MINISTRY OF EDUCATION OF THE REPUBLIC OF BELARUS
BELARUSIAN STATE UNIVERSITY
FACULTY OF JOURNALISM
Department of International Journalism

HU JIA

CHINESE MEDIA IN SHAPING FOOD CULTURE OF THE POPULATION:
COMPARATIVE ANALYSIS OF TENCENT'S DOCUMENTARIES

Master’s Thesis
Speciality: 7-06-0321-02 Communications

Scientific supervisor
Y.V. llyushenka
Senior Lecturer

Approved to defense
« » 2024
Deputy Dean

L.R. Khmel
PhD in Philology, Associate Professor

Minsk, 2024



TABLE OF CONTENTS

INTRODUCGCTION. .. .ot 3
OVERVIEW ... e 5
CHAPTER 1 THEORETICAL BASES FOR STUDYING FOOD CULTURE
TOPICS IN THE CHINESE MEDIA ...ttt ev e s 8
1.1 Food Documentaries in the Media: Basic Concepts...............cceevivenn... 8
1.2 History of Food Culture Coverage in the Chinese Media........cccccovvcvveerrerrnnnee. 13
1.3 Current Trends in Food Culture Coverage in the Chinese Media................ 18
1.4 Research Methods. .........onuine e, 22
Conclusions 0N Chapter L.... ..o e 23
CHAPTER 2 FOOD CULTURE THEMES IN TENCENT'S COVERAGE:
COMPARATIVE ANALYSIS. .. 25
2.1 Tencent as a Video Maker of Food Content...............ccooeiiiiiiiiiiiinnn, 25
2.2 The Documentary "Once Upon a Bite": Features of Online Coverage........... 29
2.2.1 Creative Content of the Documentary Series "Once Upon a Bite"............. 29
2.2.2 Characteristics of the Documentary Series “Once Upon a Bite" in Online
REPOITS. ..ottt sttt sttt st st e et s e b et sttt e eb et e et seenbenens 36
2.3 The Documentary "Granny Knows Best": Features of Online Coverage......... 40
2.3.1 Creative Content of the Documentary "Granny Knows Best".................. 40
2.3.2 Characteristics of the Documentary "Granny Knows Best™ in Online

ST 070 43
2.4 Similarities and Differences Between the Tencent’s Food Documentaries..... 46
Conclusionson Chapter 2., 49
CHAPTER 3 THE ROLE OF TENCENT IN SHAPING FOOD CULTURE OF
THE CHINESE POPULATION......cottitttertire ettt sttt es s ses e s e 52
3.1 Positive Aspects of Tencent's Food Documentaries............................... 52
3.2 Problems in Making Food Documentaries. ...............coeeveiinieieiiniennann... 58
3.3 Suggestions for the Effective Promotion of Food Culture in the Chinese
MBAIA. ... 63
Conclusions 0N Chapter 3.... ... 66
CONCLUSION. ... e e 67

REFERENCES .............................................................................. ; 0



INTRODUCTION

In the past ten years, Chinese food documentaries have developed rapidly,
producing many well-known master works, which have profoundly affected the
development of the Chinese documentary industry. With the continuous development
of network technology and new media, online video platforms such as Tencent, iQIY,
Youku, Bilibili and other independent teams have started to produce food-themed
documentaries, such as "The Story of Chuaner", "Breakfast in China", and "Once Upon
a Bite". Some of the Chinese food documentaries have even been exported overseas,
thus deeply affecting people's dietary life and shaping food culture not only of the
Chinese population, but even influencing food culture of the overseas audience. In this
regard, the research topic seems of great relevance.

Chinese people depend on foods, and different regions have different food
cultures. In China, the wide dissemination of food documentaries proves the pivotal
status and role of this type of documentary. Audience watching food documentaries
can understand the customs of different regions and their food preferences. At the same
time, studying food documentaries can also summarize the theoretical and practical
experience in the production and dissemination of food documentaries in the country
and abroad. As one of the most influential online video platforms in China, Tencent
has assumed an extremely important function of cultural dissemination by producing
really good food documentaries. Therefore, researching the food documentaries
released by Tencent, revealing their specific features, as well as similarities and
differences in broadcasting food themes can be of special significance for cross-
cultural communication and mass media.

The research topic of the dissertation focuses on the examining the
dissemination and production mechanism of Chinese food culture by Chinese media
taking as an example Tencent’'s food documentaries. By comparing the two
documentaries "Once Upon a Bite" and "Granny Knows Best", the dissertation reveals
some of their peculiar features, as well as similarities and differences between them in
content and realization. Being different in user audience, choice of topics, presentation
styles, and technical applications these documentaries are united by a single mission
to influence people’s attitudes to Chinese cuisine and shape food culture of the
population.

The main problem under study in this paper is the following. Chinese media
such as Tencent use a variety of means and techniques while producing food
documentaries to attract as larger user audience as possible to food culture content. In
this regard, the dissemination of Chinese food culture can be considered the primary
responsibility and mission. If we carefully examine the features of creating food
documentaries for their positive and negative aspects, then we can elaborate some



constructive proposals for the effective promotion of food culture in the Chinese media.
The research methods used in the thesis include literature analysis, content
analysis, comparative analysis, case study method.
The areas of possible implementation include practical activity of editors and
media developers when making food documentaries. The results can also be used in
educational process on related topics, in mass media studies or culture studies.
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The research purpose is to reveal the features, similarities and differences of
Tencent’s food documentaries, and their role in shaping food culture of the population.

This purpose is implemented within the framework of the following research
tasks:

1) to define the concept of food documentary;

2) to examine current trends in food culture coverage in the Chinese media;

3) to reveal the features of food culture coverage in the Tencent’s documentaries;

4) to find out similarities and differences in the Tencent’s food documentaries;

5) to identify the role of Tencent in shaping food culture in China;

6) to give suggestions for the effective promotion of food culture in the Chinese
media.

The research object is Tencent’s food documentaries.

The research subject is the features, similarities and differences of Tencent’s
food documentaries, and their role in shaping food culture of the population in China.

The research results are the following. Taking Tencent's Food documentaries
"Once Upon a Bite" and "Granny Knows Best" as examples, this study reveals their
features, similarities and differences in their content; identifies their positive role in
dissemination of food culture in the country, as well as existing problems, and thus
puts forward some constructive suggestions for the effective promotion of food culture
of the population in the Chinese media.

The master’s thesis structure involves three main chapters, namely: (1)
“Theoretical bases for studying food culture topics in the Chinese media” that is a
literature review on the topic under the research, (2) “Food culture themes in Tencent’s
coverage: comparative analysis” contains comparative analysis of the documentaries
“Once Upon a Bite” and “Granny Knows Best”, and (3) “The role of Tencent in
shaping food culture of the Chinese population” presents analysis of the positive effects
and problems of the two food documentaries produced by Tencent and provides
suggestions for practical implementation for the Chinese media.

The length of the theses is 74 pages. It contains 13 tables, 3 figures, and 67 sources.

OBLIASA XAPAKTEPUCTUKA PABOTHBI



KiroueBbie caoBa: JJOKYMEHTAJIBHBIE ®©WJIbMbBI O IIMTAHUU,
KUTAUCKUE CMH, KYJIbTYPA IIMTAHHUSI, TENCENT, KVYJIbTYPHOE
BJIMSAHUE.

Henpr wucciaenoBaHusi - BBIABUTH OCOOEHHOCTH, CXOJACTBA U pa3ivuus
JOKYMEHTAJIbHBIX (UIBMOB O mUTaHuUU Tencent U ux poib B (HOPMHUPOBAHUU
KyJbTYpbl TUTAHUS HACETICHUS.

JlaHHas 1IeNb peain3yeTcsl B paMKax CIEAYIOUUX HUCCIe10BATeIbCKHUX 32124

1) naTh onpeaeacHUE TOHATHIO TOKYMEHTAIBHOTO (DHIIbMa O MUTAHHH;

2) U3y4YWTh COBPEMEHHBbIC TEHICHIIMM OCBCIICHHUS KYJIbTYpbl IUTaHHUS B
kutanickux CMU;

3) BBISIBUTH OCOOCHHOCTH OCBEIICHHS KYJIbTYPhl MUTAHHS B JOKYMEHTAIbHBIX
¢unbpmax npousBoacTsa Tencent;

4) BBIIBUTH CXOJICTBA W Pa3JIMIMs B JJOKYMEHTAIBHBIX prutbMax Tencent;

5) ompenemuth poib Tencent B popMupoBaHuy KyJIbTyphl TUTaHus B Kurae;

6) mate pexkomeHmanuu 1O 3(PPEKTHBHOMY MPOJBHKCHHIO TEMBI KYIBTYPHI
nuTaHus B kutackux CMU.

O0beKTOM HCCJIeOBAHUSA SBISIOTCA JTOKYMEHTaJIbHbIE (PUIBMBI O MUTAHUHU
npou3BoacTBa Tencent.

IIpeameroM Hccie0BAHUS BBICTYNAIOT OCOOEHHOCTH, CXOACTBA U Pa3IHuUs
JOKYMEHTAJIbHBIX (UIBMOB O muTaHuM Tencent U ux ponb B (HOPMHUPOBAHUU
KyJbTYpbl TUTAHUS HACETIECHUS.

Pe3yabTaThl HCCeI0BAHUA 3aKIOYalOTCs B cieaywoomem: Ha mnpumepe
JOKYMEHTAJIbHBIX (PHIIbMOB 0 mUTaHuM pou3BozcTBa Tencent "Once Upon a Bite" u
"Granny Knows Best" B 3TOM wuccleIoBaHUU PaCKpPBIBAIOTCS WX OCOOEHHOCTH,
CXOACTBAa W PA3IMuMsl B COJEPKAHUM; BBISBISETCA HX IOJIOKHUTENIbHAs pPOJIb B
pacipoCTpaHEeHUH KYJIbTYPbl IUTAHUS B CTPAHE, a TAKKE CYIIECTBYIOIIUE TPOOIIEMBI,
U, TaKUM 00pa3oM, BBIJIBUTAIOTCS HEKOTOpPbIE KOHCTPYKTHUBHBIEC MPENJIOKEHUS I10
POABUKEHUIO KYJIbTYpPbl TUTAHUSI HACETICHHUS.

CTpykTypa Marucrepckoii JuccepTraumu BKIOYaeT B ceOs TpU OCHOBHBIC
riaBbl, a UMeHHO: (1) “TeopeTndeckue OCHOBBI U3YUYEHHS] TEM KYyJbTYpbl TUTAHUS B
kutaiickux CMU”, kortopass mpeacrtaBisieT co0oil 0030p JuTepaTypsl MO TeMe
uccienoBanus, (2) “TeMbl KyabTypbl MUTaHUS B OCBEIIEHUH Tencent: CpaBHUTEIbHBIN
aHaM3” CONEPKUT CPABHUTEIBHBIN aHaIN3 TOKYMEHTaIbHBIX GuiabMoB “Once Upon
a Bite” u “Granny Knows Best”, a Taxxke (3) “Pomp Tencent B dhopmupoBaHuu
KyJIbTYypbl TUTAaHUS KHUTANCKOTO HAceleHus , B KOTOPOW aHATU3UPYIOTCS
MOJIOKUTENbHBIE ACMIEKTHI U MPOOJIEM JBYX JOKYMEHTAIbHBIX (DHMIBMOB O MUTAHUH,
coznanHbIx Tencent, 1 GOpMyIUPYIOTCS MPETIOKEHUS O MPAKTUYECKON peaan3anuu
Uit kutarickux CMU.

OO0beM MarucTepckol auccepTaluu cocTaBisieT 74 crpaHunbl. Paborta



conepxuT 13 Tabmmil, 3 pucyHka u 67 HICTOUHHKOB.
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