’

At a boarding school in Lhasa, Tibet, hordes of smiling children run towards the camera. Rachele 
Longhi, an Italian vlogger based in China, asks them to speak some Tibetan words. ‘I’m Han Chinese!’, 
‘I’m Tibetan!’, the children scream. Longhi goes on to showcase some writing in Tibetan at the 
entrance of the student dorms, lauding the cleanliness and comfort of the place. ‘They finish classes 
at 8:50 pm. After classes, they have a shower and they go to sleep at 9:30 pm. They can’t bring their 
phones to school. Sanitation and cleanliness are maintained by the students in the dormitories,’ says a 
school representative taking Longhi on a tour (Figure 20).
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Figure 20: Rachele Longhi interviews children at a government boarding school in Lhasa, Tibet.

Source: YouTube, 19 November 2021, online.

Jumping between classes and showing students reciting Tibetan words in slow motion, Longhi is on a 
mission to show the world the ‘real Tibet’. While seemingly unprompted, the video addresses many of 
the accusations levelled against the Chinese Government in relation to the mandatory assimilation and 
sinicisation of Tibetan culture, especially through institutions that remove children from their families.

Since 2010, the UN has published communications with concerns about ‘the Tibetan language, culture 
and education and the situation of those who defend them’.268 It reported that, since 2011, China has 
accelerated the establishment of Mandarin-based preschools and residential schools in rural Tibet, 
particularly in areas with nomadic and farming communities. Residential schooling is more common in 
Tibetan areas, where 78% of Tibetan children aged 6–18 years attend such schools.269 This year, the UN 
reiterated concerns about the ‘assimilation’ of 1 million Tibetan children in boarding schools, reflected 
in policies that emphasise Mandarin over Tibetan language instruction.270 Inadvertently, Longhi’s video 
reveals that most classes at the school she visited are indeed taught in Chinese, while students are 
only taught ‘beginner-level Tibetan’, according to Longhi’s guide.

The video was watched more than 60,000 times on YouTube and received over 600 comments—an 
outpouring of praise and thanks, mainly in Chinese, for showing the ‘real Tibet’ and debunking 
erroneous coverage of the region by foreign media. On Xigua, the video reached 473,000 views as of 
May 2023,271 and an additional 81,000 views on Bilibili.272 A notable distinction between the videos that 
Longhi posts on her Chinese channels and those she posts on YouTube is the choice in titles: while 
on YouTube the video seems to take a slightly less political tone, on Chinese platforms the words are 
more openly anti-Western. In fact, while on YouTube Longhi titled the video ‘A day in a school in Tibet: 
foreigner spends a day in primary school in Lhasa and experiences how Tibetan students spend their 
day’, on her Chinese channels she titled it ‘Foreigner spends a day in a primary school in Lhasa. Is this 
the place the BBC talked about? How is it di¨erent?’ (Figure 21).
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Figure 21: Di�erent titles for the same video on Tibet published by Longhi on YouTube (top), Xigua (centre) and Bilibili 
(bottom).

Sources: YouTube, online; Xigua, online; Bilibili, online.

Longhi’s video, shared on the channels she runs with her husband, He Junjie, was covered by China 
News Service, which interviewed the vlogger and reported her saying: ‘We just walked around on 
the street and talked to people, there is no script at all. We also posted our videos on YouTube and 
Facebook … Some people have doubted the authenticity of our videos, but they simply relate what we 
saw and heard in Tibet. We just did what we thought was right and focused on presenting a real China 
to the world.’ This video was also shared by the Chinese Embassy in Australia.273

Rachele Longhi (known as Ruili 瑞丽 in China) is one of the most popular foreign influencers in the 
social-media campaigns covered in this report. The social-media channels she runs with her partner 
He Junjie, or ‘Luca’ (路卡), both in and outside China have gathered hundreds of thousands of 
followers and millions of views under the name ‘Luca&Rachele’ (路卡和瑞丽). On Bilibili, for example, 
she has more than 422,000 fans,274 more than 1.6 million on Douyin,275 1.6 million on Xigua,276 over 
51,900 on TikTok,277 and more than 110,000 on YouTube,278 for a total of just under 3.7 million. Longhi 
primarily speaks Chinese in her videos, but most of them are translated into English and Italian.

Longhi is an Italian national who moved to China for university. She graduated from Northwestern 
Polytechnical University (西北工业大学) in Xi’an in April 2019. At her graduation ceremony, she gave 
a speech as a representative of international students, reflecting her proficiency in Mandarin.279 Since 
2020, Longhi has become very popular on Chinese social media and a darling of Chinese party-state 
media and government o¨icials.280 In a March 2022 interview with the China Centre for International 
Communication Development, Longhi said she was ‘honoured that my recent video was shared by 
Ministry of Foreign A¨airs spokesperson Hua Chunying.’281

In 2021, Longhi was invited to speak at the World Internet Conference, which is an annual event 
organised by the Cyberspace Administration of China. In her speech, Longhi said that she’s 
‘determined to tell the story of China,’ and ‘present a credible, lovable and respectable real China’.282

As we wrote in our previous report, Frontier influencers: the new face of China’s propaganda, that 
sentence echoes a clear directive laid out by Xi Jinping earlier that year, in May, at a collective study 
session of China’s Politburo on external propaganda, where he stressed the need to seek approaches 
that are new and innovative and that strike the right tone—one that’s ‘open and confident as well as 
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humble and modest’, and that ‘strives to create a credible, lovable, and respectable image of China’.283 
Longhi’s speech included references to other Xi-endorsed CCP slogans, including a reference to the 
world sharing a ‘community of common destiny for mankind’ (人类命运共同体) and a final promise to 
her audience that she’ll ‘roll up her sleeves and get to work’ (撸起袖子加油干)—a phrase from a New 
Year’s message from Xi Jinping.284 

Longhi’s meticulous adherence to party slogans in the production of her videos hasn’t gone unnoticed 
by PRC propaganda organs. For instance, she was mentioned in a CCTV report that praised her for her 
video showcasing Beijing’s flag-raising ceremony in Tiananmen Square,285 which ‘exceeded 4.7 million 
views on domestic and overseas platforms’, according to CCTV. Using Longhi and other foreign 
influencers as models, CCTV recommended that other vloggers take part in its media activity and 
‘cleverly use the identity of foreign video bloggers, bring their own traffic, and tell Beijing stories with 
“foreign mouths” and “foreign eyes”’:

Through 19 languages, both domestic and foreign internet celebrities and influencers, in 
conjunction with domestic and international social platforms, are promoting the specialised 
content for secondary dissemination, forming a multi-level, multi-channel, and multi-platform 
precise communication pattern. This has highlighted the demeanour of a major capital city, and is a 
successful realisation of telling China’s story well and collectively shaping China’s image.286

Longhi has also been awarded several prizes. The People’s Daily reported that ‘Ruili found that 
many foreigners were still unfamiliar with and misunderstood the China she knew and loved, which 
also strengthened her determination to tell Chinese stories well,’ after Longhi won the first prize in 
the second ‘Daily Life of Global Chinese’ short-video competition sponsored by the People’s Daily 
Overseas Network in 2020287 (for more on the use of competitions as incentives, see Section 2.3: 
‘State-sponsored competitions’). Her video series on Tibet also won a prize at the second China Tibet 
Online Video Festival, co-produced by the Cyberspace Administration of the Tibet Autonomous Region 
Party Committee (西藏自治区党委网信办), the Tibet Autonomous Region’s Department of Culture 
(西藏自治区文化厅) and Xinhua (Figure 22).288
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Figure 22: Rachele Longhi and He Junjie receive a prize in a 2020 video contest sponsored by the People’s Daily 
Overseas Network.

Source: Facebook, 5 February 2021, online.

One of the most high-profile prizes Longhi won was in the 2021 My China Story short-video 
competition, in which she was awarded the second spot in the ‘Expats experiences’ category in 
conjunction with the Shaanxi branch of China News Development Co. Ltd (中国新闻发展有限责任
公司陕西分公司). This event’s ceremony was attended by several senior CCP propaganda o¨icials 
(Figure 23). The competition is run by China International Communications Group, which in its own 
description on the website says that it’s an ‘organization a¨iliated with the Central Committee of the 
Communist Party of China (CPC), specializing in international communication that serves the Party and 
the state.’289
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Figure 23: Longhi on the stage of the 2021 My China Story video competition with senior CCP propaganda officials such 
as Wu Xin (吴新), director of the foreign exchanges department of Hangzhou’s municipal propaganda department of the 
CCP.

Source: Xufang International Media, 15 September 2021, online.

This state-run competition has also built relationships with American cable channel, Discovery. Wilson 
Lee, deputy director of the Asia–Pacific Television Network at Discovery Channel (探索频道亚太电
视网副总监), was a judge in the state-run 2022 My China Story short-video competition, and Vikram 
Channa (魏克然), vice president and content manager, East and Southeast Asia at Discovery Channel, 
was a judge in the 2021 and 2020 competitions. National Geographic is My China Story’s ‘Global 
Strategic Partner’.290

In February 2022, Longhi was featured in a documentary by Discovery Channel as a ‘Discovery 
explorer’ and presented a whole episode. Discovery reached 22 million global direct-to-consumer 
subscribers at the end of 2021, with a three-month growth of 2 million subscribers.291 In the episode, 
co-sponsored by Chinese dairy giant Junlebao (君乐宝乳业集团有限公司; Figure 24), Longhi spoke 
highly about China’s infant formula production and its wonders.292 The Chinese baby formula industry 
still suffers from a bad reputation after a scandal in 2008, when 300,000 children were poisoned by a 
chemical substance contained in the milk.293
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Figure 24: Screenshot from Rachele Longhi’s documentary for Discovery Channel and Junlebao.

Source: YouTube, 22 February 2022, online.

The success of Longhi and He in taking advantage of both this profitable business model and party 
incentives led them to set up their own consulting company, called Hangzhou YouToo Information 
Consulting Co. Ltd (杭州优兔信息咨询有限公司),294 having transformed their social-media channels 
into a video-production enterprise. Longhi and He are careful in tailoring their content di¨erently for 
domestic and external audiences.

China-based Taiwanese influencer Li Qiaoxin (李乔昕) is another entrepreneurial foreign influencer 
producing state-aligned content for commercial gain. Li promotes state-aligned videos to her nearly 
2 million Douyin followers, including in a bubbly presentation about Xinjiang cotton, and has even 
taken part in an online-influencer panel at an o¨icial PRC cross-straits forum.295 ‘I went on stage to call 
on more Taiwanese youth to influence their friends around them so that more young Taiwanese can 
really come to the motherland and take a look around,’ Li said at the event.296 In July 2022, two months 
a¦er the cross-straits forum, Li posted that she had co-founded a media company in Hangzhou.297

In the company’s first week of operation, Li said she had already got her first work trip—to Weifang.298

Shortly a¦er, videos featuring Li exploring Weifang appeared on social-media accounts of local 
party-state media.299 ‘I don’t know where the money is,’ Li said in response to earlier criticism that she 
had taken money for her activities.300 One of her Taiwanese critics pointed out that in previous years 
Li appeared to have had a di¨erent professional identity,301 having introduced herself as an ‘actor’ in a 
2020 Sichuan state-media video.302
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Foreign influencers in Western media

PRC cooperation with foreign media firms opened up commercial opportunities for foreign influencers 
such as Italian vlogger Rachele Longhi, who was hired to present a Discovery Channel documentary. 
British vlogger Stuart Wiggin, meanwhile, had his proposal for a short video selected in late 2022 for a 
‘New Era, New Image’ joint Sino-foreign program. The program, titled ‘IP Plan’ in English, aimed to tell 
positive stories about China through documentary videos. Jointly hosted by various organisations, 
including CICG and Discovery Channel, it was also guided by the State Council Information O¨ice, the 
Cyberspace Administration of China and the National Radio and Television Administration. Wiggin’s 
proposal was selected as one of the best proposals in the short-video category. The program planned 
to hold a ‘creation workshop’ during which famous Chinese and foreign directors and industry experts 
would o¨er ‘systematic training’ to those selected for the program.303

By deepening the involvement of foreign influencers and experts in content production through 
participative events such as competitions, the PRC can further tap into established international 
media practices and networks, thereby gathering more tools to produce content with greater reach 
while also shaping and developing those tools to suit the idiosyncrasies of the party-state. This aspect 
is well illustrated by one competition’s close cooperation with US media.

‘The best way to tell China’s story well to the world is through cooperation,’ Vikram Channa, a 
senior manager in Asia for Warner Bros. Discovery told attendees at the launch ceremony of a ‘My 
China Story: Greater Bay Area’ competition in December 2022. Channa, vice president and content 
manager, East and Southeast Asia at Discovery Channel, participated in the competition’s panel of 
expert judges. Other senior Discovery sta¨ have also worked as judges in other editions of My China 
Story competitions.304

But Discovery isn’t the only US media to support Xufang International Media’s work. Disney-owned 
National Geographic is listed as a ‘Global Strategic Partner’ of a Xufang ‘My China story’ competition.305

This cooperation illustrates how the CCP’s propaganda priorities directly create and shape commercial 
opportunities for foreigners and foreign businesses in China. In the case of Discovery, cooperation with 
the PRC propaganda apparatus appears to be exceptionally longstanding, prolific and tightly aligned 
with the CCP’s external propaganda objectives.306

‘We need to spend a lot of time thinking about how we can capture overseas audiences with Chinese 
stories on the Discovery Channel,’ the head of CICC’s production centre told party-state media.307

Experts have described CICC as a ‘CCP-run production outfit’.308 Its productions have included the 
three-part series ‘China: Time of Xi’, which was fronted by foreign presenters and promoted Xi Jinping’s 
governance. Vikram Channa (Figure 25) was head of production on the series and told Xinhua that 
it was ‘incredible that China … o¨ers an alternative way of continuing globalisation at a time when 
many countries are questioning it’ in a report that noted that the series was broadcast to 200 million 
viewers in 37 countries and regions.309 The series was also shown on PRC party-state media310 and 
promoted by the State Council Information O¨ice.311 According to a report on the event, the China 
Institute for Innovation and Development Strategy would work with Discovery on a six-part large-scale 
documentary series titled ‘What makes China China?’, which was to be co-directed by Channa and 
broadcast in the US. The series promised to ‘eliminate misunderstandings’ between China and the 
West, with one episode covering the CCP.312
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In 2021, Channa told the People’s Daily that Xi Jinping’s Belt and Road Initiative and ‘shared common 
destiny’ were ‘innovative and bold initiatives’.313 That same year, Channa met the deputy party 
secretary of China’s top film school and discussed future cooperation and how to tell ‘Chinese 
stories’.314

Figure 25: Vikram Channa giving a talk titled ‘Branding China on the world stage the Discovery way’ at a CICC event 
(le£); Channa on stage with Jing Shuiqing (井水清), CICC deputy director and deputy editor-in-chief (right).

Source: CICC.org.cn, 22 September 2018, online.

These organisations have made ample use of foreign influencers. National Geographic co-produced 
a 2020 documentary film presented and co-directed by Hangzhou-based Japanese director and 
influencer Takeuchi Ryo. In 2021, the Central Propaganda Department and the National Radio and 
Television Administration announced the documentary, which presented a warm portrait of China’s 
national Gaokao (高考) examinations, as one of a series of ‘excellent external communications 
documentary films’.315 The notice stated that all organisations producing and broadcasting 
documentary films should study these examples and produce more such films suitable for overseas 
communication and ‘telling Chinese stories’. Released by China Review Studio (解读中国工作室), 
which is a production studio of CICG’s journal China Reports, the film was executive produced by the 
State Council Information O¨ice, also known as the CCP Central O¨ice of Foreign Propaganda.316 The 
English-language version of the film appears to have been broadcast on the US National Geographic 
channel.317 It includes scenes of Takeuchi marvelling at the Nanjing Public Security Bureau’s ‘big data 
command and service centre’, where o¨icers are shown supporting the smooth management of the 
exams (Figure 26).318 China Review Studio doesn’t carry a state-media label on YouTube, and the film’s 
credits don’t mention the State Council Information O¨ice.

Figure 26: Japanese director and influencer Takeuchi Ryo appears in a China Review Studio documentary co-produced 
by US National Geographic.

Source: YouTube, online.
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3.4 Russian influencers: reflecting PRC–Russia ties

Content from prominent Russian influencers in China reflects and promotes work to overcome the 
longstanding challenge of building broader public enthusiasm for the bilateral relationship. Online 
videos are identified as an important avenue to achieve that; it’s a strategically significant challenge 
for both countries’ media, which seek ‘a bigger say in the international arena through practical 
cooperation in the internet era,’ according to China Daily editor-in-chief Zhou Shuchun (周树春).319

On PRC social-media platforms, the most typical themes from popular Russian users include 
promoting closer bonds between people of both countries, Russia as a strong military power, 
and Russian women as marriage partners for Chinese men. Since Russia’s full-scale invasion of 
Ukraine in 2022, some Russian vloggers have emphasised China’s loyalty to Russia in the face of 
economic sanctions.

As Chinese communications experts have observed, an often-cited ‘official enthusiasm, public 
coolness’ or ‘hot above, cold below’ characteristic of Sino-Russian relations exists too in the sphere of 
media cooperation, and, despite progressive warming in both bilateral media cooperation and public 
opinion between the neighbours, until recently, media cooperation had almost exclusively featured 
state-owned media.320 However, increasing youth participation in online videos may help both 
countries translate high-level bilateral agreements and initiatives into popular grassroots engagement. 
This is now playing out both spontaneously, as Russian influencers capitalise on online Chinese 
nationalism, and at the direction of both countries’ governments.

To support Russian and Chinese online media in joint content creation, personnel and technology 
exchanges, and other areas, the China Daily website has organised multiple editions of the ‘China–
Russia Internet Media Forum’ with support from PRC and Russian authorities. The forums promise 
to promote the development of China–Russia relations with ‘powerful online positive energy’.321 The 
bilateral events are directed by the Cyberspace Administration of China and the Russian Ministry of 
Digital Development, Communication and Mass Media.

‘We are currently witnessing the ever-increasing interest in alternative sources of news. The fact that 
the largest English-language website in China is granting us the rights helps us satisfy our viewers’ 
demand and ensure the geographic expansion of our new Chinese partner,’ China Daily quoted Kirill 
Filippov, CEO of Russia’s SPB TV, as the two sides signed a content-sharing agreement at the forum. 
‘Enhancing cooperation with Chinese media is one of the most important strategic development 
strategies for us,’ Filippov added.322

As part of the second annual forum held in Rostov-on-Don in 2017, both sides organised a ‘China–
Russia Youth Media Innovation Camp’. This was in line with the China Daily website’s editor-in-chief’s 
call at the forum for Chinese and Russian online media to ‘promote interaction and communication’ 
between internet users of both countries.323 The camp saw a Chinese student delegation sent for 
a week of activities in Rostov-on-Don, where they discussed topics including online development 
trends and online media technology and jointly filmed a short video.324 During the camp, the Russian 
and Chinese students were instructed by the head of the media department of Don State Technical 
University, which jointly organised the forum.325 China Daily website deputy editor-in-chief Li Xin (李
欣), whose work also includes accompanying foreign vloggers around China to produce short videos 
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from propaganda tours in Xinjiang and elsewhere (see Section 2.4: ‘Media tours’), led the students 
throughout the camp.

The governments of Russia and China also jointly sponsored an annual short-video competition for 
youth of both nations in 2022 and 2023.326 At the November 2021 China–Russia Online Media Forum, 
the director of external relations at SPB TV, Denis Perepelitsyn, said that this form of competition was 
chosen to better reach young people via their favoured form of media and bring the two countries 
closer together, according to a China Daily report on the event.327

Russian influencers and officials have capitalised on PRC e-commerce as a way to build audiences and 
profits. In the PRC, where e-commerce is often a focus of nationalist sentiment, Russian influencers 
stand to benefit from an online culture that often amplifies calls to support or boycott products 
based on the country of origin. Russian vloggers such as ‘混血兄弟姐妹雅斯顿’ (mixed-race siblings 
Yasidun)328 appear to exploit this online culture by mixing pro-China patriotic rallying cries with blunt 
sales pitches for Russian snacks. One of their melodramatic videos won more than 1 million Douyin 
‘likes’ by appealing to users of the platform to be friends with their mother. A Douyin video showed a 
woman said to be their mother falling to her knees in the snow and burying her head in the PRC flag in 
a show of deep gratitude for the positive response to the appeal.329

The trend of Russian commerce benefiting from PRC nationalism was particularly clear after Russia’s 
invasion of Ukraine in early 2022. Chinese media covered PRC internet users showing their support for 
Russia by purchasing Russian goods on e-commerce platforms. ‘Thank you, everyone,’ the commercial 
ambassador of the Russian Chamber of Commerce in China said in Mandarin in a video message to 
those who had caused Russian products to sell out. A Weibo comment under one media report of the 
video summed up the mood: ‘Maybe every product we purchase could become a bullet in the body of 
hegemony.’330

The PRC propaganda apparatus has also independently developed its own Russian voices that can 
speak for the party. Alexandra Pozhidaeva from Siberia studied Mandarin at a Confucius Institute in 
Russia, later winning the PRC-run ‘Chinese Bridge’ (汉语桥) language competition and going on to 
complete undergraduate and postgraduate degrees in China, including at Peking University’s School 
of Journalism and Communications, where she was a ‘national strategic communication researcher’.331 
Pozhidaeva now works at the Eurasian Communication Center of the China Foreign Languages 
Publishing Administration (also known as China International Communications Group, CICG, in 
English),332 which is an external propaganda agency under the State Council Information Office.333

Pozhidaeva registered a Twitter account in May 2022 and began posting pro-Kremlin and pro-CCP 
propaganda, often tagging and occasionally interacting with prominent official PRC diplomatic 
accounts.334 Her account repeatedly shared content from an autumn 2021 Peking University–led 
tour in Xinjiang, with photos and videos showing Pozhidaeva posing with Uyghur children. Around 
September 2022, it appears that her account was suspended by Twitter, after which she opened 
another account, which again was suspended, according to archived web pages and a Chinese 
media interview.335

‘I want to speak for Xinjiang because I have personally seen Xinjiang and it was totally not the same as 
the West says. What I saw was an open, inclusive, developed Xinjiang,’ Pozhidaeva told Guancha (观
察者网) in an interview about her accounts being banned. ‘I am just a normal foreign student but no 
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matter what I want to keep speaking up for the truth in China,’ she told the publication. ‘It is necessary 
to use the force of us ordinary people to spread a true Chinese story.’336

On Chinese social media, Pozhidaeva’s videos include more explicitly pro-Kremlin content targeted at 
Chinese audiences.337 She has posted videos to elicit viewers’ sympathy for sanctions faced by Russian 
athletes; explained what she sees as the reasons why Russia ‘was driven’ to take ‘concrete action’ 
against Ukraine, which had become a ‘tool’ for the US to ‘oppress’ Russia; shared purported footage 
of Russian troops delivering aid to grateful residents of a Kyiv suburb; and celebrated the pro–Russian 
Army ‘Z’ symbol.338 Pozhidaeva doesn’t appear to have posted videos from Xinjiang on her Bilibili 
account, in contrast to her now suspended Twitter accounts.

Despite her being presented as a Russian voice, videos featuring Pozhidaeva have more closely 
represented Beijing’s own positions rather than the Kremlin’s. In a TED-style talk published by Peking 
University on YouTube, Pozhidaeva gave a glowing account of China’s epidemic response, which, she 
said, made it ‘the safest place in the world’, and declared that ‘mankind is a community with a shared 
future’339—a key slogan of Xi Jinping.340 Following the sudden reversal of China’s ‘dynamic zero-Covid’ 
policy, Pozhidaeva took to YouTube in early 2023 in an apparent attempt to counter foreign media 
reporting on the changing situation. ‘Beijing is back to normal life,’ she shared in English while walking 
through a Beijing park in a selfie-style video, the description of which read, ‘While some media abroad 
are reporting about chaos on the streets of Beijing, that’s what I found out in the park nearby.’341 
Pozhidaeva’s account was unlabelled, and her state-media affiliation wasn’t mentioned. Despite her 
multilingual talents and training, the video had received just a few views in the month it was posted.

On Instagram, Pozhidaeva posted a photograph of herself smiling in a cotton field in Xinjiang in 2021, 
with a group organised by Peking University. ‘There were no harassed Uyghur farmers, but we saw 
about 20 autopilot tractors picking cotton,’ she wrote in the photo caption. ‘Not a day passed without 
dancing and singing,’ another caption read.342 In an article in the state-linked tabloid Global Times 
celebrating growing Russia–China ties, Pozhidaeva noted that Vladimir Putin ‘represented a point of 
consensus among Russian people’ in his comments on Russia–China ties ‘as a model for inter-state 
cooperation in the 21st century’.343 The article presented Pozhidaeva as a news editor without 
revealing her PRC state-media affiliation.

Aside from videos, Pozhidaeva has participated in multilateral forums in China, commercial TV shows, 
a 2021 PRC Ministry of Education campaign to attract international students to study in China, and a 
series of Xinhua programs about the football World Cup in Russia.344 In 2021, she was one of a group of 
Peking University students who received a reply from Xi Jinping to a letter they had written to him as 
part of the CCP’s centenary events.345

Pozhidaeva isn’t the only Russian voice to advocate PRC positions or policies. ‘Anna in Hainan’, whose 
real name we couldn’t identify, an ethnically Russian citizen of Kazakhstan in the southern island 
province of Hainan, has spoken out to her more than 3 million Douyin followers on topics such as 
Taiwan’s international participation. ‘Isn’t Taiwan a province of China? So how can it join the UN?’ she 
said in one Weibo video.346 On Russia’s war against Ukraine, ‘Anna in Hainan’ videos defended the 
Russian invasion and sought to respond to Chinese internet users’ concerns and questions about the 
welfare of mobilised Russian troops. ‘Everyone is bound by duty to defend the country,’ she said in one 
video that received nearly 40,000 comments and more than 180,000 likes.

55



‘Anna in Hainan’ demonstrates how the party-state increasingly seeks a symbiotic relationship with 
foreign influencers. This was clear when the Russian took part in a state-led tour in the province’s 
Wenchang City organised by provincial and local cyberspace administrations and Sina Hainan, 
according to a Sina Hainan report on the events.347 The tour appeared to be aimed at co-opting 
influencers to support the government’s propaganda work. During the tour, the provincial cyberspace 
administration hosted an informal seminar discussion with the influencers about the best ways to 
‘spread good voices of the [Hainan] free trade port’, the report noted (Figure 27). The head of the 
propaganda department of Wenchang City’s CCP committee told the influencers at the discussion that 
in future the city would offer ‘more effective communication channels’ and ‘richer publicity resources’ 
to new media platforms, ‘forming a joint force with the influencers’ to show off Wenchang (see 
breakout box: ‘Propaganda push at the local level’).

Figure 27: CCP propaganda and cyberspace administration officials with influencers at a seminar discussion during a 
tour in Wenchang City, Hainan Province, 23 March 2022; ‘Anna in Hainan’ is front-row, centre-right in a group photo with 
CCP officials.

Source: Sina Hainan, 24 March 2022, online.

Sina Hainan’s report detailed how the influencers in turn gave ‘advice and suggestions’ on how to best 
put into play the ‘unique advantages of we-media’. ‘Anna in Hainan’ told the seminar that she hoped to 
be a window for more people to understand and visit Hainan, and for more content creators to join ‘the 
team’ publicising the province, according to the report. The deputy head of the provincial cyberspace 
administration told attendees that the influencers’ sharing of their experiences would allow authorities 
and the influencers to more closely unite their ‘propaganda positions’ (宣传阵地) and also asked them 
to become ‘builders of bridges between China and foreign countries, talking about real conditions, 
speaking true words, spreading Chinese voices well and telling Chinese stories,’ according to Sina 
Hainan’s report.348

While posting ostensibly spontaneous content, ‘Anna’ appeared to be one of the top ‘talents’ on the 
roster of Hainan Juxing Media, which is a local MCN based in Hainan.349 A profile of Hainan Juxing 
Media’s chief business officer, published on the official WeChat account of the Hainan Youth Literature 
and Arts Talent Association, highlighted the officer’s work in ‘incubating’ Anna and other influencers as 
a ‘professional achievement’. The profile also noted that the officer was a CCP member.350

Hainan Youth Literature and Arts Talent Association was established in 2020 and is under the 
supervision of the Hainan Provincial Committee of the CCP Youth League. Part of the association’s 
mission was to support the development of the Hainan Free Trade Zone and Free Trade Port, 
according to a state-media report on the organisation’s establishment.351 A caption on photos of ‘Anna 
in Hainan’ attending an e-commerce gala in Haikou read, ‘I hope I can make my own contribution to 
the construction of the Free Trade Port. I love Hainan. I love China even more.’352
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Propaganda push at the local level: sprawling international communication centres

Party-state departments around the country have responded enthusiastically to demands from 
the party’s ‘core’ to strengthen research and participation in international communication work. 
In November 2021, senior PRC propaganda workers gathered at the first China Online Civilization 
Conference in Beijing—a forum directed by the Central Cyberspace A¨airs Commission and Central 
United Front Work Department (中央统战部)—where they discussed ‘telling Chinese stories well’ 
and solutions to overcoming perceived Western hegemony in international communication. The 
editor-in-chief of Xinhua Net, Qian Tong (钱彤), told the forum that the PRC needed to ‘break Western 
media’s discourse monopoly and hegemony’ and ‘break through the double barriers of ideology and 
information dissemination set up by the West’. In the face of that perceived challenge, Qian said that 
the PRC should deploy ‘unique perspectives, objective facts and penetrating expressions’ to win over 
the international community by eliciting ‘empathy and resonance’.353

At the local level, we’ve found rapidly growing e¨orts to develop diverse forms of cooperation with 
foreign influencers in response to Xi’s call to boost China’s outbound propaganda. Wenzhou City, in 
Zhejiang Province, appears to be particularly active when it comes to cultivating foreign influencers. 
That may be due to the city’s status as an important nexus in the PRC for emigration and overseas 
ties. Wenzhou’s ‘Overseas Communications O¨icer’ team reportedly has more than 700 members.354

A propaganda department of one Wenzhou district launched its own ‘Overseas Communications 
O¨icer Training Project’ in December 2016 and by autumn 2017 had already hired 60 o¨icers spread 
globally in 18 countries, including the US, Spain, Italy, France, Czechia, Turkey and Japan. The district 
would ‘actively strengthen training of overseas communication o¨icers and organise and carry out 
policy doctrine study and local Wenzhou cultural knowledge accumulation so as to increase their 
influence and be good communications ambassadors in the internet era’.355 In 2022, another Wenzhou 
district ‘international communication centre’ was organising locally based foreign students to take 
part in short videos and live broadcasts.356 The propaganda department of Wenzhou’s municipal 
CCP committee explained that, in recent years, the department, together with Wenzhou’s municipal 
information o¨ice, had invited more than 80 foreigners in Wenzhou to film short videos and post 
them on domestic and foreign social-media sites, including platforms blocked in China such as TikTok 
and Facebook.357

Local governments are incorporating foreign influencers into new external-propaganda groups from 
day one of their creation. Wenzhou’s own international communication centre, founded in 2018, 
launched a ‘Wenzhou International Communication Influencer Incubation Base’ (‘温州国际传播网红
孵化基地’) in 2020.358 The incubation base would be responsible for running a group titled ‘Seagull 
Circle’ (海鸥圈), launched in 2021, that included 21 influencers from more than 10 countries, including 
British national Adam McIlmoyle (see Section 3.5: ‘Adam McIlmoyle’) and that would ultimately be 
guided by the Zhejiang provincial cyberspace administration and Wenzhou municipal propaganda 
department, a report from the centre noted. It described how Wenzhou brought the influencers to the 
city for an April 2021 oath-swearing-style launch ceremony in the presence of local o¨icials. During 
the ceremony, a foreigner from Mauritius took to the stage to read the group’s ‘declaration’, which 
appeared to include Xi Jinping’s call to ‘spread good voices from China’. The group would form part of 
an ‘international communication matrix’ to ‘convey the voice of Wenzhou to the world and tell Chinese 
stories’, the report added.359

57



The city had also previously organised seven foreigners from the UK, Italy, Pakistan, Ukraine, Mauritius 
and other countries to take part in a 2020 training program for ‘foreign exchange ambassadors’ run 
by the Wenzhou People’s Association for Friendship with Foreign Countries (温州市人民对外友好协
会).360 The association is a local branch of the Chinese People’s Association for Friendship with Foreign 
Countries (中国人民对外友好协会) and currently headed by Wenzhou’s deputy party secretary.361

Its charter states that it aims to win ‘broad international sympathy for the cause of Socialism with 
Chinese Characteristics’, with its ‘main scope of work’ including external propaganda work and its 
o¨ice located within the Wenzhou Government Foreign A¨airs O¨ice.362 As part of this program, the 
foreigners participated in the production of a six-part vlog series that aimed to ‘create a better external 
environment for the high-quality development of Wenzhou’. The Wenzhou Foreign A¨airs O¨ice guided 
the series, and local party-state media were responsible for planning, production and publicity.

Wenzhou’s local authorities have used foreigners not only for their individual value as presenters 
or content creators but also to build the city’s international communication capacity by training 
local groups to participate in related activities. At least one of the seven foreigners who took part 
in the vlog series, a former PRC state-media worker from Italy, along with other foreigners from 
the US, the UK and Japan, were announced as ‘international mentors’ in 2022 for a newly formed 
team of ‘Little Overseas Communications O¨icers’ (小小海外传播官) in Wenzhou.363 Also referred 
to o¨icially as ‘Little Diplomats’ (小外交官) and the ‘Starfish Agency’ (海星社), the group of at least 
20 local primary-school students was to take part in a project to promote positive stories of the city 
as well as exchange activities with overseas second- and third-generation Chinese emigrants and 
other foreigners, with the goal of adding new force to and expanding the scope of the city’s overseas 
communications work. According to the Lucheng District Government, the children would take part in 
weekly activities including multilingual live broadcasts.364 These moves highlight how foreign vloggers 
are valued by multiple local actors who are increasingly tasked with international communications and 
external propaganda responsibilities. The developments in Wenzhou also draw attention to the rapid 
growth in capacity building at the local level and the flexible and creative ways in which the authorities 
use foreigners.

As in Wenzhou, there’s been a surge in ‘international communications centres’ established at the 
municipal and provincial levels around the country in recent years. International communication used 
to be mostly done by central-level media, but, with the rapid development of social media and the 
general trend of globalisation, local-level international communication work can also be useful, noted 
the deputy director of the Center for Global Public Opinion during a tour of Hainan’s international 
communication centre. The centre is based within local state-media o¨ices, and the tour group 
included more than 200 propaganda workers, including from Xufang International Media, who praised 
the facilities and discussed how to best work with foreigners to tell Chinese stories.365

We found several examples of international communication centres that had foreign sta¨ members. 
Two years a¦er its founding in late 2019, for example, Hainan’s international communications centre 
claimed to have ‘developed’ more than 80 overseas communications o¨icers from more than 
30 countries.366 Foreigners from the US, France, Germany, Canada and Austria were present at the May 
2022 establishment of Jinan’s international communications centre, according to a local state-media 
report, which noted that the foreigners would work as ‘overseas recommendation o¨icers’ for the 
city.367 In Chongqing, local party-state media and the local government established an external 
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propaganda agency called iChongqing in 2018.368 The agency has hired English-speaking foreigners as 
full-time sta¨ to post influencer-style content on overseas social media. iChongqing is also involved in 
organising foreign influencers to travel to the large municipality. Four years a¦er its founding, it claimed 
to have 55 sta .̈369

In one video published from an iChongqing tour, British father-and-son vloggers Lee and Oli Barrett 
showed at least two iChongqing sta¨ travelling with them in the same vehicle, as Lee Barrett asked the 
sta¨ what the next stop on the trip would be (Figure 28).370 The state-media report highlighted that the 
Barretts had more than 120,000 YouTube subscribers at the time and noted that the pair were there 
as part of a ‘first batch’ of foreign vloggers invited to take part in a ‘Relaxing China Travel—Overseas 
Top YouTube Influencers Shoot Chongqing’ event. Their participation was organised by two of the 
abovementioned Chongqing communications centres, the report added. In comparison with other 
foreign vloggers, the Barretts appear to be relatively more open about their cooperation with the state, 
perhaps reflecting influencers’ di¨erent individual politics, vlogging identities, or perceptions of media 
norms. Their participation in the trip was promoted by multiple party-state media and at least one 
o¨icial PRC diplomatic account on Twitter.371 iChongqing published at least two sit-down interviews 
with the pair during the trip. Later that year, they returned and produced more videos with iChongqing 
at a tech expo.

Figure 28: Videos published on the Barrett YouTube channel show vloggers Lee and Oli Barrett accompanied by an 
iChongqing team during a tour of scenic spots.

Source: YouTube, 23 October 2020, online.

The Barretts appeared to be well aware of the value that their content can o¨er their hosts. At a 
seminar on using short videos to ‘tell Chinese stories well’, attended by influencers and propaganda 
workers, the Barretts explained that content such as travel vlogs could help foreigners see China 
objectively and was also a means to respond to negative international views on China.372

On YouTube, iChongqing’s branding suggests that it’s a tourism and travel channel, yet many of its 
most popular videos have little to do with the municipality and are instead talk-radio-style discussions 
led by iChongqing foreign sta¨ about the war in Ukraine and potential China–US conflict.373 The mix 
of political and travel content fronted by iChongqing’s foreign faces is in line with the activity of its 
editor-in-chief, Catherine Chen. On X, where Chen describes herself as a ‘media personality’, she has 
spread conspiracy theories and hashtags such as #HillaryForPrison, #HunterBidensLaptop and other 
rhetoric targeting the US.374 No longer labelled ‘China state-a¨iliated media’, Chen now appears to 
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be a paid ‘blue check’ subscriber on X and has repeatedly championed Elon Musk’s takeover of the 
social-media firm. Prior to its suspension, Chen frequently shared content from the ‘Spicy Panda’ 
account, which ProPublica and the New York Times identified as a focal point for more than 3,000 
apparently inauthentic Twitter accounts.375

In March 2022, Sichuan provincial party-state media unveiled their own international communications 
centre, described as a professional international communication organisation of Sichuan Daily 
Newspaper Group, with a stated focus on visual, mobile and social-media communications.376 Like 
similar organisations, the centre has multiple overseas accounts on Facebook, Twitter, TikTok, YouTube 
and Instagram.377 One high-quality video posted by the centre on Facebook showed influencers, 
including foreigners, experiencing a day in the life of a grassroots CCP cadre.378 None of those accounts 
carries a ‘party-state media’ label, and in one case possibly created an alternative account a¦er 
previously being labelled by Twitter.379 One account from the centre, ‘Panda Daily Show’, labels itself 
on Facebook as an NGO.380

Also in 2022, ‘international communication centres’ were established in Hebei, Gansu and Zhejiang 
provinces, and state-media China News Service launched its own CNS International Communication 
Group.381 The international communications centre in Hebei would o¨er ‘24 hour international 
communications services’ via branch centres set up in New York City and Brussels, according to 
Xinhua.382 Similarly, ‘overseas relay stations’ were unveiled alongside the launch of the centre in 
Zhejiang.383 Gansu’s centre, set up by party-state media with the approval of the propaganda 
department of the provincial CCP committee, played up its use of foreign students to present positive 
images of the province and said it would explore ways for local mainstream media to participate in 
international discourse in order to contribute to China’s overall external-propaganda work.384

3.5 Adam McIlmoyle: ‘a foreign vlogger with positive energy’

‘I think it’s astonishing and absolutely great how the government has helped them,’ British national 
Adam James McIlmoyle remarks in a YouTube video depicting him visiting Guizhou villagers.385 In 
another scene, he stands below a giant sign proclaiming Xi Jinping’s key rural revitalisation policy and 
quips that it’s ‘very nice’. The video was published by China Matters, a video content brand of Xufang 
International Media (see breakout box: China Foreign Languages Publishing Administration and Xufang 
International Media) and posted on the o¨icial account of the provincial Guizhou government press 
o¨ice as well as McIlmoyle’s own accounts.386 The video description introduces him as a ‘British video 
journalist’; however, we’ve found no evidence of McIlmoyle describing himself as such or ever having 
worked in the media.

The case of McIlmoyle demonstrates the combination of tools that the CCP and private businesses 
can deploy to guide and profit from foreign influencers: cash rewards, attention and publicity, 
commercial opportunities, and possibly employment or cooperation opportunities with Chinese 
party-state media.

Originally from Northern Ireland,387 McIlmoyle enjoys a following of roughly 100,000 on Douyin 
and more than 40,000 on Bilibili. His videos typically depict his travels in China, including multiple 
videos from Xinjiang, or o¨er commentary in line with PRC nationalism, such as criticism of Western 
media bias against China. His content has been regularly amplified by Chinese party-state media 
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such as Xinhua388 and the Shanghai Daily389 as well as officials, including the former Foreign Ministry 
spokesperson Hua Chunying (华春莹).390

According to McIlmoyle, while living in China and working as a schoolteacher,391 he began creating 
content as a hobby out of his love for China, Chinese culture and videography.392 His social-media 
presence was, at least for a certain period, managed by an MCN called Papitube.393 In 2019, the 
company invited McIlmoyle and other influencers on a three-day cruise to Hong Kong, which included 
a company presentation about trends in short-video content.394

McIlmoyle has participated and won top cash prizes in multiple state-run short-video competitions 
in recent years. That coincided with state-media cooperation, a propaganda tour in Xinjiang, the 
promotion of his content by PRC Government and Foreign Ministry accounts, and at least one anti-BBC 
vlog, all of which aligned with CCP propaganda objectives but also contrasted markedly with his 
earlier, purely travel-focused, content posted on his Instagram account.

In 2019, he was one of three winners in the People’s Daily’s ‘China and I’ (我与中国) short-video 
competition (Figure 29).395 According to party-state media, the People’s Daily received more than 
430,000 entries from over 60 countries,396 and McIlmoyle was one of three people who won the first 
prize, which offered a cash award of Ұ100,000 (A$21,820). It’s unclear whether that amount was shared 
by the three winners or offered to each of them. In the video, McIlmoyle is seen travelling home to 
Northern Ireland to show his video of China to his mother, who’s seen dressed in hanfu clothing 
brought home by her son, who then concluded that people have the ‘wrong outlook’ about China.397 
The video was posted on the official YouTube account of state-media China News Service (中国新闻
社).

Figure 29: Adam McIlmoyle, second from right, stands on stage with State Council Information Office deputy director 
Guo Weimin (郭卫民), first from left, and People’s Daily deputy editor-in-chief Xu Zhengzhong (许正中), first from right, 
after receiving a first prize in the 2019 People’s Daily ‘China and I’ (我与中国) short-video competition.

Source: Sendelta International Academy [新哲书院], 19 October 2019, online.
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In 2021, McIlmoyle took a tour to Guizhou, a border province in southwest China. His video from there, 
‘A different China’ (不一样的中国), featuring Miao ethnic-minority people, came first in the People’s 
Daily’s ‘My China Style’ (我爱中国风) short-video competition out of 190,000 entries.398 His prize was 
worth Ұ50,000 (A$10,400), according to the competition’s entry guidelines.399 Both prizewinning videos 
portrayed typical state-media narratives about happy minorities, convenient tech-enabled lifestyles 
and beautiful scenery. The People’s Daily also used McIlmoyle in a promotional video inviting people to 
take part in the My China Style competition. The video, published on a People’s Daily YouTube account, 
also featured Chinese pianist Lang Lang (郎郎) and foreign vloggers Jerry Kowal, Stuart Wiggin and 
Noel Sirerol González.400 Other McIlmoyle vlogs from Guizhou, including an uncritical look at the CCP’s 
poverty alleviation and relocation of villagers, were also shared on various government accounts, 
including by Foreign Ministry Twitter and YouTube accounts as well as the Guizhou Government’s 
Chinese social-media accounts.401

At times, McIlmoyle’s words in one of the vlogs appeared to have been translated awkwardly into 
English directly from the language of PRC officialdom and carried strong echoes of Xi Jinping’s 
‘ecological civilisation’ discourse. McIlmoyle called on viewers to ‘work together to build a beautiful, 
harmonious home for all living things’ and even repeated verbatim phrases from the CCP leadership. 
‘We should respect nature, comply with nature, protect nature,’ McIlmoyle said in English. This was 
rendered more naturally in the Chinese subtitles (‘尊重自然、顺应自然、保护自然’) and mirrored an 
identical set of phrases spoken by Xi Jinping at high-level international climate events.402 The same set 
phrase has been prominently highlighted by party-state media, and local government or propaganda 
workers responsible for environmental work would probably be familiar with it. At different points in 
the video, an unidentified woman can also be seen travelling with McIlmoyle while he speaks to the 
camera. This particular vlog was uploaded to the PRC Foreign Ministry Spokespersons Office official 
YouTube account and then shared on Twitter by spokesperson Hua Chunying, where it was retweeted 
by the Spokespersons Office account.403

In 2022, McIlmoyle entered a competition overseen by the Zhejiang provincial propaganda 
department404 and took part in the ‘2022 Date with China’ propaganda tour of Xinjiang405 (see 
Section 4.2: ‘Media tours’). That year, he was also praised by the Cyberspace Administration of Xinjiang 
as ‘a foreign vlogger with positive energy’ (‘一位具有正能量的外籍博主’).406 In the same year, he won 
third prize in the My China Story competition organised by Xufang International Media.407

During the pandemic, McIlmoyle dressed up as a pandemic worker in protective gear and went 
around a residential area with a loudspeaker, asking residents to come out to take Covid tests408 (see 
Section 1.1 for a case study on Covid-19). During the pandemic, being a pandemic worker was an 
unpopular job as it was closely associated with the state’s harsh and arbitrary Covid-control policies. 
Not all of McIlmoyle’s videos stick closely to official narratives, however, and that may reflect the 
different incentives, content trends or personal inclinations in play as influencers decide what kind of 
videos to produce. In a June 2022 vlog on Shanghai reopening, for instance, he offered mild criticism of 
virus-testing measures.409

In February 2022, following a long-running, state-led anti-BBC propaganda campaign, McIlmoyle 
posted a vlog attacking the broadcaster: ‘It’s just drumming up hate about China for no reason and 
that’s the problem with these rubbish news articles,’ he said in the video in which he also criticised a 
BBC story about US athletes being advised to use burner phones at the Winter Olympics. ‘For me who’s 
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seen both sides I can tell so quickly that this is total rubbish and there’s no worry about data safety 
and data protection in China,’ he said, adding that ‘the only thing China should be getting is plaudits. 
Everyone should be congratulating them for trying so hard to keep everyone safe.’ 410

Conclusion
Much of the coverage of China’s foreign-influencer phenomenon has sought to establish a direct 
link between the CCP and individual influencers. However, that approach ignores the reality that all 
foreign influencers in China are operating in an ecosystem over which the party has total control. That 
doesn’t mean that all foreign influencers have become tools of the CCP. Many of them avoid political 
topics altogether, but the temptation to garner traffic, profits and plaudits by aligning their content to 
party-approved narratives is proving tempting for a growing cadre of foreign influencers.

This process of market-enabled propaganda production provides obvious benefits both to the 
influencers and to the party, which is able to leverage them in order to boost its credibility at home and 
more effectively penetrate audiences overseas. The use of foreign influencers also creates a degree 
of plausible deniability for the CCP’s international-facing propaganda. Party-aligned content that’s 
produced as the result of video competitions or junkets is being used to bolster party narratives about 
sensitive topics such as Xinjiang, Tibet, Covid-19 and more on global platforms such as YouTube.

By leveraging the total control that the party-state has over the information environment in China, 
the CCP is able to eliminate discordant foreign voices and establish a monoculture of foreigners who, 
when talking about matters of political importance to the party, adhere to the ‘main melody’.411 
Instead of a cacophony of competing views and voices, the party hopes to achieve ‘polyphonous 
communication’412 by corralling foreign influencers with party-state media workers masquerading as 
influencers as well as state-approved ethnic-minority influencers into a harmonious choir.

As this strategy of market-enabled propaganda production continues to evolve, it’s likely to have 
significant implications for the global information landscape. The growing use of foreign influencers 
will make it increasingly difficult for social-media platforms, foreign governments and individuals to 
distinguish between genuine and/or factual content and propaganda. That, in turn, could complicate 
efforts to counter disinformation and protect the integrity of public discourse. Moreover, as more 
influencers are drawn into this ecosystem, the line between independent voices and those influenced 
by the party’s narratives may become increasingly blurred, further challenging the ability of audiences 
to discern reportage from manipulation.
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Recommendations
For social media

•	 Social-media platforms should seek to strengthen the practice of labelling the accounts of 
party-state media agencies and officials and broaden that to include state-linked, PRC-based 
influencers. Doing so would give users context and raise awareness of the more insidious forms of 
state-backed content that lack independence and transparency. Social-media platforms should 
explore emerging AI tools to assist in the identification and labelling of individuals and content.

•	 Social-media platforms could rapidly improve the efficiency and transparency of state-backed 
content moderation by committing to regular information-sharing on which PRC-based influencers 
they label and why. This would enable platforms to collectively track and respond to PRC influence 
operations, rather than each platform fighting its own isolated battle, as well as to develop agreed 
standards. 

•	 Until the Chinese Government allows their services to operate in China, US social-media platforms 
should not allow PRC-based creators to monetise their content on platforms outside China, 
diminishing current commercial incentives to produce party-aligned content. While not a total 
solution, that will limit the number of viewers that foreign influencers’ accounts can reach overseas.

For traditional media

•	 International media organisations should actively seek to improve their understanding of the 
ways in which autocratic countries deploy propaganda. They should seek to support responsible 
journalism and prevent inadvertent collaboration with, or ‘boosting’ of, propaganda outlets or 
material. Many organisations, including ASPI, regularly monitor influencer activity: that information 
could become the basis for regular staff training sessions.

•	 International media organisations should proactively investigate the possibility that individuals 
reporting from inside the PRC have links to party-state media or propaganda entities. Where those 
linkages are identified, best practice suggests that media organisations should disclose those 
individuals’ affiliations and explain how that might affect the information they provide. 

For government and academia 

•	 Universities should aim to proactively brief students planning to study abroad on potential security 
threats and challenges in the countries to which they are relocating, including the risks of espionage, 
interference and being unintentionally co-opted into producing propaganda material. In countries 
with established foreign interference taskforces, such as Australia, those bodies should offer 
universities appropriate briefing materials.

•	 More resources should be allocated to research and analysis that attempts to measure the impact of 
foreign influencer campaigns aimed at a global audience. While difficult to assess on a global scale, 
sentiment analysis—paired with in-depth qualitative assessments—could deliver insights in smaller, 
local or specific country contexts.

•	 Research topics such as disinformation, information operations and propaganda are complicated, 
multi-language, data-heavy and rapidly evolving areas of study. Governments, social-media 
platforms and civil-society organisations that rely heavily on expert research groups’ insights and 
analysis should consider increased support and funding for such groups. 

64 Policy brief: Singing from the CCP’s songsheet: the role of foreign influencers in China’s propaganda system
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Appendix 2: YouTube Xinjiang-related term 
searches
The accounts highlighted in red belong to foreign influencers, while those in yellow are PRC 
state-media accounts.

Search term Top 10 videos—YouTube Australia Account Views

Xinjiang The Xinjiang THEY don’t want YOU to see … Living in China 427,000

China’s secret lands: Xinjiang—a modern oasis—full documentary (a CICC 
co-production)

Get.factual 324,000

China’s vanishing Muslims: undercover in the most dystopian place in the 
world

VICE 10,000,000

I went to Xinjiang looking for repression and forced labour, but instead 
found this

Rafa Goes Around! 88,000

What’s going on in Urumqi Xinjiang (Surreal Experience) JERRY GOODE 89,000

I saw Xinjiang with my own eyes … Living in China 130,000

Explainer: Why Xinjiang is so important to China South China Morning Post 610,000

The truth about Xinjiang: Why Australian scholar Maureen Huebel wants to 
learn more

CGTN 11,000

Inside Xinjiang: What it’s really like to report on China’s treatment of the 
Uyghurs

The Telegraph 90,000

The town in Xinjiang, China where everyone speaks Russian Rafa Goes Around! 121,000

Xinjiang 
cotton

New evidence of Uighur forced labour in China’s cotton industry—
BBC News

BBC News 439,000

Why China’s Xinjiang cotton is hard to boycott—CNBC Reports CNBC International 68,000

Xinjiang cotton forced labour regime // 新疆棉花强迫劳动政权 Barrett 374,000
What I saw in Xinjiang working as a cotton farmer 歪果仁研究协会 Ychina 666,000

Xinjiang cotton exports to America skyrocket after Biden’s Forced 
Labor Act

Cyrus Janssen 154,000

I am from Xinjiang and I have to say that ‘forced labor’ really exists … Alex From Xinjiang 200,000

China’s Xinjiang cotton drama explained laowhy86 178,000

Quick facts about Xinjiang’s cotton industry CGTN 8100

The power of China’s cancel culture on foreign brands over Xinjiang 
cotton—Gen 跟 China

VICE Asia 79,000

I went to Xinjiang looking for repression and forced labour, but 
instead found this

Rafa Goes Around! 88,000

Uyghur Sura e Fatiha opening chapter of the Quran Quran For Humanity 3800

What’s happening with China’s Uighurs? Al Jazeera English 712,000

Leaked data offers significant new insights into China’s Uyghur 
detention camps—BBC News

BBC News 540,000

China’s vanishing Muslims: undercover in the most dystopian place 
in the world

VICE News 10,000,000

Chinese whistleblower exposes torture of Uyghur prisoners in CNN 
interview

CNN 236,000

Inside China’s ‘thought transformation’ camps—BBC News BBC News 3,400,000
Uyghur folk song—Gulyarxan (English subtitles) Uyghur Beauty 3,100,000

How China is crushing the Uyghurs The Economist 2,200,000

Who are the Uyghurs? OnePath Network 73,000

TikTok CEO dodges questions on whether he believes China is 
persecuting Uyghurs—#Shorts

CNBC Television 252,000
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Search term Top 10 videos—YouTube USa Account Views

Xinjiang Inside Xinjiang—The cultural erasure of the Uyghurs The Telegraph 123,000

The Xinjiang THEY don’t want YOU to see … Living in China 427,000

China’s vanishing Muslims: undercover in the most dystopian place in the 
world

VICE 10,000,000

China’s secret lands: Xinjiang—a modern oasis—full documentary (a CICC 
co-production)

Get.factual 324,000

American media: American stories vs Xinjiang stories Fermube 1,200

What’s going on in Urumqi Xinjiang (Surreal Experience) JERRY GOODE 89,000

UNSEEN XINJIANG | what happen with Muslims in China CN real talk about 
Xinjiang 新疆

Mr. Laowai—Younus 
Ghazali

32,000

The town in Xinjiang, China where everyone speaks Russian Rafa Goes Around! 119,000

What’s happening with China’s Uighurs? Al Jazeera English 710,000

Explainer: Why Xinjiang is so important to China South China Morning Post 610,000

Xinjiang 
cotton

New evidence of Uighur forced labour in China’s cotton industry—BBC 
News

BBC News 439,000

Why China’s Xinjiang cotton is hard to boycott—CNBC Report CNBC International 67,000

Xinjiang cotton exports to America skyrocket after Biden’s Forced Labor Act Cyrus Janssen 153,000

I am from Xinjiang and I have to say that ‘forced labor’ really exists … Alex From Xinjiang 200,000

Xinjiang cotton forced labour regime // 新疆棉花强迫劳动政权 Barrett 374,000

American shares truth on Xinjiang and Tibet controversies in China Cyrus Janssen 240,000

Quick facts about Xinjiang’s cotton industry CGTN 8,100

What I saw in Xinjiang working as a cotton farmer 歪果仁研究协会 Ychina 665,000

The power of China’s cancel culture on foreign brands over Xinjiang 
cotton—Gen 跟 China

VICE Asia 79,000

Harvesting organs in Xinjiang | Enver Tohti | The InnerView TRT World 1,500

Uyghur Who are the Uyghurs? OnePath Network 68,000

Leaked data offers significant new insights into China’s Uyghur detention 
camps—BBC News

BBC News 537,000

What’s happening with China’s Uighurs? Al Jazeera English 710,000

Hack reveals evidence of Chinese treatment of Uyghur Muslims CBS News 148,000

China’s vanishing Muslims: undercover in the most dystopian place in the 
world

VICE 10,000,000

‘Bare-armed woman dancing in mosque’: how China mocked Uyghur 
Muslims during Ramadan?—Times Now

TIMES NOW 175,000

My culture is being erased’: an American Uighur votes for change—NBC 
News

NBC News 40,000

How China is crushing the Uyghurs The Economist 2,200,000

TikTok CEO dodges questions on whether he believes China is persecuting 
Uyghurs—#Shorts

CNBC Television 244,000

Who are the Uyghurs? History of China’s unwanted Muslims (552-1884) Hikma History 184,000

a The searches were conducted on 5 April 2023 through a VPN connection out of the US, with all history and cookies cleared.
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Search term Top 10 videos—YouTube Germanya Account Views

Xinjiang The Xinjiang THEY don’t want YOU to see … Living in China 420,000

China’s vanishing Muslims: undercover in the most dystopian place in the 
world

VICE 10,000,000

Reise in die verbotene Provinz Xinjiang—Auslandsjournal (Journey to the 
forbidden province of Xinjiang—Foreign Journal)

ZDFheute Nachrichten 132,128

There’s a lot to talk about Xinjiang Uygur Sebastian ioan 763

China’s secret lands: Xinjiang—a modern oasis—full documentary (a CICC 
co-production)

Get.factual 309,367

UNSEEN XINJIANG | what happen with Muslims in China CN real talk about 
Xinjiang 新疆

Mr.Laowai—Younus 
Ghazali

32,494

What’s going on in Urumqi Xinjiang (Surreal Experience) Jerry Goode 88,568

Inside Xinjiang—The cultural erasure of the Uyghurs The Telegraph 123,932

Inside China’s ‘thought transformation’ camps—BBC News BBC News 3,400,000

I went to Xinjiang looking for repression and forced labour, but … Rafa Goes Around! 84,072

Xinjiang 
Baumwolle 
(Xinjiang 
cotton)

Adidas, Puma, Boss & Co: Baumwolle aus China-Zwangsarbeit? | STRG_F 
(Adidas, Puma, Boss & Co: Cotton from forced labour in China? )

STRG_F 605,702

Exklusive Recherche zu Chinas Umgang mit den Uiguren (Exclusive research 
on China’s treatment of the Uyghurs)

tagesschau 77,960

US ban on cotton from China’s Xinjiang region takes effect—FRANCE 24 
English

France 24 English 5671

Inside Xinjiang—The cultural erasure of the Uyghurs The Telegraph 123,932

Inside Xinjiang: What it’s really like to report on China’s treatment of the 
Uyghurs

The Telegraph 89,834

Forced labour in China’s Xinjiang—FRANCE 24 English France 24 English 3207

Inside China’s ‘thought transformation’ camps—BBC News BBC News 3,400,000

New evidence of Uighur forced labour in China’s cotton industry—BBC News BBC News 439,356

Xinjiang—Uiguren: Wer stoppt Xi Jinping? | Mit offenen Karten—Im Fokus | 
ARTE (Xinjiang—Uyghurs: Who will stop Xi Jinping?)

ARTEde 52,011

Documentary about China, documentary about Xinjiang: Xinjiang is a 
wonderful land (video from a state-led tour of Xinjiang, carrying a ‘Xinjiang 
is a beautiful place’ logo)

Ulusal Kanal 1270

Uigure 
(Uyghur)

China: Das Drama der Uiguren | Doku HD Reupload | ARTE (China: The 
Drama of the Uyghurs | Docu HD reupload | ARTE)

ARTEde 666,465

Exklusive Recherche zu Chinas Umgang mit den Uiguren (Exclusive research 
on China’s treatment of the Uyghurs)

tagesschau 77,962

Reise in die verbotene Provinz Xinjiang I Auslandsjournal (Journey to the 
forbidden province of Xinjiang I Foreign Journal)

ZDFheute Nachrichten 132,129

So brutal unterdrückt China die Uiguren | #shorts #china #tagesschau (This 
is how brutally China oppresses the Uyghurs | #shorts #china #tagesschau) 

tagesschau 155,194

Neue Belege für Chinas brutale Unterdrückung der Uiguren | DW 
Nachrichten (New evidence of China’s brutal repression of the Uyghurs | 
DW Nachrichten)

DW Deutsch 34,942

Moderne Konzentrationslager? Die Uiguren in China (Modern concentration 
camps? The Uyghurs in China)

MrWissen2go 1,300,000

Warum unterdrückt China die Uiguren? (Why is China oppressing the 
Uyghurs?)

Stuttgarter Zeitung & 
Stuttgarter Nachrichten

21,211

Menschenrechtsverletzungen in Xinjiang: Uigur*innen erzählen ihre 
Geschichte | Auslandsjournal (Human rights violations in Xinjiang: Uyghurs 
tell their story | Foreign Journal)

ZDFheute Nachrichten 24,580

China: Scheinprozesse in Uiguren-Straflagern | DW Nachrichten (China: 
Mock trials in Uyghur penal camps | DW Nachrichten)

DW Deutsch 34,629

Das Foltern muslimischer Minderheiten in China—und der Westen schaut 
zu | Auslandsjournal (Torture of Muslim minorities in China—and the West 
watches | Foreign Journal)

ZDFheute Nachrichten 118,880

a The searches were conducted on 9 May 2023 through a VPN connection out of Germany, with all history and cookies 
cleared, location set to Germany and language set to German in YouTube settings.
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Search term Top 10 videos—YouTube Francea Account Views

Xinjiang Ce que je vois au Xinjiang est totalement différent de ce que j’entends 
(What I see in Xinjiang is totally different from what I hear) 

CGTN Français 5,500

Xinjiang-Ouïghours: qui freinera Xi Jinping ?—Le Dessous des cartes—
L’Essentiel | ARTE (Xinjiang-Uyghurs: who will Xi Jinping back?)

Le Dessous des Cartes—
ARTE

68,000

Comment la Chine persécute les musulmans du Xinjiang (How China 
persecutes Xinjiang’s Muslims)

AmnestyFrance 12,000

Au-delà des montagnes: La vie au Xinjiang (Beyond the mountains: Life 
in Xinjiang)

CGTN Français 605

I went to Xinjiang looking for repression and forced labour, but … Rafa Goes Around! 84,000

Chine: crimes contre l’humanité au Xinjiang ? France 24 (China: Crimes 
against humanity in Xinjiang? France 24)

France 24 10,000

The truth about Xinjiang: Why Australian scholar Maureen Huebel wants to 
learn …

CGTN 10,000

Michelle Bachelet en visite dans le Xinjiang: la situation des ouïghours 
au cœur du déplacement (Michelle Bachelet on visit to Xinjiang: Uyghur 
situation centre of the trip)

France 24 4,800

En direct: le mont Tianshan et le lac Tianchi au Xinjiang (Live: Mount 
Tianshan and Lake Tianchi in Xinjiang)

CGTN Français 980

Lac reflétant le ciel dans le Xinjiang en Chine (Lake reflecting the sky in 
Xinjiang, China)

CGTN Français 44(

Coton 
Xinjiang

#Ouighours: la polémique du coton de Xinjiang (#Uyghurs: the Xinjiang 
cotton controversy) 

France 24 6000

Chine: le coton du Xinjiang pointé du doigt (China: Xinjiang cotton 
singled out)

France 24 5,300

Coton Xinjiang: la production au Xinjiang se mécanise de plus en plus 
(Xinjiang cotton: Production in Xinjiang increasingly mechanised) 

CGTN Français 730

Boycott du coton du Xinjiang: Nike et H&M sous la ‘pression’ du régime 
chinois (Xinjiang cotton boycott: Nike and H&M under ‘pressure’ from the 
Chinese regime)

Le Parisien 237,000

Xinjiang: De la fibre de coton au vêtement—aperçu sur la production en 
Chine (Xinjiang: From cotton fibre to clothing—an overview of production 
in China)

CGTN Français 665

Xinjiang: esclavage dans les champs de coton (Xinjiang: slavery in the 
cotton field)

TV5MONDE Info 868

Coton du Xinjiang: aucun travail forcé trouvé au Xinjiang (Xinjiang cotton: 
no forced labour found in Xinjiang

CGTN Français 616

Coton du Xinjiang: L’Alliance de l’industrie cotonnière chinoise exprime son 
soutien (Xinjiang cotton: China Cotton Industry Alliance expresses support

CGTN Français 299

Le géant chinois du textile s’exprime sur le coton du Xinjiang (Chinese 
textile giant on Xinjiang cotton)

CGTN Français 952

Xinjiang: Des responsables et des producteurs de coton rejettent les 
allégations de travail force (Xinjiang: Officials and cotton producers reject 
forced labour allegations)

CGTN Français 1,300

Ouïghours 
(Uyghur)

Chine: le drame ouïghour | ARTE (China: the drama of the Uyghurs | ARTE) ARTE 84,000

Comment les Ouïghours sont persécutés par l’État chinois (How the 
Uyghurs are persecuted by the Chinese state)

Brut 1,300,000

Esclavage, viols, stérilisation massive … Voici ce que subissent les 
Ouïghours (Slavery, rapes, mass sterilisation … Here is what the 
Uyghurs suffer)

Brut 65,000

Camps pour Ouïghours en Chine: une rescapée témoigne (Camps for 
Uyghurs in China: a survivor testifies) 

Brut 179,000

Ouïghours: mécanique d’un génocide annoncé—Documentair … (Uyghurs: 
mechanics of a genocide foretold—documentary …)

LCP—Assemblée 
nationale

50,000

Ouïghours, à la force des camps (Surviving China’s Uyghur camps) France 24 187,000

Tortury, przymusowe sterylizacje, obozy pracy. Dramat Ujgurów (Torture, 
forced sterilisations, labour camps. The drama of the Uighurs)

ARTE.tv Dokumenty 55,000

Gulhumar Haitiwaji dénonce la persécution des Ouïghours (Gulhumar 
Haitiwaji denounces Uyghur persecution)

Konbini 218,000

Chine: fuites de documents sur la détention des Ouïghours—FRANCE 24 
(China: leaked documents on Uyghur detentions—France 24)

France 24 70,000

Ouïghours: nos preuves en images de la répression en Chine (exclusif) 
(Uyghurs: our visual evidence of the repression in China (exclusive))

Le Monde 414,000

a The searches were conducted on 9 May 2023 through a VPN connection out of France, with all history and cookies cleared, 
location set to France and language set to French in YouTube settings.
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Search term Top 10 videos—YouTube UKa Account Views

Xinjiang The Xinjiang THEY don’t want YOU to see … Living in China 421,000

China’s vanishing Muslims: undercover in the most dystopian place 
in the world

VICE News 10,000,000

China’s secret lands: Xinjiang—a modern oasis—full documentary (a 
CICC co-production)

Get.factual 309,000

UNSEEN XINJIANG | what happen with Muslims in China CN real talk 
about Xinjiang 新疆

Mr.Laowai—Younus 
Ghazali

32,000

China’s secret internment camps Vox 4,700,000

I went to Xinjiang looking for repression and forced labour, but … Rafa Goes Around! 84,000

Explainer: Why Xinjiang is so important to China South China Morning 
Post

610,000

Inside China’s ‘thought transformation’ camps—BBC News BBC News 3,400,000

Inside Xinjiang—The cultural erasure of the Uyghurs The Telegraph 123,000

Inside Xinjiang: What it’s really like to report on China’s treatment of 
the …

The Telegraph 89,000

Xinjiang 
cotton

New evidence of Uighur forced labour in China’s cotton industry—
BBC News

BBC News 439,000

Why China’s Xinjiang cotton is hard to boycott—CNBC Reports CNBC International 67,000

US ban on cotton from China’s Xinjiang region takes effect—FRANCE 
24 English

France 24 English 5,600

Nike and H&M face China fury over Xinjiang cotton ‘concerns’—BBC 
News

BBC News 269,000

Quick facts about Xinjiang’s cotton industry CGTN 8,100

The power of China’s cancel culture on foreign brands over Xinjiang 
cotton—Gen 跟 China

VICE Asia 79,000

China’s Xinjiang cotton drama explained laowhy86 178,000

Nearly 90 percent of Xinjiang cotton sowing completed CGTN 3,800

Xinjiang cotton forced labour regime // 新疆棉花强迫劳动政权 Barrett 374,000

What I saw in Xinjiang working as a cotton farmer 歪果仁研究协会 Ychina 666,000

Uyghur Leaked data offers significant new insights into China’s Uyghur 
detention camps—BBC News

BBC News 538,000

This is what they’re doing to the Uyghurs 😔 OnePath Network 47,000

Who are the Uyghurs? OnePath Network 70,000

Chinese whistleblower exposes torture of Uyghur prisoners in CNN 
interview

CNN 236,000

Hack reveals evidence of Chinese treatment of Uyghur Muslims CBS News 148,000

What’s happening with China’s Uighurs? Al Jazeera English 711,000
TURKIC: TURKISH & UYGHUR ILoveLanguages! 5000

China’s vanishing Muslims: undercover in the most dystopian place 
in the world

VICE News 10,000,000

How China is crushing the Uyghurs The Economist 2,200,000

Inside China’s ‘thought transformation’ camps—BBC News BBC News 3,400,000

a The searches were conducted on 9 May 2023 through a VPN connection out of the UK, with all history and cookies cleared, 
location set to UK and language set to British English in YouTube settings.

70 Policy brief: Singing from the CCP’s songsheet: the role of foreign influencers in China’s propaganda system



Notes
1	 Stella Chen, ‘Main melody’, China Media Project, 18 February 2022, online.
2	 Chen, ‘Main melody’.
3	 The term ‘Propaganda Department’ is used here for the Publicity Department of the Central Committee of 

the CCP. Subordinate CCP organisations in many cases have their own propaganda departments.
4	 Fergus Ryan, Daria Impiombato, Hsi-Ting Pai, Frontier influencers: the new face of China’s propaganda, ASPI, 

Canberra, 20 October 2022, online.
5	 Devin Thorne, ‘1 key for 1 lock: the Chinese Communist Party’s strategy for targeted propaganda’, Recorded 

Future, September 2022, online.
6	 Du Guodong [杜国东], ‘A tentative analysis of how to leverage the role of foreign internet celebrities 

in China’s international communication’ [试析如何发挥洋网红在中国国际传播中的作用], FX361, 10 
September 2019, online.

7	 Fergus Ryan, Ariel Bogel, Nathan Ruser, Albert Zhang, Daria Impiombato, Borrowing mouths to speak 
on Xinjiang, ASPI, Canberra, 10 December 2021, online; Ryan et al., Frontier influencers: the new face of 
China’s propaganda.

8	 Deng Chundong [邓纯东], Feng Yanli [冯颜利], ‘A deep understanding of the significance of Mao Zedong’s 
thought on ‘making the past serve the present and making foreign things serve China’ [深刻认识毛泽
东“古为今用，洋为中用”思想的重要意义], Party History and Literature Research Institute of the Central 
Committee of the CCP [中共中央党史和文献研究院], 25 December 2013, online.

9	 Anne-Marie Brady, ‘“Treat insiders and outsiders differently”: the use and control of foreigners in the PRC’, 
The China Quarterly, December 2020, 164:943–964, online.

10	 Anne-Marie Brady, Making the foreign serve China: managing foreigners in the People’s Republic, Rowman & 
Littlefield, 2003, online.

11	 Brady, Making the foreign serve China: managing foreigners in the People’s Republic.
12	 Ryan et al., Borrowing mouths to speak on Xinjiang.
13	 Xu Wei, ‘Edgar Snow is model for foreign journalists, Wang Yi says’, China Daily, 7 March 2021, online.
14	 After China blocked YouTube, PRC Foreign Minister Qin Gang, in his earlier Foreign Ministry spokesperson 

role, said ‘China’s internet is open enough, but also needs to be regulated by law in order to prevent 
the spread of harmful information and for national security.’ Tania Branigan, ‘China blocks YouTube’, 
The Guardian, 25 March 2009, online.

15	 Zhang Tong [张桐], Shang Ming [尚鸣], ‘International engagement experience and contemporary public 
opinion response’ [国际交往体验与当下舆论应对], Economic Tribune [经济导刊], April 2021, online.

16	 Chen, ‘Main melody’.
17	 ‘MFA_China’, Twitter, 23 December 2022, online; ‘MFA_China’, Twitter, 1 December 2022, online.
18	 ‘404 archive’ [404资料馆], ‘Voices of April’ [四月之声], YouTube, 22 April 2022, online.
19	 ‘“Wuhan Diary” tale of virus lockdown, banned in China amid pressure’, Kyodo, 21 July 2020, online.
20	 Nectar Gan, ‘Outcry as Shanghai sends vulnerable senior citizens into makeshift quarantine camps’, CNN, 

21 April 2022, online.
21	 ‘Andy Boreham 安柏然’, Twitter, 4 April 2022, online.
22	 ‘Voice of April in Shanghai—including English subtitles and download address’ [上海四月之声—含英文翻

译字幕及下载地址], YouTube, 22 April 2022, online.
23	 ‘China’s censors scrub viral Shanghai lockdown video from online platforms’, AFP, 23 April 2022, online.
24	 ‘Andy Boreham 安柏然’, Twitter, 23 April 2022, online.
25	 Chen Mo, ‘Western influencers boost their careers by embracing Chinese nationalism’, Coda Story, 

24 September 2020, online.
26	 See for example, ‘Jerry Kowal 我是郭杰瑞’, ‘Unannounced visit to a New York hospital, if COVID-19 breaks 

out in the US, is everyone ready?’ [暗访纽约医院，如果新冠病毒在美国爆发，大家准备好了吗?], YouTube, 
29 February 2020, online.

27	 ‘Jerry Kowal 我是郭杰瑞’, ‘Just got back from China, let me tell you about the Coronavirus!’, YouTube, 
online.

28	 ‘Zhi zhi you shi’ [知之有时], ‘Being scolded by the US media? Jerry Kowal: I don’t care about their fake 
news’ [被美媒骂走狗？郭杰瑞：我不在乎他们的假新闻], Bilibili, 11 May 2021, online.

71

https://chinamediaproject.org/the_ccp_dictionary/main-melody/
https://www.aspi.org.au/report/frontier-influencers
https://www.recordedfuture.com/1-key-for-1-lock-chinese-communist-party-strategy-targeted-propaganda
https://archive.md/60kFc#selection-299.0-299.236
https://www.aspi.org.au/report/borrowing-mouths-speak-xinjiang
https://archive.md/L23yq
https://www.jstor.org/stable/655921
https://books.google.com.au/books/about/Making_the_Foreign_Serve_China.html?id=ZiZ7f0AZJXYC&redir_esc=y
https://archive.md/ulZIF
https://archive.ph/pP65f
https://archive.md/PpwmI#selection-633.0-641.157
https://web.archive.org/web/20221225162815/https:/twitter.com/MFA_China/status/1606219392835911683
https://web.archive.org/web/20221209144044/https:/twitter.com/MFA_China/status/1598320027677167617
https://www.youtube.com/watch?v=mBdOXwdBn5s
https://archive.ph/dI9RT
https://edition.cnn.com/2022/04/21/china/shanghai-covid-social-clearing-intl-hnk/index.html
https://web.archive.org/web/20220404060619/https://twitter.com/AndyBxxx/status/1510860892233031685
https://www.youtube.com/watch?v=Kbfu8vMjcWk
https://www.france24.com/en/live-news/20220423-china-s-censors-scrub-viral-shanghai-lockdown-video-from-online-platforms
https://archive.md/pke5k
https://www.codastory.com/disinformation/western-influencers-in-china/
https://archive.fo/BCnLm
https://archive.md/y8pkk
https://archive.md/wip/JPY2w


29	 Anna Lehman-Ludwig, Abigail Burke, David Ambler, Ralph Schroeder, ‘Chinese anti-Westernism on social 
media’, Global Media and China, 8(2), online.

30	 ‘People’s Daily’, Weibo, 21 March 2018, online.
31	 ‘Long hang tian xia’ [龙行天下], ‘Jerry Kowal takes you to New York Central Park’s “shelter hospital”’ [郭杰瑞

带你走近纽约中央公园“方舱医院”], YouTube, online.
32	 Chai Shangjin [柴尚金], ‘Crisis of the Western system and advantages of the Chinese system under the 

epidemic of the century’ [世纪疫情下的西方制度危机与中国制度优势], Qiushi, 25 March 2022, online; Liu 
Shaohua and Sun Yahui [刘少华, 孙亚慧], ‘Institutional advantages are a country’s greatest advantage’ [制
度优势是一个国家的最大优势], People’s Daily, 5 March 2021, online.

33	 ‘LeLe Farley’, ‘How I got banned in China’, YouTube, online.
34	 ‘“Finally somebody is saying the truth,” says foreign vlogger in Wuhan’, CGTN, 6 February 2020, online.
35	 ‘True China: American vlogger says China finds right time to optimise COVID-19 measures’, CGTN, 

26 December 2022, online.
36	 ‘Zhang Meifang’ [张美芳], Twitter, 5 January 2023, online; ‘Zhang Meifang’ [张美芳], Twitter, 28 December 

2022, online; ‘Embassy of The People’s Republic of China in India’, Twitter, 5 January 2023, online.
37	 ‘True China: Egyptian vlogger—Foreign media biased against China’s COVID-19 policies’, CGTN, 9 January 

2023, online.
38	 ‘Spanish vlogger speaks out for China’, China Daily, 6 February 2020, online.
39	 ‘noel.sunuoyi’, Twitter, online.
40	 ‘Exclusive stringer dispatch: “Balcony” concerts in Shanghai during epidemic’, CGTN, 16 April 2022, online; 

‘Exclusive stringer dispatch: A “Shanghainese” from Hungary shares his life under lockdown’, CGTN, 21 April 
2022, online; ‘True China: Hungarian designer: China’s optimized COVID-19 measures give people more 
certainty’, CGTN, 27 December 2022, online; ‘Looking into China New Year edition: 2023 will be a year of 
recovery for the world and China’, CGTN, 28 December 2022, online.

41	 CGTN ‘global stringer’ video presented by Colombian vlogger Fernando Munoz Bernal, posted by ‘PRC 
Embassy in India’ Twitter account, 5 January 2023, online; CGTN ‘global stringer’ video presented by South 
Korean vlogger Jeong Ji-eun (郑智恩), CGTN Twitter account, 1 January 2023, online; CGTN ‘global stringer’ 
video presented by Polish content creator Piotr Polska, CGTN Twitter account, 1 January 2023, online.

42	 ‘China Foreign Languages Publishing Administration makes solid efforts to prevent virus among expatriate 
staff in Beijing, expatriate staff actively engaged in pandemic-fighting—reports’ [中国外文局扎实做好在京
外籍员工防护工作外籍员工积极参与抗疫报道], CICG, 18 February 2020, online.

43	 ‘Global Times: From community work to balcony concert, foreign volunteers lend a hand in Shanghai’s 
anti-epidemic battle’, PR Newswire, 25 April 2022, online.

44	 ‘Global Times: From community work to balcony concert, foreign volunteers lend a hand in Shanghai’s 
anti-epidemic battle’, Yahoo News, 25 April 2022, online.

45	 ‘Kiwis lend a hand during Shanghai lockdown’, Home Voice [乡音], 29 April 2022, 22, online.
46	 ‘National Security Law of the People’s Republic of China’, China Law Translate, 17 March 2021, online.
47	 Brady, Making the foreign serve China: managing foreigners in the People’s Republic.
48	 Stella Chen, ‘“Hostile forces” in the Digital Age’, China Media Project, 11 November 2021, online.
49	 Chen, ‘“Hostile forces” in the Digital Age’.
50	 Song Xianlin, Gary Sigley, ‘Middle Kingdom mentalities: Chinese visions of national characteristics in the 

1990s’, Communal/Plural Journal of Transnational & Cross-Cultural Studies, April 2000, 8(1):47–64, online.
51	 Wang Huning, America against America (USA), Amazon Fulfillment, 2022.
52	 Matthew D Johnson, ‘Safeguarding socialism: the origins, evolution and expansion of China’s total security 

paradigm’, Sinopsis, 11 June 2020, online.
53	 Zhao Zhouxian [赵周贤], Xu Zhidong [徐志栋], ‘Development trend of information technology and 

ideological security’ [信息技术发展趋势与意识形态安全], Wuzhou City Housing Provident Fund 
Management Center [梧州市住房公积金管理中心], 15 February 2016, online.

54	 ‘University of International Relations’ [国际关系学院], China Defence University Tracker, ASPI, 25 November 
2019, online.

55	 ‘Report: China’s ideological security is generally stable, but still faces serious challenges’ [报告: 中国意识形
态安全总体稳定 仍面临严峻挑战], China News [中国新闻网], 6 May 2014, online.

72 Policy brief: Singing from the CCP’s songsheet: the role of foreign influencers in China’s propaganda system

https://doi.org/10.1177/20594364231166541
https://archive.ph/mukpO
https://archive.md/wip/SjKVH
https://archive.ph/DMmJC
https://archive.ph/qXHwW
https://www.youtube.com/watch?v=oHhCJdAT0-s
https://archive.ph/2GirD
https://archive.ph/JjwOa
https://archive.ph/ggE3K
https://archive.ph/1rCG7
https://archive.ph/vmjtM
https://archive.ph/Dz31h
https://archive.ph/NTUqI
https://archive.ph/U9Q9P
https://web.archive.org/web/20230123153746/https://news.cgtn.com/news/2022-04-15/-Balcony-concerts-in-Shanghai-during-epidemic-19g85biDQmk/index.html
https://archive.md/8uvqF
https://archive.ph/9aUqO
https://archive.ph/oEAku
https://archive.ph/vmjtM
https://archive.ph/Zg0gr
https://archive.ph/NWcWr
https://archive.ph/TAaAW
https://web.archive.org/web/20220514225028/https://www.prnewswire.com/news-releases/global-times-from-community-work-to-balcony-concert-foreign-volunteers-lend-a-hand-in-shanghais-anti-epidemic-battle-301532075.html
https://archive.ph/uq6cs
https://archive.ph/jHK1a
https://www.chinalawtranslate.com/en/2015nsl/#:~:text=Article%2023%3A,the%20entire%20culture
https://chinamediaproject.org/2021/11/11/hostile-forces-in-the-digital-age/
https://www.researchgate.net/publication/233717336_Middle_Kingdom_Mentalities_Chinese_Visions_of_National_Characteristics_in_the_1990s
https://sinopsis.cz/en/johnson-safeguarding-socialism/
https://archive.md/V4GIK#selection-529.291-529.336
https://unitracker.aspi.org.au/universities/university-of-international-relations/
https://archive.md/VWcU7


56	 Ke Ma, ‘Transnational white masculinity on Chinese social media: Western male vloggers’ 
self-representations during the covid-19 pandemic’.

57	 ‘Bilibili Inc.’, US Securities and Exchange Commission, 15 December 2017, online.
58	 Chun Pangpang [春胖胖], ‘Foreign “two-faced people”, please stop your performance!’ [外国“两面人”们，

请停止你们的表演!], 163.com, 25 January 2021, online.
59	 ‘Fulinfang’ [拂菻坊], ‘I want to say something to update my situation’ [想说点事 更新一下我的情况], Bilibili, 

20 April 2020, online.
60	 ‘Our team’, Outlandish China, archived on 8 May 2023, online.
61	 Anthony Kuhn, ‘In changing China, being “suicided” or “harmonized”’, NPR, 19 March 2010, online.
62	 Christoph Rehage, ‘Life and death on Weibo’, Christoph Rehage, 8 October 2015, online.
63	 Rehage, ‘Life and death on Weibo’.
64	 A person who posts online in support of the Chinese Government, but, unlike a wumao 五毛 [wǔ máo], 

isn’t paid.
65	 Rehage, ‘Life and death on Weibo’.
66	 ‘Lao Lei’ [老雷], ‘Lao Lei 126: Harmful to China’ [老雷126: 对中国有害], YouTube, online.
67	 ‘German internet celebrity accused of breaking the law by subjectively maligning Mao Zedong’ [德国“网红”

主观恶意评价毛泽东被指构成违法], China Youth Network [中国青年网], 31 December 2015, online.
68	 ‘Xi Jinping’s speech at the opening ceremony of the second World Internet Conference’ [习近平在第二届世

界互联网大会开幕式上的讲话（全文)], Xinhua News, 16 December 2015, online.
69	 ‘German “online celebrity” subjectively and maliciously evaluated Mao Zedong and was accused of 

violating the law’ [德国“网红”主观恶意评价毛泽东被指构成违法], China Youth Network [中国青年网], 
31 December 2015, online.

70	 ‘Interim provisions on the development and management of public information services for instant 
messaging tools’ [即时通信工具公众信息服务发展管理暂行规定], Cyberspace Administration of China, 
7 August 2014, online.

71	 ‘Criminal Law of the People’s Republic of China’, International Labour Organization, 14 March 1997, online.
72	 Interview with Rehage and ASPI researchers, January 2023.
73	 Lauren Gorfinkel, Andrew Chubb, ‘When foreigners perform the Chinese nation: televised global Chinese 

language competitions’, in R Bai, G Song (eds), Chinese television in the twenty-first century: entertaining the 
nation, Routledge, Taylor and Francis Group, 2015, 121–140, online.

74	 Ke Ma, ‘Transnational white masculinity on Chinese social media: Western male vloggers’ 
self-representations during the covid-19 pandemic’.

75	 Du Guodong [杜国东], ‘A tentative analysis of how to leverage the role of foreign internet celebrities in 
China’s international communication’ [试析如何发挥洋网红在中国国际传播中的作用], Reference Network 
[参考网], 10 September 2019, online; ‘China Newsweek’ is part of ECNS or China News Service (中国新闻
社), the second most prominent state-controlled news agency in the PRC, overseen by the United Front 
Work Department.

76	 David Bandurski, ‘The pundits of cultural soft power’, China Media Project, 26 November 2012, online.
77	 ‘General Secretary Xi Jinping participated in the deliberation of the Guizhou delegation’, Guizhou Daily [贵

州日报], 10 March 2014, online.
78	 ‘“China Net” magazine published the “Documentary of China’s internet international communication in the 

New Era guided by General Secretary Xi Jinping”’, China Net [中国网信], 31 August 2022, online.
79	 ‘“China Net” magazine published the “Documentary of China’s internet international communication in the 

New Era guided by General Secretary Xi Jinping”’.
80	 ‘Xi Jinping: Accelerate the development of media integration and construct an all-media communication 

landscape’ [习近平：加快推动媒体融合发展 构建全媒体传播格局], Qiushi [求是], 15 March 2019, online.
81	 Xia Feifei [夏菲菲], Pan Huiqiong [潘慧琼], ‘An analysis of the international communication path based on 

the perspective of foreign internet celebrities: the case of Hanguo Dongdong, a Bilibili video blogger’ 
[基于洋网红视角的国际传播路径探析—以哔哩哔哩视频博主韩国东东为例], Journal of News Research, 
December 2020, 11(24).

82	 Zheng Erjin [郑而进], ‘Bilibili video network: research on the communication function of “foreign online 
celebrity” short videos’ [哔哩哔哩视频网中: “洋网红”短视频的传播作用研究], University of Inner 
Mongolia [内蒙古大学], 22 May 2019, online.

73

https://www.sec.gov/Archives/edgar/data/1723690/000091205717000391/filename1.htm
https://archive.md/T6Q5O
https://archive.md/TZrzQ
https://archive.md/qurPw
https://www.npr.org/templates/story/story.php?storyId=124913011
https://christophrehage.com/life-and-death-on-weibo/
https://www.youtube.com/watch?v=ICTDV7epE10&list=PLyNu3gs0wYl51OOqLYJlTAfyULaXbJutg&index=109
https://archive.md/aylyD
https://archive.md/9dxNp
https://archive.md/aylyD
https://archive.md/G2fnU
https://www.ilo.org/dyn/natlex/docs/ELECTRONIC/5375/108071/F-78796243/CHN5375%20Eng3.pdf
https://researchers.mq.edu.au/en/publications/when-foreigners-perform-the-chinese-nation-televised-global-chine
https://archive.ph/60kFc
https://chinamediaproject.org/2012/11/26/the-pundits-of-cultural-soft-power/
https://archive.md/7OSX1#selection-267.48-267.80
https://archive.ph/XoJeA
https://archive.ph/drPi0#selection-549.2-549.90
https://web.archive.org/web/20230427093458/https:/x.cnki.net/kcms/detail/detail.aspx?dbcode=CMFD&dbname=CMFDTEMP&filename=1019884758.nh&v=Oc3yuHJNdfjD96Aab0TWJ4tBPA6cMwcHrU3wBXuXl8mavYULEwVJO7Q52SO%25mmd2FB5fq


83	 Shi Anbin [史安斌], Tong Tong [童桐], ‘Platform thinking from the perspective of cosmopolitanism: relief 
and upgrading of outreach media in the post-pandemic era’, Weixin, 24 November 2020, online.

84	 Du Guodong, ‘A tentative analysis of how to leverage the role of foreign internet celebrities in China’s 
international communication’.

85	 For CICG’s official timeline of its history, see ‘Historical development’ [历史沿革], CICG, archived on 
5 January 2023, online. 

86	 Anne-Marie Brady, China’s foreign propaganda machine, Wilson Center, 26 October 2015, online. The China 
Foreign Languages Publishing Administration also oversees more than 20 other organisations, including 
the Academy of Contemporary China, the World Studies think tank and the China Internet Information 
Centre (CIIC), which runs the china.org.cn and china.com.cn websites. 

87	 ‘About us’, Xufang International Media, archived on 13 November 2022, online.
88	 ‘China Foreign Languages Publishing Administration holds symposium on learning the spirit of General 

Secretary Xi Jinping’s reply letter to Pan Weilian’ [中国外文局召开习近平总书记给潘维廉回信精神学习座
谈会], CICG, 3 February 2019, online.

89	 ‘Build a world class international communications organisation—China Foreign Languages Publishing 
Administration launches new external name “China International Communications Group”’ [建设世界一流
的国际传播机构——中国外文局启用“中国国际传播集团”对外名称纪实], China Net [中国网], 23 February 
2022, online.

90	 Du Zhanyuan [杜占元], ‘Pursuing excellence through integrity and innovation, striving to compose a new 
chapter of international communication in a new era’ [守正创新 追求卓越 奋力谱写新时代国际传播事业
新篇章], Qizhi [旗帜], 16 May 2022, online.

91	 ‘庆祝中国外文局建局70周年座谈会召开’ [Symposium held to celebrate China Foreign Languages 
Publishing Administration’s 70th anniversary’], CICG, 20 September 2019, online.

92	 ‘Official announcement! This international communication agency for the Americas is officially 
inaugurated!’ [官宣！这个面向美洲区域的国际传播机构正式揭牌了!], Beijing Review, 25 February 2022, 
online.

93	 ‘China in foreigners’ eyes in 2022’ [2022年，外国人眼里的中国], Beijing Weekly, 27 December 2022, online.
94	 Also known as Xufang International Media and originally the CICG Integrated Media Centre.
95	 ‘Single-source procurement announcement for short videos filming and dissemination project of “My Jinan 

Story” by the Publicity Department of Jinan Municipal Committee of the CCP’ [中国共产党济南市委员会宣
传部《第三只眼看济南》短视频拍摄及传播项目单一来源采购公示], Xuzhou Purchase Network [徐州采购
网], 1 December 2021, online.

96	 ‘CICG’, ‘International Communications Tower goes into use—China International Communications 
Group headquarters unveiled’ [国际传播大厦开始启用 中国国际传播集团总部基地亮相], WeChat, 
30 September 2022, online.

97	 ‘China Foreign Languages Publishing Administration appoints key executives of Xu Fang International 
Media’ [中国外文局任命煦方公司主要负责人], CICG, 4 June 2020, online.

98	 ‘More than 60 outstanding works were selected in the international short video contest “My China Story” 
‘[第三只眼看中国”国际短视频大赛评选出60余部优秀作品], Xinhua, 15 September 2021, online.

99	 Ma Zhenhuan, ‘Short videos awarded for showcasing China’s beauty’, China Daily, 27 September 2022, 
online.

100	 For the government procurement notice of the 2022 My China Story competition, jointly hosted by the 
Propaganda Department of Hangzhou’s Municipal CCP Committee, see ‘“My China Story” international 
short video contest’ [“第三只眼看中国”国际短视频大赛], Procurement Documents Network [采购文件网], 
8 November 2022, online.

101	 ‘China Matters’, ‘The 2nd “My China Story” International Short Video Competition is now open! A 
30,000 RMB grand prize awaits you!’ [第二届“第三只眼看中国”国际短视频大赛开始啦！30000元大奖等
你来拿], Bilibili, 3 July 2020, online.

102	 ‘Beijing Xufang International Digital Culture Media Co Ltd, a direct subsidiary of China Foreign Languages 
Publishing Administration’ [中国外文局直属北京煦方国际数字文化传媒有限公司], CICG, 22 February 
2021, online.

103	 ‘China Matters’, YouTube, archived 6 June 2023, online.
104	 Jessica Brandt, Bret Schafer, Elen Aghekyan, Valerie Wirtschafter, Adya Danaditya, ‘Winning the web: how 

Beijing exploits search results to shape views of Xinjiang and COVID-19’, Brookings, May 2022, online.

74 Policy brief: Singing from the CCP’s songsheet: the role of foreign influencers in China’s propaganda system

https://archive.md/Mck31
https://web.archive.org/web/20230105001831/http://www.cicg.org.cn/node_1006431.htm
https://archive.ph/wip/E3IBy
https://archive.ph/rC6I3#selection-521.0-521.640
https://archive.ph/YdiJP
https://archive.ph/wip/Qamim
https://archive.ph/jCsad
https://archive.ph/0ZRlM#selection-241.0-241.47
https://archive.ph/4Q5qT
https://archive.ph/L6gP7
https://archive.ph/tkWTH#selection-509.258-513.17
https://web.archive.org/web/20230126040821/http://www.rmhb.com.cn/gd/202209/t20220930_800308228.html
https://archive.ph/4XE4j
https://archive.ph/cuv0K
https://archive.ph/lgqkm
https://archive.ph/F9B6n
https://archive.ph/t1Qfu
https://archive.fo/aYO3H
https://archive.ph/aXTKk
https://www.brookings.edu/research/winning-the-web-how-beijing-exploits-search-results-to-shape-views-of-xinjiang-and-covid-19/


105	 ‘Mexicanosenchina’, Instagram, 2 February 2023, online.
106	 ‘Mexicans in China’ [Mexicanos en China], YouTube, 8 November 2020, online.
107	 ‘Mexicans in China’ [Mexicanos en China].
108	 ‘Foreign internet celebrities are here!’ [外国网红来了!], The Paper, 2 November 2020, online.
109	 ‘Chinese Embassy in Mexico’ [Embajada de China en México], Facebook, 22 June 2021, online.
110	 ‘Mexicanosenchina’, Instagram, 7 May 2023, online.
111	 ‘CPC in the eyes of expats’, Shenzhen Daily, 1 July 2021, online.
112	 Thorne, ‘1 key for 1 lock: the Chinese Communist Party’s strategy for targeted propaganda’.
113	 ‘Successful close to “My China Style” short video contest, winners announced [‘“我爱中国风”短视频大赛

圆满落幕 获奖名单揭晓’], People’s Information [人民资讯], 3 August 2021, online.
114	 ‘Winners of China Daily cartoon contest named’, China Daily, 17 November 2022, online; ‘Wuxi, China’, ‘2022 

International Cartoon and Illustration Exhibition’’, Facebook, 16 November 2022, online; ‘Turkey holds 
“China in My Dreams” painting competition’, China Daily, 26 August 2021, online. For more on the local 
backlash against the China in My Dreams competition in Turkey, see also ‘Beijing-backed drawing contest in 
Turkey backfires as students submit depictions of Xinjiang abuses’, Radio Free Asia, 14 May 2021, online.

115	 ‘“China and I” global short video competition launched’ [‘“我与中国”全球短视频大赛启动’], People’s Daily 
Overseas Edition [人民日报海外版], 18 June 2019, online.

116	 ‘Official launch of “My China Story: Guangdong – Hong Kong – Macao Greater Bay Area” international 
all-media competition’ [“第三只眼看中国·粤港澳大湾区”国际全媒体大赛正式启动], Xufang International, 
27 December 2022, online.

117	 ‘Official launch of “My China Story: Guangdong – Hong Kong – Macao Greater Bay Area” international 
all-media competition’.

118	 ‘“China and I” global short video contest award ceremony held’ [“我与中国”全球短视频大赛颁奖典礼举
行, People’s Daily [人民日报], 26 September 2019, online.

119	 ‘China Matters’, ‘The award ceremony of the 2022 “My China Story” international short video competition’, 
YouTube, 26 September 2022, online.

120	 ‘@China through a lens 用镜头@中国’, China Daily, 2 July 2019, online.
121	 Brady, ‘“Treat insiders and outsiders differently”: the use and control of foreigners in the PRC’.
122	 Zhang Yuyan [张玉岩], ‘The first “Telling China’s Story Well” creative communication competition practice 

base was set up in Shandong’ [首个“讲好中国故事”创意传播大赛实践基地落地山东], Qilu Evening News 
[齐鲁晚报], 19 July 2022, online.

123	 Fu Ying (傅莹), ‘Increasing discourse power in telling Chinese stories well’ [‘在讲好中国故事中提升话语
权’], People’s Daily, 2 April 2020, online.

124	 Liu Ying [刘莹], ‘2022 “Telling China’s Story Well” Creative Communication Competition national final 
selection meeting held’ [2022“讲好中国故事”创意传播大赛全国定评会举行], China Net [中国网], 3 March 
2023, online.

125	 Zhang Zixu [张子旭], ‘Italian girl Rachele—“Discovering the beauty of China through camera lenses”’ [意大
利姑娘瑞丽—“用镜头发现中国的美好”], People’s Daily Overseas, 15 October 2021, online.

126	 ‘2020 “My China Story” international short video competition list of award winners formally announced’ 
[2021“第三只眼看中国”国际短视频大赛获奖名单正式公布], My China Story, 9 September 2021, online.

127	 ‘Hua Chunying 华春莹’, Twitter, 22 March 2021, online.
128	 ‘Jerry Kowal 我是郭杰瑞’, ‘What is life in Shanghai, China like in March of 2021?’, YouTube, 31 March 2021, 

online. The same video was also posted on Kowal’s Chinese social-media accounts; see ‘I am Jerry Kowal’ 
[我是郭杰瑞], ‘I’m back in China from the US! How different are pandemic prevention measures in China 
and the US?’ [我从美国回到中国啦！实拍中美防疫区别有多大?], 15 March 2021, Bilibili, online; ‘I am Jerry 
Kowal’ [我是郭杰瑞], ‘I returned to China from the US! What is the difference between the Chinese and 
American pandemic prevention?’ [我从美国回到中国啦！实拍中美防疫区别有多大?], Xigua, 15 March 
2021, online; ‘I am Jerry Kowal’ [我是郭杰瑞], ‘I returned to China from the US! What is the difference 
between the Chinese and American pandemic prevention?’ [我从美国回到中国啦！实拍中美防疫区别有
多大?], Douyin, 15 March 2021, online.

129	 ‘Beautiful places in China’, ‘Jerry Kowal: Returning to China after the epidemic, interviewing businesses 
about their situation, how does it compare with the US?’ [@郭杰瑞:疫情后重返中国，采访商户现状，对比
美国的怎样?’], Facebook, 31 March 2021, online.

75

https://www.instagram.com/p/CoIzSJWviza/?igshid=ZWQyN2ExYTkwZQ%3D%3D
https://web.archive.org/web/20230525075931/https://www.youtube.com/watch?v=v6I2OeGb0tE
https://archive.ph/wip/ePiyv
https://en-gb.facebook.com/EmbChinaMex/posts/164938285680187/
https://www.instagram.com/p/Cr7R5yTNpVy/
https://archive.fo/cTuYj
https://archive.md/DPDuW
https://archive.ph/wip/KZMEx
https://www.facebook.com/WuxiCity/videos/536948884914034/
https://archive.ph/ytQwd
https://www.rfa.org/english/news/uyghur/competition-05142021190045.html
http://web.archive.org/web/20211017163656/http://culture.people.com.cn/n1/2019/0618/c1013-31164762.html
https://archive.ph/qDSp7
https://archive.ph/5tKnS#selection-1107.2-1107.22
https://archive.ph/pU9wn
https://archive.ph/RInDy#selection-473.0-481.187
https://archive.ph/8r8w0
https://archive.ph/HzlPD#selection-791.2-791.223
https://archive.ph/Sz5BP
https://archive.md/QFFCN#selection-333.164-333.222
https://archive.md/eoRVS
https://web.archive.org/web/20210321132800/https://twitter.com/SpokespersonCHN/status/1373627399963734020
https://web.archive.org/web/20230524133903/https://www.youtube.com/watch?v=S10dsoVEzbE
https://web.archive.org/web/20230524133903/https://www.youtube.com/watch?v=S10dsoVEzbE
https://archive.ph/wip/wBiL7
https://archive.ph/wip/JRaQM
https://www.douyin.com/user/MS4wLjABAAAAo0KA103RtlIU9ruhH2I1bsx-u0-ac6oytCI_C_OKd2w?modal_id=6939722601820474637
https://www.facebook.com/watch/?v=1083667868804870


130	 For more on YChina, see Ryan et al, Borrowing mouths to speak on Xinjiang.
131	 ‘“My China Story” international short video competition selects more than 60 excellent works’ [“第三只眼

看中国”国际短视频大赛评选出60余部优秀作品], Xinhua, 15 September 2019, online.
132	 ‘The second annual award ceremony for international video contest of my China story held in Yantai’, 

Associated Press, 4 January 2021, online.
133	 For example, in the Ychina video ‘I visited 3 families in Xinjiang, here is what they told me’, Raz Gal-Or said, 

‘It is that ability to have opportunities that makes Xinjiang such a great place for development.’ ‘歪果仁研
究协会 Ychina’, ‘I visited 3 families in Xinjiang, here is what they told me’, YouTube, 11 April 2021, online. For 
more information, see Ryan et al., Borrowing mouths to speak on Xinjiang.

134	 Leng Qidi [冷启迪], ‘The different dimensions of telling a good Chinese story using all-media’ [用全媒体讲
好中国故事的不同维度], Zhongshan Daily [中山日报], 15 September 2021, online.

135	 China’s State Council has frequently shared state-media stories about the mechanisation of Xinjiang’s 
cotton sector. For an example, see ‘Mechanization of Xinjiang’s cotton sector expected to hit 95%’, CGTN, 
25 October 2022, online.

136	 Ryan et al., Borrowing mouths to speak on Xinjiang.
137	 ‘歪果仁研究协会 Ychina’, ‘What is the REAL Xinjiang like? I’m going there to find out!’, YouTube, 2 April 2021, 

online; ‘歪果仁研究协会 Ychina’, ‘What I saw in Xinjiang working as a cotton farmer’, YouTube, 8 April 2021, 
online; ‘歪果仁研究协会 Ychina’, ‘I visited 3 families in Xinjiang, here is what they told me’; ‘歪果仁研究协
会 Ychina’, ‘I interviewed 10 random Xinjiang locals, this is what they told me’, YouTube, 13 April 2021, online.

138	 ‘China Matters’, ‘2021 “My China Story” international short video competition award winner’ [2021“第三只
眼看中国”国际短视频大赛获奖作品], Bilibili, 12 August 2021, online.

139	 ‘The China Traveller’, ‘Xinjiang vlog1—Urumqi street food and bazaar shopping 新疆Vlog1 乌鲁木齐开吃!’, 
YouTube, 28 May 2021, online.

140	 List of award winners in the My Story of Chinese Culture (“第三只眼看中国·大美中华”) short-video 
competition, China Foreign Languages Publishing Administration, Weibo, 23 February 2023, online; ‘China 
Matters’ [视界中国CM], ‘“My Story of Chinese Culture” international short video competition award winning 
work’ [“第三只眼看中国·大美中华”国际短视频大赛获奖作品], Bilibili, 17 November 2022, online.

141	 For example, in the Ychina video ‘What I saw in Xinjiang working as a Cotton Farmer’, Raz Gal-Or said, ‘I think 
people sometimes underestimate what normality is. It’s totally normal here. People are nice, doing their 
job, living their life.’ ‘歪果仁研究协会 Ychina’, ‘What I saw in Xinjiang working as a cotton farmer’. For more 
information, see Ryan et al., Borrowing mouths to speak on Xinjiang.

142	 ‘Submissions kick off for “My China Story: Greater Bay Area”, China International Communications Group, 
13 December 2022, online.

143	 ‘In 2021, the award ceremony of the third “My China Story” international short video contest was held 
in Zhongshan, Guangdong’ [2021年第三届“第三只眼看中国”国际短视频大赛颁奖典礼在广东中山举
行], China Foreign Languages Publishing Administration [中国外文出版发行事业局], 15 September 2021, 
online.

144	 ‘China Matters’, ‘The award ceremony of the 2022 “My China Story” international short video competition’, 
YouTube, 26 September 2022, online.

145	 ‘The 2021 “My China Story” international short video competition kicks off in Beijing’ [2021“第三只眼看中
国”国际短视频大赛在京启动], China Foreign Languages Publishing Administration [中国外文出版发行事
业局], 11 May 2021, online.

146	 ‘2021年“第三只眼看中国”国际短视频大赛颁奖典礼正式举行’ [‘2021 “My China Story” international 
short video competition awards ceremony formally held’], Xufang International Media, 15 September 2021, 
online.

147	 ‘The second annual award ceremony for international video contest of My China Story held in Yantai’, 
Associated Press Content Services, 4 January 2021, online.

148	 ‘2020 “My China Story” international short video competition’ [2020“第三只眼看中国”国际短视频大赛颁
奖活动在烟举行], The Paper, 17 December 2020, online; ‘Chinese and foreign short video creators jointly 
tell Chinese stories’ [中外短视频创作者共叙中国故事], China News Service, 18 December 2020, online. 
National Geographic has a history of more than 20 years of cooperation with China, a CICG production 
studio noted in a report on its meeting with Yolanda Wang. A photo in the report showed the CCP flag 
planted in the centre of the meeting table. See ‘China Review Studio’ [解读中国], ‘China Review Studio 
holds cooperation meeting with US National Geographic Channel’ [解读中国工作室与美国国家地理频道
举行合作洽谈会], Weixin, 21 October 2020, online.

76 Policy brief: Singing from the CCP’s songsheet: the role of foreign influencers in China’s propaganda system

https://archive.ph/cuv0K#selection-1059.2-1059.149
https://archive.ph/mUS1C
https://web.archive.org/web/20210523004828/https://www.youtube.com/watch?v=5gbD-vfO_OU
https://archive.ph/dSiPX
https://archive.ph/wip/AozI1
https://archive.ph/0PBCq
https://web.archive.org/web/20230330235057/https://www.youtube.com/watch?v=67pU0Ybovnc
https://web.archive.org/web/20230408140647/https://www.youtube.com/watch?v=T2xc4_6GrcI
https://archive.ph/sLr6I
https://archive.ph/wip/iw3pQ
https://archive.ph/U1LpA
https://archive.ph/U1LpA
https://archive.ph/B1SV6
https://archive.ph/WyJHr
https://archive.ph/ynPji
https://archive.ph/pU9wn
https://archive.ph/u96ZV#selection-263.0-267.165
https://archive.ph/ATMcP#selection-663.1-663.25
https://archive.ph/mUS1C#selection-473.0-473.578
https://archive.ph/BbZDo#selection-1157.28-1157.110
https://archive.ph/tGja9
https://archive.ph/imz6U


149	 ‘About us’, organisation tab, My China Story, archived on 28 March 2023, online.
150	 ‘如何用短视频讲好中国故事？’ [How to tell China’s story well with short videos’,] Xufang International 

Media’s International Communication of Cities WeChat account, 23 December 2020, online.
151	 ‘The second annual award ceremony for international video contest of My China Story held in Yantai’, 

Associated Press Content Services, 4 January 2021, online.
152	 Francisco Little, ‘Talking the same language’, Chinafrica, 28 August 2018, online.
153	 ‘Chinese Bridge’, ‘#ChineseBridge 20th anniversary “Chinese Bridge with Me” John Gardner: Culture clashes 

are fun’ [#汉语桥 二十周年 |“我和汉语桥” 柯鲁瀚 JOHN GARDNER：文化碰撞是一件很有意思的事情], 
YouTube, 8 November 2021, online.

154	 ‘[2022 a Date with China] Xinjiang stop wraps up: Exploring Tacheng and experiencing the happy life of the 
people’ [【2022中国有约】新疆站落幕：探访塔城，感受百姓幸福生活], China Daily, 29 July 2022, online.

155	 ‘“Everyone talks about Xinjiang” 2022 series of online-themed activities launches’ [2022年“万人说新疆”系
列网络主题活动启动], CCTV, 25 July 2022, online.

156	 ‘Cyberspace Administration of Xinjiang’, ‘Direct from the scene! Launch ceremony of “Everyone talks about 
Xinjiang” series of online-themed events’ [直击现场！“万人说新疆”系列网络主题活动启动仪式], WeChat, 
24 July 2022, online.

157	 ‘[A Date with China 2022] The Xinjiang stop of international media-themed reporting activities kicks off’ 
[【2022中国有约】国际媒体主题采访活动新疆站启动], China Daily, 25 July 2022, online.

158	 ‘Foreigners give thumbs up to “A Date with China 2022”: a window to understanding the real China!’ [外国人
点赞“2022中国有约”：了解真实中国的窗口！], China Daily, 27 July 2022, online.

159	 ‘“Everyone talks about Xinjiang” 2022 series of online-themed activities launches’ [‘2022年“万人说新疆”系
列网络主题活动启动’], CCTV, 25 July 2022, online.

160	 Ryan et al., Frontier influencers: the new face of China’s propaganda; ‘OHCHR assessment of human rights 
concerns in the Xinjiang Uyghur Autonomous Region, People’s Republic of China’, United Nations Office of 
the High Commissioner for Human Rights, 31 August 2022, online. 

161	 ‘Counsellor Shen Xiaokai and CCTV special host An Ze visited Ruike Mineral Paint, Economic and 
Commercial Office of the PRC Embassy in Latvia’ [沈晓凯参赞与央视特约主持人安泽探访瑞客矿物漆’, 中
华人民共和国驻拉脱维亚共和国大使馆经济商务处], 19 August 2020, Ministry of Commerce of the PRC, 
19 August 2020, online.

162	 ‘Foreigners give thumbs up to “A Date with China 2022’: A window to understanding the real China!” [外国人
点赞“2022中国有约”：了解真实中国的窗口！], China Daily, 27 July 2022, online.

163	 ‘Foreigners give thumbs up to “A Date with China 2022”: a window to understanding the real China!’.
164	 ‘Foreigners give thumbs up to “A Date with China 2022”: A window to understanding the real China!’
165	 ‘China Daily’, ‘#adatewithchina The reporting group visited the Alexander Accordion Museum in Yining, 

Xinjiang, where the Russian vlogger @Huanhuan formed a precious friendship with the Tatar girl Guli Gina’ 
[‘#中国有约adatewithchina 采访团拜访新疆伊宁亚历山大手风琴珍藏馆，俄罗斯博主@环环 在这里与塔
塔尔族女孩古丽给娜结下珍贵友谊’], Douyin, 31 July 2022, online.

166	 ‘Strengthening ethnic unity through music’, China Daily, 29 July 2022, online.
167	 Sophie Richardson, ‘Pomegranate propaganda: a Chinese Government official’s UN speech’, Human Rights 

Watch, 26 June 2019, online.
168	 ‘A Cameroonian student’s visit to Xinjiang’, China Daily, 22 July 2022, online.
169	 ‘International students from 19 countries visit Xinjiang: Xinjiang’s art and technology, only found out from a 

field visit!’ [19国留学生赴新疆参访：新疆的艺术、科技，实地参访才知道!], China News Net [中国新闻网], 
12 July 2022, online.

170	 Executive order 14032 of 3 June 2021, ‘Addressing the threat from securities investments that finance 
certain companies of the People’s Republic of China’, 3 June 2021, online.

171	 ‘School profile’ [学校简介], Huaqiao University, archived on 23 December 2022, online.
172	 ‘Huaqiao University “Overseas New Voice Generation” new media studio was officially established’ [华侨大

学“海外新声代”新媒体工作室正式成立], Central Radio and Television Station International Online [中央广
电总台国际在线], 18 January 2021, online. For a similar recent case at Nanchang Aviation University (南昌
航空大学), see David Bandurski, ‘Getting personal with state propaganda’, China Media Project, 25 January 
2023, online.

77

https://archive.ph/adiSO
https://archive.ph/M0g4P
https://archive.ph/mUS1C
https://archive.ph/yNPby
https://archive.ph/wip/UpxP5
https://archive.ph/wip/CKnuy
https://archive.ph/tV3bs
https://archive.vn/wip/0HrGD
https://archive.vn/q8NVs
https://archive.vn/2Z69C#selection-613.0-613.214
https://archive.ph/tV3bs
https://www.ohchr.org/en/documents/country-reports/ohchr-assessment-human-rights-concerns-xinjiang-uyghur-autonomous-region
https://archive.ph/LwPdG
https://archive.vn/2Z69C#selection-613.0-613.214
https://archive.ph/wip/t66ue
https://archive.ph/KmX1l
https://www.hrw.org/news/2019/06/26/pomegranate-propaganda-chinese-government-officials-un-speech
https://archive.ph/CODdo
https://archive.ph/wip/QH9ii
https://www.whitehouse.gov/briefing-room/presidential-actions/2021/06/03/executive-order-on-addressing-the-threat-from-securities-investments-that-finance-certain-companies-of-the-peoples-republic-of-china/
https://archive.vn/F6VpC
http://www.chinaqw.com/hwjy/2021/01-18/283224.shtml
https://chinamediaproject.org/2023/01/25/making-propaganda-personal/


173	 ‘Welcoming the 20th National Congress—a decade of Huaqiao University, solid progress in promoting 
Chinese culture overseas’ [喜迎二十大·华大这十年 中华文化海外传播扎实推进], Huaqiao University, 
13 October 2022, online.

174	 ‘Yuan Yuan’ [袁媛], Xinhua Net, 5 September 2022, online.
175	 ‘Revealed! The first “Xiamen Top 10 Women’s Good Netizen Stories” list is here!’ [揭晓！首届“鹭岛十佳巾帼

好网民故事”名单来了], Cyberspace Administration of Xiamen, 6 September 2022, online.
176	 ‘Welcoming the 20th National Congress—a decade of Huaqiao University, solid progress in promoting 

Chinese culture overseas’.
177	 ‘Welcoming the 20th National Congress—a decade of Huaqiao University, solid progress in promoting 

Chinese culture overseas’.
178	 ‘Leveraging short videos to tell China’s story well, Tsinghua Integrated Media production achieves another 

success’ [借力短视频讲好中国故事 清华融媒作品再获佳绩], Tsinghua University, 20 May 2021, online.
179	 Liu Ying [刘莹], ‘2022 “Telling China’s Story Well” Creative Communication Competition national final 

selection meeting held’ [2022“讲好中国故事”创意传播大赛全国定评会举行], China News Net, 3 March 
2023, online.

180	 ‘Institute awarded China Foreign Publishing Administration External Discourse Innovation Cooperation 
Centre’ [‘研究院被授予中国外文局对外话语创新合作基地’], Sun Yat-sen University, 20 September 2022, 
online.

181	 ‘中国东方卫视官方频道China DragonTV Official’, ‘No. 163: How to explain China in international 
communication?’ [第163期：如何在国际传播当中阐述中国？], YouTube, 17 October 2022, online.

182	 ‘Xi Jinping: Embrace the big picture, grasp the overall momentum and focus on the major issues; strive 
towards better publicity and ideological work’ [习近平：胸怀大局把握大势着眼大事 努力把宣传思想工作
做得更好], People’s Daily [人民日报], 21 August 2013, online.

183	 ‘The party group of China Media Group held a special meeting to study and convey the spirit of General 
Secretary Xi Jinping’s important speech at the politburo’s 30th group study session’ [‘总台党组专题传达学
习习近平总书记在中央政治局第三十次集体学习时的重要讲话精神’] CCTV, 3 June 2021, online.

184	 Du Guodong [杜国东], ‘A tentative analysis of how to leverage the role of foreign internet celebrities 
in China’s international communication’ [试析如何发挥洋网红在中国国际传播中的作用], Reference 
Network [参考网], 10 September 2019, online.

185	 Kevin Schoenmakers, ‘Personal brands for party agendas’, China Media Project, 7 January 2022, online.
186	 Hatim Rahman, ‘Why are social media platforms still so bad at combating misinformation?’, Kellogg Insight, 

3 August 2020, online.
187	 Kevin Schoenmakers, ‘Personal brands for party agendas’, China Media Project, 7 January 2022, online.
188	 Mao Wei [毛伟], Fang Mingxuan [方明轩], ‘Xu Zeyu’s Studio: using personal IP to innovate the fight against 

foreign opinion’ [徐泽宇工作室：用个人IP创新对外舆论斗争], Reference Network [参考网], 3 September 
2021, online.

189	 Mao Wei [毛伟], Fang Mingxuan [方明轩], ‘Xu Zeyu’s Studio: using personal IP to innovate the fight against 
foreign opinion’.

190	 Zhang Wenzhi [张文治], ‘Shanghai Daily Andy: After 13 years of being deceived by foreign media, I decided 
to tell the China story well in Shanghai’ [上海日报Andy：被外媒骗了13年后，我决定在上海讲好中国故事], 
Sohu, 30 January 2023, online.

191	 Zhang Wenzhi, ‘Shanghai Daily Andy: After 13 years of being deceived by foreign media, I decided to tell the 
China story well in Shanghai’.

192	 ‘Reports on China’, ‘About’, YouTube, archived on 18 April 2023, online.
193	 ‘Reports on China’, ‘I filmed the exact same Xinjiang park TWICE to show you how the media manipulates 

your feelings’, YouTube, 3 May 2021, online.
194	 ‘Reports on China’, ‘Am I biased? Yes! Let me explain …’, YouTube, 21 April 2023, online.
195	 ‘Andy Boreham 安柏然’, Twitter, 5 April 2023, online.
196	 ‘China Daily’, Twitter, 14 January 2022, online.
197	 ‘安柏然Andy’, ‘A New Zealand foreigner who has lived in China for 10 years has a heart-to-heart dialogue 

with his motherland: What should I do as a friend?’ [住在中国10年的新西兰老外，跟祖国肺腑对话：作为
朋友该怎么做?], Bilibili, 24 June 2022, online.

78 Policy brief: Singing from the CCP’s songsheet: the role of foreign influencers in China’s propaganda system

https://archive.fo/3ik7z
https://archive.ph/7Zcnp
https://archive.ph/wip/KaMka
https://archive.ph/bun99
https://archive.ph/Sz5BP#selection-255.48-255.169
https://archive.ph/9rzGG
https://web.archive.org/web/20230519151110/https://www.youtube.com/watch?v=vK25xmqjwAI
https://archive.md/1EXKN#selection-479.77-479.132
https://archive.ph/deATt#selection-2291.173-2291.184
https://archive.ph/60kFc
https://chinamediaproject.org/2022/01/07/personal-brands-for-party-agendas/
https://insight.kellogg.northwestern.edu/article/social-media-platforms-combating-misinformation
https://chinamediaproject.org/2022/01/07/personal-brands-for-party-agendas/
https://archive.ph/LOlsP
https://archive.md/HHvti
https://archive.md/0ZM7n
https://web.archive.org/web/20230512135622/https://www.youtube.com/watch?v=nxbCK-tWiWw&t=17s
https://web.archive.org/web/20230515084846/https://www.youtube.com/watch?v=01avIzEQ2QU&t=35s
https://archive.md/tazCN#selection-1879.81-1879.94
https://archive.md/x8Q3O
https://web.archive.org/web/20221003074542/https://www.bilibili.com/video/BV1394y117jg/


198	 ‘Award-winning works of the 4th “My China Story” international short video competition’, Xufang 
International Media, 10 October 2022, online.

199	 Whale Platform is a media services company that covers industry developments and is under the Shanghai 
United Media Group (SUMG). See ‘Whale Platform—the leading service platform for journalists and experts 
in China’ [鲸平台—国内领先的记者及专家服务平台], Whale Platform [鲸平台], 10 November 2021, online.

200	 Zhang Wenzhi, ‘Shanghai Daily Andy: After 13 years of being deceived by foreign media, I decided to tell the 
China story well in Shanghai’.

201	 Zhang Wenzhi, ‘Shanghai Daily Andy: After 13 years of being deceived by foreign media, I decided to tell the 
China story well in Shanghai’.

202	 ‘Andy Boreham 安柏然’, Twitter, 17 April 2023, online.
203	 ‘Andy Boreham 安柏然’, Twitter, 8 February 2022, online.
204	 ‘Andy Boreham 安柏然’, Twitter, 19 February 2022, online.
205	 Wenhao Ma, ‘Against its own policy, Twitter no longer limits Chinese state media influence’, Wenhao’s News 

Blog, 31 March 2023, online.
206	 ‘Twitter drops “government-funded” label on media accounts, including in China’, Reuters, 22 April 2023, 

online.
207	 ‘Shanghai Matters’ [上海城事], ‘Shanghai United Media Group launches the Integrated Media Studio 

Empowerment Program, and three studios, including CC News, which belongs to JMedia Financial News, 
have been selected’ [上海报业集团启动融媒工作室赋能计划，界面财联社所属CC新闻等三个工作室入
选], Shanghai United Media Group [上海报业集团 ], 16 June 2022, online.

208	 ‘Xue er shi xi’ [学而时习], ‘Xi Jinping: To tell the Chinese story well and to spread the Chinese voice well’ [习
近平：讲好中国故事，传播好中国声音], Qiushi.com [求是网], 2 June 2021, online.

209	 Du Guodong, ‘A tentative analysis of how to leverage the role of foreign internet celebrities in China’s 
international communication’.

210	 Cui Peng [崔鹏], Yang Mu [杨牧], ‘Reflections and proposals on international communication with means 
of foreign internet celebrities’ [借助“洋网红”开展国际传播的思考与建议], Information Front [新闻战线], 
March 2022.

211	 ‘The Media Challengers: after the finals’, CGTN, 21 December 2021, online.
212	 CGTN press release, 22 July 2021, online.
213	 CGTN Media Challengers registration page, accessed 6 May 2023, online.
214	 CGTN YouTube live stream, 25 June 2021, online.
215	 CGTN Media Challengers Twitter account, online. Some of the many promotional videos posted by the 

Media Challengers Twitter account featured students from several British universities, such as the University 
of Leeds, online, the University of Cambridge, online, the London School of Economics, online, the 
University of Bath, online, King’s College London, online, and the University of York, online.

216	 ‘Live: “Guo Zao” in Wuhan, no same breakfast twice for 30 days’, CGTN, 20 May 2021, online.
217	 CGTN Global Stringer page, accessed 6 May 2023, online.
218	 CGTN Global Stringer recruitment notice, accessed 6 May 2023, online.
219	 CGTN Global Stringer home page, accessed 6 May 2023, online.
220	 Of 21 videos featured on the Global Stringer home page in early May 2023, seven were positive depictions 

of China’s global influence, while five depicted the US negatively, including a video titled ‘Finding true 
America: Why Americans have left the US’, which was displayed twice. See CGTN Global Stringer home page, 
accessed 6 May 2023, online.

221	 ‘ANSA, Xinhua sign deal’, ANSA, 16 May 2016, online.
222	 ‘ANSA–Xinhua collaboration accord signed’, ANSA, 22 March 2019, online.
223	 Stefano Polli, ‘Cina-Italia: l’Ansa e il paper IAI’, Istituto Affari Internazionali, 30 November 2021, online.
224	 ‘Gabriella Bonino and her “Discovering the Silk Road: from caravans to high speed”‘ [Gabriella Bonino 

e il suo ‘Alla scoperta della Via della Seta: dalle carovane all’alta velocità’], China Radio International, 
24 February 2016, online.

225	 ‘Italy–China: sinologist encourages exchanges between the two countries’ [Italia–Cina: sinologa incoraggia 
scambi tra i due Paesi], ANSA, 21 July 2022, online.

226	 GLOBALink: Xinhua Global Service homepage, archived on 28 April 2022, online.

79

https://archive.ph/h3B38
https://archive.md/2LOGK
https://archive.md/4soTu
https://archive.md/wip/xEmpv
https://archive.md/GjMQx
https://wenhao.substack.com/p/against-its-own-policy-twitter-no
https://www.reuters.com/technology/twitter-removes-state-affiliated-media-tags-some-accounts-2023-04-21/
https://archive.fo/wip/tI3op
https://archive.md/sML1O
https://archive.md/cCXRc
https://archive.ph/wip/aFhgm
https://archive.ph/LBrf8
https://archive.ph/wip/cWB1z
https://archive.ph/2FDBf#selection-393.0-393.21
https://archive.ph/wip/J693P
https://archive.ph/vXv5J
https://archive.ph/SsRs0
https://archive.ph/rMR2X
https://archive.ph/sPw3E
https://archive.ph/wip/8eQ7p
https://archive.ph/hBjOJ
https://archive.ph/p9rZg
https://archive.ph/ROztO
https://archive.ph/aKnpa
https://archive.ph/p9rZg
https://archive.vn/wip/2eCAV
https://archive.vn/wip/KoE4B
https://www.affarinternazionali.it/archivio-affarinternazionali/2021/11/lansa-e-il-paper-iai/
https://archive.ph/rKDFT
https://archive.ph/8YJtp
https://archive.vn/Wb3Ww


227	 ‘Italian newswire ANSA annulled agreement with Xinhua News Agency’, ANI, 14 August 2022, online.
228	 Ke Ma, ‘Transnational white masculinity on Chinese social media: Western male vloggers’ 

self-representations during the covid-19 pandemic’.
229	 ‘Report on the development of China’s celebrity new economic industry was released, and the talent 

demand gap of internet marketers reached 40 million’ [中国红人新经济行业发展报告发布，互联网营销
师缺口达4000万人], China Daily, 25 July 2022, online.

230	 Zheng Erjin, ‘Bilibili video network: research on the communication function of “foreign online celebrity” 
short videos’.

231	 Zheng Erjin, ‘Bilibili video network: research on the communication function of “foreign online celebrity” 
short videos’.

232	 Pang Yuquan [庞雨泉], ‘Research on the image construction and audience acceptance of “foreign internet 
celebrities” on Bilibili from a cross-cultural communication perspective’ [跨文化传播视域下 B 站“洋网红”
形象建构与受众接受研究], Liaoning University [辽宁大学], 15 May 2021.

233	 Xia Feifei & Pan Huiqiong, ‘An analysis of the international communication path based on the perspective of 
foreign internet celebrities: the case of Hanguo Dongdong, a Bilibili video blogger’.

234	 Zhuang Rongwen [庄荣文], ‘Provisions on ecological governance of network information content’ [网络信
息内容生态治理规定], China Netcom [中国网信网], 20 December 2019, online.

235	 ‘Guaji’ [呱吉], ‘With a monthly income of 240,000, Douyin foreign online celebrity is making money by 
boasting about China’ [月入24万，抖音上的外国网红在靠夸中国赚钱], QQ.com [腾讯网], 25 January 2021, 
online.

236	 Wang Huazhen [王华震], ‘Creating a foreign online celebrity: “I never praised China for traffic”’ [制造外国网
红：“我夸中国绝对不是为了数据”], QQ.com [腾讯网], 19 July 2020, online.

237	 Dexter Thomas, Karen Ye, ‘Bart Baker quit YouTube. Now he’s making a living on the Chinese internet’, VICE 
News, 7 September 2019, online.

238	 ‘Liquid youth’ [液态青年], ‘YouTube online celebrity dreams of Bilibili, making the “China boast group” into 
a wealth password?’ [YouTube网红逐梦B站，做“中国夸夸团”成财富密码?], 163.com, 8 September 2020, 
online.

239	 ‘喵星沃迪Raylialson’, ‘I, Bart Baker, formally declare my opposition to the “wealth password”! (Anti-wealth 
password speech)’ [我,巴哥Bart,正式声明反对“财富密码”爱中国不是一味抬高！【反财富密码论】], 
Bilibili, 26 May 2020, online.

240	 He Qing [何清], ‘A study on the image communication strategy of “foreign internet celebrities” on Douyin’ 
[抖音中“洋网红”的形象传播策略研究], Northwest University (西北大学), 2021.

241	 ‘Strongly oppose! “Patriotic traffic stories” are being copied and fabricated for the sake of gaining visibility’ 
[坚决反对！为了博取眼球，有人复制编造“爱国流量故事”], Central Committee of the Communist Youth 
League [共青团中央], Weixin, 28 September 2021, online.

242	 Du Guodong, ‘A tentative analysis of how to leverage the role of foreign internet celebrities in China’s 
international communication’.

243	 Ke Ma, ‘Transnational white masculinity on Chinese social media: Western male vloggers’ 
self-representations during the covid-19 pandemic’.

244	 Ke Ma, ‘Transnational white masculinity on Chinese social media: Western male vloggers’ 
self-representations during the covid-19 pandemic’.

245	 ‘Yanglizi’ [阳离子], ‘American blogger responds to followers: Why don’t you speak Chinese in your recent 
videos? Is it because you are afraid of losing your English?’ [美国博主回应粉丝：最近视频为什么不说中文
了？是怕忘了英文吗?], Xigua Video [西瓜视频], 10 July 2021, online.

246	 ‘Yanglizi’, ‘American blogger responds to followers: Why don’t you speak Chinese in your recent videos? Is it 
because you are afraid of losing your English?’.

247	 ‘Luca&Rachele’ [路卡和瑞丽], ‘Who unlocked the wealth password for foreigners?’ [是谁开启了外国人的财
富密码], Bilibili, 2 May 2020, online.

248	 Zhuang Rongwen [庄荣文], ‘Provisions on ecological governance of network information content’ [网络信
息内容生态治理规定], China Netcom [中国网信网], 20 December 2019, online.

249	 Gao Shen [高山], Guo Yuan [国园], Zhao Dong [赵栋], ‘The major force should be on the main battlefield—
firmly grasping the dominance of the online public opinion struggle’ [主力军要上主战场—牢牢把握网上
舆论斗争主导权], CPC News, 24 March 2017, online.

80 Policy brief: Singing from the CCP’s songsheet: the role of foreign influencers in China’s propaganda system

https://theprint.in/world/italian-newswire-ansa-analled-agreement-with-xinhua-news-agency/1081958/
https://archive.md/dRogo#selection-97.84-97.146
https://archive.md/9dNJV#selection-817.0-851.34
https://archive.md/0rffX
https://archive.md/rGVlC
https://www.vice.com/en/article/a35e5k/bart-baker-quit-youtube-now-hes-big-on-the-chinese-internet
https://archive.md/Y31yb
https://archive.md/wd1Dx
https://web.archive.org/web/20220419222046/https://mp.weixin.qq.com/s/NcSZB4SI7ciB2KrFUkosLA
https://archive.md/KfLZg
https://archive.fo/3pgNo
https://archive.md/9dNJV#selection-817.0-851.34
https://archive.md/6Rr7e


250	 Viking Bohman, Hillevi Pårup, Purchasing with the party: Chinese consumer boycotts of foreign companies, 
2008–2021, Swedish National China Centre, 11 July 2022, online.

251	 Fergus Ryan, Weibo diplomacy and censorship in China, ASPI, Canberra, 29 May 2018, online.
252	 Chen, ‘“Hostile forces” in the Digital Age’.
253	 Chen, ‘Main melody’.
254	 Ke Ma, ‘Transnational white masculinity on Chinese social media: Western male vloggers’ 

self-representations during the covid-19 pandemic’.
255	 ‘SerenaHottie’, ‘Second on second disses Dolce&Gabbana’s video insulting China, teaches Italians to eat 

Chinese food with knives and forks’ [秒对秒diss Dolce&Gabbana辱华视频 教意大利人用刀叉吃中国美
食], Bilibili, 21 November 2018, online.

256	 ‘NathanRich火锅大王’, Bilibili, archived on 16 May 2023, online.
257	 ‘New perspectives on defence’ [防务新视角], ‘American guy on Bilibili “exposes” why foreign media always 

love to slander China’ [美国小哥B站“揭露”为什么外媒总爱黑中国?], Sina.com, 28 January 2019, online.
258	 ‘American guy disses New York Times for inaccurate reporting on Hong Kong: NYT-style double standard’ 

[美国小哥diss纽约时报对香港不实报道：NYT式双标], Sina.com, 26 August 2019, online.
259	 ‘American guy rages against New York Times’ misrepresentation of Hong Kong: such double standards are 

not acceptable’ [美国小哥怒怼《纽约时报》对香港不实报道：如此双标可不行], People’s Daily [人民日报], 
28 August 2019, online.

260	 For more on MCNs, see Ryan et al., Borrowing mouths to speak on Xinjiang.
261	 Ryan et al., Frontier influencers: the new face of China’s propaganda.
262	 Liu Yanqiu [刘燕秋, Yang Yang [杨阳], ‘[Close-up] The priest from abroad has an easy time preaching? The 

China stories of these foreign internet celebrities’ [【特写】外来的和尚会念经？这些“歪果仁”网红的中国
故事], Interface News [界面新闻], 9 May 2017, online.

263	 Wang Kerong [王可蓉], ‘Hey! Foreigners! Show some respect!’ [嘿！老外！放尊重点！], Observer [观察者], 
26 May 2016, online.

264	 Frédéric Lemaître, ‘Beijing is desperate to find useful idiots’ [Pékin cherche idiots utiles désespérément], 
Le Monde, 3 May 2021, online.

265	 ‘YChina’ [歪研会], Tianyancha, archived 25 July 2021, online.
266	 David Bandurski, ‘The CCP’s “positive energy” obsession’, China Media Project, 15 December 2015, online.
267	 ‘How to make a “BBC-style” documentary about Wuhan?’, CGTN, 7 February 2021, online; ‘CGTN’, ‘How to 

make a “BBC-style” documentary about Wuhan?’, YouTube, 7 February 2021, online.
268	 ‘Mandates of the Special Rapporteur on minority issues; the Special Rapporteur in the field of cultural 

rights; the Special Rapporteur on the right to education and the Special Rapporteur on freedom of religion 
or belief’, Office of the High Commissioner for Human Rights (OHCHR), UN, 11 November 2022, online.

269	 ‘Mandates of the Special Rapporteur on minority issues; the Special Rapporteur in the field of cultural 
rights; the Special Rapporteur on the right to education and the Special Rapporteur on freedom of religion 
or belief’.

270	 ‘China: UN experts alarmed by separation of 1 million Tibetan children from families and forced 
assimilation at residential schools’, OHCHR, UN, 6 February 2023, online.

271	 ‘Luca&Rachele’ [路卡和瑞丽], ‘Foreigner spends a day in a primary school in Lhasa. Is this the place the 
BBC talked about? How is it different?’ [老外在拉萨小学过一天，这就是BBC口中的那个地方？怎么不一
样], Xigua, 17 November 2021, online.

272	 ‘Luca&Rachele’, ‘Foreigner spends a day in a primary school in Lhasa. Is this the place the BBC talked 
about? How is it different?’.

273	 ‘Chinese Embassy in Australia’, ‘Rachele Longhi, an Italian vlogger, posted videos across social platforms to 
share her journey to northwest China’s Tibet Autonomous Region’, Facebook, 10 December 2021, online.

274	 ‘Luca&Rachele’ [路卡和瑞丽], Bilibili, archived on 15 May 2023, online.
275	 ‘Luca&Rachele’ [路卡和瑞丽], Douyin, online.
276	 ‘Luca&Rachele’ [路卡和瑞丽], Xigua, archived on 15 May 2023, online.
277	 ‘lucandrachele’, TikTok, archived on 16 May 2023, online.
278	 ‘Luca&Rachele 路卡和瑞丽’, YouTube, archived on 15 May 2023, online.
279	 ‘rachelelonghi’, Instagram, 3 April 2019, online.

81

https://kinacentrum.se/en/publications/chinese-consumer-boycotts-of-foreign-companies/
https://www.aspi.org.au/report/weibo-diplomacy-and-censorship-china
https://archive.ph/sY4gy
https://archive.ph/Khwnz
https://archive.md/XKQnx
https://archive.md/DyfGI
https://archive.md/RQML4
https://archive.md/SMIjz#selection-1229.0-1229.72
https://archive.md/mYpzY
https://www.lemonde.fr/international/article/2021/05/03/pekin-cherche-idiots-utiles-desesperement_6078870_3210.html
https://web.archive.org/web/20210803054251/https://webcache.googleusercontent.com/search?q=cache%3AGhDj7FR6o38J%3Ahttps%3A%2F%2Fwww.tianyancha.com%2Fbrand%2Fb4a13257858+&cd=18&hl=en&ct=clnk&gl=au
https://chinamediaproject.org/2015/12/15/chinas-obsession-with-positive-energy/
https://archive.ph/zHuTm#selection-1207.0-1207.50
https://archive.ph/wip/A76Jx
https://spcommreports.ohchr.org/TMResultsBase/DownLoadPublicCommunicationFile?gId=27444
https://www.ohchr.org/en/press-releases/2023/02/china-un-experts-alarmed-separation-1-million-tibetan-children-families-and
https://archive.md/4D3HB
https://www.facebook.com/ChinainAus/videos/rachele-longhi-an-italian-vlogger-posted-videos-across-social-platforms-to-share/2207458082725432/
https://archive.fo/pGxBp
https://www.douyin.com/user/MS4wLjABAAAA0KZgUXr2U2k1SXkW-cpfnA80E_d1YAo9kEITCChikdI
https://archive.fo/wip/b4pwc
https://archive.fo/tXv03
https://archive.fo/6iPIm
https://www.instagram.com/p/Bvxa9iKAiJJ/?igshid=NTc4MTIwNjQ2YQ%3D%3D


280	 ‘Hua Chunying 华春莹’, Twitter, 24 October 2021, online.
281	 ‘@Luca&Rachele: “Foreign audiences want to know more about daily life in China, foreign online celebrity” 

said’ [@路卡和瑞丽：“外国观众更想了解中国的日常生活” | “洋网红”说], China Center for International 
Communication [国际传播发展中心], 30 March 2022, online.

282	 Zhang Zixu, ‘Italian girl Rachele—“Discovering the beauty of China through camera lenses”’.
283	 ‘Xi Jinping stressed during the 30th collective study of the Politburo of the CPC Central Committee to 

strengthen and improve international communication and showcase a true, three-dimensional and 
comprehensive China’ [习近平在中共中央政治局第三十次集体学习时强调 加强和改进国际传播工作 展
示真实立体全面的中国], Xinhua Net [新华网], 1 June 2021, online.

284	 Zhang Zixu, ‘Italian girl Rachele—“Discovering the beauty of China through camera lenses”’.
285	 ‘Luca&Rachele 路卡和瑞丽’, ‘【中文-ITA Sub】Flag-raising ceremony in Tiananmen Square Beijing北京行，

一群外國人看升旗儀式：被中國人的愛國熱情所震撼’, YouTube, 16 December 2020, online.
286	 ‘“Silk Road Big V Check-in at the Latest Beijing” Nomination Recommendation Form [《丝路大V打卡最新北

京》参评推荐表], CCTV.com [央视网], 4 May 2021, online.
287	 Zhang Zixu, ‘Italian girl Rachele—“Discovering the beauty of China through camera lenses”’.
288	 ‘The 2nd Tibet, China Online Video Festival: bronze award in the video category: Experiencing a day in the 

life of a primary school student in Lhasa’ [第二届中国西藏网络影像节丨视频类铜奖：体验拉萨小学生的
一天], Xinhua Net [新华网], 10 February 2022, online.

289	 ‘My China Story’ official website, Xufang International Media, archived 15 October 2023, online.
290	 ‘My China Story’ official website.
291	 Chris Dziadul, ‘Discovery gains D2C subscribers’, Broadband TV News, 24 February 2022, online.
292	 ‘Luca&Rachele 路卡和瑞丽’, ‘Is that the future of Chinese milk powder? The “dark science” behind Chinese 

milk powder’, YouTube, 22 February 2022, online. A Junlebao news release on the documentary emphasised 
that it was simultaneously released in China and overseas, including on YouTube, TikTok and other social 
media. See ‘Discovery Channel enters Junlebao to explore the new heights of China’s milk powder’ 
[‘Discovery探索频道走进君乐宝 探索中国奶粉新高度’], Junlebao, 23 February 2022, online.

293	 Louise Moon, ‘China’s parents haunted by melamine baby milk scandal still favour foreign brands’, South 
China Morning Post, 22 February 2020, online.

294	 ‘Rachele Longhi’, LinkedIn, archived on 15 May 2023, online.
295	 A China state-media home page for the 5th Cross-Straits Youth Development Forum, China Taiwan Net, 

accessed 31 July 2022, online.
296	 ‘Li Qiaoxin’ (李乔昕), Douyin, 11 May 2022, online.
297	 ‘Li Qiaoxin’ (李乔昕), Douyin, 9 July 2022, online.
298	 ‘Li Qiaoxin’ (李乔昕), Kuaishou, July 2022, online.
299	 Douyin, accessed 15 February 2023, online.
300	 ‘Li Qiaoxin’ (李乔昕), Douyin, 18 May 2022, online.
301	 攝徒日記Fun TV, 28 January 2022, online.
302	 ‘Taiwan actor visits “internet celebrity village” deep in the mountains and explores rural revitalisation’ [台湾

演员打卡大山深处“网红村” 探乡村振兴深一度], Sichuan Online, 21 October 2020, online. Li’s status as an 
actor was also reported by local state media covering the event; see ‘Cross-straits new media cooperate in 
“livestreaming product sale” to support poverty alleviation and rural revitalisation’ [两岸新媒体合力“直播
带货”，助力脱贫攻坚和乡村振兴!], Shuxiang Pengxi [书乡蓬溪], 19 October 2020, online.

303	 ‘“New Era, New Image” Sino-foreign joint creation program selection results published’ [“新时代·新影像”中
外联合创作计划评选结果公布], China Foreign Languages Publishing Administration, 29 November 2022, 
online.

304	 ‘About us’ (‘Organizers’ tab), Xufang International Media.
305	 ‘About us’ (‘Organizers’ tab), Xufang International Media.
306	 David Bandurski, ‘Co-producing with the CCP’, China Media Project, 17 February 2023, online.
307	 ‘Co-produced documentary airing on Discovery shows how four decades of reform and opening-up 

changed millions of lives’, Global Times, 16 December 2018, online.
308	 David Bandurski, ‘Co-producing with the CCP’, China Media Project, 17 February 2023, online.

82 Policy brief: Singing from the CCP’s songsheet: the role of foreign influencers in China’s propaganda system

https://archive.fo/8b8ZV
https://archive.md/1q8Jk
https://archive.md/635DB
https://web.archive.org/web/20230515101634/https://www.youtube.com/watch?v=GeCIb-ysupI
https://archive.ph/xER9X
https://archive.is/AiSYc
https://archive.fo/gCwW5
https://www.broadbandtvnews.com/2022/02/24/discovery-gains-d2c-subscribers/
https://web.archive.org/web/20230515103742/https://www.youtube.com/watch?v=N9Af8V1YUqM
https://archive.ph/aaxxU
https://www.scmp.com/business/companies/article/3051808/foreign-brands-still-dominate-parents-do-not-trust-chinas-home
https://archive.ph/5ycGj
https://archive.ph/9QASA
https://archive.md/wip/SMv50
https://www.douyin.com/user/MS4wLjABAAAAY027jpXZVpPhZRpf_AJIqH56z7c0wMlC8wfqIGJxQvt7ERqw9IS7NbOsyW5Quawt?modal_id=7118317378433191209&relation=0&vid=7096427889633037603
https://www.kuaishou.com/f/X-1sr8mfkTGHh1K8
https://archive.ph/wip/DJ88f
https://v.douyin.com/BqSuTmW/
https://youtube.com/watch?v=WFPQoSINc4M&feature=shares
https://archive.ph/363V5
https://archive.ph/yJVbZ#selection-303.73-303.85
https://archive.ph/wip/E669I
https://archive.ph/EmNnl#selection-957.0-961.157
https://archive.ph/jHEen#selection-1003.0-1007.277
https://archive.ph/EmNnl#selection-957.0-961.157


309	 ‘Interview: Discovery proud of documentary about President Xi’s ideas—network VP’, Xinhua, 18 October 
2017, online.

310	 ‘CGTN’, ‘China: Time of Xi (episode 3)—All aboard’, YouTube, 24 October 2017, online.
311	 ‘China: Time of Xi (episode 1): People’s Republic’, State Council Information Office, 2 November 2017, online.
312	 ‘“Understanding China” documentary series “What makes China China?” to hit US Discovery Channel in 

2022’ [‘“读懂中国”系列纪录片《是什么造就中国？》将于2022年登陆美国探索频道’], China Institute for 
Innovation and Development Strategy, 7 December 2021, online.

313	 Zhang Niansheng, Hu Zexi, ‘“China was on the brink of entering a new chapter”: VP of Discovery Network 
Asia–Pacific’, People’s Daily, 19 October 2017, online.

314	 ‘Mr Vikram Channa (Vice President of Content and Production of Discovery Greater China and South)’, 
Beijing Film Academy, 14 July 2021, online.

315	 ‘Three documentaries presented by the China Review Studio honoured by the Ministry of Publicity and the 
National Radio and Television Administration’ [解读中国工作室三部纪录片获中宣部、广电总局表彰], 
The Paper, 26 December 2021 online.

316	 Anne-Marie Brady, China’s foreign propaganda machine.
317	 ‘Gaokao 2020: China’s Great Exam’, National Geographic, online.
318	 ‘Gaokao 2020 records the historical image of China’s National College Entrance Examination in 2020’, China 

Review Studio YouTube account, 25 January 2021, online.
319	 ‘Chinese, Russian media outlets discuss e-media cooperation’, Xinhua, 26 September 2017, online.
320	 Jia Lerong [贾乐蓉], Zhou Nan [周南], ‘Sino-Russian media cooperation: stages of development, modes, 

effects and current challenges’ [中俄媒体合作: 发展阶段、 模式、 效果与存在的问题], Russia, East 
Europe and Central Asian Studies [俄罗斯东欧中亚研究], 2020, 6(10):89–102, online.

321	 Yang Yifu [杨逸夫], ‘A powerful infusion of positive internet energy into Sino-Russian relations’ [为中俄关系
注入强大的互联网正能量], Guangming Daily [光明日报], 20 December 2020, online.

322	 Zhang Xingjian, ‘China Daily website signs content-sharing deal with Russia’s SPB TV’, China Daily, 
26 September 2017, online.

323	 ‘Quotable quotes at the second China–Russia New Media Forum’, China Daily, 27 September 2017, online.
324	 ‘Chinese delegation sets off to Russia for China–Russia Youth Media Innovation Camp’ [中俄青年媒体创新

营中方代表团启程赴俄], China Daily, 14 September 2017, online.
325	 Zhang Xingjian, ‘Changing preconceptions’, China Daily, 27 September 2017, online; ‘Forum of the Russian–

Chinese Media opened in DSTU’, Don State Technical University, 4 October 2017, online.
326	 ‘Award-winning works of the first China–Russia Online Short Video Competition announced’ [首届中俄

网络短视频大赛获奖作品揭晓], China Internet Information Center, 18 January 2022, online; ‘“Internet 
Audiovisual International Communications Forum” held at the tenth China Internet Audiovisual Conference’ 
[第十届中国网络视听大会“网络视听国际传播论坛”举行], Beijing Youth Daily, 1 April 2023, online.

327	 ‘Russian media company executives: In recent years, Russian audiences’ interest in Chinese TV programs 
has surged’ [俄罗斯媒体公司高管：近年来俄罗斯观众对中国电视节目兴趣激增, 中国日报网], China 
Daily, 23 November 2021, online.

328	 ‘Mixed-race siblings Yasidun’ [混血兄弟姐妹雅斯顿], Douyin, online.
329	 ‘Mixed-race siblings Yasidun’ [混血兄弟姐妹雅斯顿], ‘Special thanks to my Chinese friends for being willing 

to be my friends with my mother, thank you very much ��� @Mixed-raced siblings Yasidun’ [特别感谢
中国的朋友们愿意和我妈妈做朋友，非常感谢您们���@混血兄弟姐妹的父母], Douyin, 7 February 
2020, online.

330	 ‘Jiupai News’, Weibo, 3 March 2022, online.
331	 ‘PKU Faces @Beijing 2022 | Alexandra Pozhidaeva’, Peking University International Students Division, Office 

of International Relations, 10 March 2022, online.
332	 A November 2022 state-media report introduced Pozhidaeva as an ‘international communications 

worker’ of CICG, and a ‘foreign host’ of CICG’s Eurasia Centre’s People’s Pictorial. See ‘On the 23rd China 
Journalists Day, salute to every news worker!’ [第23个中国记者节，致敬每一位新闻工作者!], China 
Internet Information Center, 8 November 2022, online. Pozhidaeva also appears to be a journalist with a 
Russian-language ‘China’ magazine run by China Pictorial and has appeared in its Russian-language videos. 
See ‘China magazine’ [КИТАЙ], Weibo, 20 April 2023, online.

83

https://archive.ph/3iEuT#selection-317.0-317.179
https://youtube.com/watch?v=OmkGtD7HpdE&feature=shares
https://archive.ph/goYox
https://archive.ph/v5NEM
https://archive.ph/Y23AG
https://archive.ph/6uv01
https://archive.ph/2N4HT
https://archive.ph/wip/addgx
https://web.archive.org/web/20231107041234/https:/www.youtube.com/watch?v=a7TQtbwtzHI
https://archive.ph/P8ElM
https://archive.md/D02YI
https://archive.ph/N1ybj
https://archive.ph/wip/QI166
https://archive.ph/Ed9Gb#selection-353.434-353.514
https://archive.ph/GFIEh#selection-285.52-285.150
https://archive.ph/wip/Rb0sb
https://archive.ph/8uojQ#selection-2423.3-2423.187
https://archive.ph/wip/datJ5
https://archive.fo/FIxI6
https://archive.ph/wip/uxubz
https://www.douyin.com/user/MS4wLjABAAAAJstlINgC6b1ua0w3nacI_yaf5gHoonT3mRVVFUu68hc
https://archive.ph/wip/CId9w
https://archive.ph/ENRg2
https://archive.ph/kIiIM
https://archive.ph/w0QKr
https://archive.ph/wip/wj6cr


333	 For CICG’s official timeline of its history, see ‘Historical development’ [历史沿革], CICG, archived on 
5 January 2023, online; Brady, China’s foreign propaganda machine.

334	 Alexandra Pozhidaeva’s suspended Twitter account, archived on 12 July 2022, can be found online.
335	 Alexandra Pozhidaeva’s second suspended Twitter account can be found online; ‘Shameless! Russian 

international student’s Twitter account is repeatedly blocked after sharing Xinjiang experience’ [无耻！分享
新疆见闻，俄罗斯留学生的推特账号竟被“扬了又扬”], Guancha, 14 September 2022, online.

336	 ‘Shameless! Russian international student’s Twitter account is repeatedly blocked after sharing 
Xinjiang experience’.

337	 ‘Russian little love’ [俄罗斯小爱], Bilibili, archived on 2 May 2023, online.
338	 ‘Russian little love’ [俄罗斯小爱], ‘Russia faces real life version of ‘US style bullying’—everything can be 

sanctioned’ [俄罗斯面临现实版【美 式 霸 凌】—万物皆可制裁], Bilibili, 4 March 2022, online; ‘Russian 
little love’ [俄罗斯小爱], ‘Russian army gives aid supplies to people in Kyiv suburb, elderly Ukrainian 
grandmother cries in gratitude’ [俄军向基辅远郊民众发放援助物资，乌克兰老奶奶感动泪目], Bilibili, 
12 March 2022, online; ‘Russian little love’ [俄罗斯小爱], ‘Sudden change in Russia–Ukraine situation! What 
do I think?’ [俄乌局势突变！我怎么看?], Bilibili, 25 February 2022, online; ‘Russian little love’ [俄罗斯小爱], 
‘Russian people out on the street using Z and V letters to express their support for the nation’ [前方高燃！
俄罗斯民众们走上街头，以Z和V字母表达对国家的支持], Bilibili, 13 March 2022, online.

339	 ‘Peking University’, ‘Alexandra Pozhidaeva: The Youth Forum of PKUICF 2020’, YouTube, 29 December 2020, 
online.

340	 ‘Xi Jinping: Solidarity and Cooperation is the Most Powerful Weapon for the International Community to 
Defeat COVID-19’, Consulate-General of the People’s Republic of China in Vancouver, 28 April 2020, online.

341	 ‘Alexandra Pozhidaeva’, ‘Alex Vlog: What is Beijing’s daily life like nowadays?’, YouTube, 7 January 2023, 
online.

342	 ‘alexandra.pku’, Instagram, 7 October 2021, online.
343	 ‘Chinese language fever, China-made boom, hot sale of Russian delicacies—Chinese–Russian civilian 

affinity climbs to new heights amid strengthening strategic ties’ Global Times, 5 September 2022, online.
344	 ‘alexandra.pku’, Instagram, 21 November 2021, online.
345	 ‘A short paper can never capture the depth of love—Looking back, it is already time to depart: Alex’s 

four seasons at Peking University’ [纸短情长，声入人心 | 回首又见杨柳荫：爱丽克斯的燕园四季], 
International Students Office [留学生办公室], Peking University, 28 June 2022, online.

346	 ‘Anna in Hainan’ [安娜在海南], Weibo, 29 October 2021, online.
347	 ‘Internet celebrities’ spring excursion to Wenchang, showcasing the charming overseas Chinese village’ [网

络大V春游文昌 魅力侨乡“炫”出来], Sina Hainan, 24 March 2022, online.
348	 ‘Internet celebrities’ spring excursion to Wenchang, showcasing the charming overseas Chinese village’.
349	 Special influencer-management agencies. For more on MCNs, see Ryan et al., Frontier influencers: the new 

face of China’s propaganda.
350	 ‘Hainan Young Cultural and Artistic Talents Association’ [海南省青年文艺人才协会], ‘Mao Yushan, member 

of Hainan Young Literary Talents Association’ [海南省青年文艺人才协会会员——毛玉珊], WeChat, 
31 December 2021, online.

351	 ‘Hainan Youth Literary and Artistic Talents Association was established’ [海南省青年文艺人才协会成立], 
Hainan Daily [海南日报], 24 December 2019, online.

352	 Anna in Hainan [安娜在海南] Weibo account, 29 December 2021, online.
353	 ‘How to break the monopoly of Western discourse? The “breaking” and “establishing” of Chinese media 

professionals’ [如何打破西方话语垄断？中国媒体人的“破”与“立”], China News Net [中国新闻网], 
19 November 2021, online.

354	 ‘Wenzhou stage of the 2022 “Telling Chinese Stories Well” creative communication competition kicks off’ 
[2022“讲好中国故事”创意传播大赛温州分站赛启动!], Lucheng News Net [鹿城新闻网], 12 August 2022, 
online.

355	 ‘Constructing “concentric circle” overseas communication officers in 18 countries to tell Wenzhou stories 
well’ [构建“同心圆” 海外传播官18个国家讲好温州故事], Wenzhou Net [温州网], 12 October 2017, online.

356	 ‘Ouhai, Wenzhou: Creating a new communication mode and making “Wenzhou Story” cross the ocean’ 
[温州瓯海：打造传播新模式 让“温州故事”漂洋过海], Wenzhou Education Bureau [温州市教育局], 
6 December 2022, online.

84 Policy brief: Singing from the CCP’s songsheet: the role of foreign influencers in China’s propaganda system

https://archive.md/QTN0G
https://web.archive.org/web/20220712105431/https://twitter.com/alex_pozhidaeva
https://twitter.com/alexxiaoai
https://archive.ph/wip/cxZx4
https://archive.ph/Gn409
https://archive.ph/wip/o0oKc
https://archive.ph/STj3L
https://archive.ph/wip/wpJ9A
https://archive.ph/wip/JhAKB
https://archive.ph/wip/JQJjK
https://archive.md/HWb3p
https://archive.ph/QdeaN
https://archive.ph/ovZFi
https://archive.ph/J4eLy#selection-843.0-843.263
https://archive.ph/v7lOv
https://archive.ph/Wj1lC#selection-633.0-633.111
https://archive.ph/wip/PX52J
https://archive.fo/tSwav
https://archive.ph/mZNEH
https://archive.ph/K54M2
https://archive.ph/qvSTn
https://archive.vn/3qFlH
https://archive.ph/93u3o#selection-307.67-307.82
https://archive.ph/7mzGH
https://archive.ph/wip/aSQeG


357	 ‘I love Wenzhou (1)—Wenzhou Opera in a South African girl’s eyes’ [我爱温州（一）丨南非姑娘眼中的瓯剧], 
Propaganda Department of Wenzhou Municipal CCP Committee, 18 February 2021, online.

358	 ‘“Young friend in Wenzhou” online international communication event kicks off, Wenzhou International 
Communication Influencer Incubation Base launches’ [Young朋友in温州”网络国际传播活动启动，温州国
际传播网红孵化基地挂牌], Wenzhou Overseas Communications Centre [温州市海外传播中心], 10 August 
2020, online.

359	 ‘Online international communication “Seagull Circle” launches’ [瞿尔瑶, ‘网络国际传播“海鸥圈”启
动], Wenzhou Overseas Communications Centre [温州市海外传播中心], 22 April 2021, online. Here the 
‘incubation base’ is referred to as the ‘incubation centre’.

360	 ‘Chinese and foreign anchors tell Wenzhou stories through the camera’, Wenzhou Municipal People’s 
Government Official Web Portal, 26 January 2021, online.

361	 ‘Introduction to the Friendship Association’, Wenzhou Government Foreign Affairs Office, accessed 18 May 
2023, online.

362	 Charter of the Wenzhou People’s Association for Friendship with Foreign Countries, Wenzhou Government 
Foreign Affairs Office, accessed 18 May 2023, online.

363	 ‘Wenzhou builds “little overseas communications officers” team’ [温州组建“小小海外传播官”队伍], 
Propaganda Department of Wenzhou Municipal CCP Committee, 26 April 2022, online.

364	 ‘Wenzhou City “Little Overseas Communications Officers” (Starfish Agency) practice base formally 
inaugurated’ [温州市“小小海外传播官”（海星社）实践基地正式揭牌], Lucheng News Network [鹿城新闻
网], 2 June 2022, online.

365	 Dang Chaofeng [党朝峰], Wang Kangjing [王康景], ‘Domestic foreign publicity practitioners and experts 
visit Hainan International Communication Centre to discuss how to do international communication and 
tell the China story well’ [国内外宣从业人员及专家参观海南国际传播中心 交流探讨如何做好国际传播
和讲好中国故事], Nanhai Net [南海网], 12 December 2020, online.

366	 ‘Outstanding overseas communication officers of Hainan International Communication Center in 
2020–2021 were announced’ [海南国际传播中心2020–2021年度优秀“海外传播官”揭晓], Nanhai Net [南海
网], 21 November 2021, online.

367	 ‘Establishment of Jinan International Communication Center: Let the earth hear a “talking Jinan” [济南国
际传播中心成立：让地球人听到一个“会说话的济南”], Love Jinan [爱济南], 25 May 2022, online.

368	 ‘About us’, iChongqing, archived on 16 May 2023, online.
369	 Tweet from iChongqing editor-in-chief. See ‘Catherine Chen’, Twitter, 5 January 2022, online.
370	 ‘Barrett’, ‘You must see this place in Chongqing, China!’, YouTube, 23 October 2020, online.
371	 ‘CG_Zha Liyou查立友’, Twitter, 30 June 2020, online.
372	 ‘Urban International Communication’ [城市国际传播], ‘How to use short videos to tell the China story well’ 

[如何用短视频讲好中国故事], WeChat, 23 December 2020, online.
373	 ‘iChongqing’, YouTube, archived on 12 February 2023, online.
374	 ‘Catherine chen’, Twitter, archived on 23 April 2023, online.
375	 Steven Lee Myers, Paul Mozur and Jeff Kao, ‘How bots and fake accounts push China’s vision of Winter 

Olympic wonderland’, ProPublica and the New York Times, 18 February 2022, online.
376	 ‘Sichuan International Communications Centre formally unveiled’ [‘四川国际传播中心正式揭牌’], Sichuan 

Daily, 21 March 2022, online. The centre has also formed a cooperation agreement with the elite Tsinghua 
University’s School of Journalism and Communication. See ‘The School of Journalism and Communication 
launches “International Communications Set Sail Program”’ [新闻与传播学院与四川国际传播中心启动“
国际传播启航计划”], Tsinghua University, 31 March 2023, online.

377	 The Sichuan International Communication Centre’s accounts on Instagram, online, Facebook, archived on 
11 May 2023, online, and YouTube, archived on 11 May 2023, online.

378	 ‘Center.Culture’, ‘Two famous uploaders on Bilibili, Yixing Pu from China and Alex from Italy, have got the 
chance to be the first secretary in a village in Dazhou, Sichuan. Will they survive this challenge? What’s so 
special about this place? #Sichuan #villages #China #Italy #bilibili’, Facebook, 30 April 2023, online.

379	 The Sichuan Daily’s official Twitter account, which formerly had the ‘state-affiliated media’ tag, directs 
Twitter users to a newer, untagged account named @SichuanStyle. See ‘Center.Sichuan’, Twitter, archived 
on 5 February 2023, online. Other culture-focused Twitter accounts from the Sichuan International 

85

https://archive.ph/vSrqw
https://web.archive.org/web/20230511043541/https://zj.qq.com/a/20200810/010075.htm
https://archive.ph/OoPRj
https://archive.ph/PVtWk
https://archive.ph/hd7RH#selection-347.0-347.26
https://archive.ph/RRK3B
https://archive.ph/jnWXg
https://archive.ph/wip/VtGyK
https://archive.ph/P88Gt
https://web.archive.org/web/20230103033732/https://m.yunnan.cn/system/2021/11/21/031779228.shtml
https://archive.ph/i64l7#selection-507.0-507.62
https://archive.fo/YTceL
https://archive.ph/VaBVA
https://archive.ph/wip/eZewG
https://archive.ph/2RSeG
https://archive.ph/M0g4P#selection-309.81-309.164
https://archive.ph/msouN
https://archive.ph/9ZZP4
https://www.propublica.org/article/how-bots-and-fake-accounts-push-chinas-vision-of-winter-olympic-wonderland
https://archive.ph/p0Vm0
https://archive.ph/bxbHw
https://www.instagram.com/center.sichuan/
https://archive.ph/F1y9N
https://archive.ph/wip/Lblg4
https://www.facebook.com/100076190284448/videos/758514179102569/
https://archive.ph/Gz2Ur


Communications Centre include @SanxingduiC, online, and @PandaDailyshow, online. Some of these 
accounts regularly ‘like’ content posted by PRC diplomats.

380	 ‘Panda Daily Show’, Facebook, archived on 5 February 2023, online.
381	 ‘China News Service International Communications Group holds unveiling ceremony in Beijing’ [‘中新社国

际传播集团揭牌仪式在北京举行’], China News Net [中国新闻网], 27 September 2022, online.
382	 ‘Cangzhou City International Communications Centre established; launch of Lion City overseas 

communications channel’ [‘沧州市国际传播中心揭牌成立 开启狮城海外传播主通道’], Xinhua Net [新华
网], 26 August 2022, online.

383	 ‘Taizhou, Zhejiang launches Global Hehe Culture International Communication Centre’ [‘绵延千年的“和合
文化”正在走向世界’], Xinhua Net [新华网], 20 December 2022, online.

384	 ‘Telling Gansu’s good stories to the world—written on the occasion of the establishment of Gansu 
International Communication Centre’ [‘甘肃好故事 讲给世界听—写在甘肃国际传播中心揭牌成立之际’], 
Gansu Daily, 30 August 2022, online.

385	 ‘How is embroidery changing this Guizhou village?’, China Matters, 20 April 2022, online.
386	 ‘This is Guizhou’ [这里是贵州], ‘[British blogger’s “Nirvana Pure Land” Tour] British blogger Adam came to 

Fanjing Mountain in Tongren to experience an ecological health tour’ [【英国博主的“梵天净土”之旅】英国
博主亚当来到铜仁梵净山体验生态康养游], Haokan Video, 18 April 2022, online.

387	 ‘Living in Shanghai: British guy Adam becomes “internet sensation” by documenting the real China’ [生活在
上海｜英国小伙亚当记录真实中国成“网红”], Xinmin Evening News [新民晚报], 24 December 2021, online.

388	 ‘Global connections: a day in the life of British guy Adam as a pandemic prevention volunteer in China’ [全
球连线｜英国小伙亚当在中国做防疫志愿者的一天], Xinhua [新华社], 23 March 2022, online.

389	 Lin Lixin, Li Qian, ‘Do your test! Hurry up! British volunteer wields the megaphone’, Shine, 25 March 2022, 
online.

390	 ‘Hua Chunying 华春莹’, Twitter, 13 June 2022, online.
391	 ‘Living in Shanghai: British guy Adam becomes “internet sensation” by documenting the real China’ [生活在

上海｜英国小伙亚当记录真实中国成“网红”], Xinmin Evening News [新民晚报], 24 December 2021, online.
392	 ‘Living in Shanghai: British guy Adam becomes “internet sensation” by documenting the real China’.
393	 ‘The China Adventure’, ‘Hi, my name is Adam’, YouTube, 3 May 2019, online.
394	 ‘The China Adventure’, ‘We got invited on a FREE Hong Kong cruise for 3 days’, YouTube, 1 February 2019, 

online.
395	 ‘Sendelta International Academy’ [新哲文院], ‘This foreign teacher from Sendelta is amazing! Featured in 

People’s Daily and awarded worldwide first prize’ [这个讯得达外教太牛了！登上人民日报，获全球一等奖], 
Sohu, 19 October 2019, online.

396	 ‘Award ceremony of the “China and I” global short video contest was held in Beijing’ [“我与中国”全球短视
频大赛颁奖典礼在京举行], China Daily [中国日报网], 25 September 2019, online.

397	 ‘China News Service’ [中国新闻社], ‘China through a foreigner’s eyes’ [外国人眼中的中国 what do you 
think of China], YouTube, 28 September 2019, online.

398	 ‘Living in Shanghai: British guy Adam recorded the real China as an “online celebrity”’; ‘“My China Style” 
short video competition successfully concluded with winners announced’ [“我爱中国风”短视频大赛圆满
落幕 获奖名单揭晓], People’s Information [人民资讯], 3 August 2021, online.

399	 ‘“My China Style” global short video contest’ [“我爱中国风”全球短视频大赛], 52jingsai [我爱竞赛网], 
10 April 2021, online.

400	 ‘China Everything’, ‘What’s the China style in your eyes?’, YouTube, 2 April 2021, online.
401	 ‘A village’s transformation: How does Miao embroidery change people’s lives?’, Guizhou Government, 

22 April 2022, online.
402	 ‘Xi Jinping’s speech at the United Nations biodiversity summit (full text)’ [习近平在联合国生物多样性峰会

上的讲话 (全文)], Xinhua, 30 September 2019, online; ‘Xi Jinping’s speech at the “Leaders Climate Summit” 
(full text)’ [习近平在“领导人气候峰会”上的讲话（全文)], Xinhua, 22 April 2021, online.

403	 ‘Hua Chunying 华春莹’, Twitter, 13 June 2022 online; PRC Foreign Ministry Spokespersons Office YouTube 
account, 12 June 2022, online.

404	 ‘Zhejiang Daily’ [浙江日报], ‘Exhibition and broadcasting of the entries in the Global Short Video 
Competition “Poetry and Painting in the South of the Yangtze River”: Poetry and painting in the South of 
the Yangtze River in Adam’s eyes’ [“诗画江南 活力浙江”全球短视频大赛参赛作品展播丨亚当眼中的诗画

86 Policy brief: Singing from the CCP’s songsheet: the role of foreign influencers in China’s propaganda system

https://archive.ph/u1OVn
https://archive.ph/OeVZQ
https://archive.ph/OeVZQ
https://archive.ph/u1tnw
https://archive.ph/5GxYg
https://archive.ph/NHpyB
https://archive.ph/yDu74#selection-377.59-377.125
https://archive.ph/wip/0WbMh
https://archive.ph/9ORc9
https://archive.ph/eelDP
https://web.archive.org/web/20230327064117/https://new.qq.com/rain/a/20211224A05L8N00
https://archive.ph/v3KKA#selection-1393.0-1401.15
https://archive.ph/Cyrxs
https://archive.ph/982yI
https://web.archive.org/web/20230327064117/https://new.qq.com/rain/a/20211224A05L8N00
https://web.archive.org/web/20230404075219/https://www.youtube.com/watch?v=N6i4mUJNGak&t=119s&themeRefresh=1
https://archive.ph/wip/WBAXI
https://web.archive.org/web/20230407130714/https://www.sohu.com/a/348079204_120111798
https://web.archive.org/web/20230407131525/https://cn.chinadaily.com.cn/a/201909/25/WS5d8b4774a31099ab995e2593.html
https://archive.ph/74tk0
https://archive.ph/DPDuW
https://archive.ph/FxDc9
https://archive.ph/NUK1a
https://archive.ph/dxphX
https://archive.md/3ytJD
https://archive.md/iY5Sf
https://archive.ph/982yI
https://archive.ph/WmFcM


江南], Douyin, 16 September 2022, online; ‘Yayaya Adam’ [亚亚亚呀当], ‘British blogger: Only I find such a 
village attractive?’ [英国博主:只有我觉得这样的村庄有魅力?], Bilibili, 9 September 2022, online.

405	 ‘2022 A Date with China: Hold on tight and follow the British internet celebrity Adam for a quick glimpse 
of the beautiful Xinjiang’ [2022中国有约丨抓好扶手，跟着英国籍网红亚当快速一览大美新疆], Netcom 
Xinjiang [网信新疆], 28 July 2022, online; Ryan et al., Borrowing mouths to speak on Xinjiang.

406	 ‘Netcom Xinjiang’ [网信新疆] ‘In 2022, China made an appointment to do a good job of handrails, and 
followed the British online celebrity Adam to quickly see the beautiful Xinjiang’ [2022中国有约丨抓好扶手，
跟着英国籍网红亚当快速一览大美新疆], Netcom Xinjiang [网信新疆], Weixin, 27 July 2022, online.

407	 ‘Netcom Xinjiang’ [网信新疆] ‘In 2022, China made an appointment to do a good job of handrails, and 
followed the British online celebrity Adam to quickly see the beautiful Xinjiang’.

408	 Lin Lixin, Li Qian, ‘Do your test! Hurry up! British volunteer wields the megaphone’.
409	 ‘Yayaya Adam’ [亚亚亚亚当], ‘British lad: First day after lockdown lifted, going to let loose’ [英国小虎纸：解

封第一天，要放飞自我], Bilibili, 6 June 2022, online.
410	 ‘Yayaya Adam’ [亚亚亚亚当], ‘British lad: The utterly ridiculous US report, I learned that the hard way today’ 

[英国小虎纸:荒唐至极的米国报告，我今天算是见识了], Bilibili, 4 February 2022, online.
411	 Chen, ‘Main melody’.
412	 Thorne, ‘1 key for 1 lock: the Chinese Communist Party’s strategy for targeted propaganda’.

87

https://www.douyin.com/video/7143878399965056292
https://web.archive.org/web/20230518083900/https://www.bilibili.com/video/BV1mP4y1o7Ba/
https://archive.ph/XWEr3
https://archive.ph/ECKTq
https://web.archive.org/web/20230515131900/https://www.bilibili.com/video/BV1c3411g73T/?spm_id_from=333.999.0.0
https://web.archive.org/web/20230515132501/https://www.bilibili.com/video/BV1TT4y1C7z2/?spm_id_from=333.999.0.0


Acronyms and abbreviations
CCP Chinese Communist Party
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CICC China International Communication Center
CICG China International Communications Group
IP personal brands
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NGO non-government organisation
PRC People’s Republic of China
SUMG Shanghai United Media Group
UN United Nations
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