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Research Article

Consensual Propaganda: Market-Oriented
Newspaper and Production of Visual Ordinary
Heroism in the 2020 Pandemic Period in China

Yanhong LI, Jianuo LIU

Abstract

The adaptive changes in contemporary China’s propaganda system have
attracted more and more academic attention. However, existing research often
ignores the unique role of market-oriented newspapers in the contemporary
propaganda system. Under the new historical conditions, market-oriented
newspapers that once had some professionalism since the reform era and were
once relatively marginalized in the national propaganda system are now actively
and creatively participating in the state-led propaganda project, which is worthy
of observation and research. This article attempts to respond to the above needs
by analyzing a visual promotion case named “The Most Beautiful Retrograde”
that emerged during the 2020 COVID-19 epidemic. The article analyzes the
production process and its text composition, revealing the reasons why this
propaganda case was “a great success”. The study believes that this case
reflects a temporary “consensus” has been formed between the state, market-
oriented media and society as the state consciously absorbs market-oriented
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media into the core of the propaganda system, and as the latter actively
participates in the national propaganda project. The visual text of ordinary
heroism plays an important role in bridging the gap between the state, market-
oriented media, and diverse society, thereby gaining “consensus” from all
parties. The concept of “consensual propaganda” extracted from this case
expands the existing understanding of China’s propaganda adaptation under
digital era. As an application of the concept of cultural hegemony under the
current specific social and historical conditions in China, it has certain universal
explanatory power and contribute to a deeper understanding of the effectiveness
of state propaganda.
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