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Different angles showing Chengdu on TikTok.

Comments about Shanghai

soup from a straw but I would defi-
nitely gobble this up as if it were a 
normal sized dumpling,” a comment 
by a Netizen with the handle of rich-
sit reads.

Shanghai’s shopping venues have 
also proved popular among overseas 
netizens. 

Vlogs about Nanjing Road, a bus-
tling pedestrian mall in downtown 
Shanghai, have been watched 494,000 
times, followed by Xintiandi (344,000), 
a tourist landmark of Shanghai which 
blends old and new, east and West. It is 
known for a cluster of shikumen (stone-
gate) buildings and boutique shopping, 
open-air cafes and upscale bars.

Expats living in Shanghai are also 
fascinated by the city.

“Shanghai is a fast-paced place 
where people meet people and my 
favorite food on Shanghai is the Bud-
dhist vegetarian place next to Jing’an 
Temple,” said David, an American 
who lives and runs a bamboo bike 
business in Shanghai.

Soyul Jeong, a 26-year-old from 
South Korea, described the city as a 
“food heaven.”

Jeong first visited Shanghai in 
January 2018, and since then, set-
tling in this magical city has become 
one of her dreams. She arrived in 
December.

“I am pleased to begin a new 
chapter of my life in Shanghai, a 
cosmopolitan megacity full of fun,” 
Jeong said.

Celine Chanut from France who 
has been in Shanghai for a couple of 
years said she is making some trips 
to discover Chinese culture.

“I love Chinese culture,” she said.
In her spare time she creates ce-

ramics, reads and writes.
Among the 10 most influential cit-

ies in China based on feedback from 
video-focused social networking 
service platforms, most are munici-
palities, capital cities of provinces, or 
first-tier cities.

They are core cities in the Beijing-
Tianjin-Hebei region, Yangtze River 
Delta region, Guangdong-Hong 
Kong-Macau Greater Bay Area, and 
Chengdu-Chongqing economic circle.

In terms of video playing figures, 
the popularity of the top three most 
influential cities, Beijing, Shanghai 
and Wuhan, is more than double 
that of the 4th position which was 
secured by Chengdu. 

On TikTok, videos showing Shang-
hai’s attractions, popular sites, food 
and cultural souvenirs are short, but 
beautiful.

Videos on overseas social media 
video sharing platforms offer a win-
dow into China, enabling people 
overseas to experience the glamour 
of Chinese cities.

Interestingly, the unique cultural 
and tourism elements embodied in 
these videos are revealing the “per-
sona” of a city, the report says.

On TikTok, giant pandas are 

featured most frequently in videos 
about Chengdu.

These include the daily life of giant 
pandas at Chengdu Research Base 
of Giant Panda Breeding and the 
“giant panda” sculpture climbing the 
Chengdu IFS, making the giant panda 
the cutest “ambassador” of the city.

The popularity of Lanzhou, capital 
of northwest China’s Gansu Province, 
mainly comes from the famous Lan-
zhou hand-pulled noodle with beef, 
or Lanzhou beef lamian.

A Lanzhou beef noodle restaurant 
in Kazakhstan uploads at least one 
vlog about the food on TikTok every 
day, and launched hand-pulled noo-
dle competitions to lure diners.

Vlogs of the Great Wall, Metro in 
Chongqing and Sino-Ocean Taikoo Li 
Chengdu also triggered widespread 
attention, according to the report.

The dazzling and spectacular night 
view of Nanpu Bridge offers a window 
for overseas Netizens to explore the 
splendid city scenery of Chinese cit-
ies, while diverse traditional Chinese 
food like hotpot, xiaolongbao, bing-
tanghulu (crispy sugar-coated haw), 
and wonton tempts their taste buds 
and showcases the vivid and fasci-
nating food culture of the country.

The diversified elements about 
China interwoven on overseas so-
cial media video sharing platforms 
show a fresh, lively and splendid 
country with pluralistic cultures 
to the outside world.


