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The Definition and Strategies for International Communication of
Image Publicity Videos of China

Hou Hong
(College of Literature & Journalism, Sichuan University, Chengdu, Sichuan 610064)

Abstract: In this global information era, spreading one country’s public image to other countries through
the film and television media ( National publicity video) has become an effective means of public diplomacy.
Among the large numbers of research papers on national image building, however, few of them have seriously
looked at the conception and function of national image publicity videos and the proper media forms of
representation. Therefore, it is necessary for us to clarify the conception and function of China’s national image
publicity videos, and, based on our study of the present situation, to come up with sound suggestions for the
making of better image videos and as well as effective strategies to spread them in the world.
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