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Abstract

The expansion of Chinese media’s global influence has attracted many attentions around
the world. When scholars focus on describing how the state-owned media extend beyond
borders to reach audience around the globe, the long-existed Chinese diasporic media
overseas are lack of discussion. How have they performed and shaped the imagination in-
between China, host societies and transnational space? In the meantime, with the fast
development of information and communication technology, Chinese diasporic media have
transferred from traditional printed media to the digital version on social media platform.
The thesis relied on content analysis of the case of UKzone. It took a social constructivist
approach, applying concepts from Anderson's imagined community and Van Dijck and
Poell’s theory on social media to analyze how have Chinese diasporic media performed on
WeChat and shaped the Chinese identities. It argued that UKzone was a service platform
first to translate practical information in host societies to Chinese diasporas. During the
process of translation, UKzone shaped the identity of model Chinese overseas based on the
imagination of an ideological China-centered picture. To some degree, the role digital
diasporic media chose to play was linked with the networked power structure of market,
social media and media governance.
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Chapter 1: Introduction
1.1 Background

The People’s Republic of China (PRC), henceforth referred to China, has expanded its
global media influence greatly in recent years. The “going global” strategy began during
the tenure of Chinese former president Hu Jintao and has accelerated since President Xi
Jinping came into power. Xi Jinping has encouraged innovative propaganda approaches to
suit the current internet environment. In his opinion, “wherever the readers are, wherever
the viewers are, that is where propaganda reports must extend their tentacles” (Chai, 2016).
New tactics have been developed. including establishing an international version of
Chinese state-owned media, signing content sharing contacts with giant media groups of

foreign countries, and restricting reports damaging China's image (Cook, 2013).

While Chinese media going global have been discussed by many scholars, the Chinese
diasporic media organizations have not been paid much attention. In this paper, “diaspora”
refers to people who move around the world and who settle in locations different from their
origins (Safran, 1991; Clifford, 1994).

As a long existed cultural phenomenon related to Chinese migration history, Chinese
diasporic media has become a global-scale, deterritorialized network (Nonini, Ong and
Ong, 2003). Media groups from Hongkong and Taiwan found the potential business
opportunities in migrant society first. In the 1960s, Hongkong based Sing Tao Daily and
Taiwan based United Daily News entered North America, Australia, and Europe catering
migrants for news happen between host countries and the homeland. Things have changed
when the wave of migration from mainland China took off with the open-door policy after
1978 (Brandy, 2009). Three trends of Chinese diasporic media have emerged after the
1980s. First, the Hongkong-Taiwan centered diasporic media network has been replaced
by media serving citizens from mainland China. According to the survey conducted by the
European Federation of Chinese Organization, there are about 2.5 million mainland
Chinese migrants and their offspring living in Europe (Li, 2013). Most of them are new
immigrants from mainland China (Li, 2013). On February 9, 2002, the Hongkong-based



Sing Tao Daily changed its typesetting from a vertical style to a horizontal style. Three
days later, the “World Daily” with a Taiwan background was also changed to a horizontal
style to attract readers from mainland China. Another change is the population structure of
overseas Chinese communities. Since the beginning of the century, more and more young
Chinese have studied and worked abroad, and many of them are under 25 years old (Liu
and Li, 2017). Third, many diasporic newspapers and magazines that appeared after the
1980s were founded by mainland journalists or people related to the media business, and
the journalists and editors they hired were mostly overseas Chinese students (Liu and Li,
2017).

With the wave of migration from mainland China, the Chinese state has long sought to
influence diasporic media among overseas Chinese-speaking communities. In the early
1990s, the Overseas Chinese Office of the State Council (OCAO) dispatched editorial
personnel to found the Chinese-language TV broadcaster SinoVision, and the newspaper
Qiaobao in the United States (Diamond and Schell, 2019, p.306). Chinese diasporic media
are expected to become a platform to reach overseas Chinese and host societies. OCAO
has organized the Chinese Language Media International Forum since 2001. In the forum
2019, the deputy director of the State Council Information Office, Guo Weimin stated that
he expected Chinese language media to contribute to the communication, corporation, and
connection between China and the world (China News, 2019). He also advocated Chinese
language media abroad to take the responsibility of “telling objective and positive Chinese
stories” (China News, 2019).

The expansion of the CCP's influence on global media has proposed an obvious question.
What is the response of the Chinese diasporic media to this? It would be easy to presume
that the diasporic media have been controlled and work as one of the China's toolboxes for
gaining global media influence, which is also the position in many reports (Feng, 2018;
Cook, 2013). However, one aspect that has not been paid much attention to is the
development of cyber China and the rise of digital diasporic Chinese media. Chinese
diasporic media have changed from traditional versions like a broadcast, TV station,

newspaper to the digital version on social media like WeChat and Weibo. Diasporic media



outlets on WeChat has become the main information source (Sun, 2019). In Europe, around

100 traditional diasporic media companies have opened WeChat accounts (Chinaqw, 2019).

In this way, rather than trying to measure to what extent, diasporic Chinese media are
connected with the CCP's propaganda model, perhaps the more important question is, what
new media practice has emerged with the digitalize trend and influenced the mediasphere
and identity formation of Chinese diasporas? A deeper understanding of everyday practice

can help us see the relationship between Chinese diasporic media and the state.

1.2 Research focus and theoretical approach

Between the homeland and host societies, diasporic media inevitably play the role of
retelling and translating stories and construct a shared imagination for identity formation
(Tsagarousianou, 2004). Digital China has offered diasporic media a chance to redefine the
identity of diaspora across borders (IP and Yin, 2015). Ever since Chinese migration
history, a hybrid identity has been created as a mixture of Chinese habits and new cultural
beliefs from host societies. As a media platform lives in a transnational place, how about
the Chinese diasporic media and the images they created? The general aim of the research
is to understand the way of presenting news and identity formation between China and host
societies through the lens of Chinese diasporic media on the digital media platform.

Inspired by Georgiou's (2010) study of diaspora, the thesis takes a spatial perspective to
analyze Chinese diasporic media in dynamic shifting space among “home”, “the nation”,
and “transnational space”, as well as the virtual media sphere. The main research question
is, how have Chinese diasporic media performed on WeChat and shaped the imagination

between the homeland and host societies?

This research takes UKzone, one of the most influential WeChat public accounts for
diasporic Chinese, as a single case study. WeChat, as the most influential social media
platform in China, is the main field for this thesis to study Chinese digital diasporic media.
The study takes a social constructivist approach, applying concepts from Benedict

Anderson's (2006) imagined community in chapter 6 and Van Dijck and Poell’s (2013)



theory on social media in chapter 7 to analyze the role of diasporic media and the logic
behind them in-between transnational space. Guided by the theoretical framework, there
are three sub-questions. The first two questions deal with the specific case in-between
home, nation, and host countries, the third one concerns the external logic and power

relationship behind Chinese diasporic media.

(1) What kind of news does UKzone publish on WeChat?
Living between the homeland and the host society, how do they distribute
“geographically bounded” news and stories that happen in China? Understanding
news content is the first step to know what matters to the whole community from a

diasporic media perspective.

(2) How does UKzone report and frame news in China and the UK/Europe and
reconstruct the imagination of Chinese diasporas?
Diasporic media works as a translator from the host society to those who are not
familiar with the local situations. During this translation process, it inevitably
becomes a significant factor in shaping imagination and identities. How news is
framed when it comes to events in China and host societies is the key point of
understanding Chinese diasporic media and identity formation.

(3) What logic and power structures explain how UKzone produced news and shaped
imagination?
After examining the role of UKzone inside the Chinese diasporic community,
another question is why it chooses such role to play? From an external perspective,
is there any logic able to understand the transnational imagination that has been

shaped?

After giving a brief introduction to Chinese diasporic media and the purpose of the thesis
in chapter 1, chapter 2 explains the concept of diasporic media and presents previous
studies on Chinese diasporic media. Chapter 3 examines the theoretical framework based

on constructivism with a special focus on diasporic theories linking space, identity, and



media. Chapter 4 describes the research methods, case selection, and data collection

procedure. Chapters 5 through 7 answers the three sub-questions respectively.

1.3 Methods and case selection

The thesis relies primarily on content analysis of news items written in Chinese. A single
case study on UKzone is presented as the main research object. PDF versions of news items
were stored, organized, and coded in Nvivo, a qualitative data analysis computer software,
followed by a careful reading. Data and case selection will be further discussed in chapter
4,

1.4 Research value and delimitation

The literature on diasporic media has shed light on the production of news in the host
country (Yin, 2015), on the sense of belonging and identity formation (Tsagarousianou,
2004), and the construction of discourse (Diminescu, 2008). When it comes to China,
besides focusing on the topics mentioned above, there are three tendencies in diaspora
research. Firstly, scholars tend to follow the propaganda model to analyze the role of the
Chinese diaspora, or limit research between the origins and destinations. Secondly,
scholarship centered on traditional media like TV, broadcast, and newspaper, whereas
digital diasporic media on social media platforms (WeChat and Weibo), which is currently
the main information source for overseas Chinese, have not been discussed many. Thirdly,
Chinese diasporic media are often seen as text-and-image-based products, not as a

commercial complex system with multiple functions and connections in broader society.

To fill the knowledge gap, this thesis takes a closer look into the juxtapositions of
difference in Chinese diasporic media through their everyday posts. Firstly, it focuses on
the Chinese social media platform — WeChat. In the age of digital media, instead of
bonded by specific territories, diaspora can be reunited or recreated through a shared
imagination and cultural mobility(Cohen, 2002), which calls for more research on digital
diasporic media and identity formation. Secondly, this work plans to broaden the scope of

studying Chinese media. Besides examining it as a news outlet inside the diasporic



community, this thesis also pays attention to its role in a bigger media system and

transnational space.

The topic of Chinese diasporic media on a digital platform is extremely broad and thus
some narrowing down will be necessary. The thesis focuses on the Chinese language
diasporic media on WeChat in Europe. The case of UKzone will be discussed in detail.
Other types of digital platforms, including Weibo and websites, will not be the focus of the
thesis. As this research focuses on the everyday practice of diasporic media itself, views

from the audiences and news producers are not included.

This is also where the limitation of the research lies. One case study on Chinese diasporic
media on WeChat can only provide some new insights and deeper understanding.
Qualitative research based on a social media database and interviews with diasporic

communities and news journalists are expected to get a fuller picture of this question.

1.5 Positionality, ethical consideration, and reliability of the data

The author, as a Chinese citizen studying in Europe, is influenced by both western media
and Chinese diasporic media. She is also one of the targeted audiences of the Chinese
diasporic media, which may influence her observations and analysis. However, this
background and knowledge, and her working experience as a journalist, also enables her
to understand the circumstances of diasporic communities and their media consumption

and needs.

Scott (2014) provides four useful criteria for evaluating public documents: authenticity,
credibility, representativeness, and meaning. According to these guidelines, authenticity
issues are difficult to ascertain in this case. The name of the editor or media itself is shown
instead of the author in some cases, so it is hard to know who is responsible for the output.
Credibility and representative are net issues as all data are drawn from the case | choose
and the way of constructing credibility is part of the thesis. About “meaning”, the author

can fully understand all items, because they are written in her mother tongue.



In the coding stage, the author has invited another master student majoring in media and
communication to code news items based on the same coding scheme. The author
randomly picked the news items in May as a sample for the intercoder reliability check.
According to Cohen's kappa statistic, the kappa statistic is 0.83, meaning nearly perfect

agreement (McHugh, 2012).



Chapter 2: Literature review
2.1 Conceptualizing Diaspora in the Context of Media

The term diaspora refers to groups like Jews and Armenians in the past. Nowadays, it is a
wider concept describing the processes of uprooting and moving, voluntary migration, and
global communication. Efforts have been made to define diaspora systematically to
generalize ways of approaching it. Safran (1991) makes the earliest achievement to
conceptualize the diaspora as people who are dispersed from their original place to foreign
nations while retaining a collective memory of the homeland, who believe it is impossible
to be accepted by host societies, and make efforts to restore the ancestral home. Similarly,
Clifford (1994) refers diaspora to a “loosely coherent adaptive constellation of responses
to dwelling in displacement”. They are a group of people who are excluded from their host
societies (Clifford, 1994). In this stage, the diaspora is a subordinate group of a nation or

an ethnic community.

Descriptions of the diaspora are limited to the occasion revolving around the relationship
between the vision of returning home eventually and a sub-category of host societies.
Cohen (2002) proposes a typology of diasporas to expand this concept. He tries to move
forward debates over diasporas from the hegemony community to a richer context. He
argues that the phenomenon is caused by a different set of circumstances resulting from
different social structures (Cohen, 2002). In his discussion, ‘diaspora’ is not just a new
word describing transnational, but a process of producing tensions and constructing
transnationality (Cohen, 2002).

Such attempts to define diasporas surely provide some useful insights into the connection
of the homeland and host societies. However, one weakness of these discourses is that they
neglect the complex and fluid formation of diasporas. Clifford (1994) points out that
scholarships should drop thoughts on constructing “diaspora” as an “ideal type” because a
concise definition cannot reveal the dynamic of both diaspora and the everyday politics

they face.



When it comes to diasporic media, most of them are commercial corporations aiming at
attracting as many audiences as possible to make profits (Bailey, Georgiou and
Harindranath, 2007). They have now surpassed the stage of representing themselves and
become a form of expression which is socially and politically relevant (Balibar, Wallerstein
and Wallerstein, 1991, p.9). As a kind of transnational communication, they enable
interactions across borders and shaping identities, culture, and politics in host societies, the
homeland, and transnational space (Retis and Tsagarousianou, 2019, p.4). Examine the
literature on diasporic media in details, scholars tend to discuss questions regarding
diasporic media in different social contexts from different perspectives. Diasporic media
research often fall within the field of media and communication studies, which means a
focus on content, production, and audiences. For the content of diasporic media, they have
shed light on the geographic focus of news items and the ways news is framed between
two places (Yu, 2018). With respect to audience issues, many scholars have discussed
identity formation, the imagination of new identities, and the sense of belonging (Ma and
Cartier, 2003; Shih, 2007; Georgiou, 2006). Discussions on diasporic media production are
linked with media and public space, the polarization, power, and the creation of alternative

space for migrants (Diminescu, 2008; Rodrigo-Alsina, Pineda and Garcia-Jiménez, 2019).

2.2 Diaspora and transnationalism

When talking about the concept of diaspora, transnationalism is another concept that is
always connected with it. Although both are about the cross-border process and
international migration, there are some differences between them. Faist (2010) concludes
two dimensions of difference. Firstly, transnationalism is a broader term compared with
the diaspora concept. The diaspora approach focuses on the relationship between the
homeland and host societies, normally refers to national, religious, and ethnic groups (Faist,
2010). For transnationalism, it refers to all sorts of social formations, networks, and
movements across borders (Bruneau, 2010). Thus, transnationalism is a broader concept,
but not all transnational communities belong to the diaspora (Faist, 2010). Secondly,
collective identities are more concerned with the diaspora approach, while the transnational
approach cares more about cross-border mobility (Faist, 2010). The construction of “shared

imagination” is directly connected with the relationship between the nation and the

9



diaspora, as the concept of diaspora mainly deals with the ties between the original place
and the host counties (Kissau and Hunger, 2010). It engages more with the reproduction of
collective memory. Although the transnational approach also has some connections with
identity formation, it is commonly being recognized as a contribution to the mobility of
individuals (Faist, 2010).

2.3 Home and away: identity formation and diasporic media

Diasporic media is linked closely with identity formation. For diasporas, their identities are
not given by a nation or organization but a shared imagination relying on diasporic
narratives, media representations, and communication (Tsagarousianou, 2004).
Imagination, through mediation, translates abstractions of identity and community into a
clear, familiar context (Anderson, 2006). It is also a product, producing by diasporic media
between the homeland and host societies. When people share the same image of identity,

an imagined community is formed.

Increasingly, imagination and mediation become tightly interlinked to the process of cross-
border experiences of home and away. Several studies imply that the imagination of
diasporic media is concentrated on creating an imagined return, analyzing diasporic media
as a homeland project that encourages people to return (Safran, 1991; Falzon, 2003; King
and Christou, 2011). To some extent, they all stress the linkage between the host societies
and the homeland. Amin and Thrift (2002) invite more discussions to go beyond a focus
on origins and destinations scope in the field of diasporic media research. The relationship
between the homeland and host societies is not an “either/or”, but a “neither/nor” situation
that could combine multiple feelings in different spaces. Rather than just focusing on
origins and destinations, a close look at what differences diasporic media could make in

everyday life needs more attention. This is where this research plans to explore more.

2.4 Digital diasporic media

Digital media, or electronic media, have a significant impact on diffusing the sense of
belonging. As Meyrowitz (1986) says, electronic media have created a sense of placeless.

When this trend participates in diasporic media, the relationship between the homeland and

10



destination is mixed with the group identities of placelessness. Migration is not only a
territorial dislocation but as the imagination on the move because of the coexistence of
digital and embodied, as Appadurai wrote (1996). Anderson’s (2006, pp.32-26) definition
of the nation and imagined community has been extended to how information and
communication technology re-defined the national territories and build new imaginations
about them. When borders have been replaced by networks of flows, digital diasporic
media have become the window of keeping up with the homeland.

A growing number of studies on digital diasporic media concentrate on new technologies
and their impact on diasporic culture and identity formation. On the one hand, some
research focus on suppressed or marginalized groups, and state that digital diasporic media
empower subaltern voice and preserve their identities. Andoni Alonso and Pedro Oiarzabal
(2010) study how social media help maintain Basque identity abroad and reconstruct a
globalized community. Similarly, Horz (2019) examines Turkish migrants in Germany and
argues that the diasporic television in the open online channel offers space for social-
culture discussion in Germany. On the other hand, existing research also find that influence
from digital diasporic media is still limited. Nedelcu (2019) finds in the case of the
Romanian scientific e-diaspora, although information and communication technologies
boost the transmission of capital and knowledge, bottom-up initiatives are more effective

when facing top-down state-enabled control.

2.5 Diasporic media research on China
2.5.1 The role of Chinese diasporic media

For the Chinese diaspora, Chinese-language diasporic media are their main source of
information (Sun et al. 2011). In Sun’s study with Chinese diaspora members in Australia,
news from diasporic media is special because it provides direct information about ‘home
right now” (Sun et al., 2011). The way of media consumption and acculturation depends
highly on Chinese diasporas’ English skill (Hwang & He, 1999; Sun, 2018).

Existing research on Chinese diasporic media are limited, primarily focusing on the case

of traditional media impact and media history in a specific society. Many scholars have
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discussed printed Chinese-language media, TV, and radio focused on news about China
and North America, Europe, Southeast Asia, Africa, and Australia (Wu, 2012; Murphy,
2003; Li, 2005; Gao, 2009; Zhou and Cai, 2002). Some works highlight the emerging and
re-emerging history of Chinese language media, as well as roles in the political movement
and civil society (Hoon, 2009; Luan, 2009). Some provide the empirical material on the
history of Chinese diasporic media and its interrelationship with migrants (Dai, 2015; Gong,
2015; Stenberg, 2015). Some works find diasporic Chinese media as a road connecting the
first generation immigrants and this new country, as well as a guideline for newcomers
(Zhou and Cai, 2002; Shi, 2009).

From these place-based research on Chinese diasporic media, Sun and Sinclair(2015)
summarize three points when talking about the role of diasporic media in China. First, they
represent the interests, cultural background, and political position of Chinese immigrants.
Even if it is hard to understand how much influence they have. Second, they deliver
information about daily life, politics, policies, and so on to Chinese-speaking communities
in host societies. Third, they act as occasions where migrants can be exposed to the Chinese
language environment and confirm identities in multicultural societies. But these findings
are based on traditional Chinese diasporic media. Will there be some changes or new
findings when one studies diasporic media on digital platforms? This is a question that this
thesis focuses on.

2.5.2 Technology and diasporic media in a Chinese context

Rather than using a global social media platform, China has its own giant social network —
WeChat. With more than 1.1 billion users, it has become the main platform and community
for both digital diasporas and media. In Sun’s (2018) survey in Australia, she finds that
Wechat public account, a social media function on WeChat like media outlets, has become

the most popular platform among the Chinese diaspora.

In China, scholars find that there are three key purposes for running a social media
company: increasing the level of influence, increasing the number of users, and increasing

revenues from advertisements (Stockmann and Luo, 2017). This also holds true for the
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biggest Chinese social media platform WeChat. WeChat puts limitations on information
dissemination. The WeChat public account can only post once per day, although there is
no restriction on the number of articles. The business model of public accounts still follows

the social media rule: more clicks, more money.

With the fast development of technology and social media, Chinese diasporic media show
a tendency of going online and posting content on the social media platform. According to
the 2013 Year Book of Global Chinese language media (Xia, 2013), there are over 100
media accounts on WeChat concerning Chinese diaspora life in Europe, and the majority

of them having headquarters overseas.

From the existing literature, there are only a few that focus on the new media and
technological impact on Chinese diasporic media. Most works analyze the usage of the
Internet and how it changes the Chinese diasporic community online. Interview and
ethnography are common methods in these works. A virtual community built on digital
news digest in the Chinese language is treated as the approach of forming transnational
cyber community (Yang, 2003; Sun, 2002). Sun and Sinclari (2015) study on the case of
HUAREN website and CND website, showing that Chinese diasporic media still serve
people who live in the host countries although they have gone online. The digital
technology does not change the geographic focus and target group of audience. Chong
(2015) examines Chinese diasporic newspapers (both printed and digital versions) in
Netherland, presenting the hegemony discourse and politics of homeland. Yin’s research
on Skykiwi.com focuses on the transnational identity formation of the Chinese diaspora by
interviewing audiences (Yin, 2015). Sinanan’s ethnography of Chinese diaspora’s life in
Trinidad shows how they reconnect with the mediasphere in China by using video calls
app like Skype and QICQ (Sinanan, 2015). For Chinese diasporic media on Wechat or

other Chinese social media platforms, there is barely any relevant research.

2.5.3 Identity formation and Chinese diasporic media globally

Global diasporic media network and the discourse on identity formation is another key

point. Looking through publications on the history and development of Chinese diasporic
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media, it has generally been considered as independent from the Chinese media system.
Although there are many stories on China importing from Chinese media, they are still
mainly operated by Chinese diaspora themselves for commercial purposes. This network
is place-based, diversifying, and independent (Nonini, Ong and Ong, 2003). Nowadays,
few of them can still keep an independent position. Many Hong Kong and Taiwan based
media have been out of markets because of financial issues, or adopt a more PRC-friendly
position (Sun and Sinclair, 2015). In the context of “Chinese-language media going global”,
diasporic media increase their footprints around the world. 221 overseas Chinese media
groups becoming Beijing’s content partnerships in 2017, compared with 62 in 2000 (Feng,
2018).

From here, the formation of identity through the production and consumption of diasporic
media has become an important issue. The question is whether they keep independent
opinions regarding Chinese issues or they are impacted or participated in the construction
of Chinese national discourse. Chong’s research on the content of Chinese diasporic news
in the Netherland finds that the Chinese national discourse has influenced the diasporic
media report greatly (Chong, 2015). A similar conclusion is summarized by Ding. He
examines the role digital diasporic media play in Chinese national image building and
states that digital diasporic media have become the hidden dragon in integrating the image
of “new China” to the global imagination (Ding, 2007). Yin’s research in New Zealand
finds that the cyber China-New Zealand media space has been shaped by media contents
from the PRC (IP and Yin, 2015).
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Chapter 3: Theoretical Framework

This thesis draws on an interdisciplinary framework on social constructivism and the
interrelationship among space, media, and identity through the lens of diaspora. Social
constructivism works as a basic theory showing the assumption that society is built on
interaction with others, and the reality is understood differently by various ways of
interpreting. Based on this, this chapter revisits the concept of diaspora and space first, then
adopts the cosmopolitan thoughts to develop a strategy that could portray how Chinese
diasporic media shape identities switching space from the homeland, the nation, and
transnational space. To deeper understand the interrelationship, Anderson’s (2006) concept
of an imagined community with an emphasis on how media participate in diasporic

narratives and Dijck and Poell’s (2013) thoughts on social media platform will be discussed.

3.1 Social constructivism

Social constructivism refers to the idea that human beings do not statically recognize and
discover the world, but through the process of cognition and discovery, they constantly
construct a new real world. Similarly, the social world obtains meaning through social
behavior, interaction, and social practice, resulting in a set of social knowledge. In turn,
the whole set of social knowledge will guide the daily behavior and practice of members
of society (Burr, 1995; Hacking, 1999). In this way, diaspora identity is not given by
nations or some transnational system but is constructed through discourse, social norms,
and values. The theory lies in the interaction between individuals and society. It focuses on
two main questions: (1) how do individuals obtain knowledge of society? (2) how do actors
construct and interpret knowledge from the belief system they are within (Delanty, 1997,
p.112)? Media can be seen as space where ideas are selected, organized, and produced to

form the community diasporas live in.

3.2 Thinking through diaspora

As has been discussed earlier, the scope of diaspora has been broadened to almost all kinds
of trans-migrant people, which calls for a concept that can include the different elements,
experience, and cultural aspects from different places through the lens of diaspora. Debates
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on the concept of diaspora have transformed from a category with several specific
characteristics to a continuously changing community. As De Certeau (1984, p.117)
concludes, space is “a practiced place” composed of “intersections of mobile elements”,
which captured the core qualities of media and diasporic community. Georgiou (2010)
proposes a spatial approach to identity and mediation to study diaspora because it is a
special case to capture human mobility and resettlement in this cosmopolitan world. The
relationship between identity, media, and space can help understand some complexities in
the diasporic community, such as the system of citizenship and belongings, the
transnational connections, and the juxtapositions between the homeland and the host
societies (Georgiou, 2010). Consistent with her idea, | examine the role of Chinese digital
diasporic media through the relation of space, identity, and the media.

3.2.1 Space

Space is not singular, it brings together physical space and imagined space. It is dynamic,
relational, and variable, especially when it connects with diasporas. Diasporas are not
living in a bounded geographic place and with a single identity to a single nation, but in
multiple flows and networks relating more to Appadurai’s (1996) “scape” concept.
Thinking through diasporas, one can categorize space as home, nation, transnational place,
and media sphere. In this thesis diasporic media is treated as a space for articulations of
identities, of contestation and of context for framing and reframing images of “homeland”
and “host societies”. Each space is attached to a collective memory or a sense of belonging,

and the media creates another space for producing imaginations about them.

If we think diasporas as a community living in space that is changing constantly, the change
of space can frame not only their own community and interconnection with places but also
identities in transnational space, especially cultural and political spheres of representation
(Harvey, 2000). This opens up opportunities to see the argument of Foucault that space is
fundamental in any exercise of power (Foucault, 1984 cited in Harvey, 2000, p.538). The
“relational power” shows various effects on actions through the process of switching

spaces. This instability leaves room to see how diasporic media act differently in-between
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home, nation, and transnational space. Space is not determined by original design, but alive

with social construction. Media is one factor constructing it.

3.2.2 Identity

Diasporas present a unique challenge to the hegemony of the modern nation-state because
of the feelings they engender toward groups and places located outside the borders of a
given nation-state (Clifford, 1994; Kearney, 1995). The mixture of local, national, and
transnational space made the diaspora identity extremely hard to describe. Media have long
been recognized as a significant factor in shaping identity. According to Benedict Anderson
(2006, p.61), printed capitalism constructs an imagined community of national state and a
unified collective national identity. Borrowing from Benedict Anderson, Tsagarousianou
(2004) argues that diasporas should not be seen as ‘given identities’, but rather as an
ongoing ‘imagined community’. Take the role of diasporic media into consideration, they
create the diasporic narratives of imagining communities in both local and transnational
contexts and are shaped by the market both in the host societies and the homeland. Cohen
(2002, p.26) argues that the diaspora community can be reunited or reconstructed through
the mind, the shared imagination, and other factors with the help of communication
technology. With the intensified development of globalization, media, and the capital and
technology behind it, play important roles in shaping the imagination of space (home,
nation, transnational space) and identity (Appadurai, 1996).

3.2.3 Digital media and diaspora

There are criticisms against using Anderson’s ‘imagined community” or collective image
concepts on discussions about discourse as a tool or epistemological sphere (2006). Some
hold the view that these concepts have been abused as Anderson’s work is a historical view
of the formation of the nation and the national consciousness and trapped in summarizing
religious communities as national communities. One of the leading scholars, Manuel
Castells (2011, pp.9-11) argues that it is hard to believe that nation is constructed as an
imagined community serving solely for power and being the product of a given history at

the same time.
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Although the original thought of Anderson is applied to the study of nations, it is still
appropriate to describe how the diasporic identity is constructed. He argues that the whole
media system is a part of capitalism reproduction (Anderson, 2006, p.131). With the fast
development of the new information and communication technologies, this industry has
transformed from a “printed capitalism’ to a ‘screen capitalism’. In old times, the printed
media shaped a way of common discourse, now the digital media establish the norms of
collective image, voice, and text, at the same time, it has been shared and transmitted by
the Internet without the time and geographic limitation. In this way, Anderson’s words
become richer and more lasted than before. Not only does the national territory has been
replaced by the network flow, the description of the nation as an imagined community
across the borders also fits the world. People’s perceptions towards country and identity
have changed with the help of information technology and the new patterns of global

interconnection created by it (Castells, 2011, p.9).

Diasporic media online has transferred the media space online. To some extent, digital
media is a space not only for diaspora in that place but for all people who connect with the
diasporic identity, even for citizens in the homeland who are interested in other places. The
national borders have lost its former functions and have become a network itself (Castells,
2011, p.54). It plays a key role in constructing a sense of community not only in a specific
place but also produces new places where diasporas’ experiences hold together and become
‘synchronized’ (Georgiou, 2006). The availability of digital media enables it to be involved
in identity formation, providing possibilities to connect with the diaspora’s origin country

easy and fast, compared with the earlier form.

This research examines Chinese diasporic media from two aspects: internal interaction and
the external power structure. To be specific, first, the internal diasporic media space, which
means, the topics and sources diasporic media select, how are the Chinese identities
constructed by media contents. Second, the external power structure, which means the logic
behind the news and information produced by Chinese digital diasporic media. Van Dijck
and Poell’s (2013) reflection on the logic of social media platform remind us how

technological architectures of media platform influence users’ activities from four elements
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— programmability, popularity, connectivity, and datafication. The thesis analyzes the logic
of WeChat based on this framework. Power structure from national-level to grassroots
users will also be discussed. Depending upon this dual-function framework embedded in
an identity, space and media structure, the research aims to capture the parallel discursive
arena that enables Chinese diasporic media to produce content and the power structure

consisted of technology and capital behind it.
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Chapter 4: Research Methods and Data Collection

The thesis relies primarily on content analysis of news items written in Chinese. A single
case study on UKzone is presented as the main research object. The qualitative data
analysis (QDA) computer software package NVivo was used to organize, store, and
analyze the collected data. PDF versions of news items were collected and stored in the
software, followed by a careful reading of the collected materials. Data are collected from

327 articles posted by UKzone in 2019 and other relevant public documents.

4.1 Methods

According to Creswell (2013, p.97), the case study method is suitable for exploring “a real
contemporary bounded system” through “in-depth examination, multiple sources of
information, and detailed description”. In this study, the research question and theoretical
basement guide the research methods. As already mentioned, the existing research on
Chinese diasporic media are mostly general descriptions or framed through a focus on
propaganda and soft power. Instead of a one-dimension narrative on Chinese diasporic
media, this thesis aims to examine the emerging role of WeChat and unravel the
development of Chinese diasporic media in Europe. In this way, a single case study is a
suitable method for a deeper understanding and detailed observation of this system.

Furthermore, as this thesis is based on news items produced by Chinese diasporic media
and other related public documents and academic literature, content analysis is used as a
technique for “the objective, systematic and quantitative description of the manifest content
of communication” (Berelson, 1952, p.18). The focus on content analysis is often on
identifying themes and summarizing characteristics and key content among the text of
many kinds systematically (Dahlgren, 1995). Meanings in the context, manifest, and latent
content are all able to be examined through this method (Drisko and Maschi, 2015). This
method can help us understand what news items of here (Europe) and there (China) are

selected to cover and the pattern behind news items.
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4.2 Case Selection
4.2.1 Why WeChat?

According to the data from Tencent(the parent company of WeChat), WeChat is now the
dominant social media platform in China, surpassing Weibo(Chinese version twitter) and
Tiktok (video-sharing social networking), with more than 1.1 billion active uses in 2019
(2019 WeChat Report, 2020). It is not just an online chatting tool, but more like a “super
app” with functions from messaging to online shopping, from bill payment to deliver
information (Repnikova and Fang, 2016; Harwit, 2017). To some degree, WeChat is part
of Chinese people’s daily digital life.

More importantly, social media only represents part of WeChat, it can also be seen as an
information platform. The function of “public account” enables users to get everything they
have interest from their subscription lists. Nowadays, almost all organizations like
traditional media organizations, companies, and governments have their WeChat public
accounts for posting information and interact with the audience. Public accounts target a
broader audience. Individual users can then share the posted contents to their friends via
individual WeChat accounts in their “friend circle”. In 2019, there were over 20 million
active official accounts on WeChat, and 80% of WeChat users subscribe to more than on
account (Zhang, 2020). Digesting news via WeChat official accounts has become Chinese
internet users’ new habits, accounting for over 80% in a survey about news and information
consumption (Zhu, 2019).

For traditional Chinese diasporic media, they also find great opportunities in attracting
audiences via WeChat. In Europe, around 100 traditional diasporic media companies have
opened WeChat accounts (Chinagw, 2019). Therefore, WeChat public accounts offer a
virtual public space for diasporic media to report on news in and between China and Europe.
New questions like how diasporic media reframe the imagination between China and
Europe on a digital platform facing domestic audiences are of great value for research.

4.2.2 Why UKzone?
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The thesis is based on a single case study of UKzone. To answer the research question, the
study needs a case which can offer a rich text for deeper analysis. In this way, the role of
Chinese diasporic media can be understood through everyday practice on WeChat. UKzone

is selected for three reasons.

First, UKzone is now one of the most popular WeChat official accounts concerning the
Chinese diaspora in Europe. According to The “World Chinese language Media New
Media Influence” project jointly conducted by the China News Service and
Communication University of China (Chinaqw, 2019), Nouvelles d'Europe (The European
Times), which is the media company UKzone belongs to, is the most influential diasporic
media in Europe. Nouvelles d'Europe now owns six accounts covering information from
lifestyle to politics in Europe, including Ukzone, GermanReport, oushitalia, euronews,
Spainzone and Francezone. Among them Ukzone is the most popular one focused on
diasporic Chinese life in the UK and Europe. According to the survey on the top 100
overseas WeChat official accounts, it attracts over 40,000 readers per article on average
(Chinagw, 2019).

Popularity is not the only reason. The news content of UKzone is very rich compared to
other accounts, including reports about mainland China, Hong Kong, Taiwan, Sino-French
bilateral relations, and local news, offering a broad and rich context. The conclusion comes
from a previous search. The author has examined all other similar WeChat official accounts
in Europe based on the 2019 Yearbook of World Chinese-language Media. Among existing
digital media accounts, the majority of them are small media outlets concerned with
specific issues, especially real estate and investment in Europe, which is similar to the

survey conducted by the University of Hongkong in 2018 (Zhu, 2019).

Thirdly, it is an independent commercial diasporic media organization on WeChat. It is not
just an online version of a currently existed media outlet. Although it is under the European
Times media group, it has its own news production team and infrastructure. What’s more,

different from the diasporic WeChat public account with official background, Ukzone
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provides a new perspective for us to explore the relationship between the Chinese diasporic

media business, the state power, and the technological platform.

4.3 Data Collection

Following Neuman’s (2014) six steps in doing content analysis, | conducted my data
collection and coding. | examined headline articles published in 2019 on UKzone, from
January 1% to December 31% as the unit of analysis. Three factors were taken into
consideration. First, although UKzone was established in 2015, it took a long time to shift
from an account reposting news from Europe Times and other media to post original stories
on a daily base. It would be better to examine its content after this transformation. Second,
considering the aim of the research is to understand the complexity of Chinese diasporic
media through everyday practice. The contents for one year can reveal its content
production more clearly on a daily base. Third, the amount of data is neither too big nor
too small for a master thesis because WeChat public account can only publish one headline

per day.

4.4 Coding Strategy

The data for this study comes from headline stories published in 2019 on UKzone, from
January 1% to December 31%. 327 articles are collected. On the basis of multiple trials of
coding, each news is coded according to a unified coding table. Another master student
who majored in media and communication is invited to intercode news items based on the
same coding scheme. According to Cohen’s kappa statistic, the number is 0.83, meaning

nearly perfect agreement (McHugh, 2012).

Coding categories:

1. The number of host societies news and homeland news

According to whether the news takes place at home or abroad, all news of “UKzone” is
coded into two categories — news about host societies and news about the homeland.
Despite UKzone is a WeChat public account belongs to The European Times (Nouvelles
d'Europe) focusing on “Chinese life in the UK”, I still define host societies as the UK and

Europe. Since Brexit is still an ongoing event in 2019, the year the data come from, it is
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hard to separate news related to the UK and to Europe clearly. Regarding news about the
homeland, it refers to what happened in the People’s Republic of China, since both UKzone
and European Times target audiences from there. Among them, news is divided into “pure”
Chinese news according to whether foreign factors or overseas Chinese are involved, and
Chinese news with foreign participation (such as international students going back to China,
international conferences held in China, etc.) Similarly, news about host societies is divided

into “pure” host societies news, and host societies news with China’s involvement.

2. Theme

According to the main content of the articles, they are coded for each theme(topic). The
coding table divides content into 24 topics, such as politics, entertainment, practical
information, and so on; each category is divided into several subcategories, such as
elections under the theme of “politics”. Since the news may contain more than one topic,
like practical information, each news can allow up to three topics to be recorded in an

important order.

3. News origins and sources

All news items are categorized as original work and imported news. The original work
means news produced by staff writers in UKzone and Europe Times. With regard to
imported news, they are subcategorized as news imported from foreign media, news

imported from Chinese media, and other news (news organized with multiple sources).
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Chapter 5: News about the Homeland and Host Societies

One of the specialties of diasporic media is that they provide news between the homeland
and host societies, with translation (both culturally and literally) to those who depend on
Chinese language media. Living between the homeland and host societies, how do
diasporic media distribute “geographically bounded” news and events that happen in China?
Understanding news content is the first step to know what matters to the whole community
from a diasporic media perspective. The geo-storytelling way can be generalized from a

content analysis of 327 articles in 2019 posted by UKzone.

5.1 Geographic Focus of News Items

Regarding the geographic focus of news, a central-periphery relationship is evident in the
multilocality choice of news made by UKzone. UKzone is a more geographically grounded
media focused on what happened in host countries. As all data come from the headlines
posted on UKzone in 2019, the comparison between the quantity of news about China and
news about Europe and the UK is in the same section. | categorized all collected articles
into two categories: advertisements and news items. There are 51 advertisements and 276
news items in general. A content analysis of news items shows that 77% of the total news
items are about host societies (the UK/Europe), and only 14% are about China. If | examine
it more carefully, with respect to the news about host societies, there are 15% of news with
Chinese involvement, which means they talk about topics like Chinese immigrants and
Sino-EU cultural events. In the sector of homeland news, the proportion of “pure” news
about China and Chinese news with foreign involvement is almost the same (see Table 5.1).
While UKzone is an account anchored in Chinese diasporas, its main contents are still

about the UK and Europe. Homeland news is secondary.

Table 5.1 Geographic focus of news items

News in host societies (in total) 213
Host societies with Chinese involvement 42
Pure host societies news 171
News about China (in total) 40
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News in China with foreign involvement ‘ 17
Pure Chinese news ‘ 23
Other ‘ 23

It would be too easy to say that UKzone cares more about news in host societies only with
geographic classification. The production efforts and resources of UKzone devoted to
different kinds of news can be another perspective. For UKzone, the news is produced in
three ways. Firstly, they are imported directly from external mainstream media, including
BBC, China Daily and other WeChat accounts belong to the European Times media group.
Secondly, they are original contents written by contributors in UKzone. Thirdly, they are

news generated or edited from multiple news sources.

The proportion of original contents and imported news items can partly explain the labor
and resource distribution of UKzone. UKzone’s tendency towards homeland news and host
societies news is evident. For original stories, which is the main sector needs media
resource and money, 43% of contents written by staff writer concentrate on host societies,
while only 32% of them are about China (see Table 5.2). The contributors in UKzone
mainly write about the UK/Europe, while homeland stories are imported from external

media sources, Chinese media in particular.

Table 5.2 News source by the geographic focus of news items

Homeland News | Host societies news Other
Imported  from | 6 (15%) 38 (22%) 3 (25%)
foreign media
Imported  from | 2 (5%) 18 (10%) 2 (17%)
European Times
media group
Imported  from | 5 (12%) 37 (22%) 7 (58%)
multiple source
Unknown 2 (5%) 1 (1%) 0 (0%)
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Original 13 (32%) 74 (43%) 0 (0%)
Imported  from | 13 (32%) 4 (2%) 0 (0%)

Chinese media

*The percentage is the proportion of news source/geographic focus

5.2 News that matters to the Chinese community

With knowledge of news origins and contents, the next question is what news topics are
available to the Chinese community? In other words, as the main provider of information

for the Chinese diasporic community, how does UKzone gain popularity on WeChat?

This thesis generalizes articles posted on UKzone into 24 news topics. Considering some
news can belong to several topics, like “how to register your student ID in the UK” can be
coded with “practical information” and “Chinese students in the UK” at the same time,
every news item can be coded under three topics at most. To make it easier for coding,
general topics like local life and practical information will be discussed more later. Table

5.3 shows the frequently discussed topics.

Table 5.3 Number of news items by topics

Total
Local life 64
Entertainment 49
Practical information 38
Politics 32
Royal Family 30
Fashion 24
Chinese students in the UK 18
Community (Chinese diaspora) 17
Culture 15
Contestation 14
Other 12
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Other than regularly news topics like fashion, politics, and culture, there are some unique
characteristics in topics mentioned by UKzone. The tendency to local news is obvious in
the selection of news topics. Local life and gossips about the royal family attract readers’
eyes. There is also an evident trend in reporting overseas Chinese communities. 35 articles
are concerned with Chinese communities and student life in the UK, accounting for 9% in

coding materials.

5.3 A Service Platform for Daily Life

From the collected data, it can be generalized that the first and foremost role UKzone plays
is a service platform for information sharing and practical information. Local life,
entertainment, and practical information are the top three topics that have been frequently
mentioned. Combine data on news topics with news origins, they are also the top three in
the category of the original content, which means they are not merely themes that are
widely available to diasporic communities, but also themes that UKzone intends to draw

attention.
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Under the “practical information” theme, UKzone provides answers to those most
concerned questions between the UK and China (see table 5.4). Shopping advice, currency
rate, and visa policy information are the three most frequently mentioned topics,
accounting for 21%, 16%, and 16%. News about shopping advice includes present advice,
promotion offers, and so on. Floating currency rates are normally bounded with political
news, especially Brexit. The content orientation is changed to adapt to Chinese readers’
needs. Although the original news sources are mainly about vote, election, or parliament
reorganization, the translated headlines always put emphasis on the floating exchange rate
from RMB to GBP. For example, when talking about members of parliament rejecting
Theresa May’s deal with the European Union for a second time, the news title is “The
pound rebounded. Is England finished with Theresa May?” (UKzone, 2019-3-13). For visa
information, direct translations on visa policies or security alerts by the British government
are the main content. There are some tips on visa extensions written by other immigrants
and the visa-free policy with Chinese passport. Job recruitments from Chinese
entrepreneurs, suggestions from the Chinese Embassy, and restaurants recommendation

are also showed in the headlines.

Table 5.4 Subtopics under “practical information” theme
Subtopics Number of posts

Shopping advice 10
Security advice
House renting

Jobs

Visa and passports
Currency rate
Flight tickets advice
Other

D NN O OO N -, Ol

Local life, another hot theme, covers almost every aspect of life in the UK, from the popular
online dating app in Britain to why the British always say sorry. There are three ways of

story-telling in local life. Firstly, stories are directly translated from external sources,
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talking about local tips. Headlines include “36 Years Old, The Best Age Considered by
The British” (UKzone, 2019-1-6) and “Why holiday in the UK are called bank holiday”
(UKzone, 2019-4-20). Secondly, UKzone refers to external sources and invites Chinese
diasporas to compare their life between Britain and China. The storytelling logic is “this is
a British lifestyle, how about you”. A major survey conducted by the BBC on seven social
classes in the UK is interpreted as “Where are you in the seven classes in the UK?”
(UKzone, 2019-04-26). The quality of life, the education system, and medical services are
usually shown as competitors between the UK/Europe and China. Thirdly, it provides a
platform for Chinese diasporas who have been in the UK for a long time to tell their own
experience and give practical suggestions. Contents include cultural experience like
“Experience: Why straight people love the LGBT parade? In London, Love is equal.”
(UKzone, 2019-07-07), romantic relationships like “My relationship with a guy from Eton
College” (UKzone, 2019-08-07), and practical suggestions like “This is the last time | do
haircuts in London. | swear.” (UKzone, 2019-04-09).

Like most new media company, UKzone is not merely a news outlet, but a user-generated
platform. The specialty is not how it cooperates with users to create content, although they
do have many articles consisting of users’ works, but how it opens a space for Chinese
diaspora to build an online social network. The call for the network is a second-hand market.
On the main page of UKzone, an information platform for selling secondhand items is
opened only for Chinese diasporas. Every Monday, UKzone posts items for sale and check
information reliability. 44 articles on second-hand trading were posted in 2019. Compared
with the Facebook group, which depends on the function provided by the platform, the
second-hand network is a self-governing community that is built by a diasporic media

account, loosely bounded but specialized in trading items.

To sum up, as a more geographically grounded media focused on what happened in host
countries, the main role UKzone plays is serving as an information platform for Chinese
diasporas. UKzone has already become a “practiced place” composed of information from
here and there. On one hand, the shift of contents and resources on posting public
information, local life suggestions and geo-bounded news show its ambition on keeping
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Chinese diasporas well informed. On the other hand, it has formed an embryo digital
diaspora community through describing “the image of their community” participated by
geo-storytelling on British life, practical suggestions, and the second-hand market
(Anderson, 2006).
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Chapter 6: An Imagined Space for Reconstructing Chinese Identity

With an overview of news items produced by UKzone, diasporic media work as the cultural
translator from the host societies' text to those who are not familiar with the local situations.
The emphasis of news selection is more delivering local news and international information
to the community, rather than delivering Chinese news to a broader society. In this process,
diasporic media inevitably play the role in the formation of identity through retelling stories
to their audience. They integrate the imagination of “home”, “nation” and “transnational
space” together as a new identity for the diasporic community. How UKzone interprets
news in China and Europe and how it presents an alternative way of storytelling becomes
key questions when analyzing the news content. Anderson’s imagined community provides
a conceptual tool to study the formation of identity (Anderson, 2006). He defines imagined
community as the space where even members of the smallest nation will never meet their
fellow members, yet each has the same mind based on the imagination of the nation
(Anderson, 2006, pp.5-7). In other words, communities are distinguished by imagination.

In this chapter, concerning UKzone, the thesis examines how UKzone frames the
imagination of the UK/Europe and China to build an imagined community floating

between home, the nation, and transnational space.

6.1 Home: Building a Collective Imagination

Home, as a real place and a symbolic imaginary, is where the initial and emotional
beginning for identity formation takes place. To diasporas, home is always ambiguous and
floating. Rather than a fixed and stable house, home is more like a collective memory
construction focused on the homeland and extended cultural boundaries (Georgiou, 2010).
As diasporas usually do not have a fixed home according to the ideal definition, they
depend more on intersecting themselves in a wider context of relations, like nostalgia and
shared experience to make a house a home (Massey, 1994). What is shaping different home
images and build a shared experience? As Lipman pointed out in the "Public Opinion", the
news plays an important role (Lippman, 1922). UKzone might be able to construct a
collective home and a communal identity of the Chinese diaspora in multiple ways. The
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logic that may explain why UKzone selects these approaches of building a collective home

will be discussed in chapter 7.

6.1.1 Dependency on the Official Chinese News Source

The news system in China is a state of flux. It is hard to portray the exact picture or system
of Chinese media between party journalism and commercialization (Zhao, 1998, p.10).
However, if we put Chinese media under the context of the state and media, it has been
described as a Soviet-Marxist media system that encourages media to report for the state
(Zhao, 2012). There is a clear line between official media run by the state and non-official
media, even if they are all market-oriented (Zhao, 1998, p.10). Although UKzone is a
WeChat account under the European Times media group, an independent commercial
media enterprise in Europe, it is still under the influence of Chinese official media,
particularly in news about China. In the news imported from China, 94% are from Chinese
official media, including Global Times, People’s Daily, Xinhua News Agency, China Daily
and CCTV (see Table 6.1). Only one post is imported from non-official Chinese media,
which is Xinmin zhoukan. If the thesis compares news source with geographic focus of

news items, 32% of homeland news are imported from Chinese official media organization.

Table 6.1 Chinese Media Source

Global Times 5
People's Dail 1
Official : P Y
] ] Xinhua News Agency 7
Chinese media i i
China Daily 1
CCTV 2
Non-official
] ] Xinmin zhoukan 1
Chinese media
In total 17
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6.1.2 Comparison between China and UK/Europe

The collective home is firstly built through the comparison between news in the UK and
China. Comparison is a common narrative strategy when telling stories between China and
the UK/Europe because they need to make sure that news is written in a culturally relevant
style which Chinese people are familiar with. In the following the question how the

imagination of the UK and China is presented through “translation’ is addressed.

Normally, the practice of journalism in mainland China always emphasizes “mainly on
positive reports” to maintain “harmony and stability” in society (Zhou, 2010). Therefore,
news about disaster and contestation is considered as negative news, which has long been
suppressed (Zhou, 2010). Zhou (2010) examines how domestic news is linked with foreign
news in his study of Xinwen Lianbo, a state-owned TV news program in China. He finds
that there is more negative news when reporting news abroad, while the news is more
positive-oriented when reporting on China (Zhou, 2010). Following his research methods,
I identify reports on contestation and violence/crime as negative news. Comparing news
topics with geographic focus, 4% of the news in host societies is about contestation, 2% is
about crime and violence. While concerning homeland news, only 2% of news concerned
with contestation, with no report on crime or violence accidents in China (see Table 6.2).
It is the same with domestic reporting, UKzone tends to report more negative news in the
UK/Europe than in China.

Table 6.2 News topics and geographic focus of news

Host societies Homeland News

news
Local Life 54 | 17% 3 7%
Entertainment 38 12% 5 11%
Royal 28 | 9% 0 0%
Politics 31 | 10% 1 2%
Practical information 24 | 8% 7 16%
Fashion 17 5% 2 5%
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Community (Chinese diaspora) 13 | 4% 4 9%
Contestation 13 | 4% 1 2%
Education 13 | 4% 1 2%
Chinese students in the UK 12 | 4% 3 7%
Culture 12 | 4% 2 5%
Festival 9 3% 0 0%
Travel 7 2% 3 7%
Transportation 5 2% 0 0%
Other 5) 2% 3 7%
Crime 5 2% 0 0%
Environment 4 1% 0 0%
Food 4 1% 1 2%
Business 4 1% 3 7%
Ranking (like the top 10 universities in the UK) | 4 1% 0 0%
Gender 3 1% 1 2%
Technology 3 1% 3 7%
Health 2 1% 1 2%
Career 1 0% 0 0%

*The percentage is the proportion of news topics/geographic focus.

Although the quantity of reports on contestation and crime has shown some difference, it
cannot fully explain the framing comparison between China and the UK/EU. To examine
it deeper, | analyze all articles consist of comparison. 8% of the total are related to UK-
China comparison, while 2% are advertisements. The way of producing content are called

“selective editing”, or zongbian (%), in which elements from multiple news sources are

picked out and reorganized to prove their own statement.

The data are classified based on the position UKzone takes. The first is “Europe/UK is
similar to China” (15%), presenting some common issues that happened in both areas, such
as “Is a black cat bad luck or good luck? The British are also superstitious!” (UKzone,

2019-02-09) or “The British share horror stories of nightmare mothers-in-law. Same with
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China!” (UKzone, 2019-01-03). Secondly, “China is bad, but Europe/UK is worse” (11%).
These posts admit the scandals or bad news in China, but emphasis on worse cases in the
UK/Europe. For example, in a post titled “Reappearance of Chinese style looting? UK
media should take an unbiased view on China” (UKzone, 2019-02-28), it criticizes foreign
media’s performance in reporting a customer fight in Chinese Starbucks over limited
edition cat-claw mugs. In this post, the bad impact of customer fight is admitted first. Then
it compared Chinese customers’ behaviors with how foreigners rush into shopping malls
and fight over discounted items on Black Friday. In the end, it concludes that the western
world is not more civilized than China. Thirdly, “China is better than Europe/UK” (42%).
In this category, over half of them are advertisements for Chinese businesses in the UK. It
covers from telecommunication service provided by China Union and China Mobile to
bank services provided by Bank of China and local food delivery business operated by
Chinese immigrants. Besides that, technology development and the improvement of
complementary infrastructure are themes that have been frequently mentioned. In general,
UKzone refers to foreign media reports to endorse its statement and then gives more details
on the comparison. The headline is like “BBC and Forbes: This is Harmony OS! Foreigners
rush to get a new Huawei and throw the old iPhone” (UKzone, 2019-08-10).

Generally, UKzone stands with China’s official position on international affairs and often
falls into the established Chinese state narratives. By contrast, the image of a powerful
country with a promising future is constructed through news happened in the host countries,

rather than put China in the center of the stage directly.

6.1.3 Restrictions on Sensitive News

Starting from maintaining the existing political system and national stability, the Chinese
official restricts certain issues because of the risk of influencing social instability. In the
Provision on Ecological Governance of Network Information Content, it points out that “a
network information content producer shall not make, copy or publish any illegal
information containing jeopardizing national security, divulging state secrets, subverting
the state power, or undermining the national unity” (Cyberspace Administration of China,
2019).
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When examining the selected news topics in host societies and China, it seems that UKzone
falls into the same narrative pattern as other domestic media in China. The scope of news
theme is broader concerning news happening in the UK/Europe, while topics are very
limited when talking about China. 24 news themes are covered by host societies news,
while only 17 topics concerned with homeland news. One evident difference is the report
on political news. Contents about politics occupy 10% of the total in host societies news,
whereas only 1% in homeland news. There is only one post that is relevant to Chinese
politics, titled “Supermodel Liu Wen cut ties with Coach and actress Yang Mi left Versace.
Luxury labels must apologize!” (UKzone, 2019-08-13). It talks that a few luxury brands
are suspected of designing clothing that defied the “One China policy”. Brands including
Versace and Dolce&Gabbana list Hongkong and Macau as a country rather than a city. In
contrast, when talking about the UK and European politics, there is no limitation. News
includes Brexit, the resignation of Theresa May (the former Prime Minister of the United
Kingdom), the parliament fight, rumors, and gossips related to Boris Johnson (the Prime
Minister of the United Kingdom since 2019) and so on. The frame of contestation news
shows the same pattern in the minimalization of sensitive news. Looking deeper into it, 18
news about contestation in the UK includes protests, strikes, and political upheavals.
Referring to provisions on ecological governance of network information content, this kind
of news faces strict control in domestic broadcasting (Cyberspace Administration of China,
2019). However, there seems to be no restriction on posting them publicly if they happened

in host societies.

In addition to presenting a strong and confident Chinese imagination directly, UKzone
builds an imagined China among diasporic Chinese through contrast and avoidance. The
logic behind it might be like this — as long as they are the news of others, they will not
affect the unity of the Chinese diaspora. From election and environmental protest to crime
and parliamentary fight, negative and sensitive news which is restricted in China is popular
in news reporting about the UK/Europe. In the meantime, as Castells says, “Ethnicity,
religion, language, per se, do not suffice to build nations and nationalism, but shared

experience does” (Castells, 2011, p.32). UKzone keeps posting articles on Chinese food,

37



traditional culture, and festival to bring diasporas back to share their common experience

with friends from the same community.

In this way, a collective home centered on mainland China has been built. In the world
constructed by UKzone, “home” is not a perfect place, but at least not as disappointing as
the UK, sometimes even better. The extended media space in UKzone, including politics,
entertainment news in the UK does not threat the stabilization of “home”. By contrast, the
extended media space makes it a more safe and fixed space that belongs to every diasporic
Chinese. The news between the homeland and host societies is interrelated and has an
impact on each other. This narrative framework draws us back to the scene of the 1999
Chinese Spring Festival Gala (Chunwan). Zhao Benshan, one of the most famous actors in

China, performing this irony limerick on international relationship:

Outside getting darker,
Every day they slaughter,
When you see it higher,

We are truly better!*

6.2 Nation: the Imagination of Sons and Daughters

The nation, as a symbol depends on ideologies and the definition of borders, is always
asking for the formation of identity and community within its territory (Holton, 2011). On
the one hand, the media and communication have become more and more transnational
and decentralized, especially in the diasporic media, the nation is no longer bonded with
identity. On the other hand, we live in a world where the national political bond has never
been so reinforced before. In the case of UKzone, the deterritorialized and transnational
media are combined with the politics of the homeland, being integrated into an
“experimental space of the nation-state from within” (Beck, 2006, p.110). Thinking of
Anderson’s (2006) argument on the formation of the imagined community through national

! The translation is from video uploaded by Aluren on bilibili.com. Chinese people so niubi, bilibili. 2019.
Directed by Aluren. Available at: <https://www.bilibili.com/video/av40672186/> [Accessed 6 May 2020].
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media, how does UKzone bring together Chinese diaspora into the imaginations of the

nation?

Before examining the role of UKzone in bringing together Chinese diaspora, it is necessary
to look back on the official discourse on overseas Chinese. In official discourse, haiwai
tongbao (#E4h[F i) refers to overseas Chinese diaspora in general, which means people
born of the same parents (Zhou, 2018, p.249). Focused on haiwai tongbao, the PRC’s
policies over the Chinese diaspora have experienced four stages from the open-door policy
to the rejuvenation of the Chinese nation. Between the late 1970s and the 1990s, haiwai
tongbao has been expected to bring investment opportunities back to China and promote
economic development regarding international trade (Zhang, 2014). When President Jiang
Zemin came into power from the 1990s to the 2000s, the policy on overseas Chinese shifted
to technology opportunities. It encourages overseas Chinese to bring cutting edge
technology to China and publicizes Chinese business opportunities to the world (Ren,
2013). From the 2000s to 2012 (President Hu Jintao was in office), haiwai tongbao was
expected to become a significant strength in maintaining China’s unification (Zhang, 2014).
In 2012, President Xi Jinping emphasized the family's meaning of haiwai tongbao. He
formally named the dream of the rejuvenation of the Chinese nation as the Chinese dream
shared by the Chinese state, the Chinese nation and Chinese people (including overseas
Chinese) (Zhao and Liu, 2013). To realize the Chinese dream, every Chinese people should
contribute to it. Furtherly, President Xi Jinping refers overseas Chinese as members of the

“Zhonghua big family” ("4 & KK KE) (All-China Federation of Returned Overseas
Chinese, 2018).

In posts concerned with the Chinese diasporic community, the discourse on Chinese
diaspora is consistent with the official discourse on haiwai tongbao. Combing all aspects
of official discourse, an image of the model Chinese diaspora has been constructed in
UKzone. They are successful entrepreneurs who “share the experience with young Chinese
elite and seek cooperation between Norway and China” (UKzone, 2019-10-17). UKzone
constructs the ideological Chinese diaspora as “being enthusiastic towards traditional

Chinese culture” and representatives of “cultural ambassador between the UK and China”
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(UKzone, 2019-12-08). Concerning China's unification conflicts like the independence of
Taiwan and Hongkong, they are praised for “standing with the CCP central committee”
and “firmly oppose the separatist forces” (UKzone, 2019-10-02). For the Chinese dream,
they are encouraged to “making efforts to realize the great Chinese dream of the Chinese
nation rejuvenation overseas” (UKzone, 2019-10-02). In other words, the Chinese
diasporas are expected to become or are represented as a group of people who should make
contributions to the Chinese dream. They are integrated into the whole national narrative,

contributing to the great rejuvenation of the Chinese nation.

What’s more, the Chinese diaspora is not only being asked to stand with the nation but also
being described as having a “blood” bond with the nation, or to say, as members of
Zhonghua big family (14 K5 JZ). In one post talking about Hongkong protest and the
extreme separatists, overseas Chinese are described as “sons and daughters of the Chinese
nation” (UKzone, 2019-08-20). “Sons and daughters” should stand with the “motherland”
to maintain the unification of the Chinese nation (UKzone, 2019-08-20). The family
bonding is stressed emotionally in posts about the 70" National Day of China as a give-
and-take connection. On one hand, for overseas Chinese, “wherever you are, you are
always the sons and daughters of the motherland” (UKzone, 2019-10-02). Only when the
motherland (China) is powerful, the overseas Chinese can share the achievement of
Chinese development and have a bright future. On the other hand, the nation’s success is
achieved with efforts from every Chinese, including Chinese people overseas. Overseas
Chinese should pay back the motherland for supporting them as a strong and successful
backup. China, as the mother of billions “sons and daughters of the Chinese nation”, has
become a center for identity formation.

UKzone has generalized all Chinese diasporas into this “sons and daughters” community
centered on the Chinese nation. Under this construction, the identity has become a feature
shared by all overseas Chinese due to the blood bond and similar traditions. Being Chinese
does not mean have relations with China but stand with the nation and stay as a part of
national narratives (Sun and Sinclair, 2015). Siu develops the term “state involution” to

describe the internalization process of the Chinese nation by the Chinese people (Siu, 1993,
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p.20). Through the “state involution”, diasporic Chinese join into the imagination of the
community and the hegemonic discourse on haiwai tongbao. For Chinese diasporas, who
often experience a sense of loneliness, homeless and lost between the homeland and host
societies, UKzone utilizes Chinese nationalism to reconstruct their identity and generate
“powerful attachments to ideas of the homeland that seem more deeply territorial than ever”
(Appadurai, 1996, p.177).

From the model Chinese diaspora to the “mother and son” bond, UKzone intends to insert
“the nation of China” into the diaspora’s identity. Taking the relationship between the
nation and people as an unquestioned natural bond between mother and son, it successfully
gathers all diasporic Chinese into a constructed sense of belonging. A sense of belonging
based on the “presumption of internal ethnic sameness and external ethnic distinctiveness”
(Ang, 2001, p.83). It also successfully integrates “home” with the “nation”. With the family
bond, Chinese diasporas are living in the same “home” with the motherland. The nation is
home. The defense of home is both a defense for a private household with intimate social
relationships and a defense for a symbolic home — the collective nation and community, as
Silverstone (2004) states. In this way, the Chinese nation has become the fixed center of

identity for all diasporic Chinese.

6.3 Transnational Space: the British Dream

Transnational space is a place allowing the co-existence of local, the nation and the
homeland, while in the meantime offering possibilities to explain the social formation
through the network behind it (Basch, Schiller and Blanc, 1994). In the context of diasporic
media, transnational space is a key place for diasporic communities to position themselves
across national boundaries, as well as form a diasporic consciousness surpassing all
locations. For UKzone, it produces a transnational imagination through building a fantastic

British dream.

Regarding the host societies, UKzone constructs the UK as an ideal destination for
investment household, enjoying private health care and high quality of education. In 51

advertisements posted by UKzone, 11 advertisements (21%) advertise the attractiveness of
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investing real estate in the UK. When advertising real estate of the UK, education G4 &),
health care (ZEJ7) , being close to the world-famous universities (1t %144 2% )fF), the
royal lifestyle and the increasing tendency of house price are most frequently terms that
have been mentioned for attracting Chinese diasporas and potential investors. The general
logic is that investment real estate in the UK is convenient for the future education of
children and health care. Generally, the UK is described as a rich country with rich and
high-quality educational resources by UKzone. 13 posts talking about education in the UK,
accounting for 4% in the quantity of news about host societies. In the 13 posts, 4 posts
focus on comparing top universities in China and universities in the UK according to
university ranking from different news sources. The conclusion is that sending children to
the UK is a better choice if they cannot be accepted by top schools in China. One post is
about the future career for Chinese students in the UK, saying Chinese graduates from the
UK university have achieved the highest average salary compared with other international
students (UKzone, 2019-04-27). The rest are about the introductions on the British
education system and the expense of studying in the UK. Unlike the exam-based Chinese
education system, British education is seen as more international, “focusing on cultivating
the ability of critical thinking and the royal elegance” (UKzone, 2019-01-30).

Through the lens of UKzone, the UK dealing with real estate investment and education is
totally different from the UK under comparison with China. The fantastic British dream
and the strength of motherland both offer a stronger sense of gain and happiness for the
diasporic community. As Clifford (1997, p.257) states, diasporic consciousness is not only
about being Chinese or extending their own culture in host societies, “it is also about feeling
global”. To some extent, the British dream is the imagination for Chinese diasporas,
offering a common goal and a sense of attachment for a group of people come from the

same origin.

To sum up, the role UKzone plays, as Clifford (1994, p.308) describes, is an alternated
public sphere where roots and routes are bent together as forms of diasporic consciousness

outside the national time/space to live inside, with a difference. In “home”, “the nation”

and “transnational space”, UKzone constructs different kinds of imagination with various
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methods. In the end, various imagination is integrated into one ideal identity - enjoying
rich educational resources and making money through investment in the UK, at the same
time, being a member of the model Chinese diasporas who contributing to the Chinese

dream.
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Chapter 7: The Logic and Power behind Chinese Diasporic Media

As discussed in this thesis, the Chinese diaspora is a community living in the continuing
process of switching spaces. Online diasporic media, like UKzone, integrate space and
work as the interpreter from host societies to the homeland. During this process, as Clifford
(1994) argues, the diasporic community is not a “given identity”, but a community based
on a shared imagination provided by and through media and communication. This is how
diasporic media works inside the community, including serving as an information platform,
reporting on the homeland based on Chinese official media sources, taking overseas
Chinese into the “mother-and-son” discourse, and building a British dream for
transnational imagination and so on. However, if one analyses diasporic media from an
external perspective, what is behind them? Why news in the UK and China are reported
and framed like this? It is hard to find the direct answer, however, a structural reflection on
diasporic media is helpful to get a fuller understanding of Chinese diasporic media and its

media environment.

Although the headquarters of Chinese diasporic media is usually based overseas, like in
the case of UKzone, they have to follow the Chinese media regulations if they want to
apply for a WeChat public account. In this way, the power structure Chinese diasporic
media face is not much different from Chinese domestic digital media. The transnationality
only emerges in content production, but not in the media environment and regulations. In
this chapter, | will leave the case of UKzone and pay more attention to the WeChat platform
and power structure it relies on. Inspired by Van Dijck’s framework on social media logic
and Foucault’s thought on the “relationship power” in the process of switching space (1984
cited in Harvey, 2000, p.538), this chapter examines the technology structure (WeChat)
and the power relations behind the dynamic space.

7.1 WeChat, a new digital world

As scholars like Van Dijck (2013) and Christian Fuchs (2014) argue, social media platform
is far more than a neutral platform for everyone, but have changed the way of

communication, as well as the institutional structure and professional practice. Van Dijck

44



and Poell (2013) develop a framework of four elements to analyze social media logic —
programmability, popularity, connectivity, and datafication. Borrowed from this
framework, one can examine the logic behind WeChat public accounts (UKzone) from two
dimensions, the popularity-driven platform, and the closed-door information sharing

system.

WeChat is designed to maintain intimate social interaction between acquaintances, friends,
and family members (Stockmann and Luo, 2017). It does so by providing several ways of
chatting (group chat, video chat, audio message chat, memes chat, and so on) and putting
a special design on connectivity. Connectivity refers to the social-technical design of social
media to let users choose others to connect and connect users with the advertisements or
contents they may have interest (Van Dijck and Poell, 2013). WeChat communication
mainly focuses on peer-to-peer interpersonal communication, because every account is
bounded with real names and telephone numbers, people tend to add acquaintances rather
than strangers.

As Van Dijck and Poell (2013) argue, each social media platform treats boosting the
popularity of users and content as their main tasks for attracting advertisements and other
profit opportunities. With strong incentives and a great amount of user data, they can
connect advertisements with users more precisely. It has been widely agreed that users ‘pay’
social media companies with permission to use their data created when they use the social
media platform. The social media company can translate the data into commercial income
through targeted advertisements. As a result, there are strong incentives to attract more
users and clicks when designing the social media structure. In the case of WeChat, the
popularity system is decentralized. There is no trending topic ranking like Twitter, but
relying on the “friend circle” (a function that allows users to post content that can only be
seen by their friends on WeChat) and friends sharing. To be simple, if one WeChat account
wants to become popular, it needs users to share it in their friend circle, rather than being
recommended by the algorithm. This leads to the next characteristic of WeChat — the

closed-door information sharing.
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The information spreading on WeChat is mainly between WeChat friends in a closed-door
information circle. The communication method of WeChat public account can be roughly
divided into three types: subscription, inter-friend communication, and “friend circle”
communication. Firstly, public accounts are able to deliver information to their subscribers
directly. The list for public accounts is folded and users need to click to unfold it and choose
which new posts they want to read. Each public account can only post once per day,
although there is no limit on the number of articles each account can post per time (Sun
and Chio, 2012). In this way, how to use the one chance per day and what to post to attract
the subscribers to read it have become the first challenge for all public account owners.
The second challenge is how to attract more people to subscribe to. The only way WeChat
public accounts depend on is attracting original subscriber to share the post with their
friends via chat or “friend circle”. It can be assumed that WeChat prefers content on public
accounts that is more suitable for sharing with a small circle of friends rather than the public,
which has also been proved by some scholars (Zhang et al., 2017; Stockmann and Luo,
2017). In this way, the communication for sensitive topics or public discussions is more
likely to be stopped at the subscription stage instead of being shared. This may be helpful
to understand the role of UKzone in transnational space. As the thesis discussed in chapter
5, UKzone plays arole as a service platform that provides practical information, posts local
experiences, and builds a second-hand market. A service platform for helping diasporas is
consistent with the “maintaining the intimate social relationship” aim of WeChat. The large
proportion of practical information and articles regarding host societies are worthy of
discussion for the Chinese diasporic community rather than the public. In the case of
UKzone, the structure of WeChat has an influence on its development as a service platform

for diasporic communities.

7.2 Power structure behind Chinese diasporic media

WecChat’s interactive structure is one factor that may influence the role UKzone plays.
However, if one examines UKzone and WeChat within a bigger picture, the power relations
behind them are likely to explain why UKzone constructs the imagination of China and the
UK/Europe in the way it does. When UKzone switching from the WeChat platform to an
account publishing content online in China, the power relationship has shifted from the

46



WeChat platform to the Party-state. The control of media production is generated from the
state level to grassroots users. Rather than viewing communication and media politics in
China solely as a top-down act by the state, the media governance is more like a networked
system of hard and soft technics (Brandy, 2009; Shambaugh, 2017). Rogier Creemers
(2016) names the networked system as a ‘strategic nexus’ between political agencies and
enterprises enabling both sides to pursue their own interests, while the mutual connection

with each other.

At the national level, a new Central Leading Group for Cybersecurity and Informatization
was established early in 2014 (Creemers, 2017). This new group, chaired by Xi Jinping
himself, emphasizes the realization of the informatization agenda as the key point of
political and economic reform (Xinhua agency, 2014). Besides the central leading group,
the Cyberspace Administration of China (CAC) was established to deal with online content
regulation in particular (State Council of China, 2014). According to provisions on
Ecological Governance of Network Information Content, the network information office
in the Internet enterprises (like WeChat in this case) is responsible for responding to the
national office (Cyberspace Administration of China, 2019). Then the Internet enterprise
is responsible for accounts with wide influence (like UKzone in this case) and users
(Cyberspace Administration of China, 2019). This structure is a special element of the
Chinese media governance, as it outsources the responsibility for web administration and
content censorship to private enterprise and users, which is the soft toolkit the Chinese
government utilized (Creemers, 2016, pp.94-95). For private enterprises like WeChat,
obtaining the Internet news information service license, and remaining their relationship
with state official departments are key factors to compete with other companies in the
market. The profit-driven environment gives them the incentive to devote themselves to
the governance framework (Schneider, 2018, p.213). The private enterprises then use their
technical resources to turn these abstract media regulations into a practical algorithm to
monitor users. Furthermore, users, especially those own influential accounts on the social
media platform, have to stay within the confines of terms of usage defined by the private
companies, if they want to run their business on that platform continually (Schneider, 2018).

The national-level administration makes rules, then transmitted to the private sector with
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regulations transforming into practice, and finally, control the users. Political and
commercial actors both form the networked power relationship behind diasporic media
accounts on WeChat.

Under such power relationship, it is understandable that UKzone chooses to depend on
Chinese official news sources and participate in the narrative on the Great Chinese Dream.
On the one hand, standing with Chinese official news organization fits the cyber
information regulation from the national level and can avoid the risk of censorship.
According to the newly updated provisions on Ecological Governance of Network
Information Content, “a network information content producer is encouraged to produce
information publicizing the Xi Jinping Thought on Socialism with Chinese Characteristics
and contributing to presenting a true and comprehensive China to the world” (Cyberspace
Administration of China, 2019). On the other hand, as a commercial media organization,
UKzone exists under the power structure consisting of national regulation and media
registered with public capital. According to the provisions for the Administration of
Internet News Information Services, “non-public capital shall not intervene in the
collecting or editing of Internet news information” (Cyberspace Administration of China,
2017). For diasporic media like UKzone, if they want to publish news about China,
imported or edited news from Chinese official media organizations may be the best choice.
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Chapter 8: Conclusion

From the examination on everyday practice of UKzone, some misconceptions on Chinese
diasporic media have been cleared. They are not another propaganda tool for the Chinese
official, neither should they be explained in the way that is similar to the global version of
state-owned media like China Daily, as many reports presumed. The way they choose to
frame the imagination between China and host societies is not controlled by the Chinese
official but follows the official narrative and the networked power structure of market,
social media and the media governance. As digital media live in transnational space, they
have become media outlets for transporting and translating ideologies and cultural
repertoires beyond bounded physical places (Sinclair, Jacka and Cunningham, 1996, p.11).

On one hand, in the case of UKzone, it works as a service platform to translated information
in host societies to Chinese diasporic communities. The information they provided not only
keeping Chinese diaspora well informed, but also suits the profit-increasing and
information sharing logic of WeChat. On the other hand, the news and information have
been well-organized in a way that is relatively homogenous with the Chinese official. The
identity built by UKzone is centered on an imagined China which is not perfect, but at least
better than the UK/Europe. The concept of home is linked with “the nation” through the
discourse on “zhonghua big family” (HF4£ K% EE) and “sons and daughters of Chinese
nation”. The Chinese identities has been reconstructed based on the “ideological China-
centeredness”, gathering all Chinese diasporas into a utopian media space, where diasporic
Chinese are able to obtain rich education resources and making money through investment
in the UK and share the achievement of the great Chinese dream (Ang, 2001, p.83). To
maintain a sense of belonging to the unquestioned motherland, Chinese diasporas are
expected to become the “model Chinese overseas”, standing with the state and become the
bridge between China and the world.

To some degree, the networked power from the interactive structure on WeChat to the
media governance operated by outsourcing responsibility of web administration to private
companies has led digital Chinese diasporic media to frame identities in a such way. This

may be one of the best choices for diasporic media to attract as many audiences as possible
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while being away from censorship and financial crisis. They are still independent media
without any support from the Chinese official literarily, however, the incentive-driven
platform, the limited information sharing rule, and the media governance have driven them

to construct the ideological China-centered identity among diasporas (Ang, 2001, p.83).

With the help of social media platforms, digital diasporic media bring new opportunities
for being in “two places at once” (Scannell, 1996, p.91), which means the place where
people stay and the place where something happens. The reconstructed identity for Chinese
diasporas is delivered, across platforms, borders, and networks by online practice. It is not
only for diasporic Chinese in the specific host societies but for all Chinese diasporas, even
citizens in China who are interested in the host society. Chinese diasporic media should
not be seen as text-and-image-based products, on social media platform, they become a

complex commercial system linked with users, market and technological logics.

Furthermore, the sense of being synchronized on digital diasporic media provides a
fantastic perspective to examine questions like which media diasporic Chinese choose to
trust and how diasporic media, local media and Chinese media deal with a common topic,

for example, corona crisis.
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W 13 {ZHOBBIMUAIX LA KEERBERRIT, FIELHME T !
REHS, BIEEREINEEIUE, HER~Fia~att BRI XEFSM
Sl 9.6 IRHHIK, BBC X—MIILCRF, HU~UDATHERE ~ BELER...
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Collect Time
3/29/2020 8:59 PM
3/1/2020 4:58 PM
3/17/2020 1:43 PM
3/25/2020 9:29 AM
3/25/2020 9:29 AM
3/28/2020 10:53 PM
3/29/2020 8:59 PM
3/25/2020 9:29 AM
3/29/2020 8:59 PM
3/28/2020 10:53 PM
2/4/2020 10:43 AM
3/28/2020 10:53 PM
2/4/2020 10:53 AM
3/28/2020 10:53 PM
3/28/2020 10:53 PM
3/29/2020 8:59 PM
3/25/2020 9:29 AM
3/25/2020 9:29 AM
3/28/2020 10:53 PM
3/29/2020 9:09 PM
3/25/2020 9:29 AM
3/28/2020 10:53 PM
3/25/2020 9:29 AM
2/19/2020 4:40 PM
3/28/2020 10:53 PM
2/4/2020 10:53 AM
3/17/2020 11:51 AM
3/29/2020 8:59 PM
3/28/2020 10:53 PM
3/25/2020 9:29 AM
2/19/2020 4:40 PM
3/29/2020 8:59 PM
3/28/2020 10:53 PM
3/2/2020 12:05 AM
3/28/2020 10:53 PM
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BRAs T XME, REEEERAR

BS! IRERBTES~BN~, PEAERRF: FIEKEE!

BS! PEHRAFE—IEEE BBCICE, BRHEKRTAL!
ERMEAES? ESTARER, TRIGIRIEMNANTE!

BT TMIMEABRES, BFEIRS..

EpSY. QESENT. ISSORRINIEYE, EelESn!

BFEILE. WFABAR, XSRS ERICIRPR 12 EESARXE
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FEEE~ KR~ 54 RESRFHT CAE: IRHSE, EMERYEE?
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3/28/2020 10:53 PM
3/29/2020 8:59 PM
3/28/2020 10:53 PM
3/2/2020 12:05 AM
3/17/2020 11:51 AM
3/28/2020 10:53 PM
3/28/2020 10:53 PM
3/17/2020 1:43 PM
3/29/2020 8:59 PM
3/27/2020 11:53 PM
3/29/2020 8:59 PM
3/29/2020 8:59 PM
3/25/2020 9:29 AM
3/25/2020 9:29 AM
3/17/2020 11:48 AM
3/29/2020 8:59 PM
2/4/2020 10:43 AM
3/27/2020 11:53 PM
3/1/2020 5:03 PM
3/1/2020 9:10 PM
3/29/2020 8:59 PM
3/29/2020 8:59 PM
3/17/2020 1:43 PM
3/27/2020 7:24 PM
3/27/2020 7:24 PM
3/1/2020 5:03 PM
3/29/2020 8:59 PM
3/28/2020 10:53 PM
2/4/2020 10:31 AM
3/2/2020 12:05 AM
3/25/2020 9:29 AM
3/29/2020 8:59 PM
3/25/2020 9:29 AM
3/28/2020 10:53 PM
3/17/2020 1:43 PM
2/4/2020 11:52 AM
3/25/2020 9:29 AM
3/2/2020 12:15 AM
3/28/2020 10:53 PM
3/28/2020 10:53 PM
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BIRER 2 PABEIS~AERIE~ R, RAEKIRET!
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2/4/2020 10:43 AM
3/27/2020 11:53 PM
3/28/2020 10:53 PM
3/27/2020 11:53 PM
3/25/2020 9:29 AM
3/25/2020 9:29 AM
3/29/2020 8:59 PM
3/27/2020 6:26 PM
3/25/2020 9:29 AM
3/28/2020 10:53 PM
2/4/2020 11:52 AM
3/29/2020 8:59 PM
3/28/2020 10:53 PM
2/4/2020 10:31 AM
3/29/2020 8:59 PM
3/25/2020 9:29 AM
2/4/2020 11:52 AM
3/25/2020 9:29 AM
3/27/2020 11:53 PM
3/29/2020 8:59 PM
3/27/2020 7:24 PM
3/25/2020 9:29 AM
3/28/2020 10:53 PM
3/28/2020 10:53 PM
3/27/2020 6:26 PM
3/29/2020 8:59 PM
3/29/2020 8:59 PM
3/28/2020 10:53 PM
3/25/2020 9:29 AM
3/27/2020 11:53 PM
3/29/2020 8:59 PM
3/25/2020 9:29 AM
3/28/2020 10:53 PM
3/29/2020 8:59 PM
3/29/2020 8:59 PM
3/25/2020 9:29 AM
3/29/2020 8:59 PM
3/27/2020 7:24 PM
2/4/2020 10:31 AM
3/29/2020 8:59 PM
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MESLFSENEKE, REAUEEF~IE~—IR
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i SEFIERMERITFHIRHRE! 39 PHATHLEL, B~PE~LET RIFLE
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3/25/2020 9:29 AM
3/28/2020 10:53 PM
3/27/2020 11:53 PM
3/27/2020 6:26 PM
3/28/2020 10:53 PM
3/27/2020 11:53 PM
3/2/2020 12:05 AM
3/2/2020 12:05 AM
3/28/2020 10:53 PM
3/1/2020 5:03 PM
3/29/2020 8:59 PM
3/1/2020 4:58 PM
3/25/2020 9:29 AM
3/29/2020 9:09 PM
2/19/2020 4:40 PM
3/25/2020 9:29 AM
3/28/2020 10:53 PM
3/27/2020 11:53 PM
3/25/2020 9:29 AM

3/25/2020 9:29 AM
3/2/2020 12:05 AM
3/27/2020 11:53 PM
3/28/2020 10:53 PM
3/29/2020 8:59 PM
2/4/2020 10:53 AM
3/29/2020 8:59 PM
3/28/2020 10:53 PM
3/28/2020 10:53 PM
3/28/2020 10:53 PM
3/17/2020 4:11 PM
3/28/2020 10:53 PM
3/29/2020 8:59 PM
2/4/2020 10:43 AM
2/19/2020 4:40 PM
3/27/2020 11:53 PM
3/17/2020 11:48 AM
3/28/2020 10:53 PM
3/2/2020 12:05 AM
3/28/2020 10:53 PM
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IREEAIZ T OMERERERT, IRBRET ..

FEIERESRT! 4 F£410 123 O, ELERSFSINNERED. .
IREEHSIREE TIX AR, AP HAEIERBHEE T ! RALH 5.
IRE)LFY Archie! SKEREBEAURL, (EERERREIFA?
MRFIICH, SEEEN, FRPWEBEITHETRISNERRE C 7
EIRAY 21 MIZiE, BehlBRRET!

U EERISHR], 3 EHMIE! T 256 SRt ImIEtfESRHEE
NBEANBERERRE, WELA BEARITEMHIR...

N—ERE! X="MENE, PEARRERERE RGBT

JRKE Netflix EFTLE? BXERCHELS, HENDCEET
LHETER4 W7 AR! X—R, PEARNIZEHFRAIC
FANBEsS A, 3 FHMEEFFAMm], RRFETIE?

AISREN! BBEBTWALLR, HEBRESRIRICH?
FREARM, ANESE—EIR, BREEMIEE T

BIE 5 ZLIT/NMZEHZATHE! BEARILFAIR TIRE ..
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3/27/2020 11:53 PM
3/29/2020 8:59 PM
3/27/2020 7:24 PM
3/29/2020 8:59 PM
3/25/2020 9:29 AM
3/27/2020 6:26 PM
3/27/2020 11:53 PM
3/28/2020 10:53 PM
3/25/2020 9:29 AM
3/2/2020 12:15 AM
2/4/2020 10:43 AM
3/17/2020 4:11 PM
3/25/2020 9:29 AM
3/28/2020 10:53 PM
2/19/2020 4:40 PM
3/25/2020 9:29 AM
3/25/2020 9:29 AM
3/28/2020 10:53 PM
3/28/2020 10:53 PM
3/25/2020 9:29 AM
3/27/2020 6:26 PM
3/25/2020 9:29 AM
3/27/2020 6:26 PM
3/27/2020 11:53 PM
3/27/2020 6:26 PM
3/27/2020 6:26 PM
3/25/2020 9:29 AM
3/29/2020 8:59 PM
3/25/2020 9:29 AM
3/27/2020 11:53 PM
3/29/2020 8:59 PM
3/25/2020 9:29 AM
3/25/2020 9:29 AM
3/29/2020 8:59 PM
3/29/2020 8:59 PM
3/25/2020 9:29 AM
3/1/2020 4:58 PM
3/27/2020 6:26 PM
3/27/2020 7:24 PM
2/4/2020 10:31 AM
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fEELSEAEA SR, FREHRIRES, HsoEiibe
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MEIEILLE, B NSIRAT Lt EiE S EEeE T !
NBEE—XEWERER, BERRAH—TURA

M 200 FNEFRIEREHRBE, XAREENERR
SEERREXLM, STAFRCHT!

SKRIBIFSRERITRGT, AEXIRI! M PSW BERBEIRE B .
SKEEBFAITTEPR_ e SRIHCRE, F4ERTTFHIN..
SKREFE 9.24) ) IEWREASS, ntgEHARERE?
SKREANFRRT : 127 MAAIIEGE, 2 B ABENG. BRI UERZEAN?
SRELZTE 2019 ZPEEHA, RITRSERE!
SKEEREBFEB NG : HIFSBEREIRE

SKREEE 7, BB T? REARGS LEL, IERXIE..
SREFHLZEON. [ 3000 ALF)~HEFE~! aIftEEWXLHELY
SKHIGFEEER, H8RiN: ~REFSERE—~
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3/29/2020 8:59 PM
3/25/2020 9:29 AM
3/1/2020 5:15 PM
3/25/2020 9:29 AM
3/29/2020 8:59 PM
3/25/2020 9:29 AM
3/1/2020 5:15 PM
3/17/2020 4:11 PM
3/2/2020 12:05 AM
2/19/2020 4:40 PM
3/27/2020 11:53 PM
3/28/2020 10:53 PM
3/29/2020 10:47 AM
2/19/2020 4:40 PM
3/25/2020 9:29 AM
3/25/2020 9:29 AM
3/27/2020 6:26 PM
3/27/2020 11:53 PM
3/17/2020 4:11 PM
2/4/2020 11:52 AM
3/27/2020 7:24 PM
3/25/2020 9:29 AM
3/25/2020 9:29 AM
2/4/2020 11:52 AM
3/25/2020 9:29 AM
2/4/2020 10:31 AM
2/4/2020 10:53 AM
2/4/2020 10:43 AM
3/2/2020 12:15 AM
3/27/2020 11:53 PM
3/27/2020 11:53 PM
2/19/2020 4:40 PM
3/27/2020 11:53 PM
3/27/2020 11:53 PM
3/29/2020 8:59 PM
3/17/2020 1:43 PM
3/28/2020 10:53 PM
3/29/2020 8:59 PM
3/29/2020 9:09 PM
3/28/2020 10:53 PM
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