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Part 1:
About Survey 2018

From May to July 2018, the Academy
of Contemporary China and World
Studies (the former Center for
International Communication Studies
under the China Foreign Languages
Publishing Administration) and
Kantar jointly conducted the sixth
global survey of China’s national
image.

The survey interviewed citizens of 22
countries, covering Asia (China,
Japan, South Koreaq, India, Turkey,
Indonesia and Saudi Arabia), Europe
(the UK, France, Germany, ltaly,
Russia,Spain and the Netherlands),
North America (the US, Canada and
Mexico), South America (Brazil,
Argentina and Chile), Oceania
(Australia) and Africa (South Africa).
With 500 respondents from each
country, a total of 11,000
respondents selected from the global
panel of Kantar were included in this
survey. The survey was conducted by
using online questionnaires and
strictly followed the international
standards for online polls. To ensure
the accurate representation of the
countries involved, the samples were
local residents aged between 18

and 65.
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Ratio of gender of the respondents

50% men 50% women

Education background of the respondents

. Overseas Developed Developin
Education P PIng
average countries countries

Junior high school
or below

Senior high school
or vocational school

College

Ages of the respondents

University

36-45

Postgraduate
or above

18-25
26%

10% 56-65
30+
204

26-35
46-55
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Main findings of this survey:

The overall impression of China’s image is steadily improving.
China’s performance in domestic and foreign affairs is being
better appreciated, and its domestic governance is attracting
better recognition.

Its participation in global governance as regards science and
technology, economy and culture is more positively
appreciated overseas.

People overseas have higher expectations concerning China’s
participation in all aspects of global governance. It is widely
agreed that China is becoming the biggest trading partner of
more and more countries, and that its economy will maintain
high-speed growth.

China has attained enormous success since 1949,
particularly since adopting reform and opening up in the
late 1970s, which has contributed to global development.

China’s proposal of building a community with a shared
future for humanity is believed to have a positive influence
on individuals, countries and mankind as a whole. The
positive influence of the Belt and Road Initiative on the

regional and global economies is attracting more attention.

China’s technological innovation capacity is becoming
better recognized, with an improved image attached to
Chinese products and Internet enterprises. Quality
problems remain the major factor hindering the overseas
development of Chinese brands.
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Part 2: Overall Image and Influence

China’s overall image is steadily improving internationally,

particularly the images of other developing countries.

China scored 6.22 on the 10-point system concerning its overall image, the same score as found
by the previous survey. Generally, other developing countries have better impressions of China
than developed countries, with their scores in this regard 0.2 point higher than in the previous
survey, maintaining a slight upward curve in recent years.

Figure 1 Overall image of China

Please indicate your general impressions of the following countries. (1-10 points)
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countries

Samples: 10,500 oversea

Mexico, Saudi Arabia, Chile, Russia and Indonesia have the best

impressions of China.

Mexico (7.8 points), Saudi Arabia (7.5 points), Chile (7.4 points), Russia (7.4 points) and Indonesia
(7.2 points) had the best impressions of China. Compared with the previous survey, the five
countries whose scores concerning China rose the most were Saudi Arabia (up 0.7 point), Chile
(up 0.5 point), Turkey (up 0.3 point), Russia (up 0.2 point) and Indonesia (up 0.2 point).
Generally, developing countries outnumbered developed countries for improved impressions of

China.

Figure 2 Overall image of China

Please indicate your general impressions of the following countries. (1-10 points)
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China is highly appraised for its performance in domestic and
global affairs, and gives better impressions of its domestic
governance.

China got a score of 6.4 points in terms of its contribution to global governance, and 6.3 points for
its performance in domestic affairs, with the recognition of its ability to handle domestic affairs up
by up 0.1 point.

Compared with average overseas impressions, developing countries had more positive comments

on China'’s contribution to global affairs and performance in domestic governance. The younger
the overseas respondents, the higher the scores.

Figure 3 Evaluation of China’s performance in domestic governance and contri-
bution to global governance

Please mark the following countries’ performance with regard to domestic

governance/contribution to global governance. (1-10 points)

72 7.2
6.6
63 6.4 o4 63 6.3 6.2
54 3.5
Overseas Developed Developing Overseas Overseas Overseas
average countries countries aged 18-35 aged 36-50 aged 51-65

W Performance in domestic governance

B Contribution to global governance Samples: 10,500 overseas

China ranks second among
all countries in terms of
influence in global affairs.

The top three countries with the biggest
influence in global affairs were the US,
China and Russia. This was the same as
was found by the 2014, 2015 and
2016-2017 surveys, showing that in the
eyes of the respondents there was not
much change in these countries’
performance in global affairs.

Compared with the previous survey, the
UK and France both had improved
rankings by rising to fourth and fifth,
respectively.

Figure 4 Top five countries with
the biggest influence in globadl
affairs

Please rank the five
countries that have the

biggest influence in global
affairs.

United States

China

Russia

« @® @

‘z United Kingdom

France

OO R NN —
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Samples: 11,000 global
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As regards China’s participation in global governance, overseas
respondents think highly of China in the fields of science and
technology, economy and culture.

Regarding China’s participation in global governance, the international community thinks highly
of China in the fields of science and technology (63%), economy (60%) and culture (53%).

Compared with developed countries, developing countries had a better impression of China in all
aspects of global governance.

Overseas youth had better comments on China'’s participation in global governance as regards
science and technology, politics, security and ecological conservation, while people aged 51-65
had better impressions of its participation in cultural programs.

Figure 5 Evaluation of China’s performance in global governance

Evaluation of China’s performance in global governance (%)

Overseas Developed Developing Overseas Overseas Overseas

average countries countries aged 18-35 aged 36-50 [SagediSI=65
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m 2018 | 2016-2017 Samples: 10,500 overseas

Regarding China’s participation in global governance, overseas
respondents expect the country to play a bigger role in the fields of
science and technology, and economy.

Compared with the previous survey, the international commmunity had higher expectations of
China in all aspects of global governance. About half of them wanted to see China playing a
bigger role in the fields of science and technology, and economy. The developing countries wished

China to play a bigger role in economy (61%) and science and technology (59%), while developed
countries scored economy (42%) and culture (39%) in this regard.

Figure 6 Expectation of China playing a bigger role in more aspects of global
governance

In which of the following aspects of global governance do you expect

China to play a bigger role? (%)
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Overseas respondents believe China’s 40 years of reform and
opening up to have been successful and positive for global
development.

62% of the overseas respondents thought that reform and opening up has profoundly changed
both China and the rest of the world, and 74% of the respondents in developing countries praised
China’s achievements in reform and opening up over the past four decades.

Figure 7 General impression of China’s 40 years of reform and opening up

The year 2018 marked the 40th anniversary of China’s introduction of its reform

and opening-up policy. What is your general impression of China’s reform and
opening up? (%)

62 29 9 50 36 13 74 21 5 62 30 8 61 29 9 64 25 10

Overseas Developed Developing Overseas Overseas Overseas
average countries countries aged 18-35 aged 36-50 aged 51-65

M Successful
B Neutral

B Unsuccessful Samples: 8,865 overseas knowing China’s 40 years of reform and opening up

The international community thinks China’s 40 years of reform
and opening up have had a positive influence on the rest of the
world.

Among overseas respondents familiar with China’s reform and opening up, 59% thought it was
positive for the rest of the world, and a great contribution to world peace and development. 73%

of the respondents in developing countries, more than in developed countries, acknowledged its
success and positive influence.

Figure 8 Influence of China’s 40 years of reform and opening up on the rest of
the world

Please evaluate the influence of China’s reform and opening up on the rest of the

world. (%)

]116

Very positive: significant contribution to

18

world peace and development

125

] 43

Fairly positive: providing Chinese proposals

138

to the rest of world

] 48

] 28

Neutral

136

121

]10

Fairly negative: bringing about more

114

challenges to the world

16

13

Very negative: not good for world peace

14

and development

W Overseas average
W Developed countries

H Developing countries

Samples: 8,865 overseas knowing China’s 40 years of reform and opening up
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Regarding China’s reform and opening up, overseas respondents
think highly of its success in the fields of economy, and science
and technology.

Among the overseas respondents familiar with China’s reform and opening up, 65% thought that
China was successful in economy, while 49% chose science and technology. Developing countries
generally confirmed its positive contribution to all fields, with 71% of respondents there choosing
economy as the most successful field for China. Among the three age groups, more people in the
51-65 group agreed that China was most successful with its economy.

Figure 9 The successful fields in China’s reform and opening up

In which fields do you think China’s reform and opening-up policy is successful? (%)

Overseas Developed Developing Overseas Overseas Overseas
average countries countries aged 18-35 aged 36-50 aged 51-65
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Part 3: Images of China and Its Citizens

A major Oriental country with a rich history and full of charm, and
a contributor to global development: still the predominant image
of China.

A major Oriental country with a rich history and full of charm.This was the most impressive image
of China in the eyes of overseas respondents. 62% of the respondents in developing countries
agreed with this image, exceeding the number in developed countries. Older people dominated
the trend.

Developing countries had more positive comments on China, with 60% of their respondents
recognizing China’s contribution to global development, up 12% on last survey.

Figure 10 Image of China

What is the image of China in your eyes? (%)
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average countries countries aged 18-35 aged 36-50 aged 51-65
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The positive role of overseas Chinese in local communities is
recognized.

Hardworking and collectivistic: The most recognized characteristic
of the Chinese people.

Overseas respondents had a positive impression of the Chinese people, on the whole. Those in
developing countries had better impressions. In the eyes of most overseas respondents, the
Chinese people are hardworking and dedicated, collectivistic, honest and modest, hospitable and
friendly, but somewhat traditional and conservative.

48% of the overseas respondents acknowledged the positive role played by overseas Chinese in
local communities, and the rate was higher (54%) among those surveyed in developing countries.

Figure 12 Image of overseas Chinese

Figure 11 Image of Chinese citizens

How do you view the Chinese people living in your country? (%)

Which adjectives would you use to describe the Chinese people?

Undisciplined HE B .
HE Hardwork
and inefficient ;I l; ardworking
Hypocritical ; E Honest and
and arrogant modest
Traditional and §I E Open and
conservative = creative
Lacking passion ; E ::;F?‘irti:r:)ldely
Self-centered ] E Collectivistic

I Developed countries (2018) Developing countries (2018)

Overseas average (2018)

Overseas average Developed countries Developing countries

Overseas average (2016-2017) Developed countries (2016-2017) Developing countries (2016-2017)

Samples: 10,500 overseas B Positive M Neutral B Negative B Not sure Samples: 10,500 overseas
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Overseas respondents optimistic about China’s future
development and believe that China’s international status and
global influence will continue to grow.

Overseas respondents were generally positive about China’s future development, especially those
in developing countries. They have confidence in China’s economy. Nearly half of them believe
that China will become the world’s largest economy, lead a new round of globalization and

contribute more to global governance, and 65% believe that China’s international status and
global influence will continue to grow.

Some think that China still faces such challenges as wealth gap and environmental pollution.

Figure 13 China’s future development

How do you view China’s future development? (%)

Overseas Developed Developing Overseas Overseas Overseas
average countries countries aged 18-3 aged 36-50 aged 51-65
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Part 4: China’s Political and
Diplomatic Images

Full and strict self-governance, exceptional organization and
mobilization abilities, and strong centripetal power: The prominent
image of China’s ruling party.

Overseas respondents were generally impressed by the “full and strict self-governance” of China’s
ruling party, its “exceptional organization and mobilization abilities” and its “strong centripetal
power.” Compared with the previous survey, more people overseas have acquired knowledge of
China’s ruling party, and their impressions of it have improved. Those aged 51-65 were especially
impressed by its “full and strict self-governance” and “exceptional organization and mobilization
abilities.”

Figure 14 Image of China’s ruling party

How do you view the Chinese government? (%)

Exercising full and strict

Developed Overseas Overseas
countries aged 18-35 aged 51-65

156 W13 W13 W1 W17 4+

China will become the world's 48

largest economy in the near

future.

China will remain the world’s

second-largest economy. 34 35 32 33 34 35

China will lead a new round of 49 58 50 47 48
globalization, and contribute 40

more to global governance.

China'’s contribution to global 18

governance will be limited due 2 29 2 24 24
to the de-globalization trend.

China'’s international status 65 60 71 63 65 67
and global influence will

continue to grow.

China'’s international status 14 18 1 15 14 13

and global influence will

decline.

China’s social governance and

environmental governance will 2 1 33 28 2 ”n

improve remarkably.

China will still face challenges I I I I I
sucb as wealth gap gnd 53 o 44 51 52 %0
environmental pollution.
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Developing countries have more positive views on China’s
development path and model.

Compared to the previous survey, overseas respondents were more aware of China’s development
path and model, and of the positive results to come.

Overseas respondents, especially those in developing countries, attributed China’s rapid develop-
ment to its development path and model, which they thought are rooted in China'’s history,
culture and current conditions. They also approved of the dominant position of the state-owned

economy in this path and model.

Figure 15 Evaluation of China’s development path and model

How do you evaluate China’s development path and model? (%)

Developed
countries

Overseas
aged 18-35

Overseas
aged 51-65

The main factors contributing .:I 30 .:| 25 -:I 37 . |30 . |30 . |31
to China’s rapid development 24 20 30 24 24 25
Dominant position of W 10 W12 W12 W]y W17 W%
state-owned economy 24 23 25 21 21 30
Rooted in China’s history, .:I 30 .:I 22 -:40 -:I 30 -:30 -:I 32
culture and current conditions 22 16 29 22 22 20
Leadership of the Communist .:29 .:26 -:32 .:25 .:25 -:I 36
Party of China 23 22 25 20 20 30
Anexompleformycountry  B——121 L1 B 133 W 23 N 23 N [19

18 1 25 19 19 16
Helpful for solving common
problems emerging in the . 119 I |12 . 26 . |20 . ]20 l 117
development of some countries 14 n 19 16 16 13

| 20 W28 | 2 N 21 N 21 N 119

Not sure

23 32 14 22 22 23
m 2018 2016-2017 Samples: 10,500 overseas
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More than 70% of the respondents in developing countries value
their diplomatic relations with China.

Of those familiar with their countries’relations with China, more than 70% called those relations
important. Respondents in developing countries value their diplomatic relations with China
especially highly, as do senior people.

Figure 16 Evaluation of relations with China

How do you view your country’s relationship with China? (%)

Overseas Developed Developing Overseas Overseas Overseas
average countries countries aged 18-35 aged 36-50 aged 51-65
B Very important Neutral B Not important

amples: 9,628 overseas knowing their countries'relations with China
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China’s proposal of building a community with a shared future for
humanity: Widely acknowledged for its positive impacts on
individuals, countries and global governance

About 60% of the overseas respondents considered China'’s proposal for building a community

with a shared future for humanity as positive for individuals, countries and global governance. The
ratio was higher in developing countries and among those aged 36-65.

Figure 17 Evaluation of China’s proposal for building a community with a shared
future for humanity (4-5 points)

How do you view China’s proposal for building a community with a shared future for

humanity? (1 point represents “negative” and 5 points “positive.” %)

On myself
53 55

Developed Overseas Overseas
countries aged 18-35 aged 51-65

On my country

On global governance
53 59

Samples: 1,292 overseas knowing the idea of a community with a shared future

China’s Belt and Road Initiative is gaining more attention for its
positive impacts on the regional and global economies.

The Belt and Road Initiative is gaining more overseas popularity, with 20% of the overseas
respondents having heard of the Silk Road economic belt and the 21st century maritime Silk Road,
which ratio was 40% or higher in India, Japan and Italy. The top five countries with the highest
awareness of the initiative were India (50%), Japan (43%), Italy (40%), the ROK (30%) and
Russia (30%).

The initiative’s positive impacts were widely affirmed; respondents in developing countries thought
highly of the impacts on themselves as individuals, on their countries, and on the regional and
global economies.

Figure 18 Evaluation of the Belt and Road Initiative (4-5 points)

How do you view China’s Belt and Road Initiative? (1 point represents “negative” and

5 points “positive.” %)

Developed Overseas Overseas
countries aged 18-35 aged 51-65

On myself 53 56 a6
39 41 42 35 42 _—
I 27 29 I I
56 51
On my country 5 4 Y “ a3
3 34 L7
55 = 2 56 55
On the regional and 53 47 45 54 54 55 5

global economies

| 2018 2016-2017 Samples: 2,112 overseas knowing the Belt and Road Initiative
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Part 5: China’s Economic Image

It is widely recognized that China’s economy will maintain a
high-speed growth, and that China is becoming the biggest
trading partner of more and more countries.

The top three countries with the biggest global economic influence are the US (57%), China (36%)
and Germany (19%). 40% of the overseas respondents, especially those aged 18-50, thought that
China’s economy would continue to grow at a high speed. Respondents in developing countries
were more positive about China’s economy.

Nearly 40% of the overseas respondents agreed that China is becoming the biggest trading
partner of more and more countries, and this was the general view in developing countries. Nearly
30% of the overseas respondents held that China has a huge market demand, and this view was
more popular in developed countries.

Figure 19 Evaluation of China’s economy

Which of the following descriptions are true of the Chinese economy? (%)

Overseas Developed Developing Overseas Overseas Overseas
average countries countries aged 18-3 aged 36-50 aged 51-65

China’s economy is growing
at a high speed.

China’s economy has entered 41 3 53 M 38
a period of medium-high-speed
growt 24 22 2 26 23 2
China’s economic growth is i 20 13 13 17
slowing down. 8
China is becoming the largest
trading partner of more and 38 33 44 33 38 48
more countries. . . . . . .
‘Chitr‘]”q: market demand 32 35 29 29 32 37
O O O ]
China’s totql international 27 25 29 23 27 33
investment is increasing.

I [ I N
China’s dfemond fgr overseas 20 22 17 19 19 23
products is increasing.

| | | | | |
The purchasing power of Chiqa’s 12 1 13 12 1 12
currency, the RMB, is on the rise.

| I | | - |
The Chingse currency, the RMB, 10 9 1 1 10 10
is becoming more international.

— — | | — —

Samples: 10,500 overseas

Developing countries have more positive comments on China’s
economic influence.
Compared with those in developed countries, respondents in developing countries had more

positive comments on China’s economic influence, especially China’s role in driving global
economic development.

Compared with the previous survey, more respondents in developed countries agreed that China'’s
economic development promotes the global economy and that other countries benefit from
China’s economic development.

Figure 20 Evaluation of China’s economic influence

Please evaluate the influence of China’s economic development.

China’s economic China’s economic
development has not much development promotes the
effect on the global economy.

global economy.

China’s economic
development brings not much
benefit to other countries.

China’s economic

Other countries benefit from
development.

China is willing to cooperate
with other countries in

China enjoys the results of

economic development alone,

and is not willing to cooperate economy and trade, and share
with others in economy and the results of its economic
trade. development.

| Overseas average (2018)

Overseas average (2016-2017)

peveloped countries (2018) Developing countries(2018)

;Developed countries (2016-2017) Developing countries(2016-2017)

Samples: 10,500 overseas
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Chinese enterprises’ entry and presence brings along capital,
technology and job opportunities to other countries.

Chinese enterprises face both opportunities and challenges regarding their overseas development,
and this caught more attention than in the previous survey.

Compared with the respondents in developed countries, those in developing countries had more
positive comments on Chinese enterprises’ presence in their countries.

Figure 21 Evaluation of Chinese enterprises

How do you view Chinese enterprises’ entry to and presence in your country? (%)

Opportunities Challenges

Bringing along new capital and
technologies

Influencing the development of
t2 o +4

local firms and brands

36

Creating jobs 32 4 3 Impacting local employment 30 NA

Increasing local government tax
revenue

Affecting th | f the local
2 f 2 ecting the balance of the loca 26 f 3

industrial chain

Promoting the upgrading of the Having an effect on the local
local industrial structure 20 f 3 environment 23 f 3

AN

UL

Samples: 10,500 overseas

China’s Internet sci-tech firms enjoy rise in popularity.

Lenovo, Huawei and Alibaba remain the top three best known Chinese brands among overseas
respondents. Xiaomi and Hisense have jumped to top five.

Figure 22 Overseas recognition of Chinese brands

Which of the following Chinese brands are you familiar with? | know it very well / |

know it fairly well / | know it / I've vaguely heard of it / Never heard of it

Ranking Brand Change of Ranking Ranking Brand Change of Ranking

1 Lenovo 0 21 GAC Group NA
2 Huawei 0 22 PetroChina -3 -
3 Alibaba 0 23 FAW Group NA
4 Xiaomi 5 - 24 Tencent QQ NA
5 Hisense 2 - 25 China Construction Bank -6 h
6 ZTE 2 a 26 JD.com -2 -
7 Haier -1 - 27 China Unicom NA
8 Air China -4 NS 28 Agricultural Bank of China NA
9 Bank of China -4 e 29 Suning NA
0 DommloComeco . T NA
" Tsingtao 3 -~ 31 Gree NA
12 China Post NA 32 Cheetah -7
13 Baidu 2 -~ 33 China Life NA
14 China Telecom NA 34 Sinopec -13 W=
15 Midea 5 -~ 35 Moutai NA
16 China Mobile -4 - 36 China Ping’an NA
17 Hainan Airlines 0 37 Tongrentang -3 -
18 UC Web 10 = 38 State Grid NA
19 SAIC Motor NA 39 ili NA
20 BAIC Group NA 40 Mengniu NA

Samples: 10,500 overseas
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Part 6: China’s Images in Culture,
Science and Technology

Quality problems remain the major factor hindering overseas Chinese cuisine, traditional Chinese medicine and martial arts:
development of Chinese brands. best represent Chinese culture.
Of the overseas respondents, 64% complained about the quality of Chinese products. Compared Focusing on the elements that best represent Chinese culture, 55% of the overseas respondents
with the previous survey, more respondents were dissatisfied with after-sales services of the chose Chinese cuisine, 50% ticked traditional Chinese medicine, and 46% marked off martial arts.
Chih‘?se brands, qnd thought they hOd alow pf)pulctrity. The 18'35 age group was gene!'olly more More people in developed countries thought cuisine the best representative of Chinese culture,
positive about Chinese products, with less worries about the quality and after-sales service. while more people in developing countries chose traditional Chinese medicine and martial arts.
People aged 36 or older thought these three to be typical Chinese cultural elements, and those
Figure 23 Factors holding back overseas respondents from choosing aged 51-65 tended to think that Confucius and Confucianism best represent Chinese culture.

Chinese brands
Figure 24 Representative elements of Chinese culture

What factors below would hold you/foreign consumers back from choosing Chinese

products? (%)

Which of the following best represents Chinese culture? (%)

Chi Overseas | Developed | Developing | Overseas | Overseas Overseas
W average countries countries aged 18-35 | aged 36-50 | aged 51-65

Cuisine (Chinese food) 157 55 W 156  BEN154 W50 156 ] 62
N s+ 152 B4 s B 44 B )5+ ] 60

O Developed . Overseas Orrazes Oirsees Traditional Chinese medicine M 67 EEEC—50 EEN14 EEEC IS WL EEN52 W6
average countries  [countries | aged 18-35 [Faged 365501 aged 51-65 - BNy e e By B o W%

Martial arts BT ss W46 B39 BN Is5 W28 147 R 51
o 4+ E_J3c ]2 v W] B4

cuyproter: ]« We We E- B B¢ =T =Tl — W =T — 3 =T —
BT 54 B2 24 EEC3 EEEJ28 EC_127 EEC_129
I 56 B30 128 W32 B2 B2 B3

Calligraphy and painti [ R w— R e—rAN S—CR S—CR S—7A S— ]
alligraphy and painting B 14 W12 W12 MW 26 M 23 25 W28

Lowbrandpopularity [l |52 [ Jes B | P ] W |n P ] Ntural landscape Wy W3 W Mo W» Wy %
35 W 126 M 124 127 M 123 IPXR  —

Traditional calendar

: - BT e 27 B——27 B2 21 28 136
Confucius and Confucianism g =, W——j26 W7 B E——b B3 B
Costume [ 121 126 ML 120 W13 125 26 27
[ 121 [ | 122 [ | 117 | —l) [ | 123 [ | ]21 [ ]22
rehitecture N 123 ML 122 M 119 W26 M 122 M 1235 WL 122
. N 118 W 124 W 17 m 132 M 125 W 125 W 124
Scientific inventions K 115 B 121 I 114 129 M 124 WL 120 WC 118
Classi 5 | 121 W 117 M 125 W 122 W 120 W 121
High ori assics 5 N 12 MW 120 W 124 M 121 MW 122 W 123
igh price | [13 I [14 I |13 I [15 I |13 I:ln
Music and d [ 115 W 121 W 118 W 125 W 120 W 120 W 125
usic and dance [ 114 M 119 I 115 ML 123 I 118 M 119 WL 121
Taoi 34 [ | 119 [ | 117 [ | 121 | I 116 [ | 119 [ | ] 24
aolsm [ 125 K 119 K 117 M 120 K 115 M 120 M 122
Folk sh q Dot s W 115 MW 114 M 115 N 112 N 114 W 119
oOlk shows and acrobatics B 3% K 116 M 17 K 114 K 112 N 116 M 122
Li [ | 121 K In K 19 [ 113 | | 112 | | 110 K 110
iterature [ 125 I 110 I 19 K 112 I 112 I 110 [ 18
FllmS Ond te'evision dromos % Z % :8 % Z ..=|I :Ili % :; % :10 % 2
Samples: 10,500 overseas m 2018 | 2016-2017 Samples: 11,000 global
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Nearly 80% of the overseas respondents have sampled Chinese
food and praise it.

79% of the overseas respondents have tasted Chinese food. More people in developed countries
than in the previous survey have had such an experience.

Of the people overseas who have eaten Chinese food, 81% praised its taste. Compared with the
previous survey, Chinese food enjoys higher popularity, particularly in developing countries and
with those aged 18-50.

Figure 25 Experience with Chinese cuisine

Have you experienced Chinese cuisine or tried Chinese food? (%)

Overseas Developed Developing Overseas Overseas Overseas
average countries countries aged 18-35 aged 36-50 aged 51-65

| 2018 B 2016-2017 Samples: 10,500 overseas

Figure 26 Impression of Chinese cuisine (very good+good)

What is your impression of Chinese cuisine (Chinese food)? (1 point indicates
“terrible” and 5 points “very good”. %)

Overseas Developed Developing Overseas Overseas Overseas
average countries countries aged 18-35 aged 36-50 aged 51-65

m 2018 m 2016-2017 Samples: 8,337 overseas who have eaten Chinese food

Traditional Chinese medicine is highly praised.

31% of the overseas respondents have experienced traditional Chinese medicine. Compared with
the previous survey, the proportion was higher in developing countries and among those aged
36-65.

Of those who have had such experience, 81% made positive comments, much higher than in the
previous survey.

Figure 27 Experience with traditional Chinese medicine

Have you experienced traditional Chinese medicine? (%)

Overseas Developed Developing Overseas Overseas Overseas
average countries countries aged 18-35 aged 36-50 aged 51-65

B 2018 W 2016-2017 Samples: 10,500 overseas

Figure 28 Impression of traditional Chinese medicine (very good+good)

What is your impression of traditional Chinese medicine? (1 point indicates “terrible”
and 5 points “very good”. %)

Overseas Developed Developing Overseas Overseas Overseas
average countries countries aged 18-35 aged 36-50 aged 51-65

m 2018  m 2016- 2017 Samples: 3,285 overseas who have experienced TCM
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China’s technological innovation capacity is appreciated by more
people, with high-speed rail being its best-known technological
achievement.

66% of the overseas respondents made a positive assessment of China'’s technological innovation
capacity, and the proportion was much higher in developing countries. Compared with the

previous survey, this time China’s technological innovation capacity won higher evaluation both in
China and overseas, and among all age groups overseas.

High-speed rail was China's best known technological achievement, followed by supercomputer
and manned space flight.

Figure 29 Awareness of China’s scientific and technological achievements

Which of the following Chinese scientific achievements are you aware of? (%)

Overseas Developed Developing Overseas Overseas Overseas
average countries countries aged 18-35 aged 36-50 aged 51-65

High-speed rail 43 37 48 40 42 47
| | || | | ]

The world's fastest 23 18 28 25 22 20
supercomputer
[ | [ | [ | [ | [ | [ |
22 21 22 20 22 24
Manned space technology
|| || || || || ||
Intelligent logistics such as 18 12 24 19 18 17
unmanned warehouse
| —-— || | | |
17 15 18 17 16 16
Lunar Exploration Program
| | | | | |
The world’s first Quantum 14 9 19 16 13 10
Science Satellite
| — || | —_— —
Beidou Navigation 13 8 18 14 13 n
Satellite System (BDS)
|
13 10 17 15 13 12
High-yield rice
— — || || — —
None of the above 2 38 2 29 33 34
| | | | | |

Samples: 10,500 overseas
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Part 7: Channels for People
Overseas to Get to Know China

An increasing number of people are getting to know about China
through Chinese products and personal contacts, and less through
local media.

Local traditional media (47%) and Chinese products (36%) were the main channels for overseas
respondents to get to know about China. Compared with the previous survey, fewer people got to
know about China through local traditional and new media, while more people were informed
about China through China-related channels such as Chinese products, information from people
who know Ching, direct contacts the Chinese people, and China’s new media outlets in their
countries.

Many more people in developing countries than in developed countries tended to learn about
China through Chinese products.

Figure 30 Main channels for learning about China

What are the main channels for you to learn about China?

Overseas Developed Developing Overseas Overseas Overseas
average countries countries aged 18-35 aged 36-50 aged 51-65

Local traditional media 0 a7 [ Jas [ 42 [0 J48 [ 155
-:lm 57 BN oo HEEC (57 B o3 M 166

Local new media P00 a7 036 59 [ a6 [ a8 i as
4 B 1 EE s B 42 B 4o B4

Made-in-China products || 133 [ 127 1 139 [ 136 [ 131 128
43 B34 N 153 (40 142 W36

Information from people [ | 128 [ 124 | 133 [ 129 [ 28 [ 27
who know China | | 123 W 121 M 125 M 124 M 122 W 122
China's traditional media [ | e ns 120 [ e 120 [ 7
outlets abroad [ | 115 M 115 N 115 M 15 N 115 N 114
Direct contacts with the [ | 18 "3 123 [ e 17 116
Chinese people [ | 118 W 115 W 120 M 121 K 17 N 112
China’s new media outlets [ | 15 [ o 120 [ ns I a4 10
abroad I 112 [ 18 M 17 MW 17 O A | 17
Activities organized by I mo [ 17 I 112 2 0 9 I 17
China in my country I 17 I 15 I 19 I 18 I 17 I 16
Visit(s) to China I 19 1 19 [ 110 [ m o 19 '8
I VA | 17 I VA | 18 I 17 I 16
. . [ n [ n [ n [ n [ n [ 12
Oth ' med
er countries’ media | 1 | 11 | 1 | r [ 1 [ 12

2018 | 2016-2017 Samples: 10,500 overseas
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Chinese media is the primary channel for overseas respondents to

learn about major events in China.

When major events happen in China or when they want to get information about the country,
overseas respondents tend to turn to Chinese media rather than the media of their own countries.
This is more so in developing countries.

Figure 31 Preference for Chinese media

1 Overseas average

When do you prefer Chinese media to that of your own country? (%)

When important events happen
in China

When | want to read news
about China (such as economy
and military news)

When | want to learn about
international affairs

When our leaders visit China

When Chinese leaders visit my
country

| never resort to Chinese media

B Developed countries

— )
— 7]
— 7]
E— oy
— %]
— 5]
— %
— %]
— 5]
— )
— N
— o]
E— ey
] 7]
— @
— 7
— 5]

16 |

M Developing countries

Samples: 10,500 overseas

“l don"t know what Chinese media to turn to”: still a major obsta-
cle to overseas communication for Chinese media

The main factors that prevented overseas respondents from using Chinese media: “I don't know
what Chinese media to turn to” (30%, more than last survey), “Their expression is not colloquidal,
and is hard to understand” (19%), and “I have my favorite media” (19%).

Figure 32 Obstacle for overseas communication of Chinese media

What has prevented you from using Chinese media? (%)

30

25

| don't know

what Chinese
media to turn

to.

2018

19

Their

19

expression is

not colloquial,
and is hard to

understand.

| 2016-2017

18

| have my
favorite
media.

Chinese They have few | have to pay They are not Their ways of
media is not programs. for their good at telling  presentation
trustworthy. service. interesting are outdated.

stories.

Samples: 7,603 overseas who have used Chinese media
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China’s science and technology, culture and economy are what
people overseas most want to learn about

People overseas wanted to learn about China'’s science and technology (41%), culture (38%) and
economy (34%) through Chinese media, and they were also interested in its history, people’s life
and politics. Compared with the previous survey, they showed more interest in learning about
China through Chinese media.

Developing countries had a much stronger interest in learning about China, especially its science
and technology, culture, economy, history and education.

Figure 33 Information about China to learn through Chinese media

What do you want to know more about China through Chinese media? (%)

Overseas Developed Developing Overseas Overseas Overseas
average countries countries aged 18-35 aged 36-50 aged 51-65

] e . 2018 CHINA NATIONAL
Part 8: Interest in Visiting China i, f'c oAl sURVEY
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Part 8: Interest in Visiting China

Young people and those from developing countries have the most
interest in visiting China.

44% of the people in developing countries planned to study, work or travel in China in the next
three years. The younger, the stronger interest.

Figure 34 Plan to visit China in the next three years

Do you plan to study, work or travel in China in the next three years? (%)

30 | |28 18 18 44 | |39 36 | [36 30 | |26 21 19

Overseas Developed Developing Overseas Overseas Overseas
average countries countries Qged 18-35 Qged 36-50 Qged 51-65

m 2018 | 2016-2017 Samples: 10,500 overseas
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Beijing, Hong Kong and Shanghai: still the best known Chinese
cities among the people overseas

Beijing, Hong Kong and Shanghai were the three most favored Chinese cities among the people
overseas who planned to visit China in three years. Developing countries had more interest in
Beijing, so were those aged 51-65.

Figure 35 Top three Chinese destinations

Which Chinese cities are you going to visit? (%)

Overseas Developed Developing Overseas Overseas Overseas
average countries countries aged 18-35 aged 36-50 | aged 51-65

‘o ol ol 5 B ©
Beijing
"ol ol o el ol ©
I 23| I 20| I 24| I 24| I 22| I 21 |
Hong Kong
l 27| I 20| . 30| l 29| I 23| l 27|
I 20| I 18| I 20| I 18| I 20| I 23|
Shanghai
25| I 23| l 27| I 25| I 25| . 30|

m 2018 | 2016-2017 Samples: 3,158 overseas planning to visit China in three years

Cultural heritage, local life and natural landscape: the main
appeals to overseas visitors.

Cultural heritage (59%), local life (49%) and natural landscape (48%) were the main appeals to
overseas visitors. More people in developing countries chose to visit China for an experience of
local life, for its natural landscape and for study/further study. Among the three age groups, those
aged 36-65 were appealed by China'’s cultural heritage, and those aged 18-35 preferred to study
or further their study in China.

Figure 36 Main reasons to visit China

What are the main reasons that you chose these cities? (%)

Overseas Developed Developing Overseas Overseas Overseas
average countries countries aged 18-35 aged 36-50 | aged 51-65
BT5e M58 EENCTIe0 WENCTISS MENCTTler meTe7
Cofroliondscopes prsy mEC 15 EEC 12 BN 140 EEC s NN

P49 B 144 B 05t B J48 B J4s 149
% 04 ]38 s 13 4

Experiencing local life

B 4s B 36 B 53 B 146 B 14 W s3
Naturalscenery ey W+ e By o B

. . ‘ [ | 23 W 20 W 25 W2 W IPYR | I15
Working/ business trip K 120 I 116 K 122 | 122 [ 120 [ —r
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114 | | 110
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Study/further study I 115 I 110 | 118 K I
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Visiting relatives or friends

m 2018 | 2016-2017 Samples: 3,158 overseas planning to visit China in three years
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Part 9: About the Platform of China’s
National Image Survey

The platform of China'’s national image survey is jointly developed by the Academy of
Contemporary China and World Studies and Kantar Group, with the aim of gauging the opinions
of the international community toward China through a scientific, objective, systemic and
comprehensive survey, seeking the feedbacks of foreign nationals to the international
communication on China’s national image, and providing in-depth insights and practical
proposals for boosting the effect of China’s international communication activities. Since 2011, the
platform has conducted research on China’s national image on a yearly basis, and all the findings
have been made public.

Special features of the platform

Think-tank Authoritative
Ul land G!obal coverage elesse vl Forward-looking
international with yearly professional and openness
standards follow-up insights
The platform builds The survey covers [t is the first survey  The survey follows such
on the synergy of a the major countries,  platform in China topics as the
Chinese think-tank, economies and that regularly international image
and a world-re- cultural regions in publishes reports on  and communication of
nowned research the world, and it has ~ China’s national the Chinese people,
agency following been conducted on image, with Chinese culture,
international a yearly basis since extensive topics, made-in-China
standards. 2011. reliable data and products, Chinese
objective analysis. brands and Chinese

government. Scholars
and research agencies
can apply to use the
original data or to use
the platform to
conduct domestic and
international surveys
related to the research.

Content of the survey

Basic topics:  Global survey of China’s national Overseas surveys of the
image: images of Chinese brands:
China’s image in politics, diplomacy, Recognition and popularity

economy, culture, and science and
technology, and the image of the
Chinese people

Optional topics:

Omnibus surveys on the hot topics of the year, and commissioned surveys for
scientific or marketing research purposes

Methodology of the survey

The survey is conducted online, using Kantar’s global sample base and in strict compliance with
international standards. The samples reflect the demographic conditions of each country surveyed. The
same methods have been followed in all of the surveys.

Institutions involved

Academy of Contemporary China and World Studies

The Academy of Contemporary China and World Studies, formerly the Center for
International Communication Studies under the China Foreign Languages Publishing
Administration, is a state-level think-tank established in 2004. With nearly 100 inservice
researchers and dozens of Contract Research Fellows, it specializes in studies of
contemporary China and world, translation and international discourse system,
international communication and international news.

The academy is renowned for its studies on practical subjects and corresponding
suggestions. It has established advantages and prestige in studies on global
communication strategy designing and policy planning, China's image building,
international communication system, evaluation of communication effects, translation
and international discourse system, and China-related international news. Based on its
multilingual information sources covering major media organizations, publishers, think
tanks and public opinion research agencies worldwide, the academy offers more than 20
dynamic research products, and has released Annual Report on the Analysis of China-re-
lated News in Overseas Media for 13 years running. It is also the editor of the book series
"Keywords to Understand China" and "Studies of International Communication Theories
and Practices", which are distributed worldwide, and the sponsor of national journals such
as Chinese Translators Journal and International Communications.

The academy has held five sessions of Seminar on International Communication,
conducted global surveys of China's national image for six consecutive years, published
annual reports on the global survey of Chinese enterprises' image for four consecutive
years, organized selection of top 10 models for international communication for three
years, and solely or jointly hosted several international thinktank conferences as well as
bilateral and multilateral think-tank dialogues. It also holds such events as the TAC
Conference, highlevel training for translators specialized in international communication,
the Han Suyin Award for Young Translators and the All China Interpreting Contest.

Kantar Group

Kantar is the world’s leading marketing data, insight and consultancy company. It knows
how people live, feel, shop, vote, watch and post worldwide. It knows what people need
and makes constant technological innovation. There are more than 30,000 Kantar
employees working around the world and helping leading organizations in all fields to
grow and make success.
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