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Opportunities, current situation, and improvement path of international
communication of Chinese think tanks in social media era

Abstract

As a strategic and policy research and decision-making consulting institution, the international influence
of think tanks is an important manifestation of a country’s soft power and an important component of its
comprehensive national strength in the era of globalization. Enhancing international communication
power of think tanks is a key measure for shaping their international influence and an important strategy
for a country’s external communication. In today’s era, international social media, as an important channel
for think tanks to spread abroad, strengthening the communication power of Chinese think tanks in
international social media is the main direction to enhance their international influence. This study
analyzes the opportunities brought by the social media era to the international dissemination of Chinese
think tanks, compares the differences between current Chinese think tanks and internationally renowned
think tanks by using international social media for external dissemination, and then proposes effective
approaches to enhance the international dissemination capacity of Chinese think tanks in the social
media era based on the Chinese context. The results will provide reference and inspiration for the
construction of international communication for Chinese think tanks, especially for enhancing their
international communication power through international social media. This study finds that there is a
certain gap between Chinese think tanks and foreign think tanks in terms of international communication
power. In the social media era, it is recommended that Chinese think tanks consider the international
communication ability of think tanks as an important component of their core business capability system,
build and strengthen the four key networks of think tanks: ideology, resources, information, dissemination,
and implement combination strategy of internationalization, openness, academic circle, circle of friends,
ideological power, macro issues, social media, popular broadcasters to enhance the international
communication power of think tanks.
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“Communication environment” refers to the environmental factors that affect the communication process
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Table 1 Top 10 websites with the highest global traffic
H# Wik Ta m FFENK (D) TEHIAFE(D)
1 google.com B;n RS 10.75 8.70
2 youtube.com YouTube EaN AN 20.20 11.18
3 facebook.com Facebook AR 10.72 9.31
4 instagram.com Instagram T2 IRAR 8.33 11.42
5 X.com X AR 11.17 10.65
6 baidu.com BE HRSE 4.53 7.86
7 wikipedia.org HEBER FHNEAESH 3.98 3.18
8 yahoo.com HeE AR LR 8.78 5.61
9 yandex.ru Yandex BER5|E 8.92 8.77
10 whatsapp.com WhatsApp AR IR 20.28 1.72

Er R R KA KT F R PR 3h BR300 R AR T m A9 19 48 k0 R R R

Note: The parameter of average visit duration refers to the average time spent by users on the website during each visit; the parameter of page count/

visits refers to the average number of pages viewed per visit
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Table 2 Top 15 most popular social media worldwide

H& Ta -] Ex AIERKBFZN)
1 Facebook Meta A& ESES| 30.49
2 YouTube Google AF] ESES| 24.91
3 WhatsApp Meta /A& eS| 20.00
4 Instagram Meta ‘A5 E3E] 20.00
5 Tik Tok ERHBEERSERAR aalE 15.62
6 = ATERITENARAERAT FE 13.36
7 Facebook Messenger Meta ‘A E] e 9.79
8 Telegram Telegram ‘A &) FATEX B 8.00
9 2N IEREEERRSERLRE FE 7.52
10 Snapchat Snap ‘A E] S| 7.50
11 R ERRFEHRBRAE s 6.85
12 X YN ESE 6.19
13 id ERITRERERRSBRAT FE 6.05
14 QQ ATERITENARRERAT FE 5.58
15 Pinterest Pinterest A& ESES| 4.82

A ORAE2024 £ 1 A EKA P REATHES

Note: Ranking by the number of active users in January 2024
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Figure 4 Word cloud of topics of concern to American think tanks (a) and Chinese think tanks (b)
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B i AT BRI A R % 69 20 A K49,

dl = A

Statistical analysis was conducted on the text information published in X by 25 American think tanks and 7 Chinese think tanks in

2021. After removing stop words, the frequency of using different words in the text content was calculated, and the top 20 keywords

with the highest frequency of use in each think tank were selected and a cloud map was drawn
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Figure 5 Core business capability system of think tanks
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in social media era
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Abstract As a strategic and policy research and decision-making consulting institution, the international influence of think tanks is

an important manifestation of a country’s soft power and an important component of its comprehensive national strength in the era of
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globalization. Enhancing international communication power of think tanks is a key measure for shaping their international influence
and an important strategy for a country’s external communication. In today’s era, international social media, as an important channel
for think tanks to spread abroad, strengthening the communication power of Chinese think tanks in international social media is the
main direction to enhance their international influence. This study analyzes the opportunities brought by the social media era to the
international dissemination of Chinese think tanks, compares the differences between current Chinese think tanks and internationally
renowned think tanks by using international social media for external dissemination, and then proposes effective approaches to
enhance the international dissemination capacity of Chinese think tanks in the social media era based on the Chinese context. The
results will provide reference and inspiration for the construction of international communication for Chinese think tanks, especially
for enhancing their international communication power through international social media. This study finds that there is a certain gap
between Chinese think tanks and foreign think tanks in terms of international communication power. In the social media era, it is
recommended that Chinese think tanks consider the international communication ability of think tanks as an important component of
their core business capability system, build and strengthen the four key networks of think tanks: ideology, resources, information,
dissemination, and implement combination strategy of internationalization, openness, academic circle, circle of friends, ideological
power, macro issues, social media, popular broadcasters to enhance the international communication power of think tanks.

Keywords think tank, social media, international communication, international influence
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