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EXECUTIVE SUMMARY

Overview

1.

The Chinese-language migrant community media in Australia
have undergone a profound transformation in the past decade or
so, to the extent that the sector is no longer dominated by legacy
media establishments catering to earlier Cantonese-speaking
generations. What has emerged instead is a vibrant media sector
catering mainly to a Mandarin-speaking migrant community from
the People’s Republic of China [PRC). This is largely due to the fact
that the ‘going global expansionist initiatives of the Chinese state
media have dovetailed with the business acumen of elite Chinese
migrants in this country. Across the board, the Chinese-language
media in Australia have had to shift their business strategies in
order to cater to this Mandarin-speaking cohort, and thereby
sustain the viability of their businesses. As a result, migrant
Chinese media—and, for that matter, mainstream Australian
media (e.g., Fairfax)—have been willing to lend their platforms as
carriers of China’s state media. Also for business reasons, some
Chinese media may from time to time engage in a certain degree
of self-censorship. As a consequence of these developments,
there has been a clear shift from media representations of China
that are mostly critical to representations that are sympathetic
or even supportive. However, the full range of reasons for this
shift are manifold and more complex than usually imagined. The
view that much of this sector has now been ‘bought off’, taken
over, or is owned or directly controlled, by China’'s propaganda
authorities is simplistic, and insufficient alone to account for
these complexities.

There is clear evidence that Chinese propaganda has moved
offshore from the mainland and become to some extentintegrated
with Chinese media in Australia. But this does not necessarily
mean that such ‘localised” propaganda has a direct impact on
Chinese-speaking audiences. This is due to several factors:
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- EXECUTIVE SUMMARY

> Chinese audiences, including migrants from the PRC, tend to
harbour an innate scepticism or even simply an indifference
towards Chinese state media propaganda

>  better-educated Chinese migrants typically access news and
current affairs from a range of sources, and Chinese media are
at best only one of these sources

> The circulation of Chinese newspapers in Australia is relatively
small, and Chinese-speaking migrants can easily access or be
exposed to propaganda content from PRC media directly, so their
exposure to it in diasporic Chinese-language media may be a
marginal factor in the formation of their views.

3. However, while the impact of Chinese propaganda in general
may not be as great as is generally feared, the possible impact
on Australia’s social cohesion of newly emerging online
media outlets run by mostly student migrants may have been
underestimated. While many PRC migrants in Australia may
feel little more than apathy towards Chinese state propaganda in
general, they mostly side with China if there is a potential clash
between the two nations on matters of national pride, sovereignty
and territoriality. On such occasions, Australia's Chinese media
have been mostly utilised to articulate both the Chinese official
position and populist sentiments, thereby tending to position the
Chinese migrant community at odds with mainstream Australian
society. Consequently, it behoves the Australian Government to
pay attention to what is being said in these spaces, and to seek
to understand the sentiments and points of view that underpin
these statements. Only then can it harness this sector—not just
for the purpose of explaining Australia’s position but also, ideally,
to get the Chinese community on board to rally behind it.

4. Chinese-language media, including social media, have played an
increasinglyimportantroleindomesticpolitics. As ‘ethnicminority’
media, they have been particularly sensitive to multicultural and
multiracial policy debates, especially on topics that potentially
threaten the Chinese community’s political and economic
interests, or challenge their cultural values and traditions.
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These media have been employed to lobby for—or against—major
parties or particular policies during elections, at various levels of
government. As a tool for making and shaping public opinion in a
liberal democracy, this sector operates as a double-edged sword.
It has the potential to contribute to the pluralism and diversity of
Australia’s media ecology, but at the same time it may also inhibit
the formation of an informed citizenry. Given that the Chinese
migrant community is differentiated in terms of education level,
media literacy and English proficiency, the segment of this
community that has a relatively low level of English-language
literacy are likely to rely mostly on Chinese-language media for
news, current affairs and opinions on particular political issues.

5. Conflicting allegiances are sometimes demanded of Chinese
migrant audiences in Australia. They are simultaneously targeted
by state Chinese media, Chinese migrant media, the Chinese-
language media provided as part of Australia’'s multicultural
media service [(SBS), and mainstream English-language
Australian media. In many cases, it may not be easy for audience
members to identify the provenance of media content at hand.
And sometimes they are confronted with conflicting or at least
competing perspectives. The tensions and dilemmas facing
individuals from the Chinese migrant community become at best
a source of cultural anxiety and frustration, at worst a potential
trigger for social disharmony. How to turn this challenge into
an opportunity for building a more diverse and pluralistic media
environment and to encourage rigorous, rational and respectful
dialogue and debate has become a matter of pressing concern.

6. Chinese social media are extremely powerful tools for networking
with  Chinese business individuals, promoting Australian
brand names and products, identifying trade and investment
opportunities, and targeting the Chinese population in order
to grow one’s business clientele. Chinese-language media,
especially WeChat, are an extremely valuable platform for
Australian businesses to engage with the Chinese community
and potential consumers both in Australia and in China. Yet, due
to cultural and linguistic barriers, the mainstream Australian
business sector has been slow to take advantage of what WeChat
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has to offer. Building an effective Chinese social media strategy
Is becoming indispensable in order to engage in e-commerce,
facilitate sales and product promotion, increase visibility and build
brand reputation, and maintain customer relations and service—
not just with the sizeable Chinese population within Australia, but
also with the vast, growing and hitherto largely untapped market
in China.

Recommendations for government, business and
mainstream media

Developing media policy and practices

1. Redefine and reposition migrant media so that they become
integral parts of a genuinely multicultural, multilingual
mainstream media landscape, ratherthan ‘ethnic media’ that exist
in parallel silos to the English-language media. (Government)

2. Provide incentivising schemes aiming at encouraging bilingual
content production, facilitating cross-cultural training and
exchange for staff, and generating dialogue and debate.
(Government)

3. Initiate collaborative cross-cultural publication and other media
activities between English- and Chinese-language media. (Media)

Funding research

4. Commission, fund and facilitate research that sheds light on the
culturally distinct ways in which the Chinese-language media,
especially social media, are produced, used and circulated,
and on how this knowledge can assist Australia in meeting key
objectives. (Government, Business, Media)

Promoting public diplomacy with China

0. Establish a presence in locally available Chinese-language
social media (in particular, WeChat), and ensure that accurate
information about Australia is available in Chinese to counteract
poorly informed opinion and understanding about matters of
national importance. (Government)
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6. Develop strategies for using Chinese-language media to generate
good will within Australia’'s Chinese community, and to cultivate
an understanding, if not acceptance, of Australia’s national
interests in relation to China. (Government)

Developing communication strategies in key areas of
government and business

7. Recruit media relations specialists in key government sectors
(e.g., taxation, health, education, employment, immigration, trade
and business) to ensure the provision of accurate information
about available social services and relevant policies, laws and
regulations to Chinese residents who speak or read little English.
(Government)

8. Participate in routine two-way interactions with Australia’s
Chinese community via Chinese social media, establishing a
feedback loop whereby mechanisms of policy implementation
and strategies for enforcing regulations can be constantly
improved. (Government)

9. Target Chinese social media platforms (in particular, WeChat)
to explore business opportunities and seek to expand clientele
in the Chinese community (in both Australia and mainland
China) by:

> recruiting bilingual staff

> engaging specialist consultants with relevant linguistic,
cultural and technological skills and knowledge

> creatingand maintaining business-oriented WeChataccounts.
(Business)

10. Develop regular pathways of communication with Australia’s
Chinese community via Chinese-language social media
platforms and websites, with the aim of ‘crowd-sourcing” ideas
and assistance for possible business, education, tourism,
investment and trade initiatives in relation to mainland China.
(Government, Business)
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Transforming recruitment practices in mainstream
Australian media

1

1.

Implement media recruitment policies and strategies that
specifically seek out employees with native or near-native
Chinese language skills, knowledge of Chinese media/business/
government practices, and an understanding of Chinese culture
generally, with the aim of balancing the sometimes narrow
Western perceptions of China when reporting on, analysing and
critiquing China’s activities at home and abroad. (Media)

Challenges and opportunities

1.

The opaqueness of Chinese-language media to outsiders poses
significant challenges to a range of stakeholders, including
media regulators, the business sector, Government bodies and
mainstream media establishments.

Newly emerging online media have the potential to undermine
social cohesion and polarise the Australian Chinese community
against mainstream Australian society.

The unregulated and relatively isolated nature of Chinese-
language media in Australia may inadvertently undermine the
formation of an informed citizenry in relation to those with very
limited English-language competence, or with little interest in
seeking perspectives and information from mainstream, non-
Chinese sources.

Chinese migrant audience members face conflicting demands
for allegiance from various sources ranging from state Chinese
media to mainstream English-language Australian media, and
may lack the information to navigate these challenges in an
informed and balanced way.

Chinese-language media provide a rare space for the Chinese
community to share news and views that mainstream media are
notinterestedin covering. Fostering their growth and development
in ways that complement mainstream media therefore creates
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an opportunity to contribute to the pluralism, diversity and vitality
of Australia’s media ecology.

6. Chinese social media are potentially an extremely powerful tool
for networking with Chinese business individuals, promoting
Australian brand names and products, identifying trade and
investment opportunities, and targeting the Chinese population
in order to grow the client base of Australian businesses.

Pathways to future research

1. Undertake a systematic, detailed mapping of the frameworks,
sources, subject matter and political/ideological positions of
Chinese-language media outlets as they emerge and evolve
in Australia, in order to assess the extent to which these have
been reshaped by China’s rise as an economic power, and by its
initiatives in the sphere of media globalisation.

2. Undertake a fine-grained analysis of how mainstream English-
language media—including both public broadcasters and
commercial media—represent China and Chinese people in
politics, business, foreign policy, education, sport, the arts and
other realms, in order to identify the main frameworks, narratives
and positions adopted, and to pinpoint any gaps and blind spots in
these representations.

3. Initiate large-scale longitudinal research combining qualitative
ethnographic investigation with quantitative data gathering,
in order to generate an intimate and nuanced sense of how
individuals in Australia’s Chinese community use media and
communication devices and technologies to negotiate competing
national interests and allegiances and live out the resulting
tensions on a daily basis.

4. Investigate the full range of implications of the widespread use
of WeChat and other digital and social media among the Chinese
migrant community, in order to deepen our understanding of
the opportunities and challenges this creates for government,
business and mainstream Australian media.

CHINESE-LANGUAGE MEDIA IN AUSTRALIA 1



- EXECUTIVE SUMMARY

Identify and assess possible mechanisms and strategies for
capitalising on the potential of diasporic Chinese-language media
to function as de facto instruments of public diplomacy on behalf
of Australia.

Explore ways to assist Australian businesses to overcome the
cultural and linguistic barriers that may inhibit their effective use
of Chinese social media for networking with Chinese business
individuals and organisations, promoting Australian brand names
and products, identifying trade and investment opportunities, and
targeting the local and mainland Chinese population to grow their
customer base.
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INTRODUCTION

The size and demographic composition of the Chinese migrant
community in Australia has changed dramatically over the past
two decades, making the PRC the largest overseas birthplace
after the United Kingdom and New Zealand. China has surpassed
Japan to become Australia’s biggest trade partner, in terms of both
imports and exports. The past decade or so has also seen the rise
of China in its increasingly articulate determination to contest and
reshape international public opinion. Furthermore, technological
developments, especially digital media and communication devices,
are radically transforming the ways in which media businesses are
run, news is produced, and media content is used. Chinese-language
media are no exception. These factors have interacted to result in an
exponential—and ongoing—growth in both the scope and quantity
of Chinese-language media in this country. These media are also
throwing up some major developments that are poised to transform
forever the Chinese migrant community media sector.

The centrality of the Chinese press in the historical formation of the
Chinese community in Australia has been well established (Sun et
al. 2011a; 2011b; Gao 2006, 2013). So has the continued importance
of Chinese-language media in the current political, cultural, social
and economic life of the Chinese community (Sun 2006; Sun 2014;
Fitzgerald 2015; Sun and Sinclair 2016). This importance manifests
itself in various ways. First and foremost, the Chinese-language
media reflect, represent, and often advocate on behalf of the political,
economic, social and cultural interests of Chinese communities in
Australia. Second, they play an irreplaceable role in the Australian
Government’s efforts to communicate crucial information—policies,
rules, regulations—to Chinese-speaking citizens and residents.
Third, and unsurprisingly, the Chinese media in Australia have the
practical function of maintaining migrants’ command of the mother
tongue—in most cases Mandarin—through regular exposure to
Chinese-language cultural products. Finally, they play an integral
part in facilitating the identity formation of multicultural subjects in
an increasingly pluralistic Australia.
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Whereas these functions are widely documented, what is less
understood is how, in recent years, the Chinese migrant media
have helped shape Australia's domestic political life. Moreover,
little attention has been paid to their potential for playing a role in
negotiating Australia’s political, strategic, economic, social and
cultural relationships and partnerships with China in the era of
China’s rise. In fact, there is very little public knowledge of both the
history and current status of Chinese media in Australia, and little
discussion about the implications of recent developments; nor is
there a clear understanding of the main challenges and opportunities
that such developments pose within Australia’s political, economic
and social life.

This report takes an important step towards addressing these issues.
Among other things, it will:

> provide an up-to-date overview of Australia’s Chinese-language
media landscape, including both established and emerging
media outlets, in a variety of forms and platforms

> analyse a number of patterns and trends in Australia’s Chinese-
language media sector

> advance several recommendations for Government, business
and mainstream media in relation to this sector

> identify key opportunities and challenges that emerge from the
sector for the Australian Government, business, the community
and mainstream Australian media

> outline possible topics for future academic research.
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HISTORY OF CHINESE MEDIA IN AUSTRALIA

The Gold Rush era

The Chinese media in Australia have a long and tortuous history. The
Chinese Advertiser (J</EH), published by Robert Bell in Ballarat,
Victoria, with a weekly circulation of 400 copies, emerged during the
Gold Rush of the 1850s. This weekly publication, which operated
for only a couple of years, is considered to be the earliest bilingual
Chinese-English newspaper in Australia. Its main aim was to inform
the Chinese gold-mining community about Government regulations.
ThefirstChinese-language nationalnewspaper, the Chinese Australian
Herald (CAH), appeared in 1894; the second, the Tung Wah News
(A 4EH74R), came along in 1898; while the third, Chinese Republic
News (F:E#k), emerged in 1913. The end of the 19th century saw
the creation of various other Chinese-language trade-oriented and
community-based publications, making the Chinese press the largest
foreign-language media presence in Australia at the time (Kuo 2013).

The White Australia policy period

The Immigration Restriction Act 1901, one of the first Acts to be passed
by the newly formed Australian Parliament after Federation in 1901,
formed the basis of the White Australia policy. Nevertheless, the first
two decades of this policy saw the publication of a few republican
newspapers—such as the Chinese Times (% E#)—in support of the
Nationalist Kuo Min Tang (KMT) in China (Fitzgerald 2007). On the
whole, however, this inhospitable environment led to a dwindling of
the Chinese press in Australia, although a few publications persisted
in the 1950s and 1960s, including the Australian Chinese News Weekly
(#3845 8 F), Asian Monthly CEIM ) and Qiaosheng Monthly (7 7).

After the White Australia policy

Following the implementation of the Colombo Plan in 1951, but
especially since the abolition of the White Australia policy in 1974,
the Chinese-speaking population in Australia began to grow again,
largely due to the arrival of Indo-Chinese refugees and business
migrants from Hong Kong and Taiwan. This growth gave rise to
a plethora of Chinese media outlets that still exist to this day.

CHINESE-LANGUAGE MEDIA IN AUSTRALIA 15
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These either were subsidiaries of newspapers in Hong Kong, Taiwan
and Southeast Asia, or were owned and operated by migrants from
these locations. In the print media sector, there are Singtao Daily
(25 HR), Australian Chinese Daily (BEINHTIR), the Daily Chinese
Herald (M HHK) and The Independence Daily (E LK), Later
arrivals included, in the radio sector, 2ZAC and 2CR in Sydney, both
broadcasting in Mandarin and Cantonese, and in the television sector,
TVB Australia.

Migration from the PRC—a game changer

Australia resumed direct immigration from the Chinese mainland in
significant numbers in the late 1980s and early 1990s, largely as a
result of the start of economic reforms in China in the late 1970s and
the implementation of its open-door policy in relation to study abroad.
As a direct result of Australia’s greatly expanded intake of mainland
Chinese migrants since the early 1990s, Australia has seen a rapid
and considerable increase in the size of its Mandarin-speaking
population. This dramatic change in the demographic composition of
the Chinese community meant a number of things:

1. New migrants significantly boosted the dwindling readership
of existing print media, as well as the number of practitioners
working within the struggling Chinese media sector. In order to
survivein thisnewly competitive market, old media establishments
have had to make fundamental adjustments—Llinguistic, cultural
and political—to attract new readers. They also started to actively
forge partnerships with PRC media outlets. As a result of these
developments in the late 1990s, a significant shift started to take
place in Chinese language media in Australia in the last few years
of the 20th century. A paper published in the News Journalist
#1237, a key media industry journal in the PRC, summarises
this shift as follows: "Prior to 1996, there was not a single Chinese
newspaper in Australia that was owned or controlled by PRC
migrants. The views in these outlets were almost always one-
sided, and a positive voice in support of China was non-existent.
But after 1997... and particularly since President Jiang Zemin's
visit to Australia, close collaborations between Chinese migrant
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media in Australia and domestic media started in earnest’
(Chen 2005).

A new, vibrant and competitive Chinese media sector, catering
to the needs of Mandarin-speaking PRC migrants, sprang up to
contend with older media establishments with Hong Kong and
Taiwan affiliations. In general terms, there are several distinctive
features about this new Mandarin print media sector:

> Many of these publications are weekly or monthly, and are
distributed free of charge outside grocery stores, restaurants
and other business venues that are frequented by members of
the Chinese community.

> These publications mostly make money from advertising
placed by businesses and services that are owned by and cater
to the needs of the Chinese community. There is intensive
competition between publications for advertising revenue,
and they typically cannot procure lucrative advertising
deals, particularly from major mainstream business. These
publications exist mainly as small business enterprises, or, in
some cases, as a means of promoting the main business arm
of the company in some field other than media. Many of them
do not have a long life-span due to fierce competition.

> In most cases, not all these media outlets are owned and
operated by trained media professionals, and many do not have
designated media professionals on the staff as editors and
Journalists. Many media outlets generally employ volunteers,
casual and part-timers, as well as students studying media
and journalism. From time to time there have been allegations
that some have exploited Chinese students as a source of
cheap labour. For most free publications, making a profit from
advertising Is the main game; journalistic credibility is not
their overriding goal.

CHINESE-LANGUAGE MEDIA IN AUSTRALIA 17
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The mushrooming of Chinese websites in the 2010s

A number of Chinese-language websites have begun to appear in
recent years. These are mostly comprehensive websites with a news
and current affairs component. Some—such as SydneyToday.com—
are owned by locally based Australian Chinese media companies;
others are subsidiaries of China-based companies. For example,
WeSydney.com.au (http://www.wesydney.com.au/] is supported by
the WeChat platform [to be discussed in greater detail later in the
report), and is an Australian subsidiary of WeChat's parent company,
Tencent.

Created in 2011, SydneyToday.com (http://www.sydneytoday.com/)
was the first site of its kind and, to date, the most successful one. Such
websites are usually owned, operated and staffed by young, mostly
student migrants from the PRC with Australian university degrees in
IT, business or media. Zhang Dapeng, the young man who started
SydneyToday.com in 2011, is an IT graduate from UTS. The Media
Today Group Pty. Ltd. is now an online Chinese media conglomerate
thatincludes SydneyToday.com, MelToday.com (http://www.meltoday.
com/), QldToday.com (http://www.qgldtoday.com/), DomainToday.com.
au [(http://www.domaintoday.com.au/), TripDay.com.au (http://www.
tripday.com.au/) and HealthDay.com.au (http://www.healthday.com.
au/). According to their own claims, in 2011 SydneyToday.com had an
Alexa ranking of 282 as measured against other Australian portals,
meaning that Alexa’s combined index based on the site's Unique
Visitor and Pageview counts placed it in the top 300 most visited
websites in the country during the survey period (https://support.
alexa.com/hc/en-us/articles/200449744-How-are-Alexa-s-traffic-
rankings-determined-). In 2014, subscribers to SydneyToday.com
via WeChat reached 50,000, with 95% of these subscribers based in
Australia. (http://www.sydneytoday.com/about/).

Mostly financed through advertising revenue, these online media
provide news and current affairs in Australia, in addition to a wide
range of information across all aspects of everyday life, including
employment, study, housing, finance, real estate, tourism, health,
shopping and eating out. The news and current affairs component
features stories—both serious and flippant—about mainstream
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Australian society and Australia's Chinese community. News
fromm China tends to be light and soft nature, usually eschewing
serious and politically sensitive topics. Targeting mostly younger
users and students, these outlets give disproportionate coverage
to entertainment and celebrity gossip. Their tone is often strident,
sensational or jovial, depending on the nature of the topic covered.

Another online entity that has experienced notable growth in the last
couple of years is YeeYi.com, which claims to be the biggest and most
comprehensive Chinese portal in Australia, with an integrated social
media platform. Apart from daily news, YeeYi.com also produces its
own weekly television content for its video feed component. YeeYi.com
now claims to have 2 million subscribers, with a daily Unique Visitor
count of 250,000, and daily Pageviews of one million (http://www.
yeeyi.com/bbs/thread-2002318-1-1.html).

These media mostly do not generate news content from their own
iIn-house journalists, but instead translate news and current affairs
from a wide range of English-language media outlets, while providing
links to the original stories. They usually do not feature serious op-ed
pages, but the editors do pay close attention to hot-button issues that
concern the Chinese community. For instance, on 23 August 2016,
most major Chinese websites gave prominent coverage to the ABC's
report about a petition against the Australian Government's Safe
Schools program signed by 17,000 Chinese individuals being tabled
in the New South Wales Parliament.

While these young media practitioners are not interested in simply
being mouthpieces for China's propaganda, they are nevertheless
staunchly nationalistic in favour of China. This means that while their
websites usually avoid politically sensitive news about China, they
may effectively give voice to the opinion of the Chinese community
on certain controversial issues where China may be in conflict with
Australia. They may also be effective tools for mobilising action on
the part of the Chinese community over controversial issues that
threaten to strain Australia-China relations.
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