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COMMUNICATION FORMAT THROUGH SPECIAL ACTIVITIES OF THE ONE BELT
ONE ROAD POLICY CASE STUDY OF XIANG YUN SHA SILK,
GUANGDONG PROVINCE
Wang Yao uag gneysyn ysauaunde

Wang Yao and Sukanya Burnadechachai
ABSTRACT

The objectives of this research were to the principle of special event, Xiangyunsha silk, Guangdong Province, as
a tool for public relations of the One Belt One Road policy of China. Organize a special event as a cross-cultural
communication, meaning, importance, as well as the operation process of special events Xiang Yunsha Silk,
Guangdong Province, in the strategic view of the country's One Belt One Road policy. China, as a cross-cultural
communication.

This research was a Qualitative Research to explore and study special events focusing on sources from
document analysis.

Major Findings: the special event principle is to focus on cultural dissemination along with economic
development according to the goals of the One Belt One Road Development Plan through Xiang Yunsha Silk
Innovations, Guangdong Province. Displays and exhibitions by organizing the organization of the institution for
public relations results. with an objective to demonstrate progress as well as past works of the One Belt One
Road policy through Xiang Yunsha Silk Innovation, Guangdong Province, for the public to see exhibitions and
events. Interpretation of Xiang Yunsha Silk, Guangdong Province is cross-cultural communication. All activities
are applied to create meaningful cooperation between China and other regional countries along the One Belt
One Road, the New Silk Road of China. Bringing the history of the ancient "Silk Road" to promote the peaceful
and active development of the economies of the participating countries to build political mutual trust.

economic integration and cultural integration One Belt One Road.

Keywords: communication model, special activities, One Belt One Road policy, Xiang Yunsha silk
UNANED

msfnnafiiiingUszasdiite Anvwdnnsdatanssufiey dlviBoameue wamannsds Tugusfiidu
iednsflomsuszanduiusulsueniawauniadunsesasisadsussssuiu nssvumsieianssufiies Ty
grugmsdemsiiuTausssy amnmune anudy saenaunsrUUMsIIiuumsisRanssfiey fnlvudes
vigue uamannady Tuyuuesgnsmans ulsveviauaunaduniwesseinaiu lugiugnisdeans i
TSI

msnadsiliiumsidodenmunm iedsmussnvionssufialasiiuundideyaanmsiage i
LoNaNs

HANISANINUTY dnMIInnanssuiay fe Msyadunsmewns iuusssumudluiumsiauinig
wswgRamaihvsnevesusumsimumisuauviadumasiumauianssuilvdomegue samannds Tag
nszvumsdipRanssufiay Ao msdauanauarinssants leedumsdnauesdnisaatuitenanis fnunis



Uszanduius Tnedfmusrasaiiazuandliiufonnuimii saensunaiuiinuunvesuuulounevilsunumile
umasiuma winnssuilmiBeamgun samannads Tiussmmildvumsianisuansuaginssans msde
aumnees iludsavgun uamannade fie msdeansiuiamsssy TagluynAvnssufimsuszyndlite
UszneuamumnaumsiiiumssmiefuszrinedunasUsemeluniiniadu q suuuadumandauauvis
Hunaresanssasgusrneudu mstiossRmandues “unsanslva’ Tuna iedsialumaiamies 1
#ufuaznizieoiuresmngivveslsemaiiiniunitoadsanalindatsfulas fumamaifios msvmdnig
wiswgia wagmsnmsmsTausssuniauauniadums

Adfgy: sUkUUNSHRANs Aanssuiivey uleuneniauauniadums dlvugemeuen

1. unin

Tuofmsswadu WulssanfissuumugRonunmsinewazuaniasufiuuiuUssma - musads
wazruAmthynadiauduienisnmafunsuanddsudui fauinsmaesegiavesduuFeundadlumy
auasuulasmsmsiilesvesussmmnneanssdslusinsonniityanuenauas ndufugn s duusyimne
fienadaddneds Tneuuuleveiiddylumsiaunvssineai sonadestuanudunmadseiaenans Fass
WA (2559) ladnnitemeuleunairsugiavesdululanadelv laevdsaniudisuuesiUaUseinalunieu
fusnifuulovemaasygiauuusan szuulasugivesiulfMudsumenniasugiadiaudouetagalam iy

seuu Seudsunuuiu (F B R R E X) dwh wiwviedodedeys) 1ud a.m1978 Uszneufulul

7.1.2001 Fulddrsuiduaninvesesinsmsilan (WTO) Bemengilmduliisudaindumadimuaulauas
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USAGE OF SOCIAL MEDIA FOR PUBLIC RELATIONS IN TOURISM ATTRACTIONS
TO THE OPINION OF CHINESE STUDENTS IN BANGKOKTHONBURI UNIVERSITY
Wang Qian uay gnayeyn Ysauaviie

Wang Qian and Sukanya Burnadechachai

ABSTRACT

The objectives of this research were (1) to study personal factors affecting public relations via social media; and
(2) to study tourist behavior towards social media

This research was quantitative research. The populationisa group of 400 tourists. It wasused to collect
data. The statistics used for analysis were percentage, mean, standard deviation, t-test and one-way analysis of
variance.

Major Findings: (1) Most of the respondents were female, 250 people, representing 62.50 percent,
followed by 150 males, representing 37.50 percent, aged 21 -30 years, 145 people, representing 36.50 percent
and low education level. Bachelor's degree, 295 people, representing 73.75 percent, respectively; and (2) How
tourists interact with social media overall and side at a high level When considering each aspect, it was found
that the average level washighin all aspects. In descending order, namely the accuracy of the content, followed
by the form of presentation. and the lowest average was access to information at the same high level, meaning

the composition of the content was at the same high level.
Keywords: Public Relations, Social Media, Behavior in selecting Tourist Attractions
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FACTORS AFFECTING THE MANAGEMENT OF DIGITAL USE OF CHINESE

STUDENTS BANGKOKTHONBURI UNIVERSITY
e Uadle way gy ysauaude
Wang Bingfeng and Sukanya Burnadechachai

ABSTRACT

The objective of thisresearch wasto study the factorsaffecting the use of digital media among Chinese students
in Bangkokthonburi University

This research was quantitative research. The population is university students of Thailand. The sample
was 400 people using a random random sampling method by using questionnaires as a tool to collect data The
statistics used in the analysis were percentage, mean, and standard deviation.

Major Findings: Demographic factors, most of them were females of 244 people, representing 61.00
percent, followed by males of 156 people, representing 39.00 percent, aged 21-23, 209 people, representing
52.25 percent, and having bachelor’s degree of 181 people, representing 45.25 percent, having master's degree
of 121 people, representing 30.25 percent, having doctor's degree of 98 people, representing 24.50 percent,
and Media Management in the Digital Era of Chinese Students at Bangkokthonburi University Overall and Each
Side at a high level When considering each aspect, it was found that The average level was high in all aspects.
In descending order, namely viewing through other digital devices, followed by media content management

and the lowest average is media accessibility.
Keywords: Digital Usage, Social Media
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DEVELOPMENT MODEL OF ANIMATED FILMS ACCORDING TO THE NEEDS
OF CHINESE STUDENTS IN BANGKOKTHONBURI UNIVERSITY
Li Shuning wag @neysyn Yysaunmde

Li Shuning and Sukanya Burnadechachai
ABSTRACT

The objective of this research was to study of animation film formats based on demographic characteristics

This research was quantitative research. The population was Chinese students, Bangkokthonburi
University. The sample group is 400 people using an online questionnaire via to collect Data Statistics used for
Data analysis were percentage, mean and standard deviation.

Major Findings: Demographic factors were mostly 285 females, representing 64.50% and 142 males,
representing 35.50%, aged 21-25 years, 141 people, representing 35.30% and having Master's degree level of
243 people, representing 60.80 percent, respectively, Guidelines for the development of animated films among
Chinese adolescents. overall and side at a high level When considering each aspect, it was found that the
average level was high in all aspects. In descending order, namely content, followed by content management)

and the least average, meaning the composition of the content was at the same high level.
Keywords: Development guidelines, Animated film, Chinese student
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ABSTRACT

The objective of this research was to study Marketing Communications in selecting D Diamond Facial
Cleansing Gel products.

This research was quantitative research. The population used in this research was male and
female consumers who have previously purchased D Diamond products over the age of 18 on the
company's website, whose exact population was unknown. The sampling group in the study according to
the Master of Communication Arts formula consisted of 400 samples by using a questionnaire as a tool for
data collection. The statistics used in the analysis were percentage, mean and standard deviation.

Major Findings: The most of the samples were female, representing 93.20%, aged 26 - 33 years
representing 51.50%, most of them graduated with a bachelor's degree or equivalent representing 53.00%
engaged in a personal business/self-employed accounted for 41.00% and had an average monthly income
of less than or equal to 15,000 thaibaht, representing 36.50% and overall marketing communication was

found to have a medium level of opinions

Keywords: Consumers, Marketing Communications, Product Selection
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Snwarvssiinauneviefuilnainesualdonieinn fraanaeldfuilnestelpesnunszuums dnduls
goy 5 8879 Ao ATAUAT (Brand decision) Liengne (Vendor decision) fMuU3xnnl (Quantity decision) fiuLaan
(Time decision) 35015915813 (Payment-method decision)

5) mmﬁ%nmwé’amﬁa (Post purchase feeling) vdansannteuaznaaosld nanstasiluuda Huslan
sfiuszaumsaliferiueunelavselinelandndarias dhmseanazdesnerunsuiesziuanumelaves

£

fuslnandamst
u,mﬁﬂu,aquwﬁLﬁﬂqﬁquanﬁmmﬁuﬁnﬂ

AUVINEVRINGANTTUFUTLNA

Egel and Paul (1992) lélessneiieaiumginssufuilaal i sneis nszvumssnaulouay
dnwarAanssuvesusaryanalumsUsziliu msdammslduasmssifiumaferivaumuazuims

Loudon and Albert (1993) namiiis nodnssuuilaalii wnefs dedulauazianssumanienindi
yARaviNsUsELIY Wy uazaseunsaenstdvseuslaedumuazuInig



52

Ans we¥mi (2550) lindnain wodnssuuilan vanefa msnsgsiineg MAuideslaonseiunsdan
Tldindsmsuilnauesmsduineldaos Sedufuazuinig uiinssuumsiaaulafifetuisreunazndanis
nNsEIfana e

Foused e (2552) lindni wodnssuguilan munedis mansevihuesyaranilafiertedlaonss
fumsdamilildinuasmsldfeduduasuinms il mngemnusmds nssvaumsinaulafediutegiouuduandu
defildnlumsimusliiAnnisnszvidianan

s Foadn (2540) limumnenginssududlaad vanelis ms wanseonvesusazyanad
Aemsntmamssaaulslunstenslduasmstssifiunanmsldaudvieuinisvesyana

wuIRRRIUNgRNTIIRUIINA

yinunginssuiuslan (Consumer behavior theory) iunsinwiammgslaiiviliiamsanaulade
wanSusTlaeanEuduannsiAndansedu (Stimulus) hliAsnnudesnsaenssduiitudmmannuianin
AnvasgUILnAlUSBULaTiaundaIm (Buyer’s Black Box) ?iarzfjwaw'%a@mahimmsamm%LuVLﬁ ru3aninAnve s
fuslnmaylésuBvEWaIINdnYAILANIY Yestfie (Buyer's Response) niemssiadulavestiie yadusiueyifdau
sz liiAnANuAsINsAouLd W lAnNsnoUaUDS

WUIAAR 1UNAANTTUH UT LA (The Concept of Consumer Behavion) Tun1s@nwinganssuguilan
dielsinsAnundtennandululéaau Faimenemiausuuifin (concept) wiauuudians (model) Suvaneguuuy
Tuiitveiauomuaiuiuludeoluil

1) WUUaBIVRIABALAB LAY SNARNTDY (model of consumer behavior by Philip Kotler and Gary
Armstrong) fid Unemtae sl w74 oidosmsiunisemalugataqiu I muauvuassvesnisdnwi
woAnssuguslaa leeudamsiansansendu

(1) Bansedunsmsraauazaenszdudy (marketing and other stimuli) &anszdumsmssana
1un YadefiBenindrunannianisnain (marketing mix) Usznaudesindnsiast (product) 5100 (price) N304
F1mi18 (place) waymadaLaBunmssmng (promotion) duiladensedudue Léun tadesuasugia (economio
n3Lies (political) mAlulad (technological) wagdmusssu (cultural)

(2) ﬂﬁmﬁﬁ%méﬁ%}a (buyer’s black box) ﬂﬁzﬂauﬁwﬁﬂwmmaﬂé’%@ (buyer characteristics)
LLazﬂizUWﬂﬁﬁmaﬁlf\]‘Umé%ya (buyer decision process)

(3) mimauauawaaﬁﬁa (buyer responses) ldfumMsidonnaniae MsaennTauam 113
Benginsming anfiteuaruuiive

Marketing and other stimuli Buyer's black box Buyer response
Marketing Other Product choice

) - Buyer Buyer
Product Economic o o Brand choice

_ _ ()| characteristic | decision E:r _
Price Palitical Dealer choice

. DMOGEES .

FPlace Technological | - Purchase timing
Promaotion Ciiltural Purchase amount

At 2 uuudiaesesAonLAR AT e ARTEY

SnwrvesiuuuiituanmefnsanJedefiduinigdu Feusznousedadomentzmana léun
wAmA 51 Msnedming warmsdaaiumsdming uartlads nszduduivinden Téun iasvgie wialulad
msieuazIuusssu Jadenamananazidushnszdulaense

dndadedu 1un anumsaimassgivoratlmfiusnatevesuilne mnasvgiaiguay

YenefmEuslannazdsnnitegy mnesuginegluanizanim s1undeiazanauardadiinaluladiuanmiefiu
v inusssuveawiay ngudiaudu ssduszneuiinsy uliguilaadndulade
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dmiundoas (black box) siunefs dnunzdivseneviu Juuyududezau Ussneudmednuuenig
yAanAm (characteristic) ?jﬂlé’ufﬁaqﬁﬂisﬂausuaﬂm{lﬁél,wiazﬂuimé?qLwimmamaaﬂmqmaau'ﬁaamwﬁﬂuﬂaﬁ
Faidesine waTmdidnunsmeiunssuumsinaulavesyarausiay euduvanitiudeiiuyedusasauiuns
Boudmedenn (sodialization) wardauvszaunsaimousofnauliuae vaon s fudusyuduiosau Fandnil
avawegluifauaivesusiazau 3ond “ndess” vide “black box” wazdsnarliuegnageluitunsunisneuaueq
semsdinaulatovesiuilag

msfulatoresiilnatududuneugaingvesnssuums namfe fuilna faaulatendndasizin
1a B¥ela menuiila el warsuunilafvdanniliinu tuseunseumsmanaauasduy udhanludy
vosnapsfmaNNauiUTRuARLAY dsHalUSIN SRl AT

2) wurAaR 1 uNgANTTu uTTnAveIAaLlUBs A (the concept of consumer behavior by Gilbert D.
Harrell) Ingfawuesalirmdninanuveanginssuguslaadl vunedls Msnsgviuagnszuiunsindulavesnuusiag
mulumsfoum Useidu davnuazlindndasinneg uwazldyauiunslimmddyvieneades (involvement)
vosffuslnareudnaulafondndost vanefs nsfifuslaliamuddyfumsteoaudaialag Tuutesedonalsl
i vedsenalaildamilaiivedoniiniafieatouh (low involvement) unsafildinanlunsifudeua mewd
uazswaziBunie neudraulatadeninfertesgs (high involvement) agu dadefifieatostungiinssunis
frdulatovesuslan il

Psychological Factors Consumer Invalvement Societal and
Social Factors
Lionwy Higgh
hMatreation Culture
Perception ‘:> oS e ‘:C; Subcutiurne
Leaming Decision Making Social class
1 e % (SrFH e
Adtitucke Pasehin Active Reterance Groups
Famih
Information Processing Ay

Al 3 uuuiiaesesADnLAR LAY eNUARTEY

ey mafiguslaasnauladedudlasinunssuiunisvesmaie Wosfududiigounneulaidndu
memndeyaieaiudui msfinsanseasiBeauaznszuumsifuslaaindesivaumlisunaunanassngu
vosdadnguusn lauatadeynadsimenvesusazyaea 9y magsle m3sus msiFous fimuaivun nauiiaos Téun
Hadevnedaey 1y Yasssu sutumadny NALNNBILaYATEUAT?

msteaumiifosldmunisitestn (low involvement) ldud mstioduuszsviu Tafismgs laifia
maganmnntnuaglaildlfinalulad vinlsrnunsasadulalinglbifesmdoyaferiuausundn

msteduiAFedldermnieatiosgs (high involvement) T mstedudidnatugunings damuns
famuddyrieduiuiiulvgviofinaluladgs {lofosfinnsandsanuseunsusslamdeyaun
3) lumanganssuguilaamgug S - R
Asan 3Tl (2530) Iaquieatiu S-R Theory Vluniivdenagmsmsnanain nquijiifendosfunisiifas
nsgsu ThAnanudesmaneuudwinliiinns aovaussdsnsedu
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At 4 T WananIsuEUStaAmaud] S - R
AanseiuenafstuesninmelusameuasAanssduannisuen thmanmadesaulauasdndanss fu
Meuan Usenaume (F31vas 1e3¥ml 2534 : 86)

(1) Bansedunemsnan (Marketing Stimuli) iudanszduiidnmsnanannsn muauuaz in
Titududensefuilifendes fuduuss aumanisnatn (Marketing Mix) Usenaushe Aanse Sudundn s e
(Product) Ansedususem (Price) Aanszdusu desmamsdiming (Place) wazAansydusnunsasiaiunsean
(Promotion)

(2) ﬁﬂﬂi“’(ﬂu’e)u"'] (Other Stimuli) adﬂsvmuaus’] ﬂ”Lﬂuaﬂﬂi“mum&Juaﬂamm uﬂmsmmmlm
mmmm‘umlﬂaqﬂivmummu loun Aensedumaesugia Asnszdumamalulad dansedusunisides As
nsduMUTmUsIILAT U

maATEIngAnssuRUIlaa

sedly dufnes (2554) nednrhmsessinginssuguilae vunefla msemesidiel fmsuianimaia
Usiifisvisnav Ul nedrdulatoduduaruims Sslasmadilafeaimeingg ffnagdlanterfumsinaule
Fovosslnadnuar ilesiiagvhlitnmananansanevaussfuslaal fdusanamenistniuasninudou1s
anéndoAufuasiinuasinnifies Sediaduieludes q dulu medeneinginssufuilaniaduideves
msfinwimainaulavesuslaminisn ntefednnasyladudrmumiadummeiivhlsddns dadulede
fandrmgnsaulurnshmstesadutuneuaarevesnssuumssaaulafewarlumssndulatearuse nouly
Fthaforneg 1w eudesms maBeudenudila aaa dadesag dfegluemuiindouardslavesynaudasa
16 msaduauazdanamuauindnuas Ssivevessumudauias Tausssuimsiuanedniadagiud i
Tinadnvazwinsemeluresduilnaunnnaiy

msemzimginsauguilan (Kolter, 1997) iunstummginssumstevesguslnaiitofiaz st uis
Snwauranudesnisvesiuslarlaemanmniuuazfmouilfardeliinmarmnaunsadanagnsmananan ai
anusanevaustauenalavesduslnalietamangay
daya U3EM 24 gyry Iin

Y9
'

S 24fuey 11 é]’j\‘IE)gJJLa‘Uﬁ 111/31 rumgnen auundaiaug-1wmgny wee 110 Muau1enin
Sunowlosyusil Unusil 12000 Taendrdudquariinniiuasinme Taegadiumsatinains ssu vAfila
wasgTuarANIUaende ieanuauegnedaiu soulandniymAniadesduasinfivuesed wazdsdiuinms
wdnsefieguagnineddlnddauassiaiiles THuanadus 07:00 u. v 01:00 u. yatu Tl iutumeeiindngns

thedszaumsallumsvirdnfasiguaiannnt 6 U wandasivessidnadmneisuiannn 140
Sumwmnadmelusemalne swidludssadens wazUstmaan wazuindulouiomsesneialunaie
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5. NSAUMUIAANISAY

fialsdase fauusanu

AnwzUszmnsAlans
1. e

2.91y

3. SEAUNTSANY)

4. 910N o aoa s
sUuunsidanlAuEe el

5. sw9ldlafesofau
w 2= £
LAAIUTNF Lnsaus

AsdaaIsNIaNITRaIR

1. mslawan
2. msUszunduiug

3. MeadaasuniIsue

4. mselagms

5. MFEATAN1IMT

JUAMNTBULNARNSITY

= ada v
6. 551U8UITIY
1. Usgnnsuagnguiiegng
Usgpnsildlumsideluassil loun deulnauslaeiinetondnsiurialaneuniieny 18 Yauly nune
Mawazinandgsluiuledvesudtn Felunsududszrnsiudueu anveidennguuszannsil Wesnnngu
Usgynsi i eadydin1aeiieane demalunisdeduladalarssnues il aldlumsinszvideyaves
WuvaBUNY kaguslaaTiastendnsiaeivesnisusenyintuiasnuldegeuiassiunsidenl dnansueilvg
aaantALaLaun
v Al a o g A g v oo = & A o e = s a o -
nausegenldlumideluasiii Jugduilneaire Fondndamial aneudluiulegdvesusen 1iee91n
Adelinsudwulssnnsiuduey wavdsenmsiivwebng (ideslafimuanguiegnslumside Tngldansns
munlinsuIuIuUsEnsniueu (fasn ndvdUne, 2558) Tnemuunamanuianaialiiiy 5% sz fu
4 o Y 1w P awv o o ' d' Y 1w I A a
PNRLIY 95% AzlingusiegeildlumsiTediui 385 feths ielvlinguseteanif azanlunisuseiiiu

v v
@

uazieien AT Sevinsdsedifudndiuu 15 fegns samnguinegisildlumAderisaudium 400 au

2. YBULIANTINY

1. spuiednuiion mafeedsilifumsfinudnunsssrnsmansuazmsdeansmemanaalunis
Honlduaniaelniiaadanthflaueun

2. ypumdnuiiuil Mideedsdinwiuiuslnafleedenandnidlauoudludiulwivesuiim

3. iResilofldlumside

w3 padlefildlunisidendsd §iduldadnniesdoflilunnfivnusudoya Ao uuuasuon
(Questionnaire) Litomsfinn ‘;gill,wumi?%amﬁmamimmm‘LumiLﬁaﬂ%’mamﬁmﬁﬁwaéﬁqmﬁwﬁlmmuﬁ” Taguus

[ ! v
wuuaeunweentu 2 d fail
dauil 1 JayaneniudnuazUsewng
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Wuwuuaeuansfeniudnuainluvesiidlaa fidwau 5 4o Téud e o1y sefumsfinu e1Tin uas
seldiadesiodeu iudnvazmmutaiela (Close-Ended Repones Question) Taggneunuuasua vz fosney
Foyalvinssiumuidusdanniign Usznause

1) wie ddnazdmouwuuliaen 2 me (Dichotomous Question) tagldsesiun1s Tad oy a
Uszinnunude)d (Nominal Scale)
(1) ey
(2) LRy
2) 01y HananzliiFenmeuranedinay (Multiple Choice Question) Iaeldsediumsindoya
UszinniSeadndiu (Ordinal Scale
3) szaumsane dnvazlidonpeunansmemeu (Multiple Choice Question) Taeldszaunis
Tadeyauszianiesdidu (Ordinal Scale)

4) 01 fanwaurliidenneunatemneu (Multiple Choice Question) lagldszsunisindeyauszinn
Uy afd (Nominal Scale)

5) yelsaderadiou Tdnvarlidonneunaadaey (Multiple Choice Question) Tneldszaunisin
JoyauszLanisesdrdu (Ordinal Scale)

dauil 2 msFeansmsmseana

finmsuvsfomeandu 5 fu Laun mslawan madssyduiius msduadunsene msvelaeningu
wazMIraInn19nse iWuluudgeuauUaneUn (Close-Ended Repones Question) Tnedinwasziuudeunuiduuies
TuuudiAsn (Likert Scale Response Question) uaxluusazfanuiifneuliidenmuszdunnufniin. 5 sudiy
Tneldmstadeuaussinvdumsmedu (Interval Scale) fideldmmunseiuduuuuasssiuaiadlumsiasz i
Joya

4. mafiusuTmdeya

fAfefumurmdeyaannnduitegna 400 fhegns udhuAenedsuiuumsdeasmanisnaia iy
msderldnantnmiaadnatiilaueud dil

1) Foyaugund (Primary Data) lduuuaeuniufiutoyainnguiegns $1ua 400 au Taefituneulu
ey fail

(1) Snwlouuuuaouny $1uau 400 9a ielfudeyatuiuslafinetondnsanilou oudly
Auledrinu Google form

(2) Sduenartuasnmamouuuvaeun Ui uuvaeun A e luTagUsyasd

(3) hdeyatiléluimAemeiuaz wadeyanisadin

2) fenavfiogl (Secondary Data) l¥anmsfuauas Anvidoyaanuitesusag faniaizuas
AN LU iladefiui 113as Buwesiln wilidolvims unau Inerlinus 19U uwezawivIms
Afeates luFesfeaiumsdeasnanisnain neindeyanlsundudufefunquiiferdesuasiuuaounly
1Y

5. MAATEsiToy LAz aRRILY

M5l AlauadiBenssaiun (Descriptive Statistic) il

1) MFAATIETeY adNuMr UTEANTAER YR AOULUUARBUNIN LAUA LA 91y SeAUMTANY 813w
wazseléladesiafioy MlmszideyaazhlnsmsiauslugUuuUTeIMsLaNUaImINE (Frequency) UazAn
Sovay (Percentage)

2) mlAideyansdsan ssmseana Usneuse mslawan msUssnduius msdaaiunis
1o mselaewinanuazmsmemanss Aesigideyaazshlasmsinauslugiuuuresaniads (Mean) uazn
druipuunnnsg i (Standard Deviation) dwsumsiiasesiteyavesuuuaeuany
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7. Wan1339Y

daufl 1 wamsiasgithdedszansmant Téun

1) e wanseny wud geeunuuaeuniudndgilunemds Anduievaz 93.20 waniluneyne
Anlusesay 6.80

2) 9y HamsAnY WU freunuuaounuiieny 26 - 33 U unilgn Anduiesas 51.50 sesasuniien
18 - 25 9 Anliudosas 32.25 uariloy 50 Vaulutesiian Andudosas 0.00 mugiFu

3) SYAUNMIANYY HANISANY ;:ima‘uLLuuaaumuﬁisﬁumiﬁﬂmszé’w’uﬂ%iymwsﬁﬁmﬁa‘ummmﬁqﬂ
Amudoraz 53.00 sesavnilssiumsinwsmniUiaes Andudevay 39.75uAE SEAUNSANYZINTIUTYY
sitlouiign Anduievay 7.25 mudid

4) W HAMSANY WU rPuLUUABUAAUSENBUBENGIARAILN /0 TnBaszanTign Andudes
av 41.00 se9a%Ae Usznauandwminewuisensu/gning Anidudosas 36.50 uasheautiesiian Anduies
8% 5.25 mMUFGIU

5) eldafedeifiou namsinw Ui dreuuuvasumuineldiadeseifeusmniwieiniu 15,000
mmﬂﬂﬁqﬂ Andudosay 36.50 sevauniiselfaaereimeu 15,001 — 25,000 U Andudesas 33.25 uazd
s1¢ldadedeieu 35,001 — 45,000 UM ﬂaaﬁqm Andusesay 4.50 mMudIsu

dauil 2 mAAeneiteyalfeIfuNsAomsmsnann

namFATzideyais UM siomsmssmelaesi wul Sszduaudndiueglusziuliunans
(x = 3.17,5.D.= 0.97) defimsansieiu wuh grevuuvasvauiisyfuamfaiiululiosnis
doansmananmeglusziunn o mawnelaewiniu (X = 3.54,S. D. = 1.13) uazszdutiunas léua
mslavan (X = 2.89,5.D.= 0.99) msUsznduius (X = 3.26,S.D.= 1.10) msdaasu
mswe (X = 3.13,5.D. = 0.99) uazmsmaremsnss (X = 3.13,5.D.= 0.99)

1) shumslawan sanmsin wui msdemsmsnain suleivan wui geeunuuasumudse iy
auAnueglussiuuunaallefinnsansemu wui drounuvaeuaudszdumuaniiiluFes nsdeans
msvane sulawan aglusedunn fe yhuieesusFiudnsusilminadamhileueudanyaraiiideldesy
nsdedsaueaulatl Ly Facebook TikTok (X = 3.63,S. D. = 1.28) uarsedutios ldud viasiiiu
Tawanwdnsiasilmiwadamihdlensusiulnsied (X = 2.56,5.D. = 1.21) wasvhupeiiulawun
nand e lnitsadreninf lagowd i uthelavannanswdmienuinsassnduat (X = 2.49,5.D. =
1.16)

2) fhumsUssnduius samsine) wuil msdemsmanaa fumsUssnduius wuin geeu
wuvasumuiisziumuAsiueglussfuiunans Weflsansiesu wuh greuuuuasunudisziuanudniu
TuBesmseansmanann sumsusznduiiudegluseiunnn fie iuldsuinemsmslaswandasiliiaade
wihAlameusiTuedednueaulay 1wy Facebook TikTok (& = 3.55,S. D. = 1.23)uazsesuthunans
Loun virulasudey andadme ludiaad1aniddalateudainnisid15iuianssunsiladnd na ue
(x = 2.93,S.D. = 1.26) vulssuieyandninsilminadnovidlaueusangitedes ey vie
Afuusmsese (X = 3.30,5.D.= 1.23)

3) fumsdaEumsee wansAnw Ui Msfeansmsnana fumsdsaENNsINe WU §Reu
wuudeunuiisyiuanuAniueglussiutiuna finnsanseru wulh greukuuasunuiisziuauaadiuly
Foamsdomsmnann snumsasaiumsneeglusziivann fe wandnsilminadsiflesousiidiuansian
frludramanma (X = 3.52,5. D. = 1.09) uazszsiuvunans loun wandasiludwadaniilououn
flusludumsnetmivauieindiy (X = 3.21,S.D. = 1.15)uas sdnsnsilvinadrandhdloy oudd
Uimsoudase aenide 0% iumstrasin (X = 2.67,S.D.= 1.31)

4) $humsvelagwinau samsine wui msdeansmsean sumselaewingy Wi gaou
wuasuniszAumRnueglussduin efinnsansiesu wui freunuuasunuissdummAniiuly
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Fosmsdomsmanann smumsmelaeminauegluszduun liud winaumnedmslideyauasuuzthndniosia
adnanthiloweud o edmie (X = 3.49,S. D. = 1.22) wewinaueiiypdnamidsuios suudy
winla (X = 3.80,S.D. = 1.16) wazszautunans fendhouasiinsadavizouuzin nanfasilvaie
adnavthalaweus s gedmuie (X = 3.35,5.D.= 1.20)

5) §IUNTAAIANNATI HANITANYI WUIY N158 DAITMIAAIN FIUNITAAIANIINTI WUT1 B MoU
wuvasumuiiszfummAsiueglussiutiunans Wefinsanseiu wuh greuuuuasunuiisziuanuAaii
Tuesnsdomsmsnann mumsnanemansseglusedunnn e fmsudalusludu smamsvess@nsnsilusiaadng
wihalesoudiunsdediemosulad (X = 3.85,5. D.= 1.23) uazszsuuiunas loua dmsudeans
ey ioduanfiaunandnsildiaasantmlaueustiune SMS(X = 2.61,S5.D. = 1.34) uasfins
wdsdvisUselovins os1uast e aveandnd il adaudlan susi umsl UswdldBidamsedind  (E-mail)

(X = 2.67,5.D.= 1.36)

8. aAUs8Ha

NNNEMTITY ULUUM TR sIamsnaalumade nldnansasiiaadanthaleseud Hdeidiuing
Uspifufimsthanefiusena fail

1) shulawan mesesitoyainaiumsaeasmsnana fulawan wuh greunuuasunuilss fu
anuAaiueglussiuUunas Wefinisanseiu wuh frevuuvaeuauiissduanudaiiulubeinisdoans
mnan sulavan eglusziunn fo viuee3uvuwantasilminadaihilauousanyaeafifideidesiu
vadedsnueeulall 1y Facebook TikTok wazszdution léuA viueeiiiulavans@ndnsilvalla adna niinf
Tauaudkulnsviend wazvinueediulavanndadasilminadsmih il sudiiuihglavannarsudans e ay
vaassndud Saonadofuanuideves ARszn Fouszavis (2550) Iinmeidedes midemamanisnain
wuuysanms (IMO) filidvwarensipauladesaouddsvumdn (City can) vosfuslnaluaangsinnuniuas
wuh fuslaedanudadiilussiuiiunans setoraumngd fdnuasinsaminglalliinanm andn e
Tysiadanthalayoudrulvsiayd futhelayannansudavzemureas snaua

2) shumsUsznduiius mylszsiteyafefumsdemsmanana fumsUsznduiug wui fheu
wuuasumisEfummRsLiueglusEAuUIunans freuuuvasumuiissiuanuAadiuluesmsdemsmsnan
sumsUsznduiusedluszivann fo viuldsutmasmadasmandasiaadsmhalsueudinunisdedeny
goulatl 1 Facebook TikTok wagsesiuurunana Lo vinlasudeyandadueilininamaminilaueunainnis
iihswAenssumsiladndnsiost uagviul#dudeyandn fasilminad il sueudanniidedos fidermey
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FORMAT OF ONLINE FOOD PROGRAM PRODUCTION FOR CULTURAL
PROMOTION A CASE STUDY OF GUANGDONG PROVINCE
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ABSTRACT

The objectives of this research were: (1) to study format of online food program production for cultural
promotion: a case study of Guangdong province; and (2) To study the dissemination culture process of
online food production model in Guangdong Province.

The research was qualitative research. The keys informants were 1) 3 television producers, 2)
Viewers of the food program “The Taste of Lao Guang”. 20-30 years old, 3 person, 3) Viewers of the food
program “The Taste of Lao Guang”. over 50 years old, 3 person, 4) Experts in Communication Academics,
2 person, and 5) Expert in food culture, 2 person.

Major Findings: (1) Some viewers have a single channel for obtaining information, The program
content of food culture is monotonous, and its interaction with the audience is poor; and (2) Due to the
complexity and diversity of cultural content, it is difficult to reflect the characteristics of food culture in the
network media, which leads to its publicity mode is difficult to be recognized, Consumers pay more
attentionto food thanthe culture behind it. Causing consumer perceptionto remain superficial and difficult
to spread food and culture, and the influence of food culture is not enough. It needs to continue to carry

forward and inherit and expand the scale of publicity.
Keywords: Online Food Program, Production, Cultural Promotion
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1. Introduction

There is an old saying in China that “food is the mostimportant thing for the people”. Consumers
not only regard food as the basic need to maintain their lives, but also upgrade food to a pleasure, a
pleasure, a knowledge and a culture. (Chen Qiaoquan, 2022, pp.1) The development of Chinese traditional
culture has been passed on, and food culture is an indispensable part of it. The catering culture in
Guangdong is more prominent. Guangdong cuisine also appears in the online media. For example,
“Cantonese Taste”, “Taste Guangdong” and other programs have been spread through the Internet. The
former, as a well-known food program for Guangdong consumers, promotes local food culture and records
the food changes in the past seven years; The latter, asa boring discipline film with rich content, tells the
development process of Guangdong food culture from the perspective of practitioners. In recent years,
more and more online media have publicized Guangdong’s food culture, which has made Guangdong’s
food industry develop rapidly.Now popular short video platforms can also often search for food videos,
among which Guangdong cuisine is often highligshted due to its complex production and exquisite
appearance, such as official accounts: “China Food News Media” and “Guangdong Satellite TV”. As one of

the eight major cuisines in China, Guangdong cuisine’s traffic on short video can be imagined.

2. Objectives

1. To study format of online food program production for cultural promotion: a case study of
Guangdong Province.

2. To study the dissemination culture process of online food production model in Guangdong

Province.

3.Literature Review
Theory of communication process
Cultural communication
Catering industry
Social media theory
Online media production process
Television Program Production Theory
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Internet media promote food
more widely and fasterthan
traditional media

4

1.Theory of communication process
2. Cultural communication
3. New media
4. Guangdong cuisine culture style
5. Catering industry
6. Social media theory

7. Online media production process

8.Television Program Production Theory

Investigation of "The Taste of
Lao Guang"
(Documentary research)
"China Food News Media" and
"Guangdong Satellite TV" in
Tiktok APP

Who watched food program "The
Taste of Lao Guang" in the past six
years, The main informantswere
divided into 4 groups: 1. Food
program producerson television
media.or someone who works in
online media production 2. Viewers of
food programs Which has a group of
people aged 20-30 yearsand a group
of 50 years old 3. Communication
scholars (domestic/international)

4. Food culture academics
(domestic/international)

5. Research Methodology

1

The content of these six seasons
has changed from the original
pursuit of a single flavorand

tradition to the current pursuit of

innovation, refinementand
health.

|

T

Two interview questions semi-
structured
1. To study online food production
model in Guangdong Province, China
2. To study the dissemination
culture process of online food
production model in Guangdong
Province, China

- Search on the network and APP
- Documentary research
- Qualitative research (Use in-depth interviews.)

This study is Qualitative Research Documentary Research by studying and researching Collecting

of content, program format, program presentation method food program "The Taste of Lao Guang"

1. Population and Sample

"The Taste of Lao Guang" pried of the year between year 2016-2022 food program "The Taste of

Lao Guang"in the past 7 years from year 2016- 2022 Year

The program is rich in content. Watching the food production process can give the audience a

certain understanding of the culture of Cantonese cuisine; In Guangdong, consumers are more aware of the
"taste of Laoguang" of food programs. The program s shot by the program production team in the loal
area, with dubbing and copywriting in the later stage. The program process is based on the interpreta tion
of the background narration, and each season and episode has different themes, so the content is rich. At
present, the program has been serialized to 2023, a total of eight seasons (2016-2023) The program in 2023
has not been broadcast completely, and cannot be given accurate market analysis, so it is not within the
scope of research. " The taste of Broad and Broad is produced by the official media: Guangdong Satellite
TV, the copyright is purchased and played by Tencent Video, iQIYI, BILIBILI and other APP video platfoms
(similar to international Youtube and tiktok).
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2. Scope of Population/Sample

The population in this study was people exposed to the food program "The Taste of Lao Guang"
in the past seven years in China.

This research study is a qualitative study using documentary research the content of the food
program "The Taste of Lao Guang" in the past seven years and in-depth interviews the key informants were
13 people. Who watched food program "The Taste of Lao Guang" in the past seven years, The main
informants were divided into 5 groups:

1. Food program producers on television media. Or someone who works in online media
production.

2. Viewers of food shows, aged between 20 and 30.

3. Viewers of food shows, aged 50 and over.

4. Communication scholars (domestic/international)

5. Food culture academics (domestic/international)

3. Research Instrument

This research is qualitative research. The tool is a semi-structured interview form. By in-depth

interview.

6. Conclusion

The research process consists of two steps; (1) Investigate and analyze the food program "The
Taste of Lao Guang"; (2) The specific steps for collecting interview information from TV producers, 20-30
years old, audiences over 50 years old, coommunication art industry experts, and food culture industry
experts are as follows:

(1) Investigate and analyze the case of the food program "The Taste of Lao Guang". This study
analyzes the content of 45 episodes of "The Taste of Lao Guang" in seven seasons from 2016 to 2022.

Collect interview information from TV producers, viewers aged 20-30, viewers over 50 years old,
experts in the communication art industry, and experts in the food culture industry. The study was
qualitative and used in-depth interviews. Thirteen people were interviewed. The interview is divided into
three parts: 1. Personal information. 2 Online food production model in Guangdong Province. 3. The cultural
dissemination process of online food production mode in Guangdong Province, ChinaThis study results are
as follows:

1) Some groups of people have a single channel for obtaining information, but in fact, the
national network penetrationrateis still not high. False information oftenoccurs in the online environment,
especially small media teams and individual media, who publish false information for the sake of traffic to
the detriment of others.

2) Guangdong food culture programs have a single shooting method and poor interaction
with the audience, and it is difficult to get feedback from the audience and correct it. Moreover, most
programs broadcast in the form of documentaries are easy to cause aesthetic faticue of the audience, and
have little competitiveness and little attraction in the online media market environment. Consumers value
short-term, fast-paced online videos such as Douyin more than videosin the form of longer documentaries.
Especially in programs that promote food culture, consumers do not care about the background, but pay
more attention to the effect of presentation, and the fast-paced life mode makes it difficult for consumers
to calm down and study the events behind things.
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3) The online food culture of Guangdong Province of China has a strong inclusiveness,
which is also one of its characteristics of rapid development and popular with consumers, due to the dense
population of Guangdong Province and the large number of migrant workers, resulting in the development
of Guangdong's food culture is diverse. In the international environment, Guangdong Province has done a
good job in cultural inheritance and cultural integration. Internationally, Guangdong's food culture has also
become a major feature of Guangdong culture; Due to the combination of Chinese and Western cultures,
the food culture of Guangdong Province is now richer. But the style of promotion and sales on the Intermnet
cannot be recognized.

4) Most viewers of food shows mainly focus on food, and lack understanding of the cultural
backeround behind the food. Their perception remains superficial, which hinders cultural dissemination.
Only byincreasing audience attentionand showcasing the unique features of food culture, can the audience
experience the charm contained in culture, can it be better promoted and disseminated.

5) The influence of Guangdong food culture is not enough, and it needs to continue to
carry forward and inherit and reflect its original diversity and inclusiveness; At the same time, a large number
of efficient publicity methods are needed to allow more audiences to contact and recognize Guangdong
food culture.

7. Discussion

Based on the research objectives, the discussion is as follows:

(1) The first research objective of this study is to study the online food production model in
Guangdong Province.

1) Due to the acceleration of cultural collision in recent years, Guangdong culture is
extremely inclusive, resulting in the weakening of its unique characteristics; Coupled with the single publicity
method of online media, the national attention has declined, and consumers do not care about the spread
of food culture on online media.

2) Due to everyone's different cultural background, different cultural heritage, and different
views on things, most of the talents who have studied related majors are familiar with the dilemma of
Guangdong food online development, or consumers living in Guangdong can experience the uniqueness of
Guangdong culture. Under the treatment of online media, Guangdong food culture has less and less impact
on consumers.

(2) The second objective of this paper is to study the cultural diffusion process of online food
production models in Guangdong Province, China, and the study finds:

1) The current Cantonese cuisine culture is not valued in food programsand online media,
and consumers and media pay far more attention to food than to cultural development, which is normal,
not only because of the fast-paced lifestyle, but also because the domestic mainstream media currently
account for the highest proportion of short videos. This also leads to a high threshold for video programs,
which requires a considerable amount of knowledge and a certain cultural background.

2) In the process of disseminating Guangdong food culture, the current online media still
publish articles in the form of pictures and texts. Therefore, its ceiling can only be documentary or science
and education films. This limits the movement of consumers. There is no new model and new situation for
development in light of people's feelings.

3) Guangdong culture is complex and diverse, the original Cantonese culture, Hakka
culture, Chaoshan culture, etc., coupled with today's international culture, various cultural mixtures lead
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to no particularly prominent places, and it is difficult for online media publicity to find a particularly suitable
direction for promotion.

4) In the process of online communication, food culture is easy to produce cross-
professional, cross-field and cross-cultural communication, which requires a team with perfect knowledge
to deal withit.

8. Recommendation

(1) Policy Recommendations: In the process of spreading online food culture in Guangdong
Province, China, there is not only the attention of consumers, but also the support of policies, and a team
with rich cultural background can be actively formed in China for research and publicity. Formulate polides
related to the inheritance and development of food culture to ensure sustainable development and
increase national attention.

(2) Practical Application Recommendations: Starting from the form of documentaries and science
and educationfilms, it has transformed into the current environment dominated by short videos. Strengthen
the export of cultural characteristics, identify the direction that consumers pay the most attention to, and
aim at the development of online media.

(3) Recommendations for further study: In addition to food and culture, what other places can
be used to promote food and attract consumers?

Does Guangdong's food culture need to be inherited or continued with cultural integration? Or
do you maintain the status quo?
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ABSTRACT

The objective of this research was to explore the effects of WE-media on college students through the
views of WE-media person.

This research was survey research. The study used an online questionnaire to survey the opinion
to the existing feature of We-media compared to other platforms, content quality, pro-and-con effects to
life, especially job opportunity for the graduates.

Major Findings: The use of self-media has become a new and important way of earnings for
college students, and that more and more college students consider the significance of WE-media to their
student life and working. The study also found that the range of age of WE-media personsis 20s represented
by the youth, and a variety of contents in WE-media platform is quite interesting in view of media persons.

Experience in WE-media industry is very significant to job opportunity in the new era.

Keywords: Social media, WE media, College students

1. Introduction

The trend of social media, which is generally named as “We-media” in China, is more and more
extensive in today society. Almost every young people are on We-media, including some outstanding
people who have gained tens of millions of fans. Social media becomes the mainstream in media industry.
It has a great influence on contemporary young people. Most young people can find the goals they want
from We-media platform, whether shopping or social entertainment, including starting your own business
or find a job in future.

With the rapid development of network and communication technology, We-media craze is
becoming more and more intense, changing our traditional life mode in all aspects. Gu Wenjing (2021)
referred to the statistical report on the development of Internet in China showing that by June 2021, the
number of Internet users in China has reached 1011 million. Among them, 17.4% are netizens aged 20-29.
Due to the decentralized, low threshold, instant, interactive, and other characteristics of We-media,
contemporary college students have become important participants. We-media has a more profound
impact on college students' group ideology. New media communication tools such as short videos are
increasingly favored by young college students. They are flexible in form, short and refined, and provide a
new window for people to see the world. They can understand and perceive the world with a broader
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vision and a more convenient way. But at the same time, the characteristics of We-media platform, such as
uneven information, fragmentation, and diversification, will cause some problems to the establishment of
college students' value goals and value standards. Therefore, it is necessary for We-media’s user to literate
in its impact on life, learning, values, and other aspects, to effectively use social media about their negative
effects.

As a new thing, We-media has been concerned and loved by people. With the continuous
development of network and communication equipment, We-media has been understood by most
students and integrated into their learning life (Rongjian Xie, et al., 2021). Some students even have a strong
dependence on WE Media and indulge in it. Therefore, the popular use of WE Media has an important
impact on the growth of college students and the formation of their values.

Now We-media is in vogue. Everyone can publish their own articles or videos. There is no
threshold for media practitioners. If you are willing, everyone can publish their own things. Everyone can
expose, unlike the strict examination of the traditional media platform. But this also brings many advantages
and disadvantages.

It has greatly broadened the source of innovation. Because everyone can publish their own things,
and everyone has different ideas, different perspectives and different experiences, the world will show
more and more strange things. Short videos such as TikTok Kwai will show new and strange things every
moment, greatly enriching the content of the media. In terms of writing articles, such as simple books,
everyone can write. Regardless of the style of writing, everyone is a story book, and there are all kinds of
human forms.

We-media also becomes the choices when you are tired of work. You will find that all kinds of
laughing points come one afteranotherwithout so many rules. Itis like a chat between pure friends, without
too much affectation, natural performance, or expression.

For the disadvantages, the quality of We-media content is uneven, and all kinds of disorderly
works with vulgar negative energy fill the platform. If the original traditional media platform is presented to
readers after careful review by the editor in chief, it is really a very comfortable reading experience. We-
media is a non-editor mode, and the videos or articles you upload can be published if they do not violate
the legal and moral bottom line, whether you are shooting a boring video at the roadside or writing a
journal of today's work, you can publish it. If you regard media content as food, | think many readers have
inhaled too much useless things in short videos or articles, that is, carbage. Let's look at the "Youth Digest’,
"Reader", "Yilin" and so on, which we love to read before. There are all excellent articles, which are good
for cultivating the mind and nature, and good food. Today, many people cannot extricate themselves from
indulging in short videos whenever they have free time.

In additions, we are now familiar with "online celebrities", where are the place for who want to
step into the We-media industry and succeed. The students and friends around us have entered the We-
media industry and become a little famous "online celebrity". More people have become "big online
celebrity" holding tens of millions of fans. They are the same age, just the young guys, but totally different
incomes and standard of living. The reason for their success may be that they have interesting souls, have
angel faces, orhave new ideas, and they are able to constantlyimprove to meet the public's viewing needs!
Most people can't do this. It sounds good, but it's hard to do it. They don’t want to just look at others'
success, deny themselves and lose the ambition to struggle. These cause the profound impact on the life
path of the youth. If there is such a phenomenon around us, especially the college student, how to live a
good life in the age of big data becomes a big question for their own, their parents, collage management,
the government, and all stakeholders.
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Behind the popularity of social media are the persons who work in social media business on
variousfunctions, initiate aswell as advance new technologies for enriching We-media properties. Therefore,
this research would like to find out their views to the emergence, growth, and possible change of We-

media.

2. Research Questions

How does online media affect the lives and learning of university students?"

3. Objectives
The objective of this study is to explore the impacts of We-media to the college students’ life
and learning.

4. Literature Review

We-media itself is a result of the development of the Internet, and the value space in the future
is also very large (Li Lin, 2021).

Humans have two recognized social goals: learning knowledge and controlling emotions. People
can communicate with each other and exchange information to acquire knowledge (Yu Songming, & Shen
Jiashu, 2019).

From the development trend, We-media has the following three impacts on young peoples
employment ; 1) We-media provide more space for young people to choose employment. (Wang Furong,
2022). 2) We-media can provide more valuable links for young people. 3) We-media can promote innovation
in the industry. (Wang Furong, 2022).

Based on the Uses and Gratifications theory in Communication science, the subjective initiative of
the audience when contacting the media is very important, and the feelings and feedback of the audience
when using the media will affect the subsequent development direction of the media (Alamgir Hossain, 2019).

With the development of we media platform, We-media people are also increasing rapidly. Every
young people eager to join and share their performances on We-media. Currently, there are many young
people engaged in the We-media industry including the creation of short video. We-media industry itself
involves various and more industries, which must have a certain impact on the employment direction of
young people. As We-media itself is a result of the development of the Internet, the value space in the
future is also very large (Jiang Chengfeng, & Cai Chang, 2021).

5. Conceptual Framework
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i Popularity of We-
We-Media as a Type arity OT'A
of Social Media Media in China

Growth and Impacts of Social
Media to College Students

Conceptual framework of the research topic of “Impacts of Social Media on College Students”

6. Research Methodology

Quantitative research is used for this research. Documentary research is applied for getting
secondary data and a questionnaire survey for primary data collection.

1. Population and Sample

Population: Populations are persons workingin social media industry, especially related to TikTok
Application. They can be full-time or free-time employment, social media professionals and experts, and
amateurs in this field.

Samples: Based on the Elementary Sampling Theory of Taro Yamane (Yamane, 1967), 400
samples are taken as the respondents who are selective according to the focused group of population to
answer the questionnaire survey.

2. Scope of Research

There are 2 scopes. First is to focus on social media, namely “We-media” as a so-called popular
social media in China. The second scope is a population with aged between 18 - 30, Chinese national and
working in social media industry.

3. Research Instrument

The open-and-close ended questions are applied for a total of 15 questions. Since the research
placesa scope on the person workingin social media industry, their demographic data of sex, age, education
level and monthly income are excluded from the questions. The tools of descriptive analysis and the
percentage value are used for data analysis.

4. Data Collection

A set of 15 questions is conducted for enquiring the 400 samples via online chat, video call and
face-to-face conversation. The questions include 3 areas of data: content of We-media, the effects of We-

media, and job opportunity for college students as shown in Appendix.

5. Data Analysis
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The research uses the differences in maximum and minimum values of the percentage calculated
from each question to analyze and interpret the meaning corresponding to all areas of data, then reporting

the results by narration with the tables.

7. Conclusion
At present, we media has become one of the mainstreams of the media industry, which has a

great impact on college students. Most college students will find their desired goals from the We-media
platform, whether shoppingor social entertainment. With the increasing impact of We -media on
contemporary college students, more and more college student workers are beginning to recognize the
important role of We-media in student work. Student workers have generally opened various We-media
accounts. Through We-media, they can better get close to college students, directly understand what is
happening around them, and know their ideological trends. It also provides vivid materials for further
research on the development direction of student work. Through We-media, student workers can also
directly communicate and discuss with college students online and can avoid the situation that it is not
easy to express their feelings in the interview. Through We-media, student workers can also express their
own views and ideas and influence a part of the audience. In short, the use of self-media has become a
new and important way of work for college students. Therefore, in the future, whether you are starting a
business or looking for a job, a good study of this industry will be very beneficial to your personal
development in the future.

Table 1 Pro-and-con effects from We-media to life

Questions Percentage (%)

How can We-media improve life?

A. Increase income 42%
B. Increase employment opportunities 40%
C. Expand knowledge learning 18%
Does We-media industry have a great impact on life?

A. Large impact 82%
B. No impact 18%
What is the most negative impact of We-media on the audience?

A. Waste energy 20%
B. Waste time 26%
C. Affect work and rest 54%
What is better compared between TikTok to other application?

A. High quality content 38%
B. Many users 46%
C. A variety of user’s group 16%
Is it a good or bad for China that We-media industry enters life?

A. Good 90%
B. Bad 10%

According to Table 1, the questions deal with the impacts from We-media in various aspectsin

view of the representatives from social media industry. First, most of them point out that We-media can
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improve life because of the increasing income (42%)

8. Discussion

In the era of self-media, different voices come from all directions, and the voice of the
"mainstream media" gradually weakens. The group of college students who grew up in the exam-oriented
environment and just separated from it can no longer accept being told right or wrong by a "unified voice".
Everyone is making judgments about things from the information obtained independently.

The growth of We-media industry comes from both outside to inside and from inside to outside.
In term of outside, the media keeps developing which affects to people's attitudes and their performance
in dealing with information. In case of inside, the enligshtenment of the ideological education of the crowd
itself has also continuously affected their attitude internally towards the media.

It has changed the representation of the world for those who can't read. The existence of letters
has changed the type of problems people have to deal with and has changed people's view of dealing
with these problems.

From a positive perspective, like the popular microblog of college students, the hot spots are
rising rapidly, and what happened a few minutes ago may be immediately known to the public, which will
help college students understand the hot spots of current events faster. Such We-media also provides
them witha platform for quick comments, which is a manifestation of the need to improve the spiritual
level. Another example is WeChat and QQ instant communication, which can also get information more
quickly. At the same time, the circle of friends’ links, tweets, small programs, or space dynamic reduce all
kinds of trivial programs, and gather relevant information together, including most of the current contacts
and announcements also need to use this software, which has a large audience and wider acceptance
range.

We-media also provides a low-cost platform for college students themselves. Whether it is an
attempt at new fields or an exercise of ability, various kinds of We-media springing up like bamboo shoots
have prepared the environment for college students.

However, these We-media also have unavoidable negative effects. The microblog just mentioned
is also due to its advantages - short update time of hot spots, no reasonable control, different nature of
events, and great controversy, which is not conducive to the management of logical thinking and the
establishment of correct three views of college students. Moreover, the concealment of the network has
also provided convenience for people who "talk disorderly" today when the right of speech of civilians has
been extended. There is such a description in Entertainment to Death: "On the one hand, people still
believe that the power of oral language is still alive, and only oral language can represent the truth; on the
other hand, people are more willing to believe in the authenticity of written words, especially printed
words." The rumors and rumors are easier to ferment than before.

One thing that cannot be ignored is that the current hot spots are mostly around entertainment
traffic stars, and the real social hot spots will be suppressed by these events. This will have a subtle impact
on college students, who may be more willing to pay attention to the romantic affairs of a star, while

ignoring scientific achievements and social problems, and finally form a superficial world view.

9. Recommendation
1. Recommendations for Applying Research Findings
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To make better use of the we-media platform, we should guide young college students to make
correct use of we-media resources from the perspective of "three new", namely, new perspectives, new
ideas and new methods, so that they can become the communicators and beneficiaries of positive energy.
To effectively avoid negative impacts and cultivate correct socialist core values, the following specific
measures are proposed.

Education concerns:

1. Initiate core values of cultivation methods by making full use of the WE-media platform for
the innovation of education and teaching methods. Teachers should adapt to the needs of the
development of the times, cater to students' ability and way of accepting knowledge, make full use of the
we-media platform to convey the core socialist values to students, and imperceptibly carry forward the
theme and transmit positive energy. We can not only explore new teaching methods in class by using We-
media, but also understand and infiltrate in daily network communication; We can also strengthen
communication with college students through We-Media to understand their concermns and ideologicl
trends, to have a targeted view and mobilize their enthusiasm and initiative when carrying out education
on socialist core values.

2. Improve teachers' comprehensive ability to the adaptation to the development of WE-media
era. In the context of the new era, teachers are required to guide students' learning, and students' use of
the We-media platform reflects the educational effect and the comprehensive strength of teachers.
Therefore, teachers should make full use of the we-media platform to carry out ideal and belief education,
keep up with the trend of the times, change educational ideas, and constantly update themselves to meet
the requirements of the development of the times and stay at the forefront of media development.

3. Enhance the effectiveness of core values education by strengthening college students' media
literacy and improve their ability to choose and judge values. Faced with the mixed information and ideas
in the we-media platform, it is necessary to continuously improve the media literacy and patriotism of
college students. Always adhere to Marxist theory as the fundamental guide for college students' action,
so that college students can form the habit and ability of correct and dialectical understanding and viewing
problems. Lead college students to be willing to think, be diligent in analysis, and maintain a high degree
of consciousness and vigilance in the face of comments, news, information, etc. in the self-media. They
should not be used by groups or individuals with ulterior motives. They should consciously choose scientific
and correct values in front of multiple values and make value judgments that are consistent with the
development of the times.

4. Strengthen the education and guidance of legal norms. College students should abide by laws
and regulations, stick to the bottom line of the law, and make reasonable use of the We-media platform.
Colleges and universities should carry out legal education related to We-media, cultivate college students
legal awareness of using We-media, and be able to express their views on the open network under the
premise of legal constraints. We should not infringe on the legitimate rights of others. We should respect
the privacy and reputationrights of others, and more importantly, we should consciously safeguard national
security and public security. We should not release, reprint, believe in rumors or spread rumors at will

Especially for some illegal organizations, we should be vigilant and not be used by illegal elements.

We-media itself:
1. Optimize the environment of core value cultivation by strengthening the supervision of WE-
media information and optimizing the WE-media environment. At the national symposium on network

security and information technology, the idea of "resolutely stop and crack down on it, and never let it go
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unchecked" was put forward. It is pointed out that the national government must strictly strengthen the
review and supervision of network information dissemination, strengthen the screening and screening of
information, and implement a strict reward and punishment system. Similarly, incentive measures can be
implemented to promote the platform and content of the theme, play a demonstration role, and achieve
the goal of jointly building a good we-media network environment.

2. Brand building on self-media platform to enhance the influence of core values. Adhere to the
leading position of Marxism, improve the position awareness of WE-media, build We-media brand, transmit
scientific and positive values, and improve the influence of socialist core values. At the same time, make
the way of cultivating core values keep pace with the times, which not only purifies the environment of
We-media platform, but also is conducive to creating a positive, healthy, and vigorous atmo sphere of We-

media public opinion.
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ABSTRACT

The objective of this research was to study the influence of the credibility communication of government
officials Tiktok live broadcast on consumers' psychology and behavior.

The research was qualitative research. The study of the influence of government officials' Tiktok
live broadcast of the credibility of goods on consumer psychology and behavior using communications
theory focusing on Communicate credibility in a live study of product credibility by government officials on
psychology and consumer behavior. Meanwhile, Bello's S-M-C-R communication model and the “AIDMA
model theory” in marketing theory are also used. Since the emergence of interest to generate interest to
the formation of consumption all along Has promoted the achievements of psychology and consumer
behavior. and conducive to in-depth study of the reliability of live streaming products. From the above

study Promote the impact of government officials' Tiktok broadcasts on consumer psychology Judging
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consumer expectations and the success of consumer credibility in theoretical terms. Provides a data
reference for Tiktok live broadcasts and promotes the development of a more standardized, healthy and
organized Tiktok live platform.

Major Findings: credible communications by Tiktok officials, livestreaming had a powerful effect on
consumers. which can create full trust in interactions more direct consumption mode stimulate interest in
consumption and foster an interactive experience. Consumers have a higher level of trust in content
content. And the good credibility of the government has increased consumer satisfaction. has created a
new image of the government and government communications have evolved into people-oriented
communications. It reflects the change in governance concepts and the ability to supervise government
officials. The results of this study apply to government agencies in rural rehabilitation. Local economic
development and other areas, building a bridge between the government and the people. It fully reflects
the government's actions and feelings towards the people. and promote better and faster economic and
social development.

Keywords: Government officials, Live Broadcast with Goods, Credibility, Consumer Psycholo gy

1. Introduction

With the continuous development of Internet technology, various emerging platforms and carriers
are emerging, and people are more involved in the rapid development and change of the new media era.
According to the latest statistical report of the China Internet Information Center, as of June 2022, the
number of Internet users in China is about 1051 million, of which the male to female ratio of Chinese
Internet users is 51.7: 48.3, which is basically consistent with the male to female ratio of the overall
population. In addition, the number of netizens aged 30 to 39 is large, accounting for 20.3%. Compared
with December 2021, 19.19 million new Internet users were added, and the Internet penetration rate
reached 74.4%, 1.4 percentage points higher than December 2021.

The rapid development of Internet technology and the popularity of smart phones have led to
the rapid rise of online shopping platforms, and even online e-commerce platforms can be used wherever
there is a network. The most remote areas and villages have reached network coverage.

Based on the above development, live delivery has become an innovative marketing method
combining e-commerce and Internet carriers. Some stars, online celebrities, intellectuals and grassroots
people also joined in the online live broadcast of goods. Especially under the influence of the COVID-19,
the phenomenon of live broadcast with goods became more prominent and gradually became a
mainstream of marketing methods. Due to the complex structure of the large group of people carrying
goods and the lack of effective industry supervision and standards, this has also led to various problems
such as Tiktok and other live broadcast goods. For example, many problems such as false exaggeration of
product information, hunger marketing, shoddy goods as good, wrong version of goods, and artifidal
falsification of platform data have resulted inirrational consumption, psychological gap after shopping, lack
of complaint channels, reduced trust, increased return frequency, and other problems that cannot be
ignored, affecting consumers' psychological expectations of shopping and the role of market credibility.

Because of their different social attributes and levels, government officials and general anchors
withgoodshave the trust and influence recognized by the public. The trust, satisfaction, purchase intention
and value perception of consumers are far better than those of other groups. By studying the credibility of
government officials' live delivery of goods, we can establisha deeper positive impact on consumption,

drive consumptionand promote consumptioninthe industry, which is conducive to creatinga higher quality
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and honest consumption environment, to establish a more standardized, orderly, honest, fair and et hical
virtuous economic cycle development pattern led by credibility.

The shaping and optimization of the government image is an important direction to improve the
credibility of the government. Its situation is related to the trend of public opinion and the authority of the
government. In 2020, the Ministry of Commerce of the People's Republic of China issued the Notice on
Further Improving the Production and Marketing of Agricultural Products during the Epidemic Prevention
and Control Period. Local governments actively responded to this call and carried out multiple live
broadcastsof agricultural productswith local characteristic products as the main body. Government officials
actively interact with the public and consumers as "anchor with goods', so that different consumer groups
can directly obtain product information on the same platform, and at the same time improve the public’s
understanding of the government. The diversification of public consumption choices and the satisfaction of
demand reflect the government's people-centered work starting point (Cai Min, 2021).

2. Research Question
How does the perceived credibility of government officials during TikTok live broadcasts influence
consumers' trust and subsequent behavioral intentions?

3. Research Objective
To study the influence of the credibility communication of covernment officials Tiktok live

broadcast on consumers' psychology and behavior.

4. Literature Review

4.1 Background of Tiktok

TikTok Live is a platform within TikTok, launched in 2016, where users can broadcast live video
content. Live broadcasts involving product promotion, known as "live broadcast with goods," are popular
for recommending products to viewers. Public credibility refers to the trust and recognition that public
institutions or officials garner from the public, based on how well they manage social relations and policies.
Credibility in this context is the degree of trust placed in officials or communicators, shaped by their
reputation and consistency. Communication power refers to the ability to effectively convey messages to
an audience, achieving the desired impact. Consumer behavior encompasses the decisions and actions
related to purchasing and using goods, influenced by factors like perception and cognition.

4.2 SMCR Model

Bellow S-M-C-R communication mode theory: Bellow modeis also called SMCRmode. S represents
the source of information, M represents the message, C represents the channel, and R represents the
receiver. The Bellow model clearly and vividly illustrates the conditions that affect the information source,
receiver and information dissemination, and that information dissemination can be carried out in different
ways and channels, and the final effect is not determined by a part of the dissemination process, but by
the four parts of the information source, information, channel and receiver that constitute the dissemination
process and the relationship between them, Each component of the communication process is also
restricted by its own factors.

4.3 AIDMA model theory in marketing theory

This theory runs through from the occurrence of attention to the generation of interest and the
formation of consumption. It has promoted the realization of consumer psychology. Among the
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independent variables and intermediate variables, it is more conducive to the in-depth study of the
credibility of live broadcast with goods.The Study drew on the Study results of "Study on the Influence and
Mechanism of Live Broadcasting and Goods on Consumer Psychology and Behavior in the New Media
Environment" (Zhuo Lanhua, 2021).

The AIDMA model divides the consumer's consumption process into five stages: producing
attention, stimulating interest, arousing desire, producing strong memory, and implementing consumption
behavior. As a way of communication between the host with goods and consumers, live broadcast with
goods realizes the two-way interaction between consumers and the host with goods. Enhance quality
awareness through explanation and promotion. Trust is the key pointin live delivery. Building trust can
effectively promote the purchase.

4.4 Domestic Research

Live streaming with goodshas emerged as a new sales strategy since 2018, fueled by live platforms
like TikTok. This form of e-commerce stands out from traditional online sales due to its ability to foster
real-time interaction and emotional connections between the anchor and viewers, creating a sense of "live
experience" (Zhu Mengyao, 2020). Anchors build personal brandsand use their charisma to attract followers,
converting them into customers. Research into live streaming strategies emphasizes the importance of
cultivating these relationships, leveraging credibility, and maintaining viewer engagement to drive sales
(Zhao Ming & Zhan Lin, 2020). As live streaming surged during the COVID-19 pandemic, it became a dominant
trend (Yan Yugang & Gong Chengbo, 2020), but sustaining its growth post-pandemic requires rational
development, innovation, and strict legal frameworks (Li Qiuhong, 2020). Key challenges include product
quality issues and platform accountability. To ensure consumer protection and long-term sustainability,
platforms must establish robust oversisht mechanisms, improve after-sales systems, and regulate
participants' behavior (Jia Jingjie, 2020).

Government credibility plays a crucial role in the success of these live broadcasts. Studies on
government credibility, which gained traction in China after public opinion crises, highlight that public trust
is shaped by perceptions of service quality, political integrity, and the government's ability to meet
expectations (Gao Satellite, 2005). In live streaming, consumers’ trust in government figures directly
influences their purchasing decisions and engagement with products. Maintaining government credibility is
essential for the success of live-streaming initiatives led by officials, as it directly impacts consumer
psychology and behavior in the e-commerce landscape (Zheng Shangiang, 2014).

4.5 International Research

The live broadcast of goods by government officials is a unique phenomenon in China, particulary
during the poverty alleviation period, with little relevant research found abroad. Studies primarily focus on
four areas: government communication, government credibility, consumer behavior, and consumer
psychology. Government communication impacts public perception through various media channels, yet,
in the Web 2.0 era, this communicationis often one-sided, lacking true interactivity (Toni G.L.A. Van Der
Meer, Dave Gelders, and Sabine Rotthier, 2014). Government communication through media plays a crucial
role in maintaining political authority, but inconsistencies can erode public trust (Marland, Alex, 2017;
Gurevitch, Michael, Stephen Coleman, and Jay G. Blumler, 2009). Studies on government credibility, rooted
in Rousseau’s social contract theory, suggest that trust is essential for government legitimacy (Rousseau J,
2010). Credibility influences policy implementation, economic development, and public trust, with factors
like transparencyand administrative efficiency improving credibility (Francis Fukuyama, 2016; David Osborne
and Ted Gaebler, 1992). Modem scholars emphasize that using new media platforms can further enhance
credibility (Park M I, Choi H, Kim S K, Rho J J, 2015; Hong Yuxian, 2019). Consumer psychology and behavior,
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increasingly studied through behavioral economics, show that factors such as optimism, environmental
conditions, and mood affect purchasing decisions (Sadiq et al., 2020; Qi Qi et al., 2020). Despite the rise of
government officials in live-streaming, theoretical and practical research on how government credibility in
live broadcasts affects consumer behavior remains limited, highlighting the need for more in-depth analysis
and theoretical support. The impact of government officials' TikTok live streaming on consumer psychology
and behavioris an area that requires further exploration.

5. Conceptual Framework

Government officials Tiktok live broadcast with goods credibility communication framework

Develop around the research source and background

Research on relevant successful cases

!

Influencing factors of Tiktok live broadcast on consumers

l

Deeply elaborate and analyze the credibility of communication

!

Get corresponding data

6. Research Methodology

To make this study more accurate and scientific, the method of use tends to be more qualitative,
mainly content analysis.

(1) Literature analysis: select relevant literature for sampling analysis, classify and summarize data.

(2) Case study: select representative cases, analyze their characteristics, summarize the
development value, and discuss the problems of needs in the process.

(3) Interview Study: The actual Tiktok live shopping will be used for experience observation and
analysis.

This study focuses on the comprehensive Study and analysis of relevant cases of government
officials carrying g¢oods. To establish the value orientation of the overall credibility of covernment officials
carrying goods. Further sort out the problems, feedback the problems, summarize the problems, and
provide good reference and guidance for the overall steady and rapid development of live broadcast and
goods.

6.1 Populations and Sampling

1. Population:

1) Government officials carrying goods and other groups carrying goods live in Tiktok. Make the
Study more comprehensive, objective, authentic, operable, and convenient for Study and data collection
in time.

2) The Study cases are all successful cases of government officials taking goods live.

2. Sample:
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The study of samples in this study will be conducted in a qualitative and qualitative way. We will
conduct in-depth Study and analysis on the impact of government officials' live broadcast with goods on
consumer psychology and behavior. In the study, the analysis of the sample is very important and critical.
The sample contains a variety of diverse information that will be studied and is clearly representative. In
this study, the following types of samples will be listed for Study.

1) Government officials conducted a study on the samples of live broadcast cargo with
commonness. For example, the agricultural special products in their respective regions are delivered by
Tiktok live broadcast, and the content, form, classification, etc. These samples cover county heads,
directors, general officials and other groups, all of which come from government departments to promote
Tiktok live broadcast goods or related tourism resources or products and are clearly representative. The
word of mouth of the above experimental sampleswith goodsreached 4.92 or more. From the perspective
of monthly sales, more than 100000 agricultural products were sold within 30 days. The word-of-mouth
ranking beat 92.85% of other in-store anchors. The study will be conducted based on the five samples
provided by the representative officials' Tiktok survey data in 2022,

2) The successful case sampleis a sample of He Jiaolong, deputy director of the Xinjiang Ili Culture,
Radio, Television and Tourism Bureau, who carries out the Study.

3) Based on the reports of the Beijing News (December 28, 2020) and the surging news (December
10, 2020), a sample of goods brought by Tangxiang, deputy county magistrate of Taihu County, Anhui
Province, was studied.

6.2 Scope of Research

1. This Studyis in the field of government officials' Tiktok live delivery, focusing onthe development
status and existing problems of Tiktok government officials' live delivery. From the beginning of 2020 to
December 2022. At the beginning of 2020, affected by the epidemic, agricultural productsacross China were
severely unsalable.

2. This study focuses on the government officials' live delivery of goods, focusing on the
characteristics of the government officials' Tiktok live delivery of goods, the role of the credibility of the
goods, the difference between the attributes of other delivery anchors, successful cases, and so on. From
the perspective of consumer psychology, explore the impact on consumer psychological dimensions.

3. This study focuses on feasibility and makes Study and discussion for government officials to
better exert their social credibility, recognition, and value. It provides more reference for government
officials to help economic development and achieve operable, referential, and sample live delivery of
goodsin combinationwith Tiktok to help local economic development, He Jiaolong, Deputy Director of the
Bureau of Culture and Tourism of Yili Prefecture, Xinjiang, China, and other cases, such as the promotion of
Xinjiang tourism resources, Provide valuable data reference for the whole industry.

6.3 Research Instrument

This study fully used below listed research instrument to carry out relevant Study to ensure
substantive results.

(1) Search for more references through HowNet and provide references and guidance for
theoretical Study.

(2) The Study tools of this paper refer to the tools or methods that Studyers use to measure
variables or items of interest in the process of data collection. The Study tools of this paper can be used
in combination with case analysis, content analysis, literature analysis and experience summary.

6.4 Data Collection
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(1) In this study, the literature will be studied and analyzed to extract relevant data, and more
references will be used to collect relevant Study information. Make more comprehensive and scientific
effective statistics, and finally form certain Study conclusions based on the summary and analysis of
relevant data.

(2) The Study content will be combined with the comprehensive use of literature analysis,
interview Study, case analysis, qualitative data analysis and other methods.

(3) Tiktok background data and existing data of individual cases.

6.5 Data Analysis

(1) This study mainly adopts qualitative Study and content analysis. More analysis of the market
status and existing problems of Tiktok live streaming goods in the Study literature, the credibility of Tiktok
government officials live streaming goods, and relevant successful cases, further combing and summarizing
the Study data of the impact of Tiktok live streaming goods on consumer psychology, the judgment of
consumption expectations, and the achievement of the consumer credibility of the cargo anchors.

(2) Then the data to be summarized will be described and explained. Building the credibility of
Tiktok live broadcast with goods will play a great role in promoting and influencing the public's trust in the
future development of the industry.

(3) At the same time, use actual examples to analyze and interpret cases. "Director, He said Ili" as

an example to confirm.

7. Conclusion

From the perspective of its definition, authority means that it will produce convincing force in the
process of dissemination and influence. This kind of power can not only build trust, but also build a certain
prestige in trust. It can make people trust the results more under the influence of such influence, so as not
to doubt. This is also the positive impact of building all trust. Government officials' live delivery of goods
itself has special functional attributes of other delivery subjects.

Establish sufficient trust for interaction

(1) The rise of government officials' Tiktok live broadcast of goods

Tiktok live tape comes from the rapid development of Internet live broadcast technology. After
various live broadcast subjects have successively launched live broadcast patterns, enriched live broadast
modes, and innovated live broadcast content, government officials have constantly changed their governing
concepts and abilities under the influence of the COVID-19.

As a public welfare act, the direct goal of government officials' live delivery has been to help the
sales of agricultural products and help poor areas out of poverty since 2018. (Deng Yuanbing, Liu Yujuan &
Zhang Xinhui, 2021) put forward in the paper that in 2020, affected by the COVID-19, offline sales of
agricultural products were extremely difficult. Government officials were not afraid of the epidemic and did
not shrink back. They walked into the live broadcast room one after another, setting off a boom of officials
live broadcast with goods, which became a phenomenon of great concem.

Through the live broadcast platform, the live broadcast with goods has established good
communication and contact with consumers, and has better established the interactive impression of
products for consumers in the introduction, recommendation, display and other links of the live broadcst
with goods, especially the live broadcast with goods of government officials, because the introduction and
promotion are all local agricultural products and specialties, in the introduction of authentic and credible

language, the image of the people can feel is accepted by more consumers and netizens.
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As for the establishment of interaction and full trust, the following is an analysis of the data
released by Tiktok's official platform "Tiktok Check" by April 2022. Among them, the data of Tiktok live

broadcast with goods of five representative officials are listed.

Tables 1: Tiktok Inspection Data of Representative Officials, Data of representative officials Tiktok in 2022

Average Average
Average Monthly Word of
Account Number number of ’ sales of .
Post . number of  average live . mouth with
number of fans videos per i ) live
video likes broadcast goods
month broadcast
. Deputy Director of Culture
Director He . .
. ) and Tourism Bureau of Yili 4.261M 14 88 K 11 988.5K 4.99
said that Il o
Prefecture, Xinjiang
Liu Hong, . .
) Director of Culture, Radio,
Director of

) Television and Tourism 0
Ganzi ) 865K 11 135K -
Bureau of Ganzi Prefecture, 0
Culture and ] )
Sichuan Province

Tourism
Chief Chen Former Deputy Chief of
said Anhua Anhua County, Hunan 716K 38 1.376 K 26 165.3K 4.98
black tea Province
Director Director of Culture and 0
Rena said Tourism Bureau of Shaya 587K 8 22K 0 -
Shaya County, Xinjiang
Special

Cadres of Guangshan
Traveler 001 . 385K 43 1.206K 70 22.7K 4.95
. . County, Hunan Province
Qiu Xueming

The number of official live videos and fans, the average number of video likes, and the average
number of live videos per month are all interactive. There is good interactivity in this communication
process.

From the above data, the Tiktok accounts of government officials such as "Director He said I,
"Director Liu Hong of Ganzi Culture and Tourism", "County Chief Chen said Anhua Black Tea", "Director Rena
said Shaya", and "Special Traveler 001 Qiu Xueming" have good communication and interaction. Among
them, the average number of videos likes of "Director He said Ili" was 88000, the average number of videos
likes of "Director Liu Hong of Ganzi Culture and Tourism" was 135000, and the average number of videos
likes of "Director Rena said Saya" was 22000. Taking the video likes as an example, we can conclude that a
good number of video likes reflects consumers' attention to this live content. Like also means getting
recognition and praise from consumers. The large number of likes shows that consumers are attracted to
this content.

Among any two or three variables above the number of fans, the number of likes, and the number
of live broadcasts, there is mutual correlation and blending. The white area of the graph shows that these
three variables are interrelated, interactive, complementary, and blending. The interaction between live
broadcast and goods has the function of comprehensive transmission attribute. With the above growth,
such as the increase of the number of live broadcast sessions and the length of live broadcast, the product
introduction and promotion will be relatively richer and more diversified, and the explanation and
introduction will be more systematic and comprehensive, even in the state of rolling promotion, which will

also expand the radius of attention of consumers and naturally cause more attention.
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The Tiktok live delivery of government officials has good social credibility, a clear goal of
government attributes, and a prominent role of the public welfare attributes of live delivery of goods. The
study concluded that credibilityisa positive image of government officialswho can quickly achieve integrity
and reliability in the minds of consumers. Through this study, it is known that there is no exaggeration and
falsehood in the goods delivered live by government officials Tiktok, which has a higher degree of trust.

AIDMA theory Study practice has been achieved, and the theoretical experimental operation has
been studied from the five stages of initial commodity attention, interest in shopping, stimulation of
consumption desire, memory generation, and consumption achievement. Based on this theory, it is better
to test that the credibility of government officials Tiktok live streaming goods affects consumers, including
consumers' psychology and behavior, and finally achieves the social and economic benefits of live
streaming goods.

In the Study, it is concluded that quality is the premise and foundation of live video delivery. It is
related to the quality of products. The quality of productsis a stimulus for consumers to generate purchase
intentions and make shopping decisions quickly. It is directly related to consumers' sense of gain and
experience after purchase. Good quality will enhance consumers' purchase satisfaction.

Through Study, it is concluded that the government officials' live delivery of goods is an attempt
of government communication, which reflects the change of the government officials' governing concept
and ability and the change of the government's attitude towards the media. The biggest feature of
government official live broadcast and other online celebrity live broadcast is the special identity, which

reflects the credibility of the government authority.

8. Discussion

This research exploresthe changing landscape of teaching methods in media majors, witha specific
focus on documentary creation courses at Guangzhou Huali University. Driven by increased investment in
media education and the widespread availability of digital video equipment, colleges and universities are
incorporating more practical training into their curricula. This shift aims to enhance students' critical thinking,
creativity, and practical skills by moving away from traditional, theory-heavy teaching methods.

The research is centered on Guangzhou Huali University, where the researcher, as a teacher, has
direct insight into the teaching practices of media-related courses. This insider perspective enhances the
study’s feasibility and practical relevance by accurately targeting relevant groups for data collection and
analysis. The promotion of documentary education reformis seen as a key driver for cultivating high-level
academic achievements, optimizing talent resources, and fostering innovative teaching practices.

The study also addresses the current challenges facing the documentary industry. Despite the
growing recognition of domesticdocumentaries, as evidenced by their dominance over imported ones(67%
of documentaries broadcast in 2021 were domestic), their penetration rate among the public remains low.
The survey shows that 83.65% of media students watch documentaries only occasionally, indicating that
documentaries, which tend to be slower paced, do not align with the preferences of the "fast food culture’
era. However, China’s State Administration of Radio, Film,and Television hasintroduced policies to promote
domestic documentaries, such as mandating their broadcast on satellite TV channels and encouraging
prime-time programming.

Despite these policy-driven market opportunities, the study reveals a gap between the growing
industry and the education system's ability to produce sufficient talent. Collegesand universities have been

slow to adjust their teaching models to meet the industry's evolving needs. The current curriculum is often
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too focused on theoretical knowledge, making it less engaging for students who are more interested in
practical skills and documentary production. The research advocates for a reformed, student-centered
curriculum that balances theory with practice, incorporates political and ideological education, and

encourages active student participation.

9. Recommendation

9.1 Recommendations for Applying Research Findings

To enhance the credibility and effectiveness of government officials in TikTok live broadcasts, the
following recommmendations are proposed:

1. Prioritize Government Image and Credibility: Build a positive image and authority by delivering
consistent, high-quality presentations and demonstrating thorough product knowledge.

2. Learn from Best Practices: Study successful case examples to adopt effective strategies for
engaging and accurate product representation.

3. Implement Quality Control Procedures: Establish strict quality control measures, including
training for officials and thorough checks on featured products.

9.2 Recommendations for Future Research

1. Investigate Consumer Behavior Trends: Study consumer motivations and perceptions regarding
government officials live broadcasts.

2. Examine Quality Control Mechanisms: Assess the effectiveness of various quality control
measures to establish industry standards.

3. Analyze Broader Market Trends: Monitor evolving trends in live broadcasting across different

industries and theirimpact on credibility.
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ABSTRACT

The objectives of this research were: (1) to study the Exposure Behaviour News Among Working Age
Population in the Guangzhou Central Business District; and (2) to compare the Exposure Behavior News
Among Working Age Population in the Guangzhou Central Business District

This research was survey research. The sample group was 400 working Age Population in the
Guangzhou Central Business District. The statistics used in data analysis were percentage, mean, hypothesis
by t-test, and One-way ANOVA.

Major Findings: (1) The news exposure behavior of the working population Most and moderate
overall news exposure behavior. Their interest in overall news exposure was moderate. At the same time,
when analyzing side by side, it was found that entertainment news received the most attention in the
sample group. The time of exposure to the news was moderate. The side-by-side analysis found that the
exposure period to the sample news was during the period of 12.01 PM - 06.00 PM. The sample group also
had moderate use of news as a reference. And was used to link social information at a moderate level. And
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used to maintain the identity of a moderate person; and (2) When comparing the working population’s
demographic characteristicsand news exposure behavior. 1) The samples with different genders. 2) Different
ages have no different news exposure behaviors. 3) Different incomes, and different news exposure
behaviors. 4) Educational level Different has news exposure behavior, there is no difference in news
exposure behavior. 5) Different occupations, and different news exposure behaviors. 6) Different marital
statuses had no difference in news exposure behavior. 7) Different religions had different news exposure

behavior.

Keywords: Exposure Behavior News, Working Age Population, Guangzhou Central Business District
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Taushudes dianunsasuddoyamag Ifesrediussavinmuniy Dumeluladifenudangulunisdeans
Foyaiilallfides (Non-Voice) usinalulaBiaesussinmumsinnuued ot uuu Aufidnsiia1uuuU us
Foadeyerausmeendugaam (Time Division Multiple Access: TDMA) viliiglsiusmsieietneldaiunseiUa
Tiusmsuuulilfidesldedrafuguuuy gail 3 fe gadeuszauwagan Wugafiszuuiedotel Saneviauvy
flugiuvesszuy IP (Internet Protocol) ufumneiaryssdnatosrenfmesinugunaimmmalilad 36 du
weluladnsdearslimeguuuilmishodnsisiigadu

TulszwiAlnenadismanadanginssumsideudumesidauazladoaiiife (Social Media) wuiiiules
wsetedinneeuladilézurnudenunniigafe wiln (Facebook) insnedivansiidonlunisawiuuansau
S9thunBamsadsitufiansisaruulanesulati (Quinn, 2016) WewSsulsuiuUsemedy faduusumdsiuiily
mafny3etuiinuin nnmeuanumsainisldsune fisluusemaiuaingus China Intemet Network
Information Center (Wamedn Tutasriatusnvest 2561 flédumedidavniuiisuuis 802 Sruau Taeddiuou
fdBumedidnrmiuiuiu 29.68 Suaurfeifiuiuiosay 3.8 Wafleututsnanferfuresdfiiiuu Fudu
fisnsmsldBumesiinegiitosar 57.7 veshunssnnsiuiamslfBumesidavesidulundlesdfanua
591 &ueu Aadudndinteray 72.7 vesswauriduluandoinun warasesdadiudosar 737 vess1uauy
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RuglEBumesidaniaUsyine loeluasedelusnilfidwiulddumesilaluundowiintiu 27.64 &rupu (CNNIC,
2018)

ogslsmuladanAdeluvssmdlvelsfnudsnmadenlinnuaulasedevesuss mnsulue §lug)
PaURU [UYDs ANEYS IReu T (2559) nsldnmafudieyaannguiegndluiiuiitinis asts d1alv wasiiou
Fu 1w 400 ey HaMTITERdaTuayh Mmadenldeualadedeifinadomsdnaulafio doduineditia
donnavu waydelanvim] Tuuandliiifiui dedumedinddviinaedauindeusynsviiu

Tutlgty “Be” firesvinmaiauetilfudussrsuiiduanniustisoiion fusdesafn (Traditional
Media) agafingans wilsdofiusi ng nsvie] laudsdelu fuluguuuuesuladfiuniudedsan Taedeidndy
fotuasnssdvsnailuedrannlumadeduin uidledelwiiunuiundeu vidsrnudulhuiiAaannalul a8
ﬁdmaﬁ’quaﬂﬁmaa@ﬁim Fovin 917t Aeeans wilideRun SuAemstnshiuethedeiiies (@dyayn Fausvavia
fal, 2563) FefuflumesunuimuasugRauasdinuunand svoy 59 atui 14 (w.a. 2564 - 2568) LT
wssflodyiissuaiuihulinadmnemsiauesusieluszesuunas Taedl 20 6 Tumsimuman
Tu 5 ¢hu fe 1) msfauasygia TesvgRaiulneguaunauazdady 2) msduirdounsimunieuinnssud
gatiumsianuagiommsliivaluladlulssme Tssguradatilinomsfugumsiumaluled 5.0 v
wialulad 5G, Al (Artificial Intelligence), Internet of Things, Smart Cities Uag Semiconductors (gI§351 nsvuwas
@13 wayAy, 2565)

uasnslanenriaa udlesgnsmanifidrdyvesnarusAramumisuunusitiigdes raonaudu
usnansmsmnAulaz JulssgnisiiiddqmesUssmaiuneuld uasndlaadiudl 7,430 msvilawns #
Ussnssannd) 12.7 e Gannfigelusamannads Wudesddluanasusfoaumisnunuiiigi3es
uazidugudnasnensiuasgsieilvgfigeluiuneuld iesugRavesussnnalasfivuelugiduduiu 3 Tu
ussaiiowg 4 vestu Sudugudnaemsduarnsuinisiiddyuesiu ilufuniadu msi waemsauune
s (Auddayagsnalngluiu, 2559) egnslsfimuasnuh ﬁam’%auaﬂwaLﬂ%’umawsmﬂimﬁumulmzg'ﬁ]3Qﬂ
fiannuagsiamadn namz nelulssmanngu Dizon (2022) liausuneudiddo weundiadusos
Ussrnsrmaiuihinadlalumsud® 2023 Tuuneruilléndifemmuendunlumsadhiedevesszannsynidud
mennluinszlszimaiuliszusumsunasesenssaneuiindan msmueslumaithisdeuaslavanynde
Jufudngeumsalnilslumamueudszannsynidu Ussadudlddmasfauueundindunas Sinelul adviuaiely

A v ' ) 1% T+ . A S | a . J == A4 aa PV
NINYUNIAOUBY AV A& T duUseneulume vieda (Weibo : 1;&T§)Imau (TikTok: ?4 =) W8N s8nNnuN

finfien fifléUszanas 670 Sruau YATA (Bitibit: PR NE PEENER) ansinsanitenléii Youtube fglduszan 332

Y
v a . N ' H I a b= aw a v )
AUAY Ld8INY (Xiaohongshu: INET ) gl (KuGou: fig J8) ety (WeChat: TS fidnvaiindrefu
waunaietulaw (Line) Hgldunnd1 1.2 duduauy
meawmuain1siaelulssinaiuinshnAuwmalulagnisdeais iten svausdlumadntiaveslsesnn 5917

a aao -

Juitlisruasnniigelulan (online newstime Data, 2021) wazmsusdsduvesinueundiaduiielitanunsariiis
nuuslaeld Suduinvesmsfinulumsideh msfivssmnssiulaoams fovhouiudaheglunduiaiues
#une (Generation Y) flunguinsJeiiAnumdonfvanmnadeniiiiulusmensldladealifouasduinesidn
sgdinginssulumslnsuynednels é’aam@wa“ﬁ%’dLﬁuﬁuwaﬂﬂﬁﬁﬂwﬁ%’m?ﬁa’aﬁ"u NYANTINMATATUY1Iv04
Uszmnnsevaluegud nansgsianamamisley Sssadiléannmsfinm azanunsalimundeleid Ay

WALNE AU LAY ERARR DI TULKUTRILNTBIUSEINAT UsBlU

o o aw
2. AA1UU1IY
1. Ysgonslevhauluegudnansgsiaummaninadadinginssumatafudnatsegals?
2. wa@nssunsdinsuimansvesvsynsievieuluagudnangsiavmmnan nalaauanseiueglsdieSeudiouss i g

naNUsEYINHTIDNY WA v3esEAUNTSANNALANA1aTL?
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3. IngUITaAYaINIdY
1. AnwngAnssunsiliasuinvessennsievihanilusmudnasgsiauamanidan
2. Wiguimgunginssumadasunvesussvnvigvianlulngudnaigsiauamaninedan

4. MINUNIUITIUNTTH

4.1 wurRangufifeafudnenslszyins

nui i 05 nefannuduius seninsdnuaenissernsaians (Demographic characteristics) fu
wFnTsuMsUansveIyana Betadedng 9 19U e o1y MsnY @nunvsdsauuasiATYEAY TmRarnaun
Sudinasonginssumssuanslugdiusing 9 mumsideuasnquiiivenans 01fi nquimuuendeszning
ynAa (Individual differences theory) 7 na173 1 Fuansazilanuaulauaznevaus ey 1@ uansnsiumy
dnwasrnsuszanng Tnsyaranianuaelndlfsstu 1wu mmseey fnazdnginssunalnduinmsiadionds
U (Usuy angianiy, 2555)

wedutladeiddey Tnefudasinaulanissumsuasmsdsansunnningine vauflengdawasionginssy
msfuans auegtieeduudlifilidoifionnutuiisannnd lumandufuaueguinaylddeiten1911a1594
Ustlemtinarsounsutiumuusyaumsni®in (gua 10nasedfa, 2552) uenaIni mafinwuazaniunTwadeau
wazirswgRadaduihmuemgingsumsians Inefiimsfnygaussdiselfaeinazadladomiifiannudnds
wazlianszannnin (Bsedms onendoatan, 2551)

Tudhuresmaun Tovwarerimunfuaznginssuvesyana Famaunlivdevaeufasssuuasaiousa o
fidsrasensidonansuay msdoansvesyana uenanisediladedu q ludulszrnsmansfianunsmiuiesed
dievhanudlanginssumsuansliituiu (ned, iy Usug angiaiiu, 2555)

MnuuRRLasguRAeaiuU sansmanst vhldiudn e o1y mafinw aeuniwnedsan maun
warselamuwidradengAinssumMstaiuinvesusemnsioiaulusgudnansgsiaunmanindlalegedaiau
(Schramm and Donald, 1974) LLazﬁﬂﬁLﬁmmmLLmﬂm'Nf"fuiul,wiazﬂfcjmﬂﬁssmﬂimuﬁﬁamdwﬁ

4.2 nufn1snulneis

Foyarnenaduddniunasinnudfy et BeluTinuszd fuvesyud uyudlugruzdnidenusin
FoamsdemsuazuaniUasutoya anuf uazuszaumsalseninaiu mssudeyarmasudunisvesmsdiu
Tinfidsualnonssensindulavesynea deteyaiilisuduastisvsnoumssnaulavesyaedlumsnseyividels
nsgshasadanilalfegrefiuszavinm deyarinaslulantagouldsumsunsnsz anerudesns 4 1wy wilsdodius
gy v wazdedsruoaulavietns Facebook uag Twitter §fiasurniasonunasdeyaimantitndau 57
muamammmmﬂmﬂaamm‘ummi mumsmmusmmsluLwaﬁLmeumssmﬂuamamammmmL‘Uumﬂﬁaui
Renfuiansssunaseuiduoguesdsendu 9 iudesns 9 smLﬂumimmwawumﬂ'ﬁiugu,azmmﬂaIamJwﬂ
Bedu

Atkin (1973) nanain msidasudnansmneis msfiyeraliasudeyainansluinuszdfu adayana
nsutnmsuniile yeeatuaziimuiuazemudilalusiommadien animndon wazsmmsaising 1 lu
Hagtusniu dlifusesmmsniuasdinisusuimuanimaedenléinigilnsudmstion

Tuviueafeniiu Rogers Lag Svenning (1969) lananiemsitasutniansin malasutnansnuneiy
msiyarasuteyatitansandemtary 5 Usvian iun wilsdedamt ameuns ng deeans uaslnavimd nns
Wnsurnasanders q wienivhlsyeealasutmansiivaraneuayanunsoludszneumsdnaulaliogned
Usydnsnn

psfUsENeUVANTINademsIde il Futaan sutseendumanednu 19y ssduszneUNsiudnlauas

o

g Fadutadeddgnvhliyenall muaul andeldaulalunislasuanans Tawanminlavesyanatdu
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frimuslumsidendasutmansmuanuvey sirued wazUszaumsaldud Tuvaeianmdseuuazdswnde
50UT9 WU ATEURSY Tmussaw uazUssind Afldnlunsivuanmsifendaiuinasvesyana

ws7ng sfalaeng (2539) leasudstadelumslniutniemsi gsuasasifonilnsuiniasmudnun
#9 9 1dun msdamdeiiazmnsenisiings nsidensufefiaenndosfuamuiouasvimARnosmues uagn1s
Drsusnamsiinuesddnazen uenanidaitiaduiertumuesiuvesiSumsitndondnfudewuuiin 1
swfamadendasuinmsmuenualaemzvesyana 19y giveusuvilsdefurinszanuisadnideyatng
oetvagiBeauay AU

Klapper (1960) ndmiisnszuiumslumsidensutmasiuss neusnetuseuvanetuney léud nmsiden
Tnsu maidenaula Madensud wazmadenand) Taeyaraazilnudmansiinssiummmaul sweswmesiniy

Hunt & Ruben (1993) nanrintladeiiddvdnasemadendniutmasvesyarausznoumetadndn 1
WU AnudeIns vimwed Allew 1Whvane wavenuausavesyanaluMsTuuarRANU I 8Y 899179813
venmnimaliafutmasiaiedesfunsldussleviondeyatiiimsiu q luinusesfu Taeyaraaziden
anduazaularnasianunsmilulisslonils

4.3 ngemsldusdeviuazanuiela

NnmsEneAdeRefumsldaoiieyssleviuas mudisnelavesdaniag mndvdiases (2540) luda
eudienalasenilu 4 nguudn loun:

1. enuianelalumslidnarsieusslovilumssredadeyauasiaiuadaanuduiusse nins Yatan
yerafudsas fagnamsldau wu msismatnians (Surveillance) ielsilsdesadmsumssinaula (Decisioral
Utility) viselulglunmsasazuuisdes (Vote Gratifications)

2. miliinmsiiedenlssoyaieafudimiisuianinasiriueioteduyana 1wy msthdeya
Tuldaumuniugiu vieldlumsingsla

3. nszvaumslitmamsifieiduainaendnusivesyana vieifieinsderinusyaratiiisesiude 19y
anudusiuagsmsBaieeiiiduuegdlushunginssy

4. msldimasiitotsrounas sufan3eamniensusl vieieundesaues 1wy msldinailumsiu
Fmansiitoruaynauy waawdy vieifevanuiiannanalaineleluzesdu

yuinslidodiovslsninazenufianeladiniu iz suassUuuuvesnisdom siiglddevnuld e
nevAuBIREA NN foIMTvRInuIey viqudildsumaausatusnlay Katzuasany (1974) Baduingfuansd
unumddylumsidensudeuasnsziinegausz asdidaiau

Trideldimnuinsldussleniuaranufionelaldnsnaouusegslalumslffouasnansenuiiand u
iy eumanisvesilidot malniudeazihlugusslevitas enufionels mATewuidlddoazfusagala
sl umuemugonsiiunnieiy il McCombs uaz Becker (1979) |feduamgralumsfnmutnansly 6
Uszms Toun
Lﬁaaﬂmmmmizﬁ (Surveillance) Ltevnduuzti (Guidance) Litlomsauvun (Anticipated Communication)
loPuiuLiu (Excitement) LitelaBuamnuAnLiiu (Reinforcements) wawiitornadutiia (Entertainment)

4.4 vguiinslduseleviuazanuiianelavaBuwmeiiin

Raggiero (2000) l¢iszy 3 @mé’mmsﬁLma&mﬁ’umaaaumai‘tﬁmm:ﬁauw%’aLau flo 1) melufduius
(Interactivity) 2. M3YMNIAIVAN (Demassification) 3. ANUAAALARBUYBSLIAN (Asynchronies) snidenanetu
seyd madarufienelaludewediinnanussgdlalunslidoiilisiu (Stafford & Gomier, 2004)

msldudumesidainnnussgdlavansussian 1wy iledududoyaasauna ornutiuia Lile
msfiufduiusiueiludann iersiom iszanudureu Wiuled Chamey & Greenberg (2001) légunsfisns
Tussloniiindnordsiu Tnauiuiluduvesdumedidndnidnton Aeldustloviiflomsussnduiudan il
szyfau ANuiAnTiA eruduiiis ileRnsiedeans Wieendw wazameenBey (Stafford & Gornier, 2004 $13
Tu25tyey sdun, 2562)
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Eighmey & McCord (1998) lsdhsamuifisnelafilszuanmsléuimsivledigl dderdenlduinis
wazemusieriaslunisléuins shliAsanufisnelavesiléuimedumedidn ueedtadefludfulundlduing
Sumedidn lunsfnvuieriuiifissy 2 adevdn vesrmufionelafiidesiudumesideiifenuadiondsfy
Aouvudaiiu fio andvssemutiudie way mfidusailudoya

Flanagin & Merzger (2001 819lu1¥yey 138edun, 2562) law3suiisuainuvainvatgveansly
Ustlewd Auendnuaivesmaufduiusuuusdeiludoneufinnosuardeduin sudenisglanuudug idu
mMauitam mefnwanuduiud maumananuzuaznsussganadiladuyena Gansufduiusiuudae
idsdisziuiigeaslumiveseuianelaoun aqldhmsinninunlfduiivonsun enufienelalude
Suwediinunegafiamuuanienndeuuudadn Fsnsfnwsuounnldszyfussgdafiedeiu dmsuneld
sufeduwediintuonuusaduduieanutiudis \lensAeanssevinayea Liensufduiusludeau lents
wenamndoya teidesiuunazasian wagiitensaunun (Stafford & Gornier, 2004)

4.5 wyrAnNeIRUIN

mumdemvessvtudineany (2554) 911 mneisiueniaizessm ddaeunidnidubesiinlmivie
Wuihanla fuenndn Aande dwedlunivesmsdeanstoya Adaidudeyavianisitassostifiivinlifa
31 ffdarn Henansdilflumsdarn warfFudn mmmnevesimitieausnssfusenlUumusiruz Laz A1y
Whlaveusazymna G?TuaeuiﬁujﬂLwiazﬂuaﬂﬁmmé’wﬁigﬁu?ﬁﬁﬁﬂmﬁmmaﬂwii %a%uagiﬁ’w’%umau@azﬁqm
Tyl wasmwe$ (Joseph Pulitzen) twilsdofiusiglasisludsovesmmssuil 20 il uuziiuiussansnis
waztindven lunsuesndni Yrazfendudesdiddussluy (Original) Faau (Distinctive) 1319153 6
(Dramatic) Y (Thrilling) laiwileulas (Unique) wamsisemusmiaden(Romantic) AelsiiAnenseendoen
Wi (Curious) wauwudu (Humorous)ihaula(Quaint) wuanussvana anunsatluneneiuldlaglinsgnunseiieu
safeudufnu videvlianu$aniiivesdseunnsias uazmiiodsdulaisnua foslavliussmaunamidesiy
Tudaiaaserestn visemdesiureanulusslawasenuunlinalavesde (9g0y VITAAAUAN, 2560) Wawg A
5%y (2563) nead rvmneisanuiduaieianysel (Complete True) WuiFessvfeimmmsaififintuanefing
Hagtuesnadimmduinusiades suddeRniiuge fdudeigniuiinludernidenfudeifaieiitusiul dld i
TudnAtiamih fdudeifientsasdufaioaunituedlaild Bessmmdrduoadmansynusonunsuin ilu
syuviesdiu videlusyAulszimavdontauyudlulan uazilleusingiluingasisamy anunsadelsiAnmaniila
Tushsfuesldl an Funuui (2525) dnanismumneguestnei IReFessniussmauar fosyafadadndy
Boss vl frussinuansemuAniusnnwinlug fuahdauiunniuvindu ediu mdinssunm (2536) 1
Tamumnevesiign fie msmeseudeifiersoiamansaiiag ffiely raomuaudafiuresyaaasedu
#99 FeflenudnuaziBuiiaule Suinansenuserumsjinlugusuvie msUsziiunuein Taevhlugiu
Pensagliinindandundeoiioddaus Mencher (nd.81dlu g5avs Inensy, 2545)

5. NSOULUIAANISIVY

(v 4
ANWAUTNINUTEVINSANEAT woAnssuNS R 3TN
L , a o
YRINNNFUATUV
-1y i a o 1
A AU UMSUAS U
518l > o
-anuaulalunsiasue
-SEAUNNTANTN Y o
-MshUselevtaIng?
AU
(Klapper, 1960, Wenner,
=
-DNIN
1958)
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6. 8 U8UITY

6.1 Uszynsuaznguiledng

1. Uszwnsii 19lun15398Ae Uszvvui endeeylunmmaninglad $1uu 18,000,000 d1uay
(THAIBIZCHINA, 2564) Bu1ANguie1amuInmegnsves Taro Yamane (1973)

2. wuenguinegns ideldmsmuamuuenguiedishegasves Taro Yamane (1973) Fsléduou
wadu 400 au Taefwunenadesuiniufesay 95 uasmanuemIARaUYIRY 05 uazilony 18 Yiuly Ty
NNMIsFAgEsTaioEaweImls s1u axlduuinngusegisil 400

;ﬁé’dﬁﬁwmﬁ%mizjméhaeimwumma%umau (Multi-stage Sampling) Tnet3uannmsudauaiiudily
uaumanelel Uszneulusende®s wednu walivgu lwaday wamdana weasdh walvg waiieuwe e
VIE LUATNUY LUAVINLDT LUaTeas

msduiegnstuil 2 1umsduuuudie (Sample random sampling) TasmsduaanuuulsildduLite
AnLdendunungy KansTuamnlasununguoiuaieuime

Fuit 3 Junsduwuudadey (Accidental Sampling) Imamitﬁusﬁazﬂamuwmﬁﬁ’mumﬁﬁu’a 591 400 A

6.2 YBULIANSIY

mafoadsiysinmngushegiidulssnstsieulungudnasgsiauamamalafiderydus 18
Wuly S1uau 400 au Teesjudufnvudommungingsulumadesudrilulngudnatsgsian uman113lan
fueveulsszez A tunsivdeyassniafounnsiau - nuATS w.e. 2566 Jusseziia 2 Weu

6.3 sasilefllumsiie

wiasofldlumsiduadsiiliun uuuasuanu (Questionnaires) iuiatosdlefllflumsinniFesusegdla
Tumsidasuasuazmsdnaulaidonuilnedeiausssuiuvessznnsiovhauluagudnansgsfianamaninal 92
wuseanu 2 d

dauit 1 wuvaeuauAgfutladudmyaea Usznouluie e 91y anuniwausa sedunsing e1dw
seléeiion anmunw dadunuuaeuauuuuidenseu (Check List)

d2uil 2 wuvaeunuAITUNgAnTIIMILTRTuUT T

uaﬂmﬂﬁs’ﬁ%’ﬂé’ﬁmumm’miwahuﬂi 1184A (Rating Scale) mMunuIRnUesdiaIn (Likert Scale) 5 sg6U
il (Likert, 1967) LLavmmsmmsl,mamLaasﬂ.umiLLanaImaisaammimmmmmmwﬂumaummﬂ%ummu fail
(ffaen Mivetign, 2550) TadunzuuY = AzuLLEIER - AxiLLshan

6.4 maiiuTIuTIntaya

Aelduuuasuany (Questionnaire) lumsifiusiusmdeyaanngusegidlunamanindes waiieuwe
1 400 90 Taslunafusunadeyardidiidoasfununudoyamenues waeimanmaseutoya (Edit
Data) ANATUMUTBITOYAMEAULD

6.5 MAwszideyauazadanly
ﬁ%’aﬁwLﬁumsmu%u’umaumﬁLﬂﬁ”ﬁ%’auai%'%%ms”“;Lﬂiﬁ”ﬁl,%qﬂ%mm?ﬁlwﬁﬂimamiﬁﬁLﬁumiﬂi'?umﬂ?wa

1) thuvvasumudiiusiusals dhaesnaeuauanysaivesuuuds udiidumsassiamugilo
nsa93¥a (Code book)

2) Aanesideyamelusunsudniagunvaiimediauenans Uszneuluse

2.1 anunméuyAra Ansieilasnsmameud (Frequency) uasedoas (Percentage) 30151
fiade wazdnidosuuamsgy

ﬂe

2.2 IpszilFauliisudnuaz Ussansemansiunginssulumsidaiuin leeldnsieseienadan (t-
test)

2.3 AaszsiUisuiisudnuusUseannsmansmusield gaunwausa 013w sEAumMsAnTIiuAILUS
NYANTINMALTATUTN TaEAATIeianuUuUsUSIUMUUMALRET (One-way ANOVA)



95

7. Wan13338
lushudnuazUszansmaninudl ngusegnsdnlgidumeednuiu 238 au Aaluiosas
59.50 fiongszning 31-40 U druu 182 au Anludewaz 45.50 ﬁiﬂﬂiéﬁ@g’ﬁ 60,001-100,000 UM 314U
109 au Anlluieway 27.30 dszdumsAnuseiuUSy w164 au Andudesay 41.00 Usznau
nTnsudnediuon 128 au Aalusesay 32.00 wazdulvgegluanunimausadiuin 113 au Anvdy
Sovaz 28.20
uonaninguiegsdnlvgiinginssumadaiutnanwsmegluss fuuiunan (X = 2.71)
uazngAnssuMaUniuinesnguinedislusey 1 Woudimusnliiagdudelnsvien] doivg dedsiin
AodumesLin ﬁa‘qﬂﬂa aglusyauUunan (X = 2.66, 2.61, 2.76, 2.68) Anuaulalumsitasutiinin
swogluszivtunans (X = 2.65) wivaifoafudedesgiidunemundunui dnduislasumiy
aulalunguinegnaunniign (X = 3.39) Tastunalumsiladuinegluss fuliunans (X = 2.85) 1o
Apszidunemundui faatumsdaiuinvesnguiegisegluisia 12.01 PM-18.00 PM (X
- 3.49) aghslsFmumuin ndusetsdslimsludustlevinniiiiensisdeeglusduiunans (X -
2.90) warlfifteionlsssenhstoyaifeiudimiluszdutiunas (X = 2.90) uazldiflomsaendnwal
vasyAralusEAuUIUNa1 (X = 2. 79)
sgslsimuiflovhmsiiouiisussinsdnvarUssnnsiungingsumaidauinvesusyang
Tohaouluengudnansgsituamannelal wawud
1) ndusnegnafidmenaiy Snganssumsilindunilaiusansafiu
2) engiinafudinganssumsilindugnitlaiunnsafiu
3) msﬂﬁﬁﬁmﬁquamimmsﬁm%’uﬂnﬁmﬂma i Iméﬁﬁi’mlé’ 60,001-100,000 U &
wgAnssuMsUnduTannrigidselsinni 100,000 v
1) srdumIRnunimeiudingAnssunadaurminginssumsdatudiailuuanse i
5) eniwiisnsfungAnssumalinduiniuanieiu Taedidendniuisdnginssumadaiuim
UINNIFIVNI/MUNIUFFTIAN WA
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ABSTRACT

The objective of this research was to explore the advantages and disadvantages of social media
advertising.

This research was literature research. The research included literature research on the 5
strategies of social media advertising. Then the advertising cases of each strategy become a tool
witha questionnaire for getting primary data. A questionnaire of close-ended questions, with a five-
points rating scale was also the tool for this study.

Major Findings: the likely performance to the occurrence of social media advertising is to
make a skip, if possible, the Internet channel is the most preferable access to view advertising,
especially the e-commerce live advertising. Consumers have general consent to the disadvantages
of social media advertising but agreeable to the more gain from social media advertising, even the
consequent interactivity between the enterprise and consumer is a double-edged sword of both
sides. A necessity to converge the information design and entertainment content with the
advertising strategies is required for the improvement of social media advertising.

Keywords: Advantages, Disadvantages, Social media advertising
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1. Introduction

With the development of Internet technology, it has quietly changed people's way of life,
way of work, and even way of thinking. It occupies every aspect of people's life and is the support
and direction of many social and industrial changes. In the era of Web 1.0, QQ, as an instant
messaging software, has solved the obstacles in space, and people are getting closer and closer.
The concept of social media has begun to take shape in people's lives. During this period, China's
social media advertising mainly relied on two types of platforms: virtual communities represented
by Tianya Forum, Douban Forum, Baidu Tieba, and instant messaging software represented by QQ.
However, in the heyday of QQ's development, the advertising pattern has not changed. The main
forms of advertising are traditional outdoor advertising media, TV media and pop-up advertising.
This kind of advertising form is relatively stiff, which exerts pressure on the audience to a certain
extent. The advertising content is also relatively stiff expression, and the advertising effect is not
very good.

As China's Internet enters the era of Web 2.0, the upgrading of mobile Internet and the
progress of interactive technology promote the diversified development of media forms. On
January 21, 2011, Tencent launched WeChat, which replaced QQ with its novel red envelope
function. The simple and clear function of WeChat's circle of friends has replaced QQ space and
quickly captured everyone's heart. WeChat can log in through QQ. Tencent transferred QQ chat
groups to WeChat through such "bundling" marketing methods. WeChat provides the platform
capability to open the platform for third-party developers to develop official account/subscription
account or applet. This ability allows third-party applications to settle in WeChat, which greatly
expands the ability of WeChat, and its functions are no longer limited to WeChat itself. In terms of
WeChat, the enterprises, shops, individualsand so on that access to provide WeChat with unlimited
possibilities, making WeChat omnipotent; For third-party enterprises and individuals, they can also
use the WeChat platform to better promote themselves.

In August 2009, Sina launched microblogging products. During the internal test of Sina
Weibo, many stars and industry "leaders" were invited to use Weibo. Due to the leading role of
celebrity effect, ordinary people have also registered Sina Weibo. The media also began to report
one after another, and the topic of stars was particularly eye-catching. Later, it suddenly became
a hot topic. Sina Weibo quickly seized the market with the fan economy, quickly replacing the
virtual communities represented by Tianya Forum, Douban Forum, Baidu Post Bar, etc.

On September 20, 2016, Tiktok was officially launched as a short video community
platform for all ages. Compared with traditional images and texts, short videos not only have the
characteristics of lightweight, but also have large amount of information, strong expressiveness, and
good intuitiveness. People use fragments of time to browse short videos, and conduct social
interaction through bullet screen, comments, and sharing, so that short videos have the potential
of viral transmission and greatly increase the influence of short videos. In January 2019, the giant
engine commercial brand was released. Juliang Engine is a comprehensive digital marketing service
platform under Tiktok Group, covering all content forms such as graphics, short videos, medium
and long videos, and live broadcast, providing the most yuan and most suitable advertising platform
for business information of enterprises.
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At present, the research on social media advertising is still at the initial stage in the
academic circle. From the academic platform of CNKI, 202400 academic journals and 35100
academic papers have been searched, but 402 academic journals and 112 academic papers have
been searched for keyword social media advertising. The number gap is huge. Because the
definition, type and influence of social media advertising have not been clearly defined, especially
in China's rapidly developing but complex network environment, social media advertising is not
strange to advertising industry people, but it has not yet fully entered the cognitive range of
ordinary people.

In addition, there are few articles that combine the advantages and disadvantages of a
specific social software and advertising. In the environment of the growing development of mobile
Internet, the authorfinds that people are always surrounded by social media advertising from social
software to entertainment platforms. Therefore, this paper starts with social media advertising,
takes the theory of value as the research framework, and through case studies, questionnaires, and
related theoretical research, explores how social media advertising is spread, what problems exist
in the communication process, and further proposes optimization strategies for social media
advertising in the communication process. In academic terms, these studies can also improve the
definition and cognition of social media advertising, deepen the exploration of social media

advertising communication strategies, and have certain innovation.

2. Research Questions

How does social media advertising have positive and negative effects?

3. Objectives

This paper aims to explore the advantages and disadvantages of social media advertising.

4. Literature Review

Jiao Xiangjun, & Han Jun (1998). The first stage, from the end of the 19th century to the
beginning of the 20th century, was the initial establishment of the definition of modern advertising.
During this period, the most widely known definition of advertising was put forward by John F.
Kennedy in 1905 that "Advertising is a salesmanship on paper".

Wardsworth (1913) believed that "Advertisingis a kind of continuous efforts other than
personal lobbying to obtain the distribution or demand of goods". It is also anintegral part of the
sales process, which uses various means to attract consumers or customers.

Marlin (1914) believed that "Advertising is not a physical object, but a service. Service is
more important than layout. Advertising is not a physical object that can be seen with the eyes
and touched with the hands, but a creativity. It urges potential buyers to leave a clear and positive
impression in their minds about the goods that advertisers want to sell and urges them to buy".

Tipper, et al.( (1998) that "advertising is a non-personal communication, which transmits
sales information of personal or organizational products or services to actual or potential buyers
through paid media, with the purpose of influencing their purchase behavior" Also, "advertising is a

paid non personal communication by identifiable businesses, non-profit organizations and
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individuals through various media, and the relevant information of these identifiable businesses,
non-profit organizations and individuals will be presented in advertisements".

There are five traditional advertising types, namely, print media advertising, radio
advertising, television advertising, outdoor advertising and point of sale advertising (Zhu Yuechang,
2007).

The maintypes of social media ads are divided into five types, namely, APP screen opening
ads, information flow ads, search engine ads, e-commerce live ads, and KOL talent ads (Ye Hefang,
et al, 2022).

5. Conceptual Framework

Advertising
Strategy

*Advantages of Social Media
Advertising

Disadvantages of Social
Media Advertising

* Anywhere
* Anytime
* Any Device

*App Screen Opening Ads

*Information Flow Ads

#Search Engine Ads

*E-Commerce Live Ads
Popula rity of *KOL Talent Ads
Social Media

Social Media
Advertising

Conceptual framework of the research topic of “Advantages and Disadvantages of Social Media
Advertising

6. Research Methodology

The research includes literature research on the 5 strategies of social media advertising.
Then the advertising cases of each strategy become a tool with a questionnaire for getting primary
data. A questionnaire of close-ended questions, with a five-points rating scale is also the tool for
this study.

1. Population and Sample

Population: The Internet users or netizens under social media network, especially the

TikTok application are targeted for this study.
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Samples: Based on the elementary sampling theory (Yamane, 1967), about 400 netizens
are the sample size for providing the information about advantages and disadvantages of social
media advertising. The samples are requested for choosing and rating the most to the least
preferable strategy of social media advertising; 5 types, in accordance with the 10 product cases;
Starbuck, Milk, Orange juice, BMW, Gucci, OPPP, Oriental, Clothes, Nike and Coca-Cola.

2. Scope of Research

TikTok application is scoped as the key social media used in this study. The research also
focuses on advertisements that take Chinese people as target group and in Chinese language.

3. Research Instrument

The first social media advertising strategy is applied for the products of Starbuck and Milk
The second strategy uses Orange Juice, and BMW. Gucci and OPPO mobile phone represent social
media advertising strategy of “Search engine AD”. For the strategy of “E-commerce Live AD”,
Oriental as the brand of utensils and Clothes are applied. Nike and Coca-Cola are strategized for
the KOL social media advertising. The advertising cases are used as a part for supporting the
questionnaire survey.

4. Data Collection

A questionnaire is produced and used to investigate and analyze the netizen consumer’s
opinion towards the purchasing and consumption behavior according to social media advertising,
and the degree of agreement to the advantages and disadvantages of social media advertising. A
questionnaire is separated to 3 parts: General data, Behaviour to social media advertising, and
Response to advantages and disadvantages of social media advertising.

5. Data Analysis

As using a five-points scale, the definition is equivalent to the values of 1, 2, 3, 4, and 5,
startingfromthe least level of strongly disagree, disagree, commonly, agree, to the most at strongly
agree. Therefore, the range value at 0.80 for each scale is as follows; level 1 = 0-1.80, level 2 =
1.81-2.60, level 3 = 2.61 - 3.40, level 4 = 3.41-4.20, level 5 = 4.20-5.00.

SPSS program is used for data calculation and statistical analysis, with a frequency, the
percentage, the mean, and the standard deviation. The results of analysis are reported in narration

with a table and graph figures.

7. Conclusion

This study proves that consumers' trust, perceived entertainment value and perceived
utility value promote the generation of purchase and integration after watching social media
advertising, and puts forward the following three points for the future development of social media
advertising:

1. Platform construction; If you want to improve the willingness of social media
advertising to purchase and integrate with consumers, you need to strengthen the function
construction of social media platform. From the perspective of technology, the social media
platform should display offline social elements to consumers through appropriate platform
functions as much as possible, providing consumers with a shopping environment and shopping
experience as close to reality as possible. One is to improve the richness of informationin the
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platform, such as showing consumers more product-related information that can help consumers
make decisions and reducing the information asymmetry between consumers and others. The
second is to optimize the display of information, such as visualization, easy-to-understand,
interesting, real-time, exquisite, high-definition and smooth display, to create a relaxed and happy
online shopping environment. The third is to optimize the platform functions to fully meet the
personalized needs of consumers, including self-display and emotional expression, so that
consumers can not only obtain information related to purchase, but also conduct emotional
exchanges in the online environment.

2. Enhance consumer trust; First, the social media platform side will show the
capabilities and reliability of the social media platform to consumers, increase consumers'
understanding of social media advertising, reduce uncertainty, and enhance consumer trust.
Secondly, KOL leaders should pay attention to content management, display products or services
creatively and entertaining, design entertainment activities orrewardsin a pleasant way, strengthen
interaction with consumers, cultivate a sense of intimacy, and promote consumers' emotional
experience and positive emotions; At the same time, KOL leaders can increase the identity with
consumers and promote the sense of belonging of consumers, such as remembering the
preferences of some consumers and forming friendship with them, and ultimately enhance
consumer trust. Finally, consumers tend to follow the crowd in their daily consumption. Compared
with sellers, they are more willing to trust the recommendation of acquaintances and the
evaluation of strangers. KOL leaders can promote consumers' positive integration behavior and
enhance consumers' confidence in social media advertising.

3. Improve consumers' perceived entertainment value and perceived advertising
practical value; In social media advertising, it is easy for operators to pay one-sided attention to
the improvement of live broadcast technology when operating the platform, such as the beauty
of the interface and the smoothness of live broadcast, while ignoring the value of consumers, so
that the real needs of consumers cannot be met. Therefore, social media operators should not
only payattentionto the technical design of platforminterface and function, but also pay attention
to the value needs of users. Guided by the actual advertising purpose, pay attention to the real
motives, and needs of consumers, and find the key factors that affect consumer behavior.

Based on the research results of this paper, social media advertising should first meet
the entertainment value of consumers, give consumers a pleasant and interesting experience, and
enhance the attractiveness and interest of advertising; In addition, we should also give
consideration to utilitarian value, publish high-quality product-related content, pay attention to
the platform problems and concerns consumers encounter, respond to feedback in a timely
manner, encourage consumers to actively publish and share positive content, and improve the
practical value of social media advertising.

Table 1 Degree of agreement to the advantages of social media advertising

. Frequen [] Mean value + Standard
Advantages Option (%)

cy Deviation

1 24 6.00% 3.470+0.989
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Advantages Option FUSSIED. (%) Mean valu<j:- i Standard
cy Deviation
1. Product sale on 2 12 3.00%
social media 3 176 44.00%
advertising is worth 4 128 32.00%
buying 5 60 15.00%
2. Greatly meet your 1 16 4.00%
needs and interests 2 36 9.00%
3 164 41.00% 3.520+1.068
4 92 23.00%
5 92 23.00%
3. Immediately 1 12 3.00%
serve on-demand 2 16 4.00%
orientation 3 148 37.00% 3.660+0.945
4 144 36.00%
5 80 20.00%
4. Enable interactive 1 32 8.00%
communication 2 24 6.00%
3 128 32.00% 3.510+1.115
4 140 35.00%
5 76 19.00%
5. Best for useful 1 16 4.00%
product publicity 2 24 6.00%
and information 3 124 31.00% 3.690+1.032
promotion 4 140 35.00%
5 96 24.00%
6. Easy to 1 16 4.00%
understand the 2 20 5.00%
product from e- 3 152 38.00% 3.580+0.976
commerce live a 140 35.00%
advertising 5 72 18.00%
7. The display of 1 16 4.00%
goods in social 2 28 7.00%
media advertising 3 124 31.00% 3.610+0.994
increases your a 160 40.00%
buying decision 5 72 18.00%
1 12 3.00%

3.660+0.997
2 28 7.00%
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Advantages Option Frequen (%)D Mean valutj:‘ i Standard
cy Deviation
8. Creates much 3 132 33.00%
more impression on 4 140 35.00%
product 5 88 22.00%
9. Open career 1 16 4.00%
opportunity in 2 32 8.00%
advertising business 3 152 38.00% 3.580+1.065
4 104 26.00%
5 96 24.00%
10. Less production 1 12 3.00%
cost 2 36 9.00%
3 116 29.00% 3.670+1.025
4 144 36.00%
5 92 23.00%
11. Stay longer than 1 24 6.00%
offline advertising 2 24 6.00%
3 156 39.00% 3.520+1.078
4 112 28.00%
5 84 21.00%
12. Popular to 1 20 5.00%
consumer than 2 28 7.00%
offline advertising 3 148 37.00% 3.570+1.075
4 112 28.00%
5 92 23.00%

From Table 1, we can see that the choice of Product sale on social media advertising

is worth buying, most samples are "3", accounting for 44.00%.

Table 2 Degree of agreement to the disadvantages of social media advertising

. . Percentage(% Mean value + standard
Disadvantages Option Frequency D L
) deviation

1. Provides false 1 96 24.00%

. . 2.840+1.331
information 2 a8 12.00%
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Disadvantages Option Frequency Percentage(%  Mean value + standard
)L deviation

3 132 33.00%

a 72 18.00%

5 52 13.00%

2. Increase 1 56 14.00%

negative attitude 2 48 12.00%
to social media 3 184 46.00% 3.010+1.168

a4 60 15.00%

5 52 13.00%

3. Interfere your 1 68 17.00%

normal browsing 2 44 11.00%
experience 3 128 32.00% 3.140+1.326

a 84 21.00%

5 76 19.00%

4. Increase “a 1 a4 11.00%

way of living by 2 40 10.00%
chatting” 3 200 50.00% 3.100+1.106

a4 64 16.00%

5 52 13.00%

5. Intrude to your 1 96 24.00%

privacy 2 44 11.00%
3 148 37.00% 2.840+1.339

4 52 13.00%

5 60 15.00%

6. Easy to distract 1 48 12.00%

my buying 2 72 18.00%
decision 3 136 34.00% 3.110+1.238

4 76 19.00%

5 68 17.00%

7. Reach sensitive 1 84 21.00%

personal 2 48 12.00%
information 3 144 36.00% 2.940+1.340

a4 56 14.00%

5 68 17.00%

8. Cause 1 76 19.00%
increasing 2 28 7.00% 3.030+1.275

3 164 41.00%
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Percentage(%  Mean value + standard

Disadvantages Option Frequency )D deviation

expenses on 4 72 18.00%
goods buying 5 60 15.00%
9. Cancause 1 92 23.00%
cybercrime 2 60 15.00%

3 108 27.00% 2.920+1.405
a4 68 17.00%
5 72 18.00%
10. Increase KOL 1 52 13.00%
power 2 16 4.00%

3 188 47.00% 3.240+1.190
a4 72 18.00%
5 72 18.00%
11. Annoy your 1 60 15.00%
relax time 2 76 19.00%

3 140 35.00% 2.970+1.251
a4 64 16.00%
5 60 15.00%
12. Turbulent to 1 64 16.00%
your 2 44 11.00%

contemplation 3 156 39.00% 3.070+1.257
and judgment q 72 18.00%
5 64 16.00%

From Table 2, most samples are "3", the proportionis 33.00%. 2. Most of the samples
in Increase negative accounting for 46.00%. 3. Interfere your normal browsing experience, more
than 30%

8. Discussion

From the research results, consumers' use of social media is still on contact and
entertainment, and their understanding of social media advertising is relatively small, and their
evaluation of the advantages and disadvantages of social media advertising is relatively neutral.

(1) Compared with traditional media, consumers have greater autonomy and control over
the use of social media, so they can use social media to meet their specific needs. Information
seeking, passing time and entertainment are the main motivations for people to use social media.
From the perspective of technology, the social media platform should display offline social
elements to consumers through appropriate platform functions as much as possible, providing

consumers with a shopping environment and shopping experience as close to reality as possible.
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Show consumers more product-related information that can help consumers make decisions,
optimize the display of information, and create a relaxed and happy online shopping environment.
Optimize the platform functions to fully meet the personalized needs of consumers.

(2) The era of social networks is an eye-catching era. To attract audiences, social media
must be designed to accommodate various types of information (such as news, user-generated
content, word-of-mouth, expert product evaluation, etc.) and entertainment content (such as
funny videos, games, entertainment programs, etc.). Interaction is an important advantage of sodal
media, and empowered consumers can search and collect information that can meet their needs.
Another advantage of social networks is convenience, which allows consumers to search
information anytime and anywhere. When consumers search for information on the Internet, they
are also interacting with social media advertising.

(3) The interactivity of social media is a double-edged sword. While giving consumers more
initiative, it also makes marketing activities easier to reach users and even appear on their personal
pages. Many online consumers said that receiving social media ads is an invasion, especially when
they have a specific target to use social media, this invasion feeling is more obvious. Perceived
aggressiveness is mainly caused by social media advertising, and consumers will make negative
comments on social media advertising due to this aggressiveness.

9. Recommendation

1. Recommendations for Applying Research Findings

Based on existing literature, combined with the actual situation of social media advertising,
this study empirically analysed the impact of consumers' purchase intention and integration
intention afterwatching social media advertising by using the survey data of 127 consumers, tested
the actual feelings of consumers on social media advertising, and analysed the advantages and
disadvantages of social media advertising. However, limited by the author's academic level and
research conditions, there are still the following deficiencies:

1. although this study has well explained consumers' feelings after watching social media
advertisements, there are many other factors that actually affect consumers' social media
advertisements, such as KOL leader characteristics (KOL leader's professional knowledge, KOL
leader similarity, etc.), platform characteristics, consumer characteristics (trust tendency, product
involvement, etc.), There may be a research perspective and research model that is more suitable
for consumers' willingness to buy and integrate in the context of social media advertising, which is
worth further exploration.

2. in terms of scale design, this study has revised the scale based on the existing mature
scale and combined with the new situation of social media advertising. Although the relevant test
results show that the scale has no outliers, there may be other measurement scales or methods
that can better explain the research variables.

3. most of the respondentsin this study are highly educated Chinese consumers, who may
not be highly representative of the target user group of social media advertising, which will limit
the promotion of the research results.
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Based on the shortcomings of this study, the research on consumer behaviour in the
context of social media advertising in the future has the following prospects

2. Recommendations for Future Research

1. in future research, we can consider introducing other factors to build research models
from more research perspectives, to better explain consumer behaviour after watching social media
advertisements.

2. future research can try to explore other more suitable scales or richer research methods
to measure the latent variablesinthe research model and verify with the conclusions of this study.

3. adopt a more scientific sampling survey method to make the survey data more
representative as possible. In addition, consider the cultural differences of different countries and
regions, analyse the impact mechanism of consumer behaviour in the context of social media
advertising, and draw a more universal conclusion.
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ABSTRACT

The objectives of this research were (1) to determine the flight knowledge in the flight
communication mode (2) to analyze the factors affecting the flisht communication mode; and (3)
to find out the corresponding suggestions to provide new ideas for the pilot selection and training
to improve the flight communication mode.

The research was qualitative research. Methodology using historical data, the important
case of the flight accident or accident sign, consulting domestic and foreign literature and related
information, in the flight communication mode, and interviewing the 3 experienced senior pilots
and 62 pilots were surveyed from the cockpit resource management (CRM), the flight
communication mode on aviation safety.

Major Findings: (1) The aircrew should clarify their responsibilities (2) Strengthen the training

of safety management personnel; and (3) Comprehensively train the ability of flight trainees. On
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the side of new ideas for the pilot selection and training are 1) aviation safety is still the key work
in the civil aviation industry 2) flight accident or accident sign is still the poor or missing
communication mode of the flight crew 3) the flight, the environment changes rapidly and there
is much information to be processed. The flight mission was completed by at least two pilots.
Therefore, to effectively respond to various emergencies and improve the flight safety level, its
good group communication mode was more and more important. Therefore, it was necessary to

study the group communication mode of the cockpit to explore its internal rules.

Keywords: Communication mode, Aviation Safety, Pilot

1. Introduction

Nowadays, China's economy is developing rapidly, people's living standards are improving
day by day, and people tend to choose to travel by air. Under the strong support of corresponding
national policies, China's aviation industry is developing rapidly. Although in general, compared
with other modes of transport, civil aviation has the lowest accident rate, once civil aviation has
an accident, the survival rate is low, resulting in social impact and great property loss, which
seriously affects passengers' trust in the safety of civil aviation. Therefore, safe flight is guaranteed
and various indicators affecting flight safety are assessed. It is of great significance for civil aviation
to reduce the factors leading to accidents and accident symptomes.

Flight safety is the premise of the development of aviation industry and the fundamental
survival of aviation enterprises. The general policy of China civil aviation emphasizes "ensuring
safety first". The three main elements of flight safety are humans, machines and the environment.
With the rapid development of human aerospace technology, many dailyflight tasks of pilotshave
been handed over to airborne equipment, whose workload has been greatly reduced, but the
requirements for flight crew in obtaining information and making correct decisions are gradually
increased. Traditional pilot training focuses on the acquisition of flight skills and systematic
knowledge, without effectively involving a variety of flight crew management strategies and
technologies, ignoring such factors as how pilots communicate with others, how to effectively
distribute relevant information and the overall decision-making process, which are very important
to the flight safety of modern civil aviation.

The cockpit resource management (CRM) is an important guarantee of flight safety.
However, compared with developed countries, Chinese aviation industry started late, and few
studies only stay in the theoretical and empirical stage, and a complete evaluation and training
system has not yet been formed. There is no systematic sorting and summary of the risk factors
and events caused by cockpit resource management. In addition to the complexity of this field
itself, the application scope of cockpit resource management is not wide enough, the management
level has not been effectivelyimproved,itsrole has not been well reflected, far fromthe expected
goal. At present, most of the domestic civil aviation training, the examination of pilots and so on
are more focused on the pilot's personal flight technology. Although| have a certain understanding
of cockpit resource management, there is still a relative lackinthe specific trainingimplementation,
the use of supervisionis not enough, and no standardized assessment standards have beenformed.
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Only by integrating the connotation of cockpit resource management into the whole flight stage
and improving the relevant training and assessment of cockpit resource management can we
provide certain guarantee for safe flight and reduce the occurrence of accidents and accident

symptoms.

2. Research Questions

1. What is the current level of flight knowledge in the flisht communication mode?

2. What factors influence the effectiveness of the flight communication mode?

3. What suggestions can be made to improve pilot selection and training for enhancing the
flight commmunication mode?
3. Research Objectives

1. To determine the flight knowledge in the flight communication mode.

2. To analyze the factors affecting the flisht communication mode.

3. To find out the corresponding suggestions to provide new ideas for the pilot selection
and training to improve the flight communication mode.

4. Literature Review

4.1 Theories related to airline background

On November 3, 2020, H Academy signed an agreement with ComAC to purchase a total
of 100 aircraft. H Academy is the first private enterprise company to cooperate with ComAC, and
thisis the largest single deal for HAcademy to date. H Flying Academy Co., Ltd. was established in
Guiyang in 2006. It is the leader and important practitioner of the business model of domestic
regional aviation in our country, as well as the only one airline that focuses on managing regional
aviationin our country. After more than 10 years of operation, it has unique advantages in airline
network, safety operation, operation industry chain and brand. This time, the company signed a
contract to introduce 100 ARJ21 and C919 aircraft, which will not only help to steadily increase the
size of the aircraft fleet and improve operational strength, but also effectively integrate the
development of domestic civil aircraft and regional aviation, further facilitate the construction of
aviation network, improve the accessibility of regional cities, and promote the realization of
people's yearning for a better life. At the same time of the rapid development of H flight Academy,
the important factor restricting the rapid development of its introduced aircraft is our flight crew
human resources. Man-machine ratio is an important index for the administration to approve the
number of aircraft introduced. The optimization study of flight crew human resources will greatly
stabilize the pilot team, reduce the operating cost of the company's aircraft, and improve the
utilization rate of pilots.

4.2 Theory of communication process

Communication, the explanationin Cihai is that "digging ditches enables two waters to
communicate, which means to communicate with each other." Simply put, it is the information
exchange between people. Studying with friends, having fun together, having dinner together,
narrowing the distance and exchanging feelings with friends is also a kind of communication. In

communication, we should understand ourselves, feel sincerely, grasp principlesand methods, pay



117

attention to listen, concentrate on understanding the speaker's content, understand, experience
and feel the whole process together with others, give feedback, achieve the effect of mutual
communication, and be easily accepted by the communicator.

From the specific process of communication, an effective communication must pay
attention to the main elements of communication activities and their mutual relations. Problems
in any link may affect the quality of communication, such as the accuracy of informationin the
process, the choice of expression, the receiver's ability to understand, the receiver's ability to act,
the background of communication between the transmitter and the receiver (including: Physical
background, social background, psychological background, cultural background, historicl
backeround), the purpose of communication, the attitude of both sides of communication and so
on affect the quality of communication, the choice of communication mode should pay attention
to these aspects, the connotation of communication mode should include all the above aspects
of factors. In the specific communication behavior, we can generalize it into the following three
modes.

Self-communication: Self-communication includes self-reflection and analysis and
judgment of other factors in communication activities, which is an important step of "confidant".
"Introspection"”is a very important aspect of effective communication.

The strategies of self-communication are as follows: Self-cognition, also known as self-
awareness, is an individual's awareness of his own existence, including his cognition of his own
behavior and mental state. Lao Tzu said, "He who knows others is wise, and he who knows himself
is wise."

Interpersonal communication: refers to the communication between people, it is built on
the basis of self-communication, through this kind of communication, we can directly or indirectly
achieve effective communication results, interpersonal communication is in the "bosom friend" on
the basis of "know you", in the "know you" at the same time, realize let you "bosom friend", so as
to reach an agreement, achieve win-win situation. Interpersonal communication is the most
important way to achieve effective coommunication.

Confucius said, "A man of benevolence is one who wants to establish himself, and one
who wants to reach himself. To get close to the police isa good thing." Here, "to establish oneself
is to establish others, and to achieve oneself is to become a master." "Li" means establishment,
meaning success; "Da" means first. We help others is to help themselves, to help othersto succeed,
is to help yourself to succeed.

Intergroup communication: refers to inter-group communication, which is based on self-
communication and interpersonal communication.

Three Communication Modes

1. Shannon & Weaver Model (1949): This linear model, foundational in communication
theory, focuses on the transmission and reception of information. It involves six key elements:
sender, encoder, message, channel, decoder, and receiver. Effective communication is achieved
when the decoded message matches the encoded message. The model also addressesthe impact
of "noise" on signal quality. While valuable for technical communication, its simplicity limits its

applicability to complex human interactions.
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Figure 2.1: Shannon & Weaver Model (1949)
Source: self drawn, 2023

2. Berlo Model (1960): Building on Shannon & Weaver, Berlo introduced a more nuanced,
two-way communication model emphasizing the relationship between the sender and receiver.
The model highlights the importance of matching communication abilities, know ledge, social
systems, and attitudes. Successful communication depends on the alignment of these
characteristics between the two parties, making the model more suitable for explaining human

communication's unpredictability.
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Commu_n:icatio Content Commu.n.icatio See
nability nability
Element Listen
Knowledge N Knowledge
Deal with r Touch
Social system = Social system i
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Culture Culture
Codi . Taste
Attitude oding Attitude

Figure 2: Berlo Model (1960)
Source: CRM Zhuhaixiangyi, 2013

3. Contextual Model: This model adds layers to the Shannon & Weaver approach by
focusing on both form and meaning in communication. Effective communication requires a shared
language, clear expression, and consideration of non-verbal cues like gestures and attitudes.
Additionally, successful communication dependson shared context, as different contexts between
sender and receiver can lead to misunderstandings.

4.3 Communication in the Cockpit

Communication in the cockpit involves the transmission and feedback of thoughts and
information to enhance collaborationand situational awareness during flight operations. It includes
various types, such as communication between crew members, between the crew and cabin
personnel, with air traffic control (ATC), other aircraft, and ground staff, as well as with passengers
and aircraft systems. Effective cockpit communication supports shared goalsand improves decision-

making and crew coordination.



119

Management communication, a subset of cockpit communication, focuses on structured
exchanges tied to organizational goalsand tasks. It differs from casual or unplanned communication
by being deliberate, normative, and essential for performing managerial duties. This type of
communication requires systems or structures within organizations to function effectively and is a
core component of management activities.

In the cockpit, communication can take several forms, including interaction with the
environment (throughinstruments and sensory input), adherence to Standard Operating Procedures
(SOPs), management communication for non-standard situations, and even irrelevant
communication, which can be either beneficial or detrimental. Cockpit communication skills are
essential to Crew Resource Management (CRM), encompassing inquiry and response, briefings,
comments, conflict resolution, and procedures.

Communication types include:

1. Briefing: Pre-flight, approach, and cabin briefings should be interactive and focus on
current issues.

2. Comments: These helps analyze and improve performance, focusing on both individual
and crew improvements.

3. Procedures: Following standard procedures ensures a shared context, especially in non-
visual communications like with ATC or ground staff.

4. Inquiry and Response: Asking and responding to questions helps clarify uncertain
situations, ensuring safety through clear communication.

5. Shouting (calls): Necessary for updating situational awareness, these alerts keep
everyone informed of key changes in flight conditions.

Conflict in the cockpit arises from differences in goals or needs but can be positive when
handled properly. Conflict resolution involves open communication, listening, and gathering
information to eliminate misunderstandings. Effective conflict management prevents escalation
and enhances teamwork, while feedback, humility, and adherence to facts ensure constructive
outcomes. In critical situations, conflict should be deferred until tasks are complete, but it should
ultimately be addressed for the benefit of crew cooperation.

4.4 Communication theory and interpersonal communication

Communication is the foundation of human behavior. According to the Encyclopedia
Britannica, communication is "exchanging information with each other by any means. The means
by which information is exchanged between one person and another by means of sight, symbols,
telephone, telegraph, radio, television, or other means. Communication exists in every aspect of
management. The purpose of communication is to convey information. The quality of
communication is determined by the authenticity, completeness and convenience of information
transmission. So, does your communication accurately convey your desire or disapproval of
something? Success lies not so much in the content of communication as in the manner of
communication. Being a successful communicator depends on how reliable and appropriate the
information is to the person you are communicating with.

4.5 Judgment and decision
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Judgment refers to the way of thinking that people judge the development of things. It is
the discrimination or judgment of things. Including perceptual judgment, cognitive judgment and
intuitive judgment. Decision making refers to the process of people'sdecision, method and preplan
to deal with problems made according to the judgment results after the completion of judgment.
Decision making is carried out after the occurrence of problems. The level of decision making
depends on two factors: the characteristics of the task and situation, and the knowledge and
experience of the subject. There are three characteristics of decision making: facing multiple
choices; The specific attributes of the problem must be evaluated correctly; Include a risk
assessment. Decisions are related to implementation, and each decision is valid only for a certain
period.

Pilots need accurate judgment and precision, and regulations are the basis for that. The
process of judgment and decision has the following two modes: standard analysis mode and
natural intuitive mode. The standard analysis model is more suitable when time is sufficient, the
decision maker lacks experience in making reasonable and intuitive judgment, or it is necessary to
verify the decision with others or resolve the differences about the decision adoption.

5. Conceptual Framework

6. Research Methodology

The study methods of this paper are mainly based on literature study and questionnaire
survey.

Firstly, this paper uses the method of literature analysis to analyze the factors affecting
the communication mode, and searches the relevant content of pilot human error, flight crew
resource management and the status quo of safety flight study.

Secondly, questionnaire survey is adopted. The object of this study is the study of in-flight
communicationmode. Understanding the communication mode of pilotsin flight is very important
for their flight safety.

6.1 Populations and Sampling

1. Population
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A pilot from H flisht Academy was selected to conduct sample screening on the
questionnaire, and questions with low correlation coefficient were deleted. A total of 62
questionnaires were sent out, 62 were recovered, 60 were effective, the recovery rate was 100%,
and the effective rate was 96.8%.

2. Sample

In order to ensure the scientific, comprehensive and effective design of the questionnaire,
the following principles were followed in the design of the questionnaire:

(1) Clear purpose. The questionnaire was prepared closely around the main idea of
influencing factors of pilot communication pattern.

(2) Be brief and to the point. The design of the questionnaire should be simple and clear.
The teacher can understand the meaning of the question by reading it once.

(3) Be willing to accept. The questionnaire emphasizes the principle of confidentiality,
civilized language and friendliness.

(4) Question and answer matching. The answers to the questionnaire are direct, accurate
and not fuzzy, which is convenient for classification and interpretation, and easier for statistics and
analysis.

(5) The amount of questions is moderate. The number of questions should be
comprehensive, but not general burdensome, to prevent teachers from getting bored with
questions and answers. The questionnaire answer time is about 10 minutes.

6.2 Scope of Research

1. The scope of key informants in this study are the 3 experienced senior pilots from
cockpit resource management (CRM), the flight communication mode on aviation safety.

2. The scope of content are: the flight knowledge in the flight communication mode, the
factors affecting the flight communication mode, the finding out the corresponding suggestions,
the training and improve the flight communication mode, and the information providing on new
ideas for the pilot selection and training.

3. The scope of time: this study starts off by December 2022 to March 2023

6.3 Research Instrument

The research instrument for this study comprises a structured questionnaire designed to
investigate the factors influencing pilots' communication modes during flight. The questionnaire is
divided into several sections, addressing key areas such as risk perception, risk attitude, memory
ability, adverse weather conditions, stress and emotions, physical fitness, fatigue, and flight
technology. Each question is crafted to be clear and concise, ensuring that respondents can easily
comprehend and answer them accurately. To enhance response rates and maintain participant
confidentiality, the language used is respectful and friendly, while the overall length of the
questionnaire is kept manageable, aiming for a completion time of approximately 10 minutes.

6.4 Data Collection

The data collection for this study primarily utilized two methods: literature analysis and a
questionnaire survey.

1. Literature Analysis: This method was used to gather and analyze existing research on

factors affecting communication modes in aviation. Relevant studies on pilot human error, crew
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resource management, and the status of flicht safety were reviewed to build a theoretical
foundation and understand various influences on pilot communication.

2. Questionnaire Survey: A total of 62 questionnaires were distributed to pilots, with 60
valid responses (a recovery rate of 100% and an effective rate of 96.8%).

6.5 Data Analysis

The data analysis focused on identifying key factors that influence pilots' communication
patterns. A questionnaire was distributed to 62 pilots, yielding 60 valid responses. The survey
responses were analyzed to assess the impact of various factors, including risk perception, risk
attitude, memory ability, bad weather, stress and emotions, physical fitness.

7. Conclusion

This paperhascarried out a lot of study on the current situation of the safety management
system of the flight college. It believes that the factors affecting the flight communication mode
of the ministry are mainly from the aspects of personnel, equipment, environment, management,
safety culture construction and air-ground communication, and puts forward specific
countermeasures for the optimization of the safety management system of the Flight college: The
flight crew should clarify their responsibilities, strengthenthe training of professionalsin flight safety
management, cultivate students' abilities in an all-round way, and establish an "expert team" for
communication.

Good in-flight communication mode is of great significance to flight safety, but there are
many influencing factors that will reduce this communication mode. This chapter will analyze,
summarize and sort out the influencing factors from the perspectives of human, aircraft,
environment and pipe, in order to improve the safety level of flight units. This paper believes that
the following factors will affect the in-flisht communication mode, and comprehensively analyzes
from the perspectives of human, aircraft, environment and pipe.

This questionnaire aims to understand the factors affecting the communication mode of
pilots from the aspects of risk perception, risk attitude, memory ability, bad weather, stress and
emotion, physical fitness, fatisue and flight technology, with the aim of comprehensively analyzing
and understanding the factors affecting the commmunication mode of pilots, to analyze the safety

communication mode in flight.
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Tables 1: Influencing factors of pilots' communication patterns

Proportion

Serial
Title Strongly

number Disagree

disagree

Not sure

More in

agreement

Strongly

agreemen

Risk perceptionisan

influential factor in

, o 1.14%
pilot communication

pattern

8.10%

10.11%

22.54%

55.11%

Risk attitude is the
influence factor of
3.14%
pilot communication

pattern

551%

10.10%

15.11%

66.14%

Memory ability is a
factor in pilots'
o 2.35%

communication

patterns

3.52%

7.22%

22.99%

64.01%

Bad weather is a factor
in pilots'
o 12.30%
communication

patterns

15.70%

18.80%

22.34%

30.86%

Stress and emotion
are factors that
5 influence pilots' 2.97%
communication
patterns

6.46%

9.55%

21.05%

59.97%

Physical fitness is the
influence factor of
0.48%
pilot communication

pattern

0.64%

1.20%

19.03%

78.65%

Fatigue isa factor
affecting pilots'

g_p , 1.11%
communication

patterns

2.34%

6.58%

30.11%

59.86%

Flight technologyis a
factor affecting the

pilot's communication

1.03%

pattern

3.21%

6.84%

10.14%

78.78%
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It can be seen from Table 3.1 that risk perception, risk attitude, memory ability, stress and
emotion, physical fitness, fatigue and flight technology have significant influences on pilot fatigue.
The training and teaching airspace of the college is relatively narrow, and the meteorological
stations of each branch can accurately detect the weather in the training area, issue weather
warnings in advance, and the training team will end in advance to ensure safety. It is difficult to
have the situation like flight transportation must fly as planned, so the impact of bad weather on

pilot fatigue and flight technology is not obvious.

8. Discussion

The discussion highlights several key factors influencing cockpit communication, focusing
on personnel, devices, environment, and management practices.

1. Personnel: The diversity among pilotsin terms of flight knowledge, cognitive abilities,
and psychological conditions can lead to varying communication modes. Fatigue, emotional
distress, and other psychological factors can create inconsistencies in cognition, affecting how pilots
communicate and cooperate.

2. Devices: The cockpit's instrument layout significantly impacts human-computer
interaction and communication. An ineffective layout can hinder pilots’ ability to process
information quickly and accurately, potentially leading to information omissions.

3. Environment: External factors such as noise, lighting, and temperature also play critical
roles in pilot cognition and communication. Poor environmental conditions can lead to discomfort
and impair the crew's ability to communicate effectively. For instance, inadequate lighting can
result in incomplete information perception, while excessive noise can disrupt communication,
making it challenging for crew members to understand each other and maintain situational
awareness.

4. Management: The safety culture within an organization significantly influences pilots’
attitudes and behaviors. A strong safety culture promotes responsibility and open communication,
while a punitive culture can stifle interaction and encourage avoidance of responsibility. The
discussion points to a need for flight schools to cultivate an environment that encourages
teamwork and communication among pilots, enhancing their cooperation and safety awareness.

5. Safety Culture Challenges: The research identifies shortcomings in the safety culture at
flight colleges, noting that current practices often focus on punishment rather than constructive
dialogue and reflection on safety incidents. This punitive approach can inhibit learning from
mistakes and contribute to a negative safety atmosphere. There is also a tendency to avoid
discussions on serious incidents, which hampers the development of a proactive safety culture.

6. Communication Gaps: The discussion further addresses the “professional door gap” in
communication between air and ground crews. While efforts are made to improve communication
and exchange safety information, differing professional perspectives can limit the effectiveness of

suggestions and advice, leading to a narrow focus that fails to consider the overall safety picture.
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9. Recommendation

9.1 Recommendations for Applying Research Findings

1. Pilot Knowledge and Experience Development: Pilots should continually accumulate
knowledge across various aspects of aviation, including flight theory, operations, aircraft structure,
and regulatory knowledge.

2. Clarification of Responsibilities: Crew members must clearly understand their roles and
responsibilities, ensuring effective division of labor.

3. Standardized Communication: Flight crews should master the use of standard language
forland and air communications, including international civil aviation English.

4. Enhancement of Human-Computer Interaction: The design of cockpit interfaces should
prioritize pilot efficiency in information retrieval and decision-making.

5. Environmental Adjustments: Adjustments to the cockpit environment should be based
on pilot feedback to optimize conditions for effective communication. Thisincludes managing noise
levels, lighting, and temperature to enhance comfort and cognitive function.

6. Promoting Team Spirit and Safety Culture: Flight academies should foster a positive
team spirit and a robust safety culture among crew members. Encouraging open communication
and collaboration enhances crew coordination and promotes a strong commitment to safety.

7. Encouragement of Healthy Competition: Establishing a culture of healthy internal
competitionamong pilots canimprove technical skills and interpersonalinteractions. Clarityin how
interpersonal relationships influence competition can enhance cooperation and technical
development.

9.2 Recommendations for Future Research

1. Exploration of Cognitive Factors: Future studies should investigate how various cognitive
factors, such as fatigue and emotional state, influence communication patterns among pilots.
Understanding these variables can help improve training and support mechanisms.

2. Impact of Cockpit Design on Commmunication: Research should focus on the relationship
between cockpit design and effective communication. This includes analyzing how various
instrument layouts affect pilots' ability to process information and communicate effectively.

3. Longitudinal Studies on Safety Culture: Further research is needed to explore the long-
term effects of safety culture on communication practices and incident rates. Understanding how
safety culture evolves caninform better training and management practices.

4. Assessment of Training Efficacy: Evaluating the effectiveness of different training
programsin improving communication skillsand safety awarenessamong pilots can provide insights
into best practices for flight academies.

5. Interdisciplinary Communication Improvements: Future research should address the
barriers to effective communication between air and ground crews, with a focus on bridging the
"professional door gap." Exploring solutions to enhance inter-professional communication can lead
to improved safety and operational efficiency.

6. Impact of Communication Technology: Investigating the role of emerging
communication technologies in enhancing pilot-controller interactions can inform future

technological advancements in aviation communication systems.
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7. Cultural Competence in Communication: Research into how cultural differences affect
communication styles among international flight crews can help develop training programs that
promote clearer, more effective communication in multicultural environments.
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SITUATION OF CYBER VIOLENCE TO GEN-Z IN SHANDONG PROVINCE

aonun1salauuLsIneluasidwadauastulen TulunagIung
Wang Zhicheng, Kanokrat Yossakrai, Nutcha Patananukit
W9 089 nundel vAlns wazelyw) Wauguia

ABSTRACT

The objectives of this research were (1) To determine the situation of cyber violence both
government policiesand media literacy organizationin Shandong Province (2) To explore the media
exposure of Gen-Z in Shandong Province and the cyber violence channels that they expose; and
(3) To study the cause of cyber violence to Gen-Z in Shandong Province.

This research was mixed methodology which used both quantitative and qualitative
research. Sampling of the research were Gen-Z who were young active Internet in Shandong
Province totaling 407 from Taro Yamane formula at 0.05 significant, obtained by non-probability
and purposive sampling method, the key informants were one government officials who works in
law and one representative media literacy organization. The instruments used for data collection
were questionnaire and in-depth interview. The 10C and reliability of questionnaire which the
meaning was quite high validity and reliability. The statistical analysis is means, S.D., and Pearson
correlation coefficient.

Major Findings: (1) Shandong Province has a relatively high prevalence of internet violence.
The governance of online violence is not only the government role to protect and solve the
problems but also self-awareness of Gen-Z and the new media association in terms of media
literacy organization. (2) the almost sampling are 18-20 years old who study junior college. There
are the more level of media exposure in every social media such as Sina Weibo, WeChat, Douyin,
QQ, Baidu Tieba, Zhihu and Kuaishou respectively; and (3) the most causes of cyber violence to
Gen-Z is “because of immature of the young audience has not media literacy (x? 3.12, S.D.1.27)
media exposure of Gen-Z is relation to Gen-Z’s view of cyber violence. However, the frequency
and time of using social media of Gen-Z is negative relation with Gen-Z’s view, or the more social
media intimacy the less cyber violence awareness. Suggestion for the participation of stakeholders
to prevent and control cyber violence. Both policy level and operational level are important in
society.

Keywords: Cyber violence, Gen-Z, New media
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1. Introduction

With the arrival of the new media environment, Internet users have more and more
diversified ways to obtain information and more extensive and convenient ways to express their
opinions. However, many problems have also arisen, such as network violence, whose negative
impact on the society cannot be underestimated. Cyber violence in the era of new media is the
reflection of offline reality contradictionin the virtual space of the network through new media.
Criminals take advantage of the unsound network laws and regulations to make waves in the
cyberspace. Afterthe problem of cyber violence appeared, we have more and more understanding
and research on it, but the definition of cyber violence is different. Generally speaking, cyber
violence refers to the violent behavior of netizens on the Internet, which is the extension of social
violence on the Internet. In cyber violence incidents, Internet media often pursue timeliness and
ignore the authenticity of the incidents, and even use various ways to attract attention and earn
click rates. Meanwhile, the lack of moral quality and weak legal awareness of Intermet users bring
great challenges to the governance of cyber violence. In network coommunication, people are living
in a virtual environment, and Internet users express their opinions as "anonymous". The norms and
constraints they should abide by in real life lose their due binding force in network communication.
Internet users do not have to take responsibility for their behaviors, and the risk is close to zero,
so the awareness of responsibility and legal awareness of Internet users will be greatly reduced.

They easily cross the moral line and express their opinions emotionally. When stimulated by a
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certain event, many netizens are in an "irrational" state. They can't wait to criticize and attack the
parties involved, express their views and positions, and show their dissatisfaction and anger. When

more and more people agree with the event to a certain extent, the cyber

2. Research Questions

1. What is the situation of cyber violence to Gen Z in Shandong Province, China?

2. What is the media exposure of Gen Z in Shandong Province and which is the cyber
violence channels that they expose?

3. What causes of cyber violence to Gen Z in Shandong Province, China?

3. Objectives

1. To determine the situation of cyber violence both government policies and media
literacy organization in Shandong Province, China.

2. To explore the media exposure of Gen Z in Shandong Province and the cyber violence
channels that they expose.

3. To study the cause of cyber violence to Gen Z in Shandong Province, China.

4. Literature Review

WeChat, another popular Chinese social media app, WeChat is probably one of the most
recognizable names in the Western world. This jack-of-all-trades all-in-one super-app gives users
and brands tons of unique functions and features, making it a must for social media marketing.

It’s a ride-hailing app. It’s a direct messaging channel. It's an e-commerce platform. It’s
a place for video chats, ticket sales, and so much more. No matter your target audience, you’re
likely to find them on WeChat.

Like many other social media apps, WeChat is free to use. However, signing up for an
account isn’t so simple. To create your account, you’ll need to find an existing user and scan a QR
code they provide to you.

From a business perspective, using Weibo compared to platforms like Baidu and Tencent
Weibo makes financial sense. Weibo has a 56% user share of China’s microblogging market, and
that figure increases to more than 86% when accounting for on-page time.

TikTok (Douyin), Here’s a name you’ll probably recognize if you live outside of China —
TikTok. The Chinese version is called Douyin, but if you're outside of China, you’ll use TikTok.

This social network quickly shot to fame in the USA with its short videos, quirky dances,
and loads of easy-to-use video editing features. It’s one of the biggest Chinese social media
platforms to date, with more than one billion monthly active users around the world.

This platform thrives on short-form, user-generated video content, often accompanied
by music and/or lip-syncing. Despite hailing from China, TikTok offers tons of English-language
content and caters to more than 75 languages in 150 countries. Users are mostly Gen-Z and

Millennial individuals and has spurred thousands of self-created influencers.
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Tencent QQ, another micro-blogging site on our Chinese social media list, QQ is owned
by Tencent and is similarin function to WeChat. However, a key difference is its signup process —
you don’t need to register with a phone number.

What’s more, you can also use QQ as a desktop application, making it more palatable
for business professionals.

BaiduTieba, China’s largest search engine, Baidu, has itsown social network named Baidu
Tieba. While it might not be well known in Western countries, Baidu Tieba is actually older than
Facebook. Its total number of registered internet users has surpassed 1.5 billion, making it a top
network for brands to consider.

Since Baidu Tieba has the backing of the search engine Baidu, its content ranks extremely well in
search. It’s ideal for keyword-based content, as well as question-and-answer content and
interactive content.

Tencent Video, another video-sharing Chinese social media platform, Tencent Video
boasts more than 112 million subscribers under its premium offer. It recently overtookits once-
stalwart competitor, Alibaba Youku, and now sees more than 400 million monthly active users in
China.

However, the platform has endured a tumultuous relationship with the Chinese
government. It remains under constant surveillance and has experienced its share of censorship.

Zhihu is a question-and-answer social media site. It's similar to Quora in those questions
are posted, answered, and edited by members of its community.

Users of Zhihu include entrepreneurs, speakers, and other professionals who aim to
showcase their expertise in various subject matters. It's aimed at Chinese netizens and marketed
as a source of knowledge. Users can upvote answers they think are the best, which helps those
answers (and the users that provided them) gain more exposure.

Zhihu offers two levels of paid membership, both of which give users access to tons of
webinars, e-books, and other content.

Little Red Book, our list of Chinese social media channels wouldn’t be complete without
mentioning Little Red Book. Criginally built as a platform for user-generated content, Little Red
Book has now become a primary source of information when buying decisions are at stake.

Most Little Red Book users live in first-tier cities (sprawling metros like Shanghai, Hong
Kong, and Beijing). Its 450 million users post an average of 450,000 times each day. It's more sales-
oriented in that many of its users are actively searching for new products and brands.

Overall, content on Little Red Book appears more trustworthy and has become an ideal
place to erow brand awareness and word-of-mouth marketing among Chinese consumers.

KuaiShou, the predecessor of Kwai, called "GIF Kwai", was born in March 2011. It was
originally a mobile application used to create and share GIF pictures. In November 2012, Kwai
transformed from a pure tool application to a short video community, a platform for users to
record and share production and life. Later, with the popularity of smart phones and tablets and
the decline of mobile traffic costs, Kwai ushered in the market after 2015.

Summary on researcher’s concepts: Weibo is an important platform for Internet users to

obtain and share information. Unlike WeChat's acquaintance chain, Weibo has obvious community
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attributes, which can connect users with the same topics and hobbies. With the development of
mobile intelligent devices, mobile social media has become an important way for users to obtain,
comment and forward news. For online violence, the forwarding and comment function of
microblog will accelerate the spread and spread of irrational emotions and make microblog full of
all kinds of extreme and irrational statements.

Although short videos such as Kwai and Tiktok have brought new network platforms to
social networking, they have also triggered many social problems during users' use. From the
existing short video channels, the number of active users exceeds 300 million per day. In addition
to Tiktok, Kwai is the leader in the field of short video. As a leader in the field of short video, Kwai's
customer base cannot be ignored.

In addition, WeChat, QQ and other new media apps will also be the transmission
channels of online violence.

Nurturing video network violence Although the mobile short video app has broadened

people's "voice" channels, allowing users to upload their own photos on social platforms at will,
but the excessive comments and offensive images have become network violence that hurts
others. Throughout the development process of short video, the content of online violence, such
as human flesh search, privacy disclosure and insulting words, also affects the healthy

development of the indust
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6. Research Methodology

Populations: Populations that are Young active Intermet in Shandong Province China.As
of June 2022, Internet users aged between 20 and 39 accounted for 37.5% in China, higher than
other age groups. In Shandong, the number of Internet users has exceeded 70 million.

Sample size: Young active on the intemet in China = 400 people (from Taro Yamare
table at 0.05 Significant. The statistical formula devised by Taro Yamane is as follows:
n =N/ 14+ N(e)2

n = the required sample size from the population under study
N = the whole population that is under study
e = the precision or sampling error is 0.05

Sampling: Non-probability: Purposive sample

2. Research Instrument

The tool used in the study was a online questionnaire because it is spent low cost, free
from regional restrictions, that collected factors influencing cyberbullying, , wider survey objects,
faster recovery, etc. Besides, the main research content of this paperis cyber violence After the
online survey, it will be screened according to the same principle as the paper questionnaire.
The questionnaire includes 3 sections such as section 1 population characteristic, section 2
audience opinion to cyber violence, section 3 suggestion.
This questionnaire of 3.1 is the Section 1 population characteristiccomprised of nominal scale data
such as gender, age, education background, daily online entertainment time, occupation, and
individual income/month. The character of each question form is multiple choice. (Check list).

3. Data Collection

Populations: Populations that are Young active Intermet in Shandong Province China.As
of June 2022, Internet users aged between 20 and 39 accounted for 37.5% in China, higher than
other age groups. In Shandong, the number of Internet users has exceeded 70 million.

Sample size: Young active on the intemet in China = 400 people (from Taro Yamane
table at 0.05 Significant. The statistical formula devised by Taro Yamane is as follows:
n =N/ 1+ N(e)2

n = the required sample size from the population under study
N = the whole population that is under study
e = the precision or sampling error is 0.05

Sampling: Non-probability: Purposive sample
4. Data Analysis
- Frequency

- Percentage

7. Conclusion

Your research outlines a comprehensive investigation into cyber violence in Shandong
Province, China, specifically among Gen Z, using a mixed-method approach of qualitative and
quantitative research. Here’s a summarized version of the key points:
Research Procedures and Methods
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1. Six-Step Process
- Analysis of cyber violence in Shandong.
- Content analysis of key variables.
- Data analysis for two main research objectives.
- Hypothesis testing.
- Stakeholder suggestions.
2. Qualitative Research
- Data collected through literature review and in-depth interviews.
- Two key informants: government official and media literacy expert from Shandong
New Media Association.
- Interviews conducted online, with content analyzed through qualitative methods.
3. Quantitative Research
- Gen Z (15-22 years) in Shandong was the target population.
- Sample size: 407 respondents.
- Research instrument: a questionnaire with four sections (demographics, media
exposure, views on cyber violence, recommendations).
- Validity and reliability were ensured via expert reviews and statistical tests (I0C,
Cronbach alpha).
Key Findings
1. Cyber Violence in Shandong Province
- Cyber violence is prevalent on platforms like Sina Weibo, Douyin, and Baidu Tieba.
- Cyber violence is a social issue, requiring comprehensive solutions from both
government and individuals, particularly among Gen Z.
2. Demographic and Media Exposure (Objective 2)
- Media exposure among Gen Z is high, particularly on Sina Weibo, WeChat, and Douyin.
- Social media is used mainly for communication, entertainment, and information.
- Usage peaks between 2-6 pm, with smartphones being the most used devices.
3. Causes of Cyber Violence (Objective 3)
- The primary cause of cyber violence is Gen Z’s lack of media literacy.
- Other contributing factors include the immature use of social media platforms and
lack of critical thinking skills online.

Hypothesis Testing

1. No significant relationship between demographic factors (gender, age, education, etc)
and views on cyber violence.

2. Significant relationship between social media exposure (platform usage, frequency,
time) and views on cyber violence, particularly negative correlation (higher usage led to lower
awareness or sensitivity towards cyber violence).

Suggestions for Stakeholders

1. Government

- Strengthen laws and regulations to combat cyber violence.
2.GenZ
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- Improve media literacy and self-awareness to avoid being perpetrators or victims of
online violence.
3. Society
- Encourage responsible online behavior and support policies that enhance media
literacy.
This summary provides a clear outline of your findings and methodology, covering the
situation of cyber violence, the role of media exposure, and its implications for both individuals

and policy-makers.

8. Discussion

Based on the research objectives, the discussion will be presented as follows:-

(1) In the prevention of cyber violence, Shandong Province proposed to "clearly refine
the content standardsrelated to cyberviolence", "build a technology identification mod el for cyber
violence", and "establish an emergency response mechanism for public opinion related to cyber
violence', so as to detect the tendencies and signs of cyber violence in a timely manner . In terms
of disposal and punishment, clarify the orientation of "strictness in accordance with the law",
classify and dispose of accounts related to cyberbullying, resolutely crack down on malicious
marketing and hype, and strictly hold accountable online platforms for dereliction of duty and
negligence. At the same time, media literacy organizationsare also improving Genz's media literacy,
guiding Gen z to establish correct values, network views, and social concepts. However, in recent
years, Internet chaos has frequently appeared in Gen z, which just shows that the current society
does not pay enough attention to media literacy education, and media literacy is not perfect.

(2) Diversification of transmission channels of cyber violence. The entire propagation
process of cyber violence is in an extremely open communication structure with diversified
communication channels. Whether itis through Douyin, Weibo, WeChat or Tieba, netizens can post
their own opinions. As long as the information is attractive, it can It caused a new round of
communication activities, which led to the crooked path of cyber violence.

(3) The virtuality and anonymity of the network field provides a hotbed for the brutal
growth of network violence. In the network environment, everyone has a "microphone”. Netizens
can speak freely regardless of their real identities, and can easily publish speeches with obvious
colors and emotions. It is difficult to pursue accountability. The influence and destructive power
of speech have increased sharply, and cyber violence has intensified. While expressing their
opinions as information disseminators on online social platforms, teenagers are also receiving
opinionsfrom others as information recipients. Due to the uneven quality of netizens, the platfom
review mechanism has not yet been perfected, it is difficult to distinguish the true and false of
online incidents, and Gen z has not yet established correct values. There is a cognitive biastowards
reality,and even when teenagers are involved inthe vortex of Internet violence and public opinion,
they are still ignorant of right and wrong.

In the era of "trafficis king", the network platformis a must for all kinds of media. As far
as the network platformis concerned, public opiniondisseminationand topicdiscussions can bring
a steady stream of traffic and income to the website. In order to win the attention of netizens and
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gain more attention, some online media platforms choose to cater to the low-level interests of
the audience in order to create "selling points" in the process of communication. At present, the
online platform has not established a classification system, and all content has no restrictions on
Gen z. In the network environment, some video communication platforms are full of vulgar
comments and content, seriously affecting the normal and healthy video communication ecology.
Gen z is an important user of the video platform, long-term exposure to such information will
affect its value judgment and behavioral choices. Due to lack of experience and inexperience, it is
easy to "pat your head and think about problems", and even go to extremes. The infiltration and
embedding of Internet media has trapped young people in the dual identities of encountering and

participating in Internet violence.

9. Recommendation

(1) Recommendation for Policies Formulation

When formulating corresponding laws and regulatory policies, various departments
should clarify the functions and division of labor of various regulatory departments and online
platforms, improve the legal responsibilities of social media platforms, and strengthen platfom
governance, including setting specific requirements to clarify the platform's obligation to counter
cyber violence wait. Although platforms are also called upon to fulfill their obligation of prior
review, as there are no clear provisions in the current law, many platforms are neglected in
management. It is necessary to improve the legislation and make clear provisionsin the law to
consolidate the responsibility of the platform. Legislation should make specific and clear p rovisions
on the prevention and punishment of cyber violence. These should include: establishing the types
and judgment standards of cyber violence, clarifying the content and form of cyber violence;
defining the boundaries between criminal law and civil law, economic law and other laws;
standardizing the form, exercise procedure and scope of application of anti-cyber violence power
wait.

(2) Recommendation for Practical Application
When an avalanche occurs, no single snowflake feels responsible. In order to curb the continuation
of cyber violence incidents, based on the conclusions drawn above, the following suggestions are
made

(3) Recommendation for Further Research
Itis human nature to want to explore the origin of things, but theoretical researchis indeed endless.
Therefore, future research on cyber violence will continue to expand and deepen.

In the analysis and research of related fields in the future, more and more perfect
relevant theories and empirical evidence can be combined to study cyber violence from a more
subtle and innovative perspective. Follow-up more in-depth research can be carried out from the
following two aspects: First, by referring to otherresearch modelsand comprehensively considering
many factors that affect cyber violence, a more comprehensive research model is constructed to
explore the key factors that affect cyber violence. Second, in terms of data collection, follow-up
research can collect more real and effective data through data crawling through online violence
comments, so as to verify the validity of relevant models and research conclusions.
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ABSTRACT

The objectives of this research were (1) to analyze the format and structure of educational documentary
programs at Guangzhou Huali University; (2) to explore the impact of the evolving media ecology on the
production, creation, and communication mechanisms of educational documentaries. (3) to propose
innovative strategies for improving the production and dissemination of educational documentaries.

This research was qualitative research using interviews with 9 film and television lecturers and 15
students. Guangzhou Huali College. Descriptive statistics were analyzed and presented as percentages.

Major Findings: (1) The study found that there is not much recognition of documentary viewers
Most viewers choose to watch documentaries based on their favorite stories. And make me remember,
documentary programs come in variety Mobile phones are another way of viewing nowadays. In which the
production of documentary programs will follow the trend. and presented through the context of new
media, online media, in line with teaching and learning the format of documentary programs therefore
changed from the original format. There is encouragement to watch documentary programs, (2) teaching
courses to create documentary programs have been modified to be consistent with the contemporary.

Most students think Learning how to create a documentary with a myriad of theoretical approachesis a
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chore in today'sworld. The teaching and learning atmosphere therefore generate the interest of the learners
by practicing, researching, and producing television documentaries. The needs of the students are the main
awareness that teachers must adapt to the current situation. Adapt knowledge from practical exercises
rather than just lectures on theory. As future television jobs grow, it is imperative to build the skills and
abilities of future learners.

Keywords: Television documentary programs, Guangzhou Huali College

1. Introduction

In the current digital age, media and communication have undergone profound transformations
due to the rise of new technologies and platforms, reshaping not only the format of content but also its
delivery and audience engagement. Traditional educational tools, such as documentary programs, must
now evolve in response to these changes to remain relevant and effective. Documentary programs, once
seen as a straightforward medium for conveying information, are now at the intersection of creative
expression and pedagogical innovation, demanding a rethinking of how they are produced, consumed, and
understood within educational contexts.

The evolution of the media ecology, characterized by the integration of digital platforms, social
media, and multimedia storytelling techniques, has shifted the paradigm of educational content. This shift
has affected boththe creation process and the communication mechanisms of documentaries, emphasizing
the need foradaptability inboth production methodsand educational practices. Considering these changes,
this study seeks to examine the impact of this evolving media environment on the production and
communication of educational documentaries in universities. Guangzhou Huali University serves as a case
study to provide concrete insights into how educational institutions can navigate these challenges.

Higher education institutions, as hubs of knowledge production and cultural transmission, play a
crucial rolein shaping the next generation of thinkers, creators, and professionals. Inthis context, universities
must adapt their teaching methods to reflect the dynamics of the new media landscape. The documentary
format, traditionally rooted in a linear, fact-based approach, offers a unique opportunity for academic
institutions to merge theory and practice, equipping studentswith the skills needed to critically engage with
content creation. Understanding how documentary creation in educational settings can be enhanced
through innovative production modes, interactive storytelling, and integrated communication strategies is
key to fostering student creativity, practical abilities, and intellectual engagement. This study aimsto explore
these developments and suggest ways to effectively integrate modern documentary practices into higher

education curricula.

2. Research Questions

1. What are the specific formats and structures of educational documentary programs at
Guangzhou Huali University?

2. How has the evolving media ecology influenced the production, creation, and communication
mechanisms of educational documentaries at Guangzhou Huali University?

3. What innovative strategies can be developed to improve the production and dissemination of
educational documentaries at Guangzhou Huali University?
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3. Research Objectives

1. To analyze the format and structure of educational documentary programs at Guangzhou Huali
University.

2. To explore the impact of the evolving media ecology on the production, creation, and
communication mechanisms of educational documentaries.

3. To propose innovative strategies for improving the production and dissemination of educational

documentaries.

4. Literature Review

4.1 The Form of Documentary

As the oldest audio-visual language display form, documentary itself is the matrix of modern film
art. In the process of continuous development of film art, it has been gradually divided into different kinds
of film, such as feature film, news film, scientific and educational film, animation film, documentary and so
on. In Europe and the United States in the 1920s, the curious documentary led by Robert J. Flaherty, the
father of the world documentary, was all the rage. It brought people from the fictional film story to the
strange and distant but real world, and film and television producers realized the charm of reality for the
first time.

As for the definition of documentary, many scholars in the world have given different opinions.
It was Grierson who first proposed the term "documentary". (Fan,R.L, 2019). He believed that documentary
is the "creative processing of reality", and this definition is still widely recognized and accepted today.
According to the Dictionary of Film Terms, published by several American universities, "Documentary is a
film that excludes fiction. It has an appealing and persuasive theme or point of view, but it draws from real
life and uses editingand sound to enhance the impact of the work." As a special form of film, documentary,
due to its documentary property, has been widely valued by all walks of life since its birth, and has
experienced a period of ups and downs from complete imitation to independent production. As a result,
there is no fixed and universal classification standard for documentaries.

First, it has a clear purpose. It should go deeper than any other television production rather than
avoid social reality; It needs to be actively involved in the mainstream of society and participate in social
life, rather than crooning on the margins.

Second, it is clearly instrumental. Documentary is originally a way of discussion and thinking,
permeated with rational spirit and scientific spirit, it is not only a photographic reflection and record.
countries

Third, it strongly reflects the author's free will. A documentary must show the author's own
perspective, expounding his own views and giving his own voice - even if it is an alternative voice - to let
the audience hear the author's independent thinking. (Jia, Z.W., 2022).

After the popularity of television, documentary has achieved unprecedented development on the
screen, and the term "TV documentary" has appeared. It is the development of film documentary, is also
a kind of TV show. With the development of new media, more and more documentary works are no longer
limited to TV and film media, and new media platforms have become an important position for
documentary broadcasting. (Li,D., 2022)

4.2 Documentary Teaching Method

For students majoring in radio and television directing, the creation of documentaries is a vital

professional course that significantly enhances their skills in drama, film, television, and news
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communication (Li, J. H., 2022). This course not only assesses students' abilities in editing, filming, and
directing but also bridges the gap between theoretical knowledge and practical application, fostering critical
thinking and creative problem-solving. As the new media era progresses, media-related disciplines face
substantial innovation and challenges. Students must develop their capacity to translate theory into
practice, necessitating a departure from traditional teaching methods in documentary creation. Historically,
classroom instruction has favored the appreciation of classic documentaries, confining students’ learning
to theoretical discussions rather than hands-on experiences.

In higher art education, the use of documentaries remains limited in scope and depth. Hu Zhifeng,
president of the Chinese University Film and Television Association, emphasizes the role of documentaries
in fostering students' engagement with society, encouraging them to reflect critically on contemporaryissues
and enhancing their sense of social responsibility (Tian, Z., 2022). Documentaries serve not only as records
of human civilization but also as vehicles for cultural transmission, providing a "memory museum" through
which audiences can understand real-life experiences. The evolution of documentaries reflects a
confluence of political, cultural, technological, and market influences, establishing their value and impact
in society.

The essence of documentary art lies in its capacity to reproduce the realities of life, which endows
it with significant social functions and value. The success of a documentary largely hinges on its societal
impact and influence (Wang, Q. F., 2020). Therefore, creators must take on the responsibility of documenting
society's historical narrative and addressing contemporary issues through their works.

The artistic value of documentaries is manifested through various elements, including angle
selection, structural arrangement, expression forms, and detail capture (Zhou, H. L., 2015). These artistic
considerations enhance the emotional and rational conveyance of the documentary’s message, making
audiovisual presentation a key criterion for assessing a documentary's artistic merit.

Culturally, documentaries play a crucial role in conveying the spirit of the times and national
heritage. They serve as mediums for cultural preservation and value construction, encouraging audiences
to engage with cultural narratives in relatable ways. By using straightforward visuals, documentaries
encapsulate cultural significance and reflect national identity. Commercially, the expanding scope of
documentaries in the new era presents new opportunities for engaging diverse audiences and capitalizing
on their growing interest. Documentaries can leverage commercial partnerships to enhance their content
and production quality, allowing for innovative topic selection and presentation (Zhang, X. D., 2018).

4.3 Ontology of photographic image

The ontology of image is the foundation of Andre Bazan film realism theory system. Its core and
basic point of view is that the image is the same as the subject in the objective reality. (Zhao,Z.Y. 2016) In
his article Ontology of Photographic Image, Jean Jacques Martin proposed that the nature of film to
reproduce the original appearance of thingsis the basis of film aesthetics. Because allart is based on human
participation, only in photography, we have the privilege of not letting people intervene. Therefore, the
images obtained by photography have natural properties. The ontology of image is closely related to Andre
Bazan psychology of the origin of film and the evolution of film language. Andre Bazan believes that the
psychological basis of the invention of film is the fantasy of reproducing complete reality, and realism is
the trend of the evolution of film language. First of all, the film and pure objective, complete reality is
identical; Secondly, the authenticity of the film, in terms of its pure state, is due to the reality of time and
space it embodies. Thirdly, the shootingimage of the film is the "extension of photography",is to reproduce

the original appearance of things.
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4.4 Movie Eye Pie

"Film eye School" is a theory proposed by Soviet documentary film director Jiga Vertov in the early
1920s and put into practice in creation, namely "film eye school". He compared the film camera to the
human eye, or even better than the human eye, advocated that the film workers hold the camera to
"capture life by surprise”, opposed the artificial acting, even general performance of the film (feature film),
advocating news film.

4.5 Agenda Setting Theory

The agenda setting theory was proposed by American communication scholars Maxwell E.
McCombs and Donald Shaw in the 1970s. It refers to the fact that mass commmunicationcan set an “agenda”
for the public and affect people's cognition and identification of current events and their importance. The
explanatory effect theory represented by agenda setting is no longer limited to the attitude change and
potential effect brought by the communication content to the audience in the past. Instead, it begins to
pay attention to the influence of media intervention on the salience, interpretation and audience
recognition of publicissues. Accordingto theirown values, attitudesand emotional tendencies, mass media
selectively organize reports by giving certain structural order to the huge mass media information.
Nowadays, the emergence and popularization of new media has led to the complexity of communication
subjects, the quantification of information content and the diversification of receiving channels, which has
also influenced the basic views of agenda setting theory. Audiences no longer rely on the media to tell
themselves what is important "from the top down", they start to set important issues themselves with the

unique "means" of the new media era.
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6. Research Methodology
This study employs a qualitative research methodology, utilizing literature analysis to explore the
application of documentary creation in higher education. With the rapid development of the Chinese film
and television industry, universities are increasingly offering courses in documentary production to prepare
future professionals. However, many traditional teaching methods have proven inadequate, leading to
suboptimal educational outcomes. Therefore, this research aims to deeply investigate how documentary
courses can be improved to better serve students’ needs and ensure a robust talent pipeline for the
industry. The research process encompasses four main steps: establishing the research background,
conducting case analysis, collecting relevant data, and drawing conclusions. The case study approach will
follow three specific steps:
1. Identify the research object and relevant examples at Guangzhou Huali University.
2. Summarize the current teaching methods employed in documentary creation courses.
3. Conduct interviews to assess the classroom environment and gather feedback from student’s
post-class.
6.1 Populations and Sampling
The study focuses on students majoring in media and art at Guangzhou Huali University. The target
population is about 1,000 students. The selection was made for the following reasons:
1. The population has a solid background in film and television, making it more representative.
2. Courses related to documentary creation are already offered in these majors, allowing for direct
feedback on teaching effectiveness.
3. These students have flexible thinking and lifestyle, making data collection easier and more
accurate.
6.2 Scope of Research
The data collection covers the period from December 2019 to December 2022, allowing a
comprehensive view of the platform's growth and development over these years. The study investigates
the characteristics of Xinhua Hao, including product features, development status, and trends. It also
analyzes the performance metrics of various account types (individuals, enterprises, government agencies,
media outlets, and universities) using data on total reading, sharing, interactions, follower counts, and
publications. The research focuses on accounts from different sectors within China, including individual
users, enterprises, government agencies, media outlets,and academic institutions. The study drawson both
primary and secondary data, including interviews with key figures at Xinhua Hao (e.g., operation managers,
editors) and an in-depth literature review. It also includes a statistical analysis of account performance data,
collected from official Xinhua sources.
6.3 Research Instrument
The research instrument used is an online questionnaire, distributed through WeChat and WeChat
groups. This method allows students to fill out the survey and submit their responses online. A QR code
was used to give access to the questionnaire.
6.4 Data Collection
Data collection for this study will involve three key steps: first, the preparation of online
questionnaires designed to gather student feedback on their documentary creation experiences; second,
the distribution of the questionnaires through the WeChat platform to enhance reach and participation;
and third, the analysis of the collected feedback to draw conclusions regarding the teaching status of
documentary creation courses. Additionally, the study will compile relevant literature on documentary
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creation courses, focusing on determining search keywords such as "documentary creation," "Guangzhou
Huali University," and "new media context" to guide literature searches. This process will encompass various
collection methods: utilizing digitized library resources by inputting keywords into library websites,
prioritizing Guangzhou University’s library, and expanding searches to other university and local libraries, as
well as platforms like Baidu and Google for broader access; accessing comprehensive Chinese periodial
articles primarily through the China National Knowledge Infrastructure (CNKI); and gathering grey literature,
including unpublished documents like academic dissertations and government reports, by conducting
keyword searches on CNKI.

6.5 Data Analysis

The data analysis process will incorporate both primary and secondary research methods. For
primary data collection, a sampling survey method will be utilized, employing a questionnaire to sample
variousdemographic groups withinthe student population, witha specific focus on students from freshmen
to juniors. In terms of secondary data analysis, the literature research method will be employed to collect,
identify, and organize relevant literature, thereby developing a comprehensive understanding of the
research topic. Additionally, relevant materials will be analyzed using classified collection and comparative
analysis techniques. Furthermore, a case study method will assess the documentary creation teaching

environment, concentrating on students' interests, classroom dynamics, and engagement after class.

7. Conclusion

From the landmark documentary Nanook of the North to the documentary A Bite of China, which
shows Chinese traditional culture through food, to the cooperation between China, the United States, the
United Kingdom and the three countries, in the spectacular scenery of spring, summer, autumn and winter,
with a moving story about life, Born in China, a nature documentary that conveys the ancient Oriental Zen
idea of unity between man and nature to the audience, technology and artistic concepts are changing, but
what remains unchanged is human's desirefor stories and yearning forreal things. And under the promotion
of new media, the cognitive mode of human beings is changing more and more. The "real" produced under
the framework of Frahadiand Vertov becomes fuzzy, and its superficial and superficial original characteristics
become more and more obvious. And for the teaching of documentary film, it it does not be immersed in
the interpretation of the concept, fully mobilize the subjective initiative of students. The focus of teaching
reform is to make use of the characteristics of the new media era, transform passivity into initiative,
strengthen the awareness of innovation, and guide studentsto create documentaries suitable for the current
era. In the teachingenvironment of colleges and universities, the status quo of documentariesis elaborated
and summarized as follows:

1. Low penetration rate of documentary

2. Policy-driven, large market potential

3. Domestic documentaries are highly recognized

The survey results reveal that most students occasionally watch documentaries (83.65%), with only
10.58% watching frequently, indicating a generally low recognition of documentaries. Mobile phones are
the dominant viewing platform (68.27%), showcasing the evolving forms of documentaries in line with new
media trends. In terms of course feedback, 54.81% find the documentary creation course overly theoretical
and somewhat dull, while 51.92% express interestin learningabout documentary production. Furthermore,
64.42% of students feel they have grasped only 60-80% of the classroom content, and 70.19% prefer
assignments that balance theory and practice. Although 73.08% need group cooperation for practical



146

shooting tasks, 71.15% are inclined to pursue careers in the film and television industry, suggesting a strong
potential talent reserve despite a need for improved engagement and guidance in documentary-related
education.

Most audiences summarize the viewing frequency of documentaries occasionally. The viewing
frequency also indicates the audience's love and recognition of documentaries to a certain extent. A low
frequency also indicates the audience's low recognition.

As can be seen from the survey results that mobile phone are the main viewing platform of the
audience, the documentary in terms of broadcast conforms to the needs of The Times, combines the
current new media context, combines the characteristics of the Internet withthe depth of the documentary,
which also shows that the documentary form has broken the conventional tradition, the richness of the
form has been amplified, so that the documentary can be better promoted.

Most audiences think that there are too many theoriesin the class of documentary creation courses
and the classroom atmosphere is boring, while the audience pays more attention to the documentary
production, which also reminds teachers that while teaching, students' needs should be given priority,
combined with the actual situation, and do not immerse themselves in the transmission of theoretical
knowledge.

As for the questionnaire with media majors as the main target group, the final survey results show
that most of the audience list film and television work as the possible industry to join when choosing the
future employment direction. This result shows that the audience does not pay enough attention to the
film and television industry due to the lack of guidance from the school and teachers. The charm of film
and television art are not being known by most people, for the future development of the industry and
even the promotion of the process of documentary, there is still a large space for us.

8. Discussion

This research exploresthe changing landscape of teaching methods in media majors, witha specific
focus on documentary creation courses at Guangzhou Huali University. Driven by increased investment in
media education and the widespread availability of digital video equipment, colleges and universities are
incorporating more practical training into their curricula. This shift aims to enhance students' critical thinking,
creativity, and practical skills by moving away from traditional, theory-heavy teaching methods. The study
emphasizes that these changes not only contribute to better talent development but also have a positive
impact on teaching models and methodologies in higher education.

The research is centered on Guangzhou Huali University, where the researcher, as a teacher, has
direct insight into the teaching practices of media-related courses. This insider perspective enhances the
study’s feasibility and practical relevance by accurately targeting relevant groups for data collection and
analysis. The promotion of documentary education reform is seen as a key driver for cultivating high-level
academicachievements, optimizing talent resources, and fosteringinnovative teaching practices. The reform
process encourages young teachers to engage in innovative practices, helping them grow into experienced
educators capable of contributing to first-class teaching.

The study also addresses the current challenges facing the documentary industry. Despite the
growing recognition of domestic documentaries, as evidenced by their dominance over imported ones(67%
of documentaries broadcast in 2021 were domestic), their penetration rate among the public remains low.
The survey shows that 83.65% of media students watch documentaries only occasionally, indicating that

documentaries, which tend to be slower paced, do not align with the preferences of the "fast food culture”
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era. However, China’s State Administration of Radio, Film,and Television hasintroduced policies to promote
domestic documentaries, such as mandating their broadcast on satellite TV channels and encouraging
prime-time programming. These efforts have expanded the platform for documentaries, increased market
demand, and reinforced the social influence of domestic productions.

Despite these policy-driven market opportunities, the study reveals a gap between the growing
industry and the education system's ability to produce sufficient talent. Collegesand universities have been
slow to adjust their teaching models to meet the industry's evolving needs. The current curriculum is often
too focused on theoretical knowledge, making it less engaging for students who are more interested in
practical skills and documentary production. The research advocates for a reformed, student-centered
curriculum that balances theory with practice, incorporates political and ideological education, and
encourages active student participation.

In this proposed curriculum, students play a central role by recommending and analyzing
documentaries, contributingto a dynamic library of excellent films, and engaging in group projects to create
their own documentaries. Practical experiences are reinforced through exhibitions, critiques, and
competitions, which help students hone their skills and foster a sense of achievement. The curriculum also
integrates ideological and political elements, teaching students to respect the documentary’s role in
presenting reality, promoting mainstream values, and fostering a sense of social responsibility. This holistic
approach not only prepares students to become skilled documentary filmmakers but also instills a deeper
understanding of the social and cultural impact of their work.

The course objectives aim to equip students with both the technical and creative skills needed for
documentary production, while also fostering a strong sense of humanistic care and social awareness. The
course is particularly suited to students in journalism, radio, television, and related fields, and is designed
to prepare them for real-world challenges as they transition from academia to professional careers.
Additionally, the course offers a range of learning resources, including teaching videosand a comprehensive
question bank, to support both theoretical learning and practical application. By reforming the teaching
model to better align with the demands of the documentary industry, this study highlights the potential
for media education to contribute significantly to the development of high-level talent, thereby supporting

the continued growth and innovation of the film and television industry in China.

9. Recommendation

9.2 Recommendations for Applying Research Findings

1. Topic Selection: The value of a documentary is heavily influenced by the uniqueness and depth
of its subject matter. From the analysis of students' previousworks, it’s evident that many students struggle
with analyzing and choosing topics with significant social and humanistic relevance. To improve, teachers
need to guide students in expanding their horizons beyond narrow perspectives, encouraging deeper
thinking. This will help students select topics that resonate with the audience and provoke greater
recognition and engagement.

2. Audio-Visual Language: While documentaries don’t require the dramatic visual tension of feature
films, modern audience expectations have shifted, as seen in popular works like A Bite of China and Born
in China. Many students, however, still adhere to rigid, traditional shooting techniques, focusing solely on
content while neglecting innovative forms of expression. To address this, teachers should guide students in

designing visual language more thoughtfully. By planning shots that enhance themes and moods—such as
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using small fields for intimate moments or large fields for atmospheric settings—students can elevate the
visual appeal and impact of their documentaries.

3. Post-Editing: A well-crafted documentary depends on clear, smooth storytelling, which is
achieved through effective editing. However, many student works exhibit disorganized and chaotic editing,
with little structure in how material is presented. Professional teachers should actively lead students
through the editing process, helping them to classify and screen their footage. This guidance will allow
students to identify the most dramatic and relevant materials to effectively convey the themes of their
documentaries.

9.2 Recommendations for Future Research

1. Improving Critical Thinking in Topic Selection: Future research should explore strategies to further
enhance students' analytical abilities and depth of thought during the topic selection process. This could
include examining methodsthat help studentsidentify and explore topics with significant social and cultural
relevance, as well as techniques for encouraging critical reflection on a broader range of societal issues.

2. Innovative Approaches in Audio-Visual Storytelling: More research is needed on how modem
documentaries can blend traditional storytelling techniques with contemporary audience expectations.
Investigating how the use of innovative camera work, shot composition, and visual narrative elements can
improve the educational outcomes in documentary courses could offer insights into how students can
develop more engaging and visually dynamic works.

3. Enhancing Post-Production Skills: Research could focus on methodsto improve students’ editing
abilities, particularly in organizing and structuring their footage to create coherent narratives. Exploring best
practices for teaching post-editing skills, including how to identify and emphasize the most compelling
footageinalignment with a documentary’s theme, will provide valuable contributions to improving practical
media education.
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ABSTRACT

The objective of this research was to study the influence of the credibility communication of government
officials TikTok live broadcast on consumers' psychology and behavior.

This research was qualitative research, using literature review and in-depth targeted interviews with
two people, and random sampling from the population of registered Xinhua Hao users, Xinhua Hao
operators and editorial staff of Xinhua Hao 7 functional groups with a total of 26 people.

Major Findings: the development of Xinhua Hao is currently sluggish. The project has been
suspended from September 2019 to August 2022, lacking a very reliable audio and Windows content
platform to deliver quality content. For the “Xinhua Hao” platform, many quality content producers have

lost, and it was not possible to use their own resources to realize the value of the platform.

Keywords: Network, New Media Platform, Xinhua Hao

1. Introduction

The year 2022 marks the ninth year of China's national strategy to promote media convergence and
the second year in which full coverage of county-level integrated media centers is nearly realized, as
outlined by the Propaganda Department of the Central Committee of China. The 14th Five-Year Plan sets
forth the direction and objectives of deep media integration, emphasizing the promotion of media
convergence, the implementation of all-media communication projects, the strengthening of new
mainstream media, and the effective use of county-level media centers. This strategic framework is

reinforced by the "Opinions on Accelerating the Deeply Integrated Development of Media," issued by the
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General Offices of the CPC Central Committee and The State Council, which clarifies the path for
mainstream media to explore deep integration.

Xinhua News Agency and its affiliated platform, Xinhua Net, serve as an authoritative source of
information, bridging the gap betweenthe Party, the government, and the public. As a central media out let,
Xinhua plays a crucial role in covering major events and hot topics in society, ensuring high-quality
communication through its well-organized content operation system and vast network of regional partners.
Its extensive reach spans central ministries, local governments, media outlets, enterprises, and social
institutions, positioning it as a vital tool for distributing authoritative information. The development of
Xinhua’s new media platform provides valuable insights for the future of news agenciesin an era of digital
transformation.

In June 2019, the Ministry of Industry and Information Technology issued 5G commercial licenses,
marking the beginning of 5G's commercial deployment in China. In the same year, Xinhua launched an
invitation mechanism, paving the way for the expansion of its digital media operations. The opening of the
new media platform "Xinhua Hao" is expected to enhance the competitiveness of Xinhua Net’s client base,
improve the dissemination of mainstream publicopinion on mobile platforms, and foster deeper integration
between traditional and emerging media in content, channel, platform, and management practices.

This research aims to study the development and status of central media’s new media platforms,
specifically through a case study of Xinhua Hao. It explores how Xinhua integrates its high-quality content
with emerging technologies to adapt to the rapidly changing media landscape and meet the growing

demands for digital communication.

2. Research Question
To study the development status of "Hao" new media platforms of central media - The case study
of Xinhua Hao.

3. Research Objective
What is the principle to develop status of "Hao" new media platforms of central media: the case
study of Xinhua Hao?

4. Literature Review

4.1 Account Matrix of Xinhua News Agency

The account matrix of Xinhua News Agency is composed of state agencies and media affiliated to
Xinhua News Agency, excluding the accounts of enterprises or individuals, which maintains the information
authority of the national news agency. At the same time, the mobile client of Xinhua News Agency also
integrates the resources of the whole platform with the framework of the Xinhua News Agency subscriber
account matrix. The content resources of the national service platform "Live Cloud" are introduced into the
mobile client of Xinhua News Agency, the front-end display interface of the platformis set up in the first-
level structure, and an official account named "Live Cloud" is set up in the account matrix of Xinhua News
Agency subscription account, and the popular content produced by the platform is displayed and
broadcast. Xinhua News Agency integrates productsat all levels with linkage thinking, giving leading products
more display channels. The official publishing system of Xinhua News Agency's subscription number
covering various topics is combined with the "on-site cloud" which gathers two levels of information
resources of media organizations and individual correspondents. (CAIWen, Wang Huiyi, 2021).
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In accordance with the unified deployment of Xinhua News Agency, Xinhuanet will be completely
revamped and launched in early 2021. As an important measure to promote the in-depth integration and
development of media, thisrevisionis different fromthe past. It is not only the adjustment and optimization
of the page, but also the core is to promote the re-engineering of the platformthrough deep and systematic
reform. In a nutshell, it is to realize a major leap from a news platformto a "news + government affairs
service business" platform through a series of innovative breakthroughs in content architecture, production
mode, technology application, browsing experience and desktop terminal mobile terminal linkage. Since its
launch at the end of 2018, Xinhua News Agency has vertically covered media at the central, provincial, dty
and county levels, and horizontally joined forces with governments, universities and enterprises to
extensively connect and fully empower, effectively activating the source supply of positive content. This
revision will upgrade "Xinhua" to the infrastructure platform of Xinhuanet content ecology, further breaking
the boundary, and cross-boundary aggregation of more diverse content in a wider range of fields; Further
integration and interaction, forming a normal mechanism of interactive communication of major topics and
hot topics; To further lead enabling, open platform capacity and distribution network to nearly ten thousand
content unit partners (Tian Shubin, 2021).

4.2 Background of Chinese New Media

On July 29, 2021, the version 4.0 upgrade of Guangming Daily client and the Guangming
development project were officially launched. Based on eight systems of Rongmedia command center,
client, Guangming Huichuang, Guangming Open platform, Guangming Management platform, Guangming
Feiyu, Guangming Cloud Butterfly, Guangming Hui Tong, the Guangming Daily Rongmedia technology
platformwill help Guangming Daily accelerate the process of Rongmedia. Afterthe integration of Huichuang,
Feiyu, Yundi and Hui Tong systems, the Guangming Daily client will greatly improve the convenience of
editors and creators to publish information, improve production efficiency and reduce production costs. At
the same time, after the opening of Guangming media convergence platform, the market competitiveness
of Guangming Daily client will be greatly improved, so as to better spread mainstream public opinion on
the stage of mobile Internet and produce better content with better tools (Modern TV Technology, 2021).

The "Renminhao" new media product launched by People's Daily is an important measure to
implement the requirements of the central government, further promote the deep integration of media
and speed up the construction of new media. It is also a new exploration for mainstream media to actively
participate in the construction of online content ecology. People's Daily will work with all parties to use
mainstream values to relieve "traffic anxiety" and "algorithm anxiety", use social responsibility to regulate
"content innovation"and "content entrepreneurship”, use quality platformsto gather "wisdom"and "power’,
and continue to expand the positive energy of the Internet.

The function positioning of People's Account is to "create a platform for mainstream media and
new media content creationand authoritative government affairsinformationrelease and aggregation”, with
authority, mainstream value, credibility and influence as its value positioning, which continues the
mainstream value and authoritative status of its parent media People's Daily, the official newspaper of the
Communist Party of China Central Committee. "Government affairs”, "'media" and "we media" are placed in
the first three categories of the display column on the platform, which is in line with the functional
positioning and value positioning of the mobile client of People's Daily. Under the "sovernment affairs'
category of the People's account, there are 31 sub-categories of provincial units, which respectively contain
the official accounts of various industries in the region. This classification system covers all provincial-level
units across the country, reflecting the characteristics of the People's Daily leading the party media at all

levels of the country and helping national governance.
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4.3 Theory of Interpersonal communication

Interpersonal communicationrefers to the information exchange betweenindividuals, whichis also
composed of two individual systems interconnecting to form a new information communication system.
The form of interpersonal communication can be direct communication between two people face to face,
or indirect communication through media (Cai Wen & Wang Huiyi, 2021).

4.4 Theory of Media Ecology

Media ecology refers to the environment for the existence and development of mass media
organizations, which is mainly composed of policy environment, resource environment, technologicl
environment and competitive environment. As a part of the social system, the news media is closely related
to other social systems. The communication behavior of any mass communication organization is always
under the deep control of the hidden net composed of the social specific political system, policies and
regulations, and cultural paradigm.

4.5 Background of UGC

UGC is all user-generated Content, that is, user-generated content. The rise of UGC is accompanied
by the concept of Web2.0, which advocates personalizationasthe main feature. It is not a specific business,
but a new way for users to use the Internet, that is, from the original download-based to download and
upload (Beijing News, 2021).

The literature review covers various theories and background relevant to the development of
Xinhua Hao and China's new media landscape. The Xinhua News Agency's account matrix maintains the
authority of state-run media by focusing on government and institutional accounts while integrating
resources from platforms like "Live Cloud." This matrix enables a dynamic content system, allowing
extensive linkage across central and regional media, empowering positive content dissemination.

The role of platforms like Guangming Daily and People's Daily in fostering media convergence and
expanding their influence on mobile internet platforms. These platforms are positioned to support
mainstream public opinion with improved content creation tools and strategic government partnerships.

Additionally, the literature discusses the theories of interpersonal communication and media
ecology, focusing on how communication between individuals and mass media operates within specific
social, political, and technological environments. Lastly, the rise of User-Generated Content (UGC) is
explored, with UGC reshaping internet usage by allowing users to create and share content, enhancing
personalization and interactivity within the digital media space.

5. Conceptual Framework
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6. Research Methodology

This study adopts a qualitative approach, utilizing content analysis of mass media reports and
relevant literature to investigate the current development status and challenges of Xinhua's new media
platform. Data collectionis conducted through a combination of literature review, population sampling,
surveys, and interviews, which are then analyzed to identify bottlenecks and offer suggestions for future
growth.
The primary study tools include:

1) Literature Review: The research examines zero-order literature (primary sources), primary
literature (original studies), secondary literature (retrieved works), and tertiary literature
(reference materials) to build a comprehensive understanding of Xinhua's development.

2) Surveys and Interviews: The study conducts purposeful and systematic investigations through
focus group interviews, case studies, and sample interviews. Methods include observation,
conversation, questionnaires, and structured dialogues to gather insights from various
stakeholders.

This method approach enables the identification of key issues in Xinhua's current development

and forms the basis for proposing practical recommendations.

1. Populations and Sampling

In the part of population sampling, we mainly interviewed Meng Chao and Li Lin of Xinhua hao,

and selected samples by intentional sampling.
Two Xinhua operation workers: Meng Chao, Li Lin
Four Xinhua News Agency editors: Wang Hui, Cui Hongzong, Li Shanshan, Ding Zisho
Four Xinhua number settlers: Hua Rui, Li Qi, Du Wenlong, Song Xiaojun
Four Xinhua enterprises: China Life Insurance, Tribute brand West Lake Longjing, Yihe Hui, Aoling
Light Truck

Four Xinhua government office: China weather, China fire, healthy China, diplomatic PHS

Four Xinhua News Agency: Xi 'an Radio and Television Station, Guangming Daily, Sichuan
Observation,

Four Xinhua News Agency Universities, Jinan University, Tsinghua University, Peking University and
National Defense University

2. Scope of Research

The data collection covers the period from December 2019 to December 2022, allowing a
comprehensive view of the platform's growth and development over these years. The study investigates
the characteristics of Xinhua Hao, including product features, development status, and trends. It also
analyzes the performance metrics of various account types (individuals, enterprises, government agencies,
media outlets, and universities) using data on total reading, sharing, interactions, follower counts, and
publications. The research focuses on accounts from different sectors within China, including individual
users, enterprises, government agencies, media outlets,and academic institutions. The study drawson both
primary and secondary data, including interviews with key figures at Xinhua Hao (e.g., operation managers,
editors) and an in-depth literature review. It also includes a statistical analysis of account performance data,
collected from official Xinhua sources.

3. Research Instrument

The research instrument for this study consists of a comprehensive approach that integrates

qualitative methods, including content analysis of mass media reports and relevant literature on "Xinhua."
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Data collection involves both primary and secondary sources, primarily through interviews with key
stakeholders such as Xinhua operation staff, editors, and individual users, alongside targeted case studies
of relevant enterprises and government entities. The qualitative data is gathered through structured
interviews, observations, and questionnaires, facilitating an in-depth exploration of the development status
and challenges faced by "Xinhua" in the context of new media. Secondary data is collected through
literature reviews, including primary, secondary, and tertiary sources, which are meticulously sorted and
analyzed to enhance understanding of the issues at hand. This multi-faceted instrument aims to provide a
thorough examination of "Xinhua's" operations and to propose informed recommendations for its future
development.

4. Data Collection

Interview method: To interview and inquire individuals, so as to effectively understand the current
development status and plan of "Xinhua" in the "No" type of new media in the central media.

Main Study objects: Xinhua operation, editors, readers and writers (individuals, enterprises,
governments, universities and media)

Literature Study method: It is a method to collect, identify and sort out literature, and form
scientific understanding of facts through the Study of the collected literature. So as to comprehensively
and correctly understand and master the issues to be studied.

Data collection method: Referring to relevant materials of the Study topic, conducting classified
collection, comparative analysis and other methods, sorting and screening, and developing breakthroughs.

Case study method: Through the investigation and analysis of the case of "Xinhua", through the
analysis and description of its product characteristics, development status and future trend, the
development status of the overall new media platform is studied and analyzed.

5. Data Analysis

The data analysis focuses on account statistics of Xinhua Hao from December 2019 to December
2022, covering various attributes such as total readings, shares, interactions, followers, and publications. The
data reveals significant variations in performance across different types of accounts, including individuals,
enterprises, government agencies, media outlets, and universities. For instance, individual accounts like Lizi
Qi and Du Wenlong boast billions of total readings and substantial interactions, while government accounts,
such as China Weather and Diplomatic Smarts, exhibit similarly high engagement metrics. Media and
university accounts also contribute to a diverse content ecosystem with considerable influence. This

analysis highlights the growing reach and engagement potential of Xinhua Hao across various sectors

7. Conclusion

After the launch of "Xinhua hao", a series of influential, rich content and diverse forms of online
and offline activities will be launched to encourage high-quality original content creation, encourage authors
to continue to output good content, spread the voice of China, and tell good Chinese stories. "Xinhua"
connected users to coordinate planning, production and dissemination around major themes and social
hot spots such as "Food Day", "Chinese Doctor's Day", "National Fire Protection Day" and "Chinese People's
Police Day", and achieved remarkable results.

Xinhua hao "newly upgraded to content ecological infrastructure platform. On January 1, 2021,
Xinhuanet PC terminal and Xinhuanet client terminal will be completely revised and launched. The new
media platform "Xinhua hao" launched by Xinhuanet client has also achieved a major iteration

synchronously, upgrading froman openaggregation platformto a content ecological infrastructure platform,
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which gathers multiple content across borders and links the whole network communication channels,
enabling nearly ten thousand content unit partners and creating a richer and more diversified content
ecology for netizens.

The revised version of "Xinhua hao" realizes the dual-terminal integration between PC and client
of Xinhua Net, and launches such important functions as vertical information flow, convergence media
aggregation, dual-terminal data synchronization, etc. It provides systematic platform support for users'
creation, reading and communication, which is an important milestone in product planning, content
construction and technical support of Xinhua Net.

Alsoin the user experience, visual presentation has been greatly optimized, the structure is clearer,
the interface is more friendly, the information is richer, the use is more convenient. "Xinhua" has added ten
vertical information streams, including sovernment affairs, finance, military affairs, health and culture. It has
added authentication and homepage card sharing functions, such as health account and Party building
account, and set up an exclusive search and display area for brand number to meet the personalized needs
of Internet users, government affairs and business.

To sum up, the current development status of "Xinhua hao" is stagnant. From September 2019 to
August 2022, the operationwill be suspended. "Xinhua hao"in 3 years, from audio, graphic, topic, live, video
and other forms of cooperation with PGC, OGC, UGC users to make information dissemination more
valuable.

As one of the first individual users of Xinhua hao after its opening, the author has been awarded
"The Most Influential Creator of Xinhua hao of the Year" for two consecutive years. In the past few years of
hard work on the platform, it has also harvested vertical fans and readers and realized the output value of
its own content.

Through the early case descriptionand data display, itisundeniable that the success and influence
of "Xinhua hao" in the past operation. "Xinhua hao" suddenly suspended operation, for the majority of
creators, lost an authoritative content voice platform and a high-quality content display window. For
"Xinhua hao" platform, the loss of many quality content producerscan no longer use its resources to realize
its platform value.

8. Discussion

The Platform suspends all development plans since the "Xinhua hao" ceased operationsonAugust
29, 2022. It took two years to invite all kinds of accounts, only for a while to freeze. For "Xinhua hao" this
wave operation, let the user do not understand. Will Xinhua hao continue to grow in the future? Will it
return toits previousform of operation? Ordo you planto take the road of commercial account incubation?
All kinds of questions are unknown.

Due to the barrier of the COVID-19 epidemic, during the two sessionsin 2021, China is in the stage
of normalizing epidemic prevention and control with the concept of "preventing import from outside and
preventing rebound from inside". Offline reporting activities are blocked, and the previous face-to-face
reporting method has been changed to "cloud" interaction. With the development of 5G technology, its
characteristics of large bandwidth, low delay and high speed provide solid technical support for cloud
communication. At the same time, under the influence of the COVID-19 epidemic, netizens have also
developed the habit of using media "cloud interaction". Xinhuanet actively explores a new mode of "cloud"
interaction.
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The success of Xinhua News Agency inviting NPC and CPPCC representatives to join "Xinhua hao"
cannot be separated fromthe support of new media technology. For example, in orderto achieve accurate
access of representatives and members, Xinhuanet adopts two approaches of directional invitation of "ore
person, one letter, one code" and opening of general entry channel to invite representatives to settle in.
Afterthe representatives settle in, the exclusive "Xinhua hao" personal homepage can be opened to publish
the stories of the two sessions in real time and conveniently and offer suggestions on the national economy
and people's livelihood. This not only ensures the coverage of the invitation to settle in, but also realizes
the precise orientation for the invitation of representatives and members.

With the continuous layout of 5G technology, "cloud mode" has become a new paradigm of news
reporting with the help of technology, especially in the solid-state reporting mode of the two sessions,
which has been widely applied, greatly improving the efficiency of reporting and innovating the reporting
methods. Xinhuanet invites NPC and CPPCC deputies to "cloud" for "cloud performance”, "cloud advice'
and "cloud interaction", which buildsa bridge of communication between deputies, members and netizens,
greatly shortens the interaction cycle, and forms a two-way interaction. Zhou Hongjun, executive deputy
editor-in-chief of Xinhuanet, said, "A series of combination of the NPC and CPPCC members entering Xinhua
hao' shows Xinhuanet's mode innovation in the deep integration of media. By integrating the resources of
the two sessions and enriching the forms of reporting, 'Xinhua hao' builds up the 'cloud" ecology of the
deputies and members, and becomes a new channel connecting the deputies and members with netizens
all over the country."

During the two sessions, Xinhuanet invited representatives to enter the "Xinhua hao" to form the
innovative form of UGC matrix, which is the first of Xinhuanet. Once launched, it won the positive response
and wide praise from all walks of life, and achieved good communication effect. The success of this model
providesa new paradigm for traditional media to adapt to the new media environment. It integrates the
application of new media forms such as text, video and interaction, and reaches multimedia platforms such
as PC and mobile terminals, forming matrix effect. The traditional thinking of fighting alone should be
abandoned, and the joint participation of multiple subjects should be combined to form a huge spreading
momentum and reach a wider range of users. Based on the service thinking, with service culture news
reports, effectively reflect public opinion, understand the people's feelings. In the future, Xinhuanet's
experience in reporting the two sessions can provide ideas for reporting other major topics and consolidate
the public opinion position of mainstream media.

2) Afterinquiring about "Guangming hao" platformoperationand observing client status. Guangming
Daily "Guangming hao" has recently suspended its entry plan. Previously, it had only been limited to well-
known public universities.

3) Through observation of "Renminhao" platform, it is known that "Renminhao" is the "Hao" type
new media with the most complete types of accounts, the most abundant content, the most perfect
settling process and the most rigorous review mechanism among the central media.

4) Liu Canguo, founder of "Media Tea Party", said that the breaking of the wall of quality content out
of the circle cannot be achieved without the support of platform, operation, technology and other aspects.
Media convergence will pay more attention to the construction of ecological system, improve the ecological
closed loop of media's main business, technology and management, shift the focus from "g¢oing out to sea"
to buildingits own platform, gather the strength coveringonline and offline,and truly occupy the main position
ofthe Internet.In 2022, the road of media integrationin China has entered its ninth year. In the past few years,
mainstream media have made some achievements in exploring institutional reform, reforming the salary and

performance system, testing the waters of diversifying business and innovating business means, which will be
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further deepened in 2023. In 2022, the economic situation is not optimistic, the policy trend is unpredictable,
and the capitalisaccelerating the diversification of the media business. When the external force that promotes
the transformation of media integration is weakening, it is more necessary for the media to explore the intemal
force and seek vitality by self-iteration, which may eliminate the old media and extend the new media. It
could be disrupting old businesses and rebuilding new products.

9. Recommendation

Xinhuanet has actively explored and applied 5G technologiesin news reporting, leading innovations
like 5G+VR live broadcasting during the 2019 Two Sessions and using AR live streaming glasses to create
immersive experiences for audiences. Their Media Creative Factory also employs MR studio technology to
produce interactive holographic reports. In addition to these advancements, Xinhuanet has expanded new
communication scenarios, utilizing biosensor technology for audience engagement and developing
intelligent hardware for various applications, such as tired driving prevention. Another key area of
development is the integration of professional media and government digital platforms, exemplified by
Zhejiang’s collaboration with Alibaba to support digital transformation. Furthermore, central media is
broadening commercialization through short video content, leveraging story-driven marketing, scene
creation, entertainment, and collaboration with shopping festivals and pop culture events like music
festivals. These efforts aim to merge media communication with economic revitalization. However,
challenges remain in defining the direction for Xinhua Hao’s development, addressing the conflict between
financial and media growth, and proposing viable business models. Future research should focus on
improving the commercialization and operational strategies of Xinhua Hao while maintaining high-quality
content.

9.2 Recommendations for Applying Research Findings

1. Leverage 5G Technologies: Continue to explore and apply 5G-driven innovations such as VR, AR,
and MR to enhance immersive news experiences and increase audience engagement. These technologies
can improve storytelling by offering more interactive, high-definition, and real-time content.

2. Expand Communication Scenarios: Further develop and utilize biosensor and intelligent
hardware technologies to collect user data and measure communication effectiveness. These tools can
help mainstream media personalize content and improve engagement.

3. Integrate Media and Government Platforms: Accelerate collaboration between professional
media and government digital platforms, following models like the Zhejiang-Alibaba partnership. Embedding
media in government digital transformation efforts can strengthen public communication channels.

4. Promote the Real Economy: Utilize media power to support regional and national shopping
festivals, music events, and life festivals, connecting online and offline channels to boost consumption and
create commercial opportunities while enhancing media engagement with the public.

9.2 Recommendations for Future Research

1. Improve Commercial Profitability: Further research should focus on strategies to increase the
profitability of Xinhua Hao, particularly through diversified business models that balance quality content
with commercial success.

2. Separate Content from Commercial Operations: Explore operational models that separate
content creation from commercial activities to ensure high-quality content reaches users without

compromising editorial integrity.
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3. Learn from Competitors: Investigate successful practices from other media platforms, such as
the "People’s Hao," to identify effective strategies for content and business operation, and adapt these
lessons for Xinhua Hao's growth.

4. Resolve Media and Financial Media Conflicts: Future research should address the tension
between the development of "number" new media platforms and financial media. Clear solutions are
needed to integrate both without undermining their respective growth.

5. Define Development Direction: Finally, future research should provide clearer guidance on the
strategic direction for Xinhua Hao, considering technological trends like the metaverse and new business
opportunities to ensure sustained growth and relevance.
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