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Introduction 

In regards to the struggle for human rights around the world, the first human right that is 

necessary for the attainment of the rest is the right to freely express oneself. When individuals 

have the right to freely express their ideas without censorship, they have the ability to organize 

and pressure the authorities to implement policy changes. In a country that is notoriously 

opposed to the attainment of the right to free speech such as China, although guilty of many 

worse human rights violations, it is the first step for attaining civil rights overall. Overall, the 

purpose of this paper is to design a campaign addressing an issue of global importance by an 

international non-governmental organization (INGO) tailored to a specific region by employing 

theoretical cultural perspectives and demonstrating a thorough understanding of culture in 

communication and leadership. As the title of the paper suggests, the issue is censorship and 

Freedom of speech in China and the INGO is Amnesty International. In the first section, the 

paper introduces Amnesty International as an organization. The second section of the paper 

serves to understand Chinese culture through Edward T. Hall’s three levels of culture (technical, 

formal, and informal) as well as Hofstede’s cultural model. Lastly, the final section of the paper 

is concerned with the implementation of the strategic plan. This section provides information 

regarding Amnesty International in China (specifically freedom of speech and censorship), 

cultural information regarding how to market to the Chinese, an outline of the strategic plan, and 

information regarding the implementation of the strategic plan through five media elements or 

tactics. The strategic plan has two main goals: increase awareness of censorship and freedom of 

speech issues in China and increase participation towards fighting issues of Censorship and 

Freedom of Speech issues in China. Therefore, the tactics involved creating a media campaign 

with five media elements (backgrounder and fact sheet, public service announcement, brochure, 
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newsletter, and a 5 minute video posted on YouTube) that attempt to outline the overview as 

well as specific issues of censorship and freedom of speech issues in China, encourage 

employing certain tactics to fight Censorship and Freedom of Speech issues in China, and 

promote volunteering and donating to Amnesty International and explain why volunteering and 

donating can make a difference to Chinese citizens. The actual media elements can be found in 

the appendices.  
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Section 1: Amnesty International 

Introducing Amnesty International 

Amnesty International is an international non-governmental organization focused on human 

rights and has attracted more than three million supporters, activists, and volunteers whom are 

active in more than 150 countries throughout the world. Although based in London, Amnesty 

International has organizations established in 68 countries with Amnesty International USA 

being the largest section. Amnesty International USA has about 250,000 members who work 

independently, through online networks, or with high school, college, and community groups. 

The organization takes pride in its independence from government, corporate, and ideological 

interests and accordingly is funded only by individuals and foundations to protect this freedom 

(All Amnesty International). 

The organization takes as much pride in its beginning as it does with its independence. It 

began when a British lawyer, Peter Benenson, responded to a story in a newspaper about two 

Portuguese students who were thrown in jail for simply “raising their glasses in a toast to 

freedom” by publishing an appeal in The Observer, “urging readers to write letters on behalf of 

.prisoners of conscience’ around the world.” The appeal triggered both an international human 

rights movement and the beginning of Amnesty International. The organization describes their 

mission as such, “our vision is of a world in which every person – regardless of race, religion, 

ethnicity, sexual orientation or gender identity – enjoys all of the human rights enshrined in 

the Universal Declaration of Human Rights and other internationally recognized human rights 

standards” (All Amnesty International).  

Amnesty International describes how it achieves their mission with three tactics: research 

(“through our dynamic campaigns and long-term casework, Amnesty International members 
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propel key human rights concerns and stories of individuals at risk into the glare of the 

international media and demand the attention of government officials, corporations, international 

institutions and policy makers”), action (“through our dynamic campaigns and long-term 

casework, Amnesty International members propel key human rights concerns and stories of 

individuals at risk into the glare of the international media and demand the attention of 

government officials, corporations, international institutions and policy makers”), and advocacy 

(“we combine high-level legislative work, media outreach and grassroots mobilization to shape 

and promote legislation and policies to advance human rights, protect individuals and free 

prisoners of conscience”). The organization describes itself as “the world’s largest grassroots 

human rights organization” and a “global movement” and prides itself on its many 

accomplishments. Amnesty International has even received a Nobel Peace Prize for their work. 

With the aid of Amnesty International, some of these accomplishments include: helping free tens 

of thousands of prisoners of conscience, gathering support for adoption of the United Nations 

Against Torture, and constantly campaigning to end the death penalty (which two-thirds of the 

world have abolished), among many others. In addition to this, the organization is constantly 

involved in projects to advance its mission which include writing and art competitions that 

promote human rights as well as an archival project that makes the history and activities of the 

group available to all (All Amnesty International). 

How the Organization Operates 

Amnesty International organizes the way that they work by breaking everything down into 

four categories: campaigns, issues, countries, and specific cases. Firstly, the organization 

emphasizes four major campaigns: “My Body My Rights” (sexual and reproductive rights), 

Individuals at Risk (right for everyone to be free), Security with Human Rights (protect human 
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rights violated as a result of national security), and Abolish the Death Penalty. Secondly, the 

organization narrows the campaigns down into 14 separate issues which include: Prisoners and 

people at risk, poverty and human rights, death penalty, security and human rights, refugee and 

migrant rights, torture, women’s rights, children’s rights, censorship and freedom of speech, 

business and human rights, LGBT rights, military police and arms, and international justice. 

Amnesty International then breaks these issues down by countries where they indicate specific 

cases occurring in that country (All Amnesty International). 

Operating as a predominantly volunteering and grassroots organization, Amnesty 

International urges their supporters to work both independently and with the organization. The 

organization lists “ten ways to make a difference” that include: signing a petition, attending an 

event by the organization, becoming a member, donating, volunteering, joining a group affiliated 

with organization (located throughout US), following a campaign, buying something from their 

site, joining their “write for Rights” event which urges people to write on behalf of political 

prisoners, and partnering with the organization through a university, association, or agency. In 

addition, Amnesty International encourages supporters to join their “Urgent Action Network” 

which alerts those who sign up about human rights issues that arise and provides them with a 

link to either sign a petition or information about drafting a letter to send. They also offer 

supporters information about organizing a group in their city, sample letters, petitions, 

promotional materials, letter writing tips, suggestions on how to send appeals, and international 

documents and contact information (All Amnesty International). 
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Section 2: China 

Introducing Chinese Culture 

Clifford Geertz defines culture as “the means by which people communicate, perpetuate, 

and develop their knowledge about and attitudes toward life…It is the fabric of meaning in terms 

of which human beings interpret their experience and guide their action” (Schmidt 20). It is 

through culture that we create our internal models of reality, shared interpretations, social life, 

role expectations, norms, and how we see the world (20-1). As the world becomes increasingly 

flat and globalized, understanding other cultures and becoming a cosmopolitan communicator 

are becoming increasingly important, accordingly. Edward T. Hall created a system that can be 

applied to every culture in order to break it down and understand it through three different levels 

of culture: technical, formal, and informal (22).The Schmidt text utilizes an iceberg metaphor to 

define these levels. According to the text, the technical level “is the explicitly clear and visible 

portion of our cultural iceberg” such as the materialistic, technological, institutional, and artistic 

aspects of it; the formal level “rests at sea level, partially above and slightly below the surface” 

and includes cultural norms, rules, roles, traditions/rituals/customs, and communication patterns; 

and the formal level “extends far below sea level and includes the cultural history and core 

values and beliefs that shape a culture’s worldview and influence cultural identity” (22-3). To 

successfully analyze Chinese culture, this paper will use all three of Hall’s levels of culture. 

Technical Level of Culture 

As defined above, the technical level can be described as “the explicitly clear and visible 

portion of our cultural iceberg” such as the materialistic, technological, institutional, and artistic 

aspects of it. The technical level of China is an interesting one. Throughout world history, China 

was always a leading civilization in both the arts and sciences, but due to social and economic 
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issues which include social unrest, famine, military defeat, and foreign occupation, China was a 

civilization in decline during the 19th and early 20th centuries until Mao Zedong established an 

autocratic socialist system after WWII (East & Southeast Asia: China). Although this led to the 

sovereignty of the nation, it also led to significant restrictions in freedom as well as tens of 

millions of lives lost (East & Southeast Asia: China). However, leaders after Mao have focused 

much more on market-oriented development that has led to significant progress as well as higher 

living standards and more personal freedom, but political freedom is still very minimal (East & 

Southeast Asia: China). The government is officially categorized as a communist state with 

President XI Jinping as Chief of State and Premier LI Keqiang as head of government (East & 

Southeast Asia: China). Although China has eight “independent” political parties, they are all 

ultimately controlled by the Chinese Communist Party (CCP) and only CCP-approved 

candidates get elected (East & Southeast Asia: China). 

As far as the land itself, China is very similar to the United States as it is about the same 

size, has a variety of energy, mineral, and natural resources, and hosts a wide variety of 

geography and climate (Schmidt 202). However, China has significantly worse environmental 

problems than the United States. For example, China emits more carbon dioxide than every other 

country in the world from burning fossil fuels which causes acid rain (East & Southeast Asia: 

China). In addition, China’s environmental problems extend to water shortages, water pollution, 

deforestation, desertification, and soil erosion (East & Southeast Asia: China). 

China is also home to the largest population in the world with just over 1.36 billion 

people and is the most ethnically diverse out of all of the Pacific Rim countries (Schmidt 203). 

The most prominent leaders of the People’s Republic of China (official name) as well as Chinese 

people that are popular in the west (i.e. Jackie Chan) have all been Han Chinese. Although the 
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Han people of China make up about 1.2 billion of these people, the Hans are diverse themselves 

(203). Language is the main thing that divides the Han Chinese: Mandarin (largest group) and 

Cantonese (Hong Kong) as well as the Hakka and the Min (Taiwan) are all different and 

significant Han groups that are divided by the dialect of Chinese they speak (203). Also, it is 

important to note that all of these dialects are unintelligible to one another. Although they are 

considered to be part of different ethnic groups, the Han Chinese share two things in common: 

they can communicate with their character-based writing system and pride that they are part of 

an influential and enduring civilization (203). The Non-Han Chinese are divided up into 55 

different ethnic groups, the best known are the Mongols, Manchus, Tibetans, and Uighurs (204). 

Formal Level of Culture 

As explained by the Schmidt text and described above, the formal level of culture “rests 

at sea level, partially above and slightly below the surface” and includes cultural norms, rules, 

roles, traditions/rituals/customs, and communication patterns. China is a very high-context 

culture compared to US culture. In high-context cultures, “the commitment between people is 

very strong and responsibility to others takes precedence over responsibility to oneself;” whereas 

in low-context cultures, “the emphasis is placed on the individual, with the bonds between 

people being more tenuous and the extent of involvement and commitment to long-term 

relationships being lower” (Schmidt 25). Therefore, in China, meaning is derived a lot more 

from “the nature of situations and relationships” as opposed to a culture like the US where 

“meaning is explicit and dependent on verbal codes and group memberships change rapidly with 

individualism being valued” (25). In the US, most Americans communicate directly. For 

example when giving an answer to something, typically “yes” means yes and “no” means no. 

However, the Chinese place a great emphasis on “face” (will be discussed later) and typically 
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will not directly say “no” as to not cause the other to lose face (Fox). This is important to 

understand, for example, because a head nod and/or silence does not necessarily mean yes (Fox). 

In order to adjust to Chinese culture, it is important to learn how to indirectly say “no” in a 

culturally appropriate way. Some examples of indirectly saying “no” in China may include: “We 

will think this over again;” “That is an interesting idea;” or “It’s not very convenient” (Fox). 

Adding to the notion that China is an extremely high-context culture, the Chinese character for 

“’listen’ is comprised of the ear, eye, and heart radicals, implying that listening uses not only 

ears but also the heart and eyes” (Fox).  

 Adjusting to the language and culture of China is relatively difficult, but necessary to 

both communicate and conduct business as a foreigner. Accordingly, adjusting to the different 

body language and gestures of China is equally important. An article released by Thornhill 

Capital, an international business relations firm, titled “Body Language and Gestures Differ 

Between China and the West” points out some major examples of differing body language and 

gestures that need to be considered. Firstly, the article points out some examples that westerners 

typically employ that have different meanings in China which include: smiling at misfortunes 

being seen as polite, staring or gaping not being seen as rude as it shows curiosity, pointing one’s 

feet at another being seen as rude as feet are considered dirty, pointing any finger at another 

person being seen as an accusatory gesture, slightly bowing the head (as opposed to from the 

waist) being seen as proper usually only when meeting someone one holds in high esteem, 

backslapping and bear hugging being seen as seen as extremely uncomfortable, and blowing 

one’s nose in a handkerchief being seen as rude. Secondly, the article points out some examples 

of body language and gestures that are unique to the Chinese which include: tugging at one’s 

earlobe as well as well as giving a thumbs up as being seen a compliment to an achievement, 
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raising a pinky meaning something is poorly done or of poor quality, touching one’s own nose 

being an equivalent to touching one’s own heart in the US (meaning “me” or “I”), holding one’s 

hand out with their palm facing down and finger’s rapidly waving meaning “come here,” holding 

one’s palm upright meaning “thank you,” and the “V” sign denoting happiness (not “peace”). 

Lastly, the article points out two examples that are unique to only Southern China and Hong 

Kong: tapping two fingers and raising one’s fist. Tapping two fingers in these areas means 

“thank you” and raising one’s fist is seen as an obscene gesture	  (Body Language and Gestures 

Differ Between China and the West) . 

 The Schmidt text also provides information regarding China’s formal level (Business 

conduct and characteristics) that is essential to understand when doing business in the culture. 

Firstly, professional attire is required for formal business and dressing conservatively is 

recommended for social gatherings (Schmidt 212). Also, although business meetings with 

western partners are often done in English, this is not absolute. Furthermore, speaking a few 

phrases or words of the native language is greatly appreciated at the first business meeting (213). 

Business cards are very important for doing business in China and have important societal 

expectations accordingly. Business cards should be translated to the native language on the 

reverse side and must be received with both hands and presented so that the one receiving the 

cards can read it (213). When arriving to a meeting, it is expected to be punctual and acceptable 

ways to greet include a slight bow (see above) and a handshake (213). Being from a high-context 

culture, the Chinese do not display their emotions and embracing one another in public is quite 

rare (213). As far as names and titles go, the family name usually comes before the given name, 

but this may be switched when doing business with cultures from the west; therefore, it is 

recommended to ask specifically how to address someone (213). However, formal titles and 
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family names should be addressed and the highest ranking members in a Chinese business are 

usually introduced first (213). Both dining and entertaining are large parts of the Chinese 

business culture and accordingly, it may be necessary to plan for various meetings, dinners, and 

conversations. As a high-context culture, building trust and relationships are very important and 

these are seen as ways to build both. There are some things to keep in mind when taking part in 

dining and entertaining in Chinese business culture which include: deals are often made when 

dining, one should wait for the host to see where to sit, a short speech and a toast may be 

expected, liquor toasts are common and it is important to not get too drunk, and it is imperative 

to attempt to stray away from “sensitive issues such as politics, religion, and human rights as 

well as questions of a strictly personal nature” during informal conversations (213). Lastly, a gift 

exchange often establishes a relationship in Chinese business culture and accordingly, there is 

some etiquette to keep in mind which include: not giving gifts that are too expensive (could 

create an obligation as well as might violate anticorruption laws), acceptable gifts being ones that 

represent one’s company or culture, and that the gift is “only a small token of appreciation for 

your host’s business assistance during your visit” (213). 

Informal Level of Culture 

As described above and defined by the Schmidt text the formal level of culture “extends 

far below sea level and includes the cultural history and core values and beliefs that shape a 

culture’s worldview and influence cultural identity.” In other words, to understand the informal 

level of Chinese culture is to understand their cultural history, identity, values, and worldview. 

To begin explaining Chinese culture on this level, the Schmidt text points out various themes and 

patterns that are reminiscent of Chinese culture. Firstly, the Confucian family ideal is a value that 

has immense influence on Chinese culture. Although family certainly has an immense influence 
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on western societies also, in China, the Confucian family ideal emphasizes the hierarchy that 

places elders and males over the young and females, respectively (Schmidt 205). This hierarchy 

definitely extends to society as a whole: China has never had a leader that was either under 50 or 

a woman and this is also typically seen in the hierarchies of Chinese businesses (205). In 

addition, the Confucian family ideal affects Chinese culture in two important ways: the influence 

the family has on both their children’s futures and religion. In regards to the former, for example, 

after graduating from college, the first job a graduate has is most often a result of “parental 

activation of social connections or what in China is called guanxi” (205). Accordingly, “there is 

a strong expectation that one’s relatives will extend themselves on one’s behalf” (205). In 

regards to the latter, in China, there is a “deeply rooted sense that religion itself is largely a 

matter of tending to family interests” (205). Furthermore, many Chinese believe that their 

ancestors have an effect on their own lives (205). Interestingly however, citizens in East Asian 

countries (including China) do not divide themselves among religions and instead often study 

multiple religions without the pressure to conform to one (Taoism, Buddhism, Hinduism, etc.) 

(206). Lastly, Confucianism influences Chinese culture with its value of education as well as its 

promotion of harmony and human-heartedness which both shape how business is done  (206). 

The Schmidt text also illustrates other various social, economic, and political aspects of 

the informal level of Chinese culture that have an impact on their culture. Out of these aspects, 

the main values which characterize Chinese culture are as follows: personal relationships, 

sensitivity to others, trust, and connections (Schmidt 209). Firstly, as touched on earlier, the 

importance of relationships can be illustrated by the Chinese value of maintaining “face” (or 

dignity). As illustrated earlier, this value is so ingrained that the Chinese tend to not directly say 

“no.” In addition, it is preferred that business deals are only made after establishing firm mutual 
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understanding and trust which sometimes makes it a necessity to cultivate relationships in the 

long-term and sometimes requires great patience (210). Furthermore, as Chinese culture places 

an emphasis on human relationships, it is essential to acquire connections to individuals in higher 

positions in order to get things done (210). As touched on earlier, the term guanxi is widely used 

and translates to “connections.” Although this is a highly valued aspect of Chinese culture, it can 

often lead to corruption which is very problematic in China (210). 

The political and economic aspects of Chinese culture are also highly influential. 

Compared to all of East Asia and a lot of the world, China is extremely complex and troubled 

politically. In the modern age, China’s political struggles began after a civil war between the 

communists (Mao Zedong) and the nationalists (Chiang Kai-Shek) (Schmidt 211). When the 

People’s Republic of China was declared by Beijing in 1949, the nationalists moved across the 

Taiwan Straits to Taiwan (Republic of Taiwan) where both countries still exist in opposition to 

one another today (211). In regards to business, Taiwan as a somewhat democratic government 

and conservative dictatorship, has prospered because of its commercial and technological 

developments; whereas, China “has been intensely hostile to capitalism and consequently 

prohibited the development of China’s resources for the better part of three decades” (211). 

However, “since the death of the communist dictator Mao Zedong in 1976, China has opened 

itself to trade, investment, technological innovation, and various forms of international 

cooperation” and the “result is the looming power that is China today, a nation virtually assured 

of becoming the world’s largest economy within the next few decades” (212). Although China’s 

basically one-party political system is called the Chinese Communist Party, it is not a Marxist 

system; however, China continues to face a growing problem by resisting freedom of expression 

(212). The text describes the relationship between China and its population as an unspoken deal: 
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“in exchange for stability and increasing prosperity, the public will accept the rule of a self-

serving and undemocratic government” (212). Adding to the complexity of China’s political 

issues, the region of Hong Kong returned to China in 1997 as “a unique geopolitical entity” 

(212). As a former British colony, Hong Kong has significant advantages and has become “a 

center of shipping, banking, and manufacturing that no city in China proper could rival” (212). 

Although the mainland of China is likely to pass Hong Kong economically, it is still an 

economic force and “is supposed to be allowed to run its own internal affairs with minimal 

interference from Beijing until 2047” (212). 

Another way to analyze culture besides the context and levels of culture models is 

Hofstede’s dimensions of cultural variability cultural model. The Hofstede model provides a 

great way to analyze and understand different cultures based on five dimensions of cultural 

variability: individualism/collectivism (“the degree of interdependence a society maintains 

among its members”), feminism/masculinity (“what motivates people, wanting to be the best 

(Masculine) or liking what you do (Feminine)”), power distance(“the extent to which the less 

powerful members of institutions and organizations within a country expect and accept that 

power is distributed unequally”), uncertainty avoidance ( “The extent to which the members of a 

culture feel threatened by ambiguous or unknown situations and have created beliefs and 

institutions that try to avoid these”) and time orientation (“how every society has to maintain 

some links with its own past while dealing with the challenges of the present and future”) 

(Schmidt 25-7 and What About China?). When categorizing China according to the Hofstede 

model, the 6-D model (adds another dimension) provided by the Hofstede Centre, provides 

thorough empirical answers to how China scores according to the Hofstede model (What About 

China?). According to this 6-D model, China is a strongly collectivist culture as briefly touched 
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on; it is a moderately masculine society as it places significant emphasis on success; it scores 

very highly on the power distance dimension as the culture somewhat tolerates inequality as 

briefly touched on; it scored low on uncertainty avoidance because of its tolerance for ambiguity; 

and it also scored very high on the long term orientation dimension because of its “ability to 

adapt traditions easily to changed conditions, a strong propensity to save and invest, thriftiness, 

and perseverance in achieving results” (What About China?). Although these cultural 

characteristics without a doubt have contributed to China’s economic success is some ways, they 

also have immense negative effects on China’s economy and business decisions. For example, 

there are a lot of people who believe that some of China’s cultural factors such as collectivism, 

authoritarianism, and power distance are “the antecedent conditions that produced the Asian 

economic crisis,” an economic crisis in Asia that harshly affected both local and global 

economies (Schmidt 206).  

In conclusion, the informal level of Chinese culture is caught in the middle of tradition 

and modernity. Modernity, the product of globalization, is bringing problems to China’s 

leadership now more than ever. Many believe that the aspects of Chinese culture will lead to 

either a decline in China’s economy or a dramatic shift towards more western and democratic 

policies. However, this is not necessarily the case. China has always been a unique blend of 

tradition and modernity and there is little reason that it will cease to continue to be so. As long as 

the nation continues to employ intelligent leaders that produce great results that in turn do not 

encourage citizens to demand dramatic changes, the country may continue to prosper. An article 

by Zhang Shengyong and Michael H. Prosser titled “Globalization, Asian Modernity, Values, 

and Chinese Civil Society” illustrates these points. The authors basically conclude that “Asia’s 

future may include an integration of an individualistic and collectivistic society, with an 
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increasingly modern scientific education which leads to western cognitive intelligence and 

rationality, identity as global citizens and international stakeholders, and more hybrid identities” 

(20). In addition, the authors point out that Chinese society has long been dominated by top-

driven, intelligent political leaders that are concerned with innovation as well as the progress of 

their society, which is rooted in both Confucian scholar and Marxism-Leninism/Mao Zedong 

thought (24). Furthermore, Chinese civilians are becoming educated at a remarkably fast pace. 

The authors argue that both of these may contribute to more democratic changes, but ones that 

are different from anywhere else in the world (24). The authors conclude the article with the 

quote below. 

If Jacques Martin’s book, When China Rules the World, the strong economy, more 

responsibilities of an international stake-holder leadership emerging, continuing 

infrastructure and environmentally friendly developments, the rise of the middle class 

through more and more well educated citizens, and potential successes of the coming 

fifth generation of leaders are all accurate, then we may indeed already be in the second 

decade of the China Century. (Shengyong 25) 
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Section 3: Strategic Plan 

Overview of the Human Rights Situation in China 

No matter how one feels about China, there is no mistaking that the country as a whole 

has a serious human rights problem. According to Amnesty International, these human rights 

violations remain widespread and include: an estimated 500,000 Chinese citizens being currently 

held in detention without being charged or allowed a trial; the number of cases of harassment, 

surveillance, house arrest, and imprisonment of “human rights defenders” are rising; there are 

serious repressions against minority groups such as the Tibetans, Uighurs, Mongolians, Falun 

Gong Practitioners, and Christians; and China continues to lead the world in death penalty cases 

(Amnesty International). To detain individuals without trial, Chinese authorities held around 

190,000 people in Re-education through Labor camps and also held people in “black jails,” 

“legal education classes,” “study classes,” and mental health institutions (Amnesty 

International). In addition, not only does China lead the world in executions, many of the 

statistics regarding these executions are classified and imposed after unfair trials (Amnesty 

International). China also continues to heavily censor the internet in what is known as “the Great 

Firewall of China” and crack down on those who speak against the government. For example, 

renowned intellectual Liu Xiaobo, was sentenced to 11 years for “inciting subversion of state 

power”  while his lawyers were only given 20 minutes of representation (Amnesty International). 

Despite the widespread intimidation tactics, censorship, and cultural values (i.e. power 

distance, collectivism, etc.) that hinder Chinese citizens from challenging the state,  thanks in 

part to globalization and the internet, there is a significant part of the Chinese population that are 

demanding that their government stop these practices. Since 2010, a civil rights movement called 

the “Chinese New Citizens’ Movement” has made significant advances, although not without 
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great costs to the participants. An opinion article by Teng Biao, a Chinese human rights lawyer, 

titled “China’s Growing Human Rights Movement can Claim many Accomplishments” explains 

the movement as well as some of the successes. Firstly, Xi Jinping (China’s President) has 

continued to crack down on those who call for democracy and a civil society since he came into 

office. Specifically, those involved in the New Citizen’s Movement have been arrested and their 

sentences of no less than two years upheld (Biao). Although many believed that this movement 

would be easily stomped out, this was not necessarily so as it had been a product of over a 

decade long campaign. In the spring of 2003, the author as well as two others set up an NGO title 

“Gongmeng” with the goal of promoting constitutionalism and the rule of law in china and also 

provide human rights victims legal assistance as well as spread the idea of human rights, all 

while leading China’s growing civil rights movement (Biao). In the following years after the 

creation of Gongmeng, the group of rights lawyers, intellectuals, journalists, and citizen activists 

became involved in almost every civil rights case in China. In addition, the group was also 

involved with social investigations, research, and policy studies. For example, the group sent out 

a report recommending human rights improvements in 2005 as well as a report in 2008 which 

analyzed the ethnic tensions and policies during the time of unrest in Tibet (Biao). Unfortunately, 

by 2009, the government regarded the group as an enemy of the state and charged the group with 

tax evasion and detained one of the group’s three main founders, Xu Zhiyong. Although Zhiyong 

was released within a month as a result of public support, the group was shut down and fined 

(Biao). However, the author as well as a few others involved in Gongmeng did not stop fighting. 

In 2010, they called all Chinese to fight for fundamental rights by initiating the “Citizen’s 

Pledge” and published an essay titled “The New Citizen’s Movement” in 2012 (Biao). The group 

was also engaged in an education rights campaign and street demonstrations which called for 
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more transparency from their government. The campaign ended up being a success. After four 

years, it forced every level of government to change policies that the movement saw as 

discriminatory (Biao). The New Citizens’ Movement also began to build up momentum around 

this time as the two often competing priorities, rights defense and stability maintenance, came to 

a head. Although the government always chooses stability over rights defense which has resulted 

in more human rights violations and crackdowns, the number of Chinese citizens standing up for 

human rights has increased. The article closes by stating that just as the government will not stop 

going after human rights activists, human rights activists will not stop demanding human rights 

policy changes from the government as the arrests and detentions will be seen more and more as 

“badges of honor” (Biao). In conclusion, the New Citizens’ Movement in China illustrates the 

Chinese willingness to both engage in civil rights movements as well as an example of how 

campaigns and movements demanding change from the Chinese government may be successful. 

Amnesty International: With Issue 

Freedom of speech is a right that many in the west take for granted. Freedom of speech 

allows citizens to be aware of what is going on, speak against injustice, and ultimately bring 

about change whether through revolution or bureaucratic reforms at the state level. Out of all of 

the human rights abuses currently carried out by the state against the citizens in China, the ability 

to freely express opposition and differing opinions without censorship is the first step to 

achieving proper human and civil rights in China. As touched on earlier, the Chinese leaders are 

highly intelligent and their policies are specifically calculated. The leaders see the crackdown on 

human rights activists who speak against the government as an essential step towards 

maintaining stability. However, as the New Citizens’ Movement and continuing detentions for 

those who speak against the state indicates, the fight for civil and human rights in China cannot 
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be stopped by intimidation and at the very least, freedom of speech in China in one form or 

another seems inevitable. 

As stated in the first section, Amnesty International organizes their issues by campaigns 

then issues then specific countries and regions. Not surprisingly, “Censorship and Freedom of 

Speech” is one of the many issues that Amnesty International is currently targeting. The overall 

campaign in regards to China and the issue of “Censorship and Freedom of Speech” is titled 

“Individuals at Risk.” According to the organization, the Individuals at Risk campaign 

“mobilizes ordinary people to provide hope and transform lives through simple powerful action,” 

helps “free prisoners of conscience, people imprisoned solely for the peaceful expression of their 

beliefs or identity, “provides rapid response when detainees are tortured and denied basic rights, 

when human rights defenders face death threats, and when people are discriminated against 

because they are poor,” and acts “to aid specific individuals at risk and pressure governments to 

address underlying human rights issues” (Amnesty International). Furthermore, the organization 

prides itself knowing that with the support of the organization and individual supporters, 

“countless individuals have been freed from unjust prison sentences, saved from torture and 

protected from death threats” (Amnesty International). 

 In regards to the issue of “Censorship and Freedom of Speech,” Amnesty International 

breaks the issue down into five main sections. In the first section, “Freedom of Expression and 

the Internet,” Amnesty International explicitly criticizes the Chinese government for what is 

mockingly known as the “Great Firewall of China,” the technology used to monitor and block 

access to information the government sees as dissident as well as for the detention of Shi Tao, a 

journalist who was incarcerated for 10 years for sending a pro-democracy email to a US website 

(Amnesty International). Many websites are blocked in China including social media sites such 
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as Twitter and Facebook as well as websites such as Amnesty International that voice opposition 

to China’s policies (although this is not true in Hong Kong). The second section, “press 

freedom,” states that “everyone has the right to seek, receive and impart information and ideas 

without fear or interference” (Amnesty International). The Chinese government is also highly 

guilty of neglecting its people of this right as nearly all of the media is state-run. The last three 

sections, “Right to Protest and Organize,” “Organizing Online,” and “Worker’s Rights,” are 

more or less self-explanatory and have to do with organizing in order to express different 

opinions and create change (Amnesty International). As the constant crackdown on human rights 

activists and the New Citizens’ Movement illustrates, the Chinese government is also highly 

guilty of not allowing these kinds of organizations to exist. 

Further Considerations: Censorship 

  “The Great Firewall of China” certainly poses a few problems regarding how to release a 

media campaign targeted at the Chinese mainland, especially since Amnesty International’s 

website, the organization that the campaign is based on, is censored as well as many US websites 

such as YouTube, Twitter, and Facebook. Furthermore, press releases and media elements with 

words such as “human rights,” “freedom,” “work camp,” “dissident,” etc. are automatically 

blocked as well as anything critical of the Chinese government, businesses, and its officials; 

moreover, anything using the name “Republic of Taiwan” instead of the “Chinese Province of 

Taiwan” is also censored (How to Launch a PR Campaign in China). Obviously, this whole 

campaign cannot be directly released and circulated directly to Chinese media outlets; however, 

there is a way to get past this problem. 

Hong Kong, acting basically independent from China, does not have to deal with the majority 

of censorship and freedom of speech issues that the mainland does. Furthermore, Amnesty 
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International has a regional location in Hong Kong and alongside the growing human rights 

movement and the increasing criticisms against the Chinese government in both Hong Kong and 

the mainland, the best course of action will be to release the campaign to Amnesty 

International’s Hong Kong office and let them distribute it accordingly. This will also allow the 

organization to professionally translate and localize the campaign in order for it to be most 

effective. Also, research has shown that censorship of dissent in China is almost never 

completely effective: proxy servers and virtual private networks can get around the firewall, 

misspelling words or writing in code can get around automatic filters, and Chinese insistence on 

censorship can motivate more people to find other ways to get around the censorship (Parker). 

For example, mainland internet users showed solidarity with protesters in Hong Kong recently 

by posting pictures of umbrellas. Therefore, the movement, the sense of solidarity, and social 

media illustrate important prospects about how to get around the problem of censorship (Parker). 

Further Considerations: Symbols and Colors  

Being part of a high-context culture, the Chinese derive a lot more meaning from symbols 

and colors. For example, the Chinese believe photos with black borders means that the person in 

the picture is deceased and a woman wearing a green hat means that they are cheating on their 

husband (Gao). Therefore, it is highly important to keep the color choices utilized in the 

campaign in mind. Basically, purple, green, blue, gold, and Qing (a bluish-green Chinese color) 

are okay to use no matter what; white, yellow, and multi-colors or rainbows should almost never 

be used; and black and red need to be used judiciously (Gao). Likewise, cultural Chinese 

symbols can be used to effectively supplement any media campaign marketed to the Chinese. 

China Daily provides a list of the top 10 Chinese cultural symbols that were kept in mind when 

creating the campaign. According to this list, these 10 symbols include: Confucius, dragons, 
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Traditional Chinese Medicine, porcelain, Beijing Opera, Kung Fu, the Chinese flag, Chinese 

characters, pandas, and the Great Wall (Culture Insider: Top 10 Chinese Cultural Symbols). 

Further Considerations: Marketing in China 

There was extensive research done regarding how to specifically market to the Chinese that 

was taken into account before creating the media elements for the strategic plan. Basically, most 

of the research shows that the most successful Chinese marketing campaigns utilized collectivist 

and high-context cultural values as well as soft sell appeals (Lin 441). A soft sell appeals are 

“more image-oriented messages and more suitable for providing implicit and symbolic 

information, including global brand creditability and quality, social responsibility, prestige, and 

relative price” than hard sell appeals that are utilized in the US (435). Firstly, since relationships 

and hierarchy are so important to Chinese, it is important to utilize quotes and speakers whom 

are recognized and respected among the Chinese (Arno). Secondly, there should be some 

information regarding the brand, its history, and its values before getting into the actual selling 

points (Arno). Thirdly, the saying “more is more” is true regarding images and information when 

marketing to the Chinese. This is because the Chinese prefer to derive meaning from the 

information visually and more information increases the chance that the campaign will be trusted 

(also another value) (Arno). Fourth, the language should be professionally translated and videos 

should have professional voiceovers as this not only helps with the clarity of the message, it will 

increase the likelihood of trust (Loayza). This is why the campaign needs to be sent to Hong 

Kong where it can be localized accordingly. Lastly, clear objectives with distinct goals need to 

be outlined when creating a media marketing campaign (The Rules of Social Media Marketing in 

China) and these can be seen in the section below 
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Strategic Plan Outline 

i. Goals- 1. Increase awareness of Censorship and Freedom of Speech issues in China 2. Increase 

participation towards fighting issues of Censorship and Freedom of Speech issues in China 

ii. Objectives- 1A. Increase awareness of Censorship and Freedom of Speech issues in China 

among Chinese citizens 2A. Increase participation towards fighting issues of Censorship and 

Freedom of Speech issues in China by encouraging certain tactics among Chinese citizens 2B. 

Increase participation towards fighting issues of Censorship and Freedom of Speech issues in 

China by promoting volunteering and donating to AI among Chinese citizens 

iii. Strategy- 1A. Create a media campaign targeted at Chinese citizens outlining the overview as 

well as specific issues of censorship and freedom of speech issues in China 2A. Create a media 

campaign targeted at Chinese citizens to encourage employing certain tactics to fight Censorship 

and Freedom of Speech issues in China 2B. Create a media campaign targeted at Chinese 

citizens to promote volunteering and donating to Amnesty International and explain why 

volunteering and donating can make a difference  

iv. Tactics- 1A.- Create an eye-catching 1. Brochure 2. Newsletter 3. Fact sheet and 

backgrounder 4. Public Service Announcement for a major print newspaper 5. Short 5-7 minute 

video (YouTube) targeted at Chinese citizens outlining the overview as well as specific issues of 

censorship and freedom of speech issues in China 2A.- Create an eye-catching 1. Brochure 2. 

Newsletter 3. Fact sheet and backgrounder 4. Public Service Announcement for a major print 

newspaper 5. Short 5-7 minute video targeted at Chinese citizens to encourage employing certain 

tactics to fight Censorship and Freedom of Speech issues in China 2B.- Create an eye-catching 1. 

Brochure 2. Newsletter 3. Fact sheet and backgrounder 4. Public Service Announcement for a 

major print newspaper 5. Short 5-7 minute video targeted at Chinese citizens to promote 
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volunteering and donating to Amnesty International and explain why volunteering and donating 

can make a difference 

Tactics 

The tactics utilized for the strategic plan consist of five media elements for the media 

campaign: a fact sheet and backgrounder, public service announcement for a major print a 

newspaper, brochure, newsletter, and short video posted on YouTube. The release of the 

campaign will be complicated because of a few factors: Amnesty International did not want to 

participate in the creation of the campaign so the campaign acted on behalf of the organization; 

both Amnesty International and YouTube are explicitly censored by the Chinese government; 

and everything needs to be translated professionally. However, given the development of the 

human rights movement in China and the fact that many people get around the Great Firewall 

anyways as well as the fact that Amnesty International has a regional headquarters in Hong 

Kong, the media campaign could still be beneficial if given to the Hong Kong office to be 

distributed. Therefore, the tactics were carried out through five media elements according to the 

strategies, goals, and objectives of the strategic plan as well as taking into account all of the 

information above and will be given to the Hong Kong office for distribution. The media 

elements can be found in the appendices at the end of the paper and all of the information is cited 

in one form or another. 

The first media elements, the backgrounder (appendix 1) and factsheet (appendix 2), are 

basically an overview of both Amnesty International as an organization and its issue of 

censorship and freedom of speech in China. As far as taking into account cultural elements, since 

the Chinese highly value trust and relationships when conducting business, these elements 

simply serve as information. The backgrounder provides information about Amnesty 
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International itself: who they are, what they do, their missions and achievements, how their 

supporters contribute to their cause, etc. The fact sheet provides information about Amnesty 

International and the issue of censorship and freedom of speech: what they believe about 

freedom of speech, where they concentrate their efforts, the human rights situation in China, and 

specific issues regarding freedom of speech in China.  

The format of the second media element, a public service announcement (appendix 3), is 

based on a public service announcement by the Chinese government about the one child policy 

(appendix 4) and is titled “Amnesty International Launches a Freedom of Speech Campaign in 

China.” The PSA that was written for the strategic plan in this paper starts out with a four line 

poem by Li Qingzhao, a famous poetess who lived in the Southern Song dynasty, titled “A 

Quatrain in Summer.” This poem was strategically chosen for two reasons: using a classic 

Chinese poem is a good way to market the campaign to the Chinese and the content is very 

relevant. Basically, the poetess believed that everyone should contribute to their country, even in 

the face of death, and become a hero if they have to die. The point of the poem was to express 

disappointment towards citizens that fled when others invaded and used an example of Xiangyu, 

a “a hero who refused to flee and committed suicide with dignity, to satirize the rulers, and at the 

same time [the author] hoped heroic figures could recover the country’s lost territory” (Peter). A 

soft sell approach was used in order to introduce Amnesty International to the Chinese, 

encourage action among the Chinese, and provide knowledge of specific issues to the Chinese. 

The PSA starts out with the poem and introduces the New Citizens’ Movement in China then 

talks about how china is a highly impressive society with intelligent leaders, then tries to create 

the idea that freedom of speech will only add to the greatness of Chinese society before 

introducing Amnesty International and the media campaign.  
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The third and fourth media elements, a brochure (appendix 5) and a newsletter (appendix 6), 

use very similar strategies; however, the newsletter has full stories and generally more 

information, given the format.  The brochure and newsletter both utilize similar color schemes 

with greenish-blue backgrounds and blue and red text. They both also use the soft sell approach 

by appealing to Chinese citizens through individuals within China that Amnesty International has 

helped and is currently attempting to help. To do this, both of the elements display pictures of 

those individuals and quotes from them regarding their situations. Also, they both provide 

information about Amnesty International (similar to the fact sheet and backgrounder) and fulfil 

the same strategies and goals including what Amnesty International believes and what they do, 

what specific issues are currently going on regarding the issue, and what Chinese citizens can do 

to help the cause. The main differences lie in the format. The newsletter had a feature story on 

the front page about someone that Amnesty International has helped, more information regarding 

people that need to be helped and were helped, other stories that are relevant to the issue such as 

the New Citizens’ Movement, and a column portraying what topics are trending on Weibo 

(China’s version of Twitter). It was nearly impossible to find an example of a newsletter from a 

major newspaper in China as most newsletters are e-newsletters, they rarely offer translated 

newsletters, and most that did not do these things seemed to require signing up through a 

seemingly questionable registration process through a Chinese server. Therefore, it was based on 

other newsletters that could be found and utilizes relevant information from this paper.  

Lastly, the fifth media element (Appendix 7), a short 5-7 minute video posted on YouTube, 

utilizes relatively similar strategies but is much more image-oriented. Firstly, the video uses a 

very nationalistic Chinese song titled “Follow the Party Forever.” Adding this has two purposes: 

it appeals to the Chinese by using a song from their culture and is meant to be ironic. Overall, the 
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video attempts to create the idea that China is a great nation and democracy as well as civil rights 

such as freedom of speech must become part of Chinese culture in the future for the collective 

benefit of all. Of course, the video also attempts to sell Amnesty International’s brand to the 

Chinese and increase awareness of freedom of speech issues in China as well as current cases 

regarding the issue and what citizens can do to help. Starting from the title page, the video 

employs images that would appeal to the Chinese by using a picture of the Chinese flag as the 

background and Amnesty International’s Hong Kong logo. The color scheme is very similar to 

the newsletter and brochure, using more gold throughout but also greenish-blue, blue, and red. 

After the title page, the video displays10 images of Chinese cultural symbols then shortly after 

displays 10 advancements China has contributed to the world.  After this, the video uses 

information from an article that argues democracy and civil rights (including freedom of speech) 

are going to be part of China’s culture if they continue to be successful and includes a section 

about the New Citizens’ Movement and relevant images regarding that movement. The video 

waits until after this to introduce Amnesty International and provides in a similar fashion to the 

brochure and newsletter information about who the organization has helped and who needs help 

and what it is that the organization does and believes. Lastly, the video provides a list of 10 ways 

that supporters can help personally and ends with a page of sources for all of the information 

used. 
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Appendix 7 

Link to video… https://www.youtube.com/watch?v=vKWlQS2XR94  


