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China’ s Media Public Relations: Problems & Optimization

Che Ying. Zhu Wencheng Dong Xinming
(School of Journalism & Communications Wuhan University, Wuhan 430072, Hubei, China)

Abstract: Since 21st century, media public relations are used more and more by many kinds of
media. However, while being discussed both academically and professionally, there is still not a
definite definition of it, which causes many problems in practice. This is not only because of

1

inappropriate media operations, but also because of some “pseudo public relations”. All the above
limit the further development of media. As the main body of media public relations, media needs to
attach great importance to gathering and editing as well as operation and management. What’ s more,
the media needs to make full use of current resources so as to realize real value of media public
relations.
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