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ABSTRACT

Introduction: Tourism is a vital industry that significantly impacts a country’s economy and international
image. The use of public relations media, particularly online platforms, plays a crucial role in attracting tourists.
Chengdu serves as an intriguing example of media communication strategy implementation in China through digital
platforms such as Chengdu Plus, which has gained popularity both domestically and internationally. Objectives:
This qualitative research, titled “Media Communication Strategies in China: A Case Study of Chengdu Plus,” aims
to examine the media communication strategies employed by Chengdu Plus and analyze audience reception
among both Chinese and international viewers. Method: Data collection was conducted through semi-structured
in-depth interviews with three target groups (1) stakeholders involved with Chengdu Plus, (2) Chinese viewers,
and (3) international viewers totaling 30 participants. Additionally, the researcher conducted a content analysis
of videos published through online channels to evaluate content format and effectiveness. Data triangulation
was employed by comparing interview results with video content and secondary data from public sources to
ensure research validity. Result: The findings reveal that Chengdu Plus employs storytelling strategies and creative
video production techniques to engage audiences, emphasizing the presentation of culture, tourist attractions,
and the lifestyle of Chengdu. Chinese viewers showed interest in videos related to culture and urban develop-
ment, while international viewers were more attracted to tourism-oriented and lifestyle content about living in
Chengdu. Conclusion: The communication strategies of Chengdu Plus proved effective in promoting Chengdu
city and creating international awareness. These approaches can be adapted for tourism promotion in Thailand

to enhance the country’s potential to attract tourists and boost the national economy.

Keywords: Public Relations Media Strategies; Public Relations in China; Chengdu Plus.
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Fudounnndaiu (1) NTATIEINgAnTIUNUSINARAYA (Digital Consumer Behavior Analysis) lag Li and Bernoff
(2011) v@uBuwIAn Social Technographics futsguslnroanifungusng 4 muszdunsiidausaalude wu fasradem
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soidle dmmwdulvaussideulosiustuaenndos inmslimadadsuaniimanvaneiielalvgunde ufenistides
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o197 Tngovnzluniveanmaiame Tausssuduienaifiudesvldmiuduusema

mansuiumnidenifledaruddylunsnszdumuadlaliiundluideg Tnsewensidifuanuissumna
e Tamssavissiuesainsuseumalalunmnunuioadion deyaiidulinsuazairsmnuidndenlosiugvu
findamasionsdnduladuma uanidlewSeudisungAnssunsindulavieaiiotseninmFuuag i@ wuindinny
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MnHaNISANYIY83 ChengduPlus Ssmsdhlanguiiwaneiedutiadeddyiitnadenudisavesmsaiaiom
douszenduius Tnslawglunisviiflefiiawannsalunisigagduuanidlusazsaseme nsnwidednieaty
woFnsauararmadlavesnguiiiming iduddamnsatilulilunsusuusinagninisussnduiuslinssiumiusdionis
uardnunzlamzvossazngy Tdlunsdivesnisussmdiniusidiendg Aenadunmsianudlafinguriduuasyn
snsmtaeliasnsondnidemidnfeulunaeuiun ueslinadensaanmsiuiiiadeidior Tnsnnnsnwdumes
Chengdu Plus wui1 nguialudunasisussmadmnuuandsiulunatesu Taslomgludesemginssunislide
wazawalalumsvieailen fuamniduarlimumilatuausssuviesdutazanuivieniivriieadestulsy famans
uazTusssndedn vaziifuuanisssmazadlslumsvieaiivadsimusssuiiiiussaunisallnl msuiunagns
nsussmduitusliaanndesiunginssy sgtaeliansnannuaulawasnsiduimiigeduanndudmneg &
#OAAABINUNITINBVDY Chowdhury (2015) NA1ITNNNSANYINANTENUTBINTBUNITUNELBYT (adversarial frames) Tu
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nsdlupmesweanguiminsuaymsuiunseunsinaus Wiangautuadouuas Tanusssuvesidazngy Suduiile
nénvoamehussmnduiusivszauanudisaluuiundu nslinagsilaenadosfungfnssumariaenndosiuiuin
Two-way Communication Model 984 (Grunig & Hunt, 1984) ViLﬁumsﬁamiaaqmqu,azmsLLaﬂLUﬁauﬁagaLﬁaa%ﬁﬂ
ANUFITUSTENINeAnTAURYY

2) MydenunanwesuAdviafivnzay

MnwamsAnwuAsatunstiunaniesives Chengdu Plus wui fuueniduinagliunanie suidoslulszina
1 19U WeChat waz Weibo dwsunsismadeyaiieafuanuiivieadiinazsnssaluides Tne WeChat uunanmesu
fifimsldnugdunguisiunesSovhanuifaruaddlusmaaiotudendsguasmataunasygialudosd vosd
Weibo iangdusumamsunsidonlion uaznszaednasldsng: dmiudummmeninianuaulalunsves
Wieandeimusssumarnmsduiauszaunsallndlude mnwithazdenudouariuunanesuilésuanudelusyiu
@114 11U YouTube, Facebook Wa¥ Instagram lagl YouTube Huunanesuitoslunsmeunsidoninlefidanumann
vanuazannsathiauedeyaiieafuanuivieisrludglunaneniu Jsagvioufsnsiausdoyaluguuuuiidndsy
yuvhlan dadenndesiunsfinuives Tambe and Friedman (2022) fiszyin msldunanlesueena Douyin lunisine

saa

unddoUszduiusidngutmnedunuiu e dulsfuanzauiian nsfnunidfennuddyuesmadenunaniedy
funmngavlunsioasuazaivauusgivlalifungudmnegldegnaiuszansnm Tnstanzegndduiunesns
deanssewinsusena uarluanuideves Deng et al. (2022) wutunasmesuity Douyin anunsatisasisnisidiusiy
voslituidlevnilifeadoatunantusiviomavionderlfenediussaninim msld Douyin TumsUszendiusaniud
vieufilneazannsairfeurniutazaianssuiaald Tnensliunanosuimnzaulunisussoduiusaniui
vieafienaetelfanunsndhdanguitmanefivannvans fanguiiinaindssnadu Fedeald WeChat wag Douyin (lu
Usinadu) deaenadestunuidoves Liu et al. (2023) Idnandsfausiuuliuiiesiufisevelnadiddoyanisvionde
wazUszaunsaifia fedunadentdunanviesuseniisuona Douyin ansafislenidlunisdndsuuaradsnuals
Mninvieafleniifidnenmainusemaduld

3) msasraionidleditege

nsasradeninlefiiammarnvansuazannsafsgaduildogiiussansnmieduiladdylumsainede
UsenduitusiimeulandfrnilulssmanassiaUssma anmsfnuswanAflofwsundkudemsesulatives Chengdu
Plus wut 3dTeths 30 AdvanssantsUssavlfidu 4 naumdn 1¥ud FaTevieadien S1uau 12 ARY (40%) umsuuzii
anuiiddny wu uwusdudey auulusia wazuvasTausssniud ieaiussgdlaliinveufieaenfamiouazosini
Hou Faleuurthanuiuazuinisludles $1um 8 pdy (26.7%) sjutiunsiaueteyaiferfuaniuiididsy Suemns
szuUANAL wazunsin 9 Tuisles ielviuulisuteyaieujiflunsnaununsiiume 3ol Tausssy s1ua
6 AU (20%) fhemeniondnuaiaTausssy Wy Aauzsmsuandaaniu onsiuies uaswanaUssindiioadiu 3
Peaiunmdnvaiveadsglupusidiesinusssuiitiondnualianz 3le Travel Viog d1uu 4 AaY (13.3%) ievien
UszaunsalmsidunsvesiinviesiismdotnAnvinanivdeurasiend mifvuduiaussenimdsgrimnsguuesds
Uszaumsal livanalnddanavidedie

msafademitvannuaeuiiaenndesiuiuifnues Dimanche (1993) issyimsiiaueossnauazianssu
fifhendnwalionzd asnsarinarmavlauaznsiidiusnmesvuanisusemeldegistiusyaniam aunsatieuia

msfidusauuazaruaulannduulusinsUssmeliluegned lnedeniSnsaibemunsld StoryTelling Afimui
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U

cala

aulasztwaiunnudonlosiudun feghatu msliymesvesinvieaiismievviesfiufifiussaunisaiiia lunsideu
yuamuiivisafisnveaiies msiulufirums e saaiuiivieaiien wu memna g0 viesuvdwiouiediiteides oz
Frwaiuandnvaifialituiies SwaenadestunisAnuves (Berto et al. (2023) fidudui Storytelling fiazanusowia
anualavesfuunasilimsdaauanuiviesfleafivssansammanntu uasnsifiumslimusseneasniwianuns
Pedhdsnguiineiivarnmanslasanzinvieaiisinaninnusemaifnwuansieiu wu Mwdingy Ju gl
Jeazdeilidevifledanuinaulaaranssodndeduldinntu faaenadesiunuiteves Perego et al. (2016) nu
i mslifussenenasnwiivssansawlunistiglifumnuanas fausssuuas giivdsmnsnsdilaiionsin
nsgnmeuniviedle lagliinnnuginnuienrudlafinanmaulaniv deyaativayumaiusussenslumans
M WU Mwdangs Iu warddu eiunsdrdsnguidmneiivarnats Tnsawizinvieaiisinanfanysemed
ety madiudussenedindnagderlndeniflefamunhaulanndtuwayamnsodisualdinniu vie
madenliyaeaiidiiutessnluifleonesduindnwuanivdsusmsnend s dudsina Chengdu Plus Sesidon
14 iioannsnasennuuansauaradeamulanmifuiyanafidiiudessiiflowas s

4) Msaselusuailes (City Branding)

msaaendnualveadiosdellunagniddlumsisgaiinvieaiien Tnsmsiiuruiduendnaliiumndnsues
$los fegrawu WesdedwifianunsaniudaaduTausssuduun nsumme Aufuenuiuaiouasainvany vieguini
aunsafsgeiinvioafisrnnuensiald Monsussnduiusaauifisianuduendnual wu mitwseaiieauuudiu
vidoanuivioafisafidmnuddgmeiaussailuriosiu lnsausadradaimauinsaauusudiihnaivayuiuamis
il Tngspyinsaauusudifosifiondnualansnduaiunminvaivouilesuas Regniinvioniieldogaiiussansnm
msaaendnuaivesiioshunmsiieussnduiusegnadu 5le viensinRanssuddyastieaiennuduiusisdy
seriadlomavinviendien Tnemsussmduiudiuasuendnvaiinnzveniie Feaenndesiuwunfn Competitive
I dentityZsaonndaafun1sdnyives Green et al. (2016) Wiughdsmudfuesnsiamuaznisumsdanmsuusufidos
fannsnasrsmnuuanisiidailunmdnualifles Sstiunumddylunisfsgatnvieaiion lnemslideussunduiuéi
fuszavisam 1wy e annsavieuaiauusudiflesuasiiiunsivivesiu uazaonadeatfunisAnuiues Aristono
et al. (2021) fifnwuusudiiosihunsdifinwives Kampung Pesilat Indonesia Iitfurudfyreinisasinendnueal
fifauvoadioaileanmuuaniauaziinnnualslumsisgainvieaiie Tnsmslinisussnduiudluguuuy wu
nsdnfanssuvienistiauenmdnualiflesidaau awteslinsaiauusudislesiussansamuasdamalinisiidiusom
vosiinvieafleuiuiu

5) nslinalianisnanadvia

nsldwalinnisnainndnau n15lawaNIL Google Ads 3e Facebook Ads #sen1sld Influencer Marketing
Tnenssailofugivinamadumesidn (nfluencen) viosfiunioandaussmalunisussanduiusanuiivieileds
annsifinahadlalifuifiesioniien vionsadsmnusudeluisssmaiievinisuaniudeuningnsyaaing
Audmssumsaaaiiiedaaiilfiinnsiauimasunsideussnduius Fiaenndesiunuideves Hamouda
(2018) Finamfsmuddnyuesnsainslavaniiiideyansudou thals wazidofiovuunanledutu Facebook s
aonndosiunsliinaianisnainidvialunisiivanuhaulalifuaaivieadisn nsAnulusmiddodnangamui
nagnsnslemanaiannsndmaivorruafasnginssuvesuilalunisiadulaviesiisnniniu Tnsawgiled

nslinsmanakuy Influencer Marketing Sy sapnnaosiunuideves Mathew and Soliman (2020) &slanatia
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NansENUYeINMIRMARaTarengAnssuveiuilnalunisvieniien Tneurnudfguesnislimaiansnainddai
fuszAvsnmionszdunruailavesinviouiisrlugaddia nsmainddviaaunsatisaieeuazmnausuaAIL
aynaunlumsnausumsiiung dedinansenuderimuafuaznginssuvesfuslnafidenaniuivioadion Taouugihli
Tinagnsaavaiiofageiinviesileanntu

6) NMyianawarn1sUsunagns

ms¥ananisaevuanguududsddglunisuiunagndlimnzan ndanmeunsinleluud mstinsiiudeya
39w AnmAnifiu warnisineusa nisiaratiaenndeafuuuafn Digital Media Metrics 989 Kaushik (2010) it

T TagalinauasiBenunm ielssilivUsednsnameessmsidunannesunasilonisle Fedayanisneuiuaing

v

FuaIdnUTuU T lleninlouaznagnsnismewnsiuowan Msusuilasuieninlevinssiuanuaulavesnagury

Y

9y vizoiienitunannesuniiinisnouiudndt uaslinsdanasgwainavaielviinnsussduioimn suiuunuay
Aoinsvenguilminevesifleysemduius FeaenndesiunuAnyIves Ram and Xu (2019) lananfmisimuiwas

USunagnsvesuseniily Live Streaming Video lngn153taseiidadanmInausurasusl W n139 N15uYs LazAdy

a & @ o=

Ay Feaggagliaunsausulllenninlowasnagnsnisinenns lieg1sliuss@vanin el nsianauasnisusu

nagnsidudiuddglunmsimuinisussnduiudidlosiendion vdminmeuwnsidle asiinafivdeyauaziiaseiing

q

AOUSUINGTY W $1UIUNTTH NMIUTS WensuAniu e Ussliuusy@nsnmuesnagns warlinan1slnsziuan

Hlunsusudanagnslimngauiuanuaulasasaudeanisvesngudmuneunauy

8. 29ARUINIATY

dwiunis@nunagnsnisliFeussnduiusluysemaRuinlyiidenuin nMsusvnduiusideadagru Chengdu

'
=

Plus Wunszuiunsifinisysannismedianisdeansifivssavnmuaznisididosteaseunqu Jsndeyalunisfinuil

annUsuldiunsusEnduiusidesieaidlulssmalneld lneenaduuimenisiiinleduninuningeuasiloni

fagalandusunuu nfeuvisdonliunanrlosuiivnzauiunguithwneveusasUssne warlinnuddgyiunisasng

v o fo Y

fuiusiugvunutemnsesula JsdiglinisdeasuasUssnduiusiinuseansanggn
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9. UaLuUBLUL

1. Yaauauuzideuleuiy

1. nsgnsnmsvieaiisuasimn msaduayunslidelumsussnduiusnisvieuiienvessemelne Taglins
duasunisldreamislunansdoann wu Facebook, Instagram, YouTube wag TikTok LﬁaL%’ﬁﬁﬂaq'mﬁmmaﬁgﬂuﬂizwm
wazsnstszna TasdunsaiuvsudifosasnaUssnduiusanuiivendindifiendnual Wensefunsdumaily
wagmaUszing

2. nsgnaeTausssy mshiausuaratuayunmsaddeUssrduiusiiasviouTausssviosdunasssindlne
ienszdunrmailanninvieniisaiidosnsduiaUszaunsaimae sy iamsssuvioau

2. daiauauuzlunisinanisideluliuszlevy

1. yhenulssrndaiusiesdiu aunsminamaideiluldlunsaiunagndmsdssrduiusnisesdienves
Slowiosiu nsUssduiusiflesiesiisiuiiomdnuaiiesses iudesmsddviauaznisthiaustoyaiinsstundy

o

Whnunemsmnelazssnsnd lnglinnuddgiunsideninaniosufaviaimnzauuas s AUIToNEnaIsn1w
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2. fsgneunsgaiavieadior annsmiwanideilidlunsiauidomussrdiusiuiunadFesiiesiu
vioFessnanyumesestinvieaiisy Fsaztisaisnudiniusiniugnuaziinlemalunsgeiinvioadies

3. inideuaztinimundeussnduniug mslinamsidelumstaunnsaiisdoUssvduiusiiiiussansam uas
aauumdll lunislideussmdiusifioussnduiudniseaiiovesussmalng Ineninagnsildlu Chengdu Plus

1nUSulgluuSunvesusymealne
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