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nomadic communities in Anji Zhejiang Province and Xian Shanxi Province. Using fieldwork in-
depth interviews and participatory observation methods this study found that the development of
digital nomadic communities in China has undergone three stages. The first stage is the evolution of
the concept of “community ” from conceptualization to practice under commercial investment. The
second stage involves actors * limited embeddedness and collaboration under the government ‘s
leadership. The third stage is the initial formation of a generative and collaborative community
model. The study critically reflects on the limitations of ANT in community building in the Chinese
context and with the help of Embeddedness Theory corrects and adapts it. It proposes the
“difference-synergy ” development model and the consultation and cooperation model of digital
nomadic community actors. It also offers a reference for constructing a new qualitative space between
urban and rural areas in the digital era.

46 - Can Large Language Models Reflect Public Opinion? An Empirical Study Based on the
Three-Dimensional Explainable Framework of Data Resources Opinion Distribution and
Prompt Language

¢ Zhou Baohua Fang Yuan

As a new medium of communication large language models ( LLMs) learn values and attitudes from
data generated by humans thereby having the potential to reflect public opinion. This pioneering study
delves into the representation of public opinion within the Chinese context and introduces a
comprehensive three-dimensional interpretable framework comprising data resources  opinion
distribution and prompt language. It conducts empirical assessments on the representation of public
opinion across diverse nations and demographics by analyzing four prominent LLLMs originating from
China or the United States: GPT3.5 GPT-4.0 ChatGLM3.0 and Ermie 4.0. Findings reveal that the
accessibility of data resources facilitates LLMs in effectively capturing the public opinion of internet users
and nations with elevated internet penetration rates. The more consolidated the distribution of opinions in
public opinion surveys the more accurately LLMs reflect public opinion. GPT3.5 and ChatGLM3.0
exhibit a reliance on prompts in their native languages to mirror public opinion a dependency that
diminishes in other LLMs equipped with advanced multilingual capabilities and knowledge-enhanced
attributes. This study not only describes the extent to which LLMs reflect public opinion but also offers
theoretical insights into the representativeness of public opinion in these models.

65 + Image Consciousness and Cultural Identity in the Context of the Traditional East Asian
Tributary System

* Liang Junjian Hyun Lina

The tributary system with envoys from Korea and Vietnam regularly visiting China functioned as a
crucial mechanism for transnational exchange in traditional East Asia. These missions produced
extensive written records and rich visual materials collectively referred to as Yanxinglu. The travel
imagery within these records not only meticulously documented the envoys” travel routes natural
landscapes  geographical features and architectural customs but also vividly conveyed their
observations  descriptions and imagined perceptions of China. From the perspective of image
consciousness the primary characteristic of these illustrations was their documentary nature which
provided detailed realistic depictions of key events and travel routes. However these depictions also
served as a foundation for intellectuals to document and organize knowledge of Chinese culture
systematically thus forming a core element of visual ethnography. Moreover the imagery fostered
cultural connections and emotional engagement with Chinese civilization presenting China as a “familiar
foreign land. ” Therefore these depictions reflect the envoys”cultural imagination and identity becoming
significant expressions of thought and cultural recognition within specific historical contexts.

81 - Integration and Differentiation. The Impact of Media Use on the Chinese Public§ Political
Trust A Comprehensive Analysis of 91 Empirical Studies

* Yuan Xiangling Zhang Mingxin Zhang Xinyue
Political trust constitutes a fundamental element of modern state governance. Media is a crucial factor
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influencing political trust. However there has been no consensus on how domestic media use affects
political trust. This paper proceeds from the “conditionality” and “historicity ” characteristics that
must be considered in empirical research seeking a communication-based explanation for the sources
of political trust in the era of media transformation. Through a comprehensive analysis of 91
representative empirical studies this paper proposes an integrated model explaining the effect of
media use on political trust in the Chinese context. It shows that the effect of traditional media is
mainly positive which is manifested as an “integration effect. ” It also shows that the effects of
online new media present a pattern where positive negative and uncertain outcomes coexist—the
“differentiation effect. ” Factors such as research time research design and data collection variables
also have an influence. With the advancement and application of new media technology the public
has access to an increasing number of media channels and the effect of media on political trust is
becoming even more complex. In the future strengthening the logic of research design and
enhancing the scientific rigor of research methods will contribute to a more accurate assessment of the
political effects of media utilization.

96 « Pragmatism and Perceived Risk: The Impact of Country-ef-Origin Image on U. S. Users”
Acceptance of Chinese Internet Brands

* Qin Xuebing Shen Yuan

Based on the SOR model and theories and hypotheses related to country-of-origin image
acceptance intention perceived risk and consumer ethnocentrism this study constructs a theoretical
model illustrating how country-of-origin image influences U. S. users”acceptance of Chinese internet
brands. An empirical analysis is conducted with Temu as the research subject. The study finds that
the overall country image is not significantly associated with U. S. users” acceptance of Chinese
internet brands while the product-country image is positively correlated. Cognitive value and
service value exhibit significant mediating effects whereas the mediating effect of emotional value is
not significant. Perceived risk significantly undermines U. S. users” acceptance of Chinese internet
brands. Consumer ethnocentrism increases U. S. users”acceptance of Chinese internet brands. When
perceived risk is introduced the product—country image has significantly negative effects on
acceptance through a sequential mediation path involving consumer ethnocentrism and perceived
risk. Further analysis reveals that the pragmatic orientation of U. S. users plays a crucial role in
facilitating the success of Chinese internet brands in the U. S. market. However within the context
of global value chain competition perceived risk continues to pose challenges for these brands.

113 - The Hybrid Communication Governance in Rural Society: A Study Based on
Mediatization Practices of Village Cadres

* Xiang Qingping

Village cadres serve as mediators for communication between the state and rural society. This paper
uses multiple methods including online ethnography and in-depth interviews to study the media
communication practices of village cadres in X County Xiangxi Prefecture. This study found that the
trend toward digital rural governance requires village officials to be “digitally capable individuals. ”
Different media communication methods such as in-person communication WeChat groups and
digital platforms have the attributes of providing private public and national order. In the digital
age village cadres can adapt to the context of rural social governance through communication and
interaction within the hybrid media system. In the hybrid communication governance between village
cadres and villagers rural society has formed a mixed communication governance of rationality and
human feelings formal and informal. From the perspective of media governance digital rural
governance should properly handle the communication relationships between the state public and
private media each with different attributes.
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