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Abstract

Annual Report on the Development of China’s International Communication
(2016) focuses on the topic of Chinese enterprises’ international communication
power. More than 20 domestic and foreign experts and scholars from News Center
of SASAC of the State Council, China Daily, Global Public Opinion Research
Center, Research Center of International Communication of CIPG, Chinese
Academy of Social Sciences, Beijing Normal University, Communication
University of China, Beijing Foreign Studies University and Ural Federal
University wrote for this report. They deeply discussed the situation, background,
communication of brand image and its strategy of international communication of
Chinese enterprises, international communication power as well as strategy
including the central news websites, overseas social media of Xinhua News
Agency, StarTimes Group from the general report and four dimensions including
enterprises, media, cases and special reports. They also mainly analyzed cases like
the international communication power of oil and gas energy enterprises both China
and abroad as well as the state-owned electric power energy enterprises, brand
internationalization of Lenovo and Hisense, etc. then participated in discussion on
the related issues like the theory of global governance and public diplomacy.
Overall, the international communication power of Chinese enterprises in 2015 was
not strong. Not only the amounts of English news which mentioned and reproduced
Chinese enterprises were small, foreign media payed a little attention on Chinese
enterprises, but also the ability of communication localization was not strong, as
well as lack of comprehensiveness and sustainability of communication. At present,
the international community has limited understanding of Chinese enterprises, there
are different degrees of misunderstanding and prejudice.  Meanwhile, the
communication power of Chinese media need to be improved urgently. Chinese

media has not achieved dominant effect on creating a good international consensus
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Abstract — C'

circumstance for Chinese enterprises. With the advance of the “one belt, one
road” strategy, China’s international influence continued to increase, which
provided a good diplomatic environment and public opinion basis for the
internationalization of Chinese enterprises and media. As a result, the improvement
of China’s international communication power needs the cooperation of enterprises,
media and society. We should co-ordinate internal and external resources, consider
the domestic and foreign public opinion field comprehensively, take the initiative to
set agenda, spread China’s core values, and tell China stories. Besides, we should
build the user’s thinking and achieve accurate communication, finally form a

national communication system.

Keywords: International Communication; Chinese Company; Communication

Power; Media; Global Governance; Communication Etrategy
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