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Abstract. China and South Korea, two of the most influential countries in Asia, boast highly popular pop cultures that resonate both across Asia and globally. While Chinese and Korean pop culture shares similarities, there are also notable differences in their modes of dissemination. Previous studies have analyzed the dissemination of pop culture within individual countries, but there is still a research gap on the differences between these two countries. Therefore, this paper seeks to explore the variations in how pop culture spreads in China and Korea, as well as their implications. The paper adopts the methods of literature review and comparative analysis to compare the ways of popular culture dissemination in China and South Korea in terms of media platforms, marketing strategies, cultural exchanges and integration, and the roles of their respective states. The paper argues that the differences in popular culture dissemination between China and Korea mainly manifest in the following aspects: different channels and modes of dissemination, distinct definitions and scopes of popular culture, as well as variations in audiences and influences. Many factors can influence the spread of popular culture, such as social environment, technology level, and political system. 
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Introduction
The Korean Wave refers to the powerful spread of popular culture represented by film, television, music, animation, and gaming. It has swept through many countries and regions in Asia, successfully shaping South Korea as a global powerhouse in the cultural industry [1]. The origins of the Korean Wave can be traced back to the 1990s, when the Korean government began to support the development of cultural industries and Korean media began to enter the markets of China and other Asian countries. The culmination of the Korean Wave occurred in the 2000s when Korean TV dramas such as “Celebrity Sweetheart”, “Winter Sonata”, and “Dae Jang Geum” caused a huge response in China. These hit dramas became a catalyst for the wide spread of Korean pop culture in Southeast Asia [2]. Since then, South Korean music, movies, TV shows, cosmetic surgery, etc. have also become popular in China. Korean culture has had a far-reaching impact on Chinese society and consumers.
According to Zhou Siyi, “both China and Korea belong to the East Asian Confucian cultural circle, sharing significant similarities and commonalities in their ideological roots, as well as in their humanistic and moral aspects. This is especially evident in their strong sense of patriotism, with the family holding a dominant position in the traditional ethical cultures of both countries” [3]. Therefore, this paper uses literature review and comparative analysis methods, using specific cases to explore the differences between Chinese and Korean pop culture communication styles. It also analyzes the reasons for these differences and assesses the impact of these differences on China-South Korea relations. Studying the Chinese and Korean popular culture communication methods can enhance understanding and appreciation of the two cultures and promote cross-cultural communication and cooperation. At the same time, the paper offers some suggestions and strategies on how to deal with the challenges and opportunities brought by popular culture, how to protect and preserve indigenous culture, and how to promote cultural pluralism and inclusiveness. These research questions are also helpful for cultural communication in other countries.
The Selection and Use of Media Platforms and Channels
Chinese and Korean popular culture are disseminated through different media platforms and channels, each with its strengths and weaknesses, and they have different impacts on audience acceptance and feedback. Taking South Korea as an example, with the development of technology, the speed of information dissemination is very fast, which plays a crucial role in the effectiveness of Korea’s cultural dissemination abroad. South Korea also recognizes the advantage of the Internet and encourages the building of bridges between its own culture and emerging technologies. Ji Fangfang said, “Internationally, there are social media platforms such as Facebook and YouTube, and within South Korea, there are social media platforms like KakaoTalk and Line, which are attracting a large number of users for social connections [4].” South Korean pop culture has chosen new technology and new media as means of dissemination, with young people as the main object of dissemination. Therefore, in the process of dissemination, it shows the characteristics of intermittent wide dissemination, with the emergence of a wide range of cultural products after a certain period of time (such as the TV series “Dae Jang Geum,” songs like “Nobody” and “Gangnam Style,” etc.). These iconic cultural products have led to the overall spread of South Korean popular culture [5].
In addition, South Korean cultural departments, corporations, and celebrities have opened official social media accounts to publicize cultural information promptly and strengthen the connection and interaction with users. This not only promotes the interaction between culture enthusiasts and culture communicators but also expands the popularity and influence of the Korean wave abroad. Because of this unique way of interaction with cultural audiences, many pop culture audiences have changed from receivers to cultural producers [6]. More and more people post information or posts related to the Korean Wave on major platforms, which has also laid the foundation for the further development of the Korean Wave.
When China uses media platforms and channels to spread popular culture, it makes more use of its huge network users and social media platforms to promote its own pop culture. For example, China has the largest number of internet users in the world, more than one billion people, including users of various social media platforms such as WeChat, Weibo, and TikTok. These platforms provide extensive space and opportunities for the dissemination of Chinese popular culture, allowing Chinese music, movies, TV dramas, and other cultural works to rapidly reach to audiences nationwide and even globally. For example, the science fiction film “The Wandering Earth” generated buzz and attention on China’s major social media platforms during the Spring Festival of 2019 and ultimately earned a box office revenue of 29.639 billion RMB worldwide [7]. 
In contrast, South Korea relies more on its advanced technology and concepts, as well as communication and interaction with other countries or regions, to spread its pop culture. For example, South Korea possesses the most advanced internet technologies and services in the world, including various media platforms and channels such as Naver, KakaoTalk, and YouTube. These platforms provide strong support and impetus for the dissemination of South Korean popular culture, enabling its music, movies, and TV dramas and other cultural works to be disseminated to a global audience with high quality.
The Development and Implementation of Market Strategies and Positioning
South Korea has been influenced and fed back by different countries and markets in shaping its popular culture to make itself more adaptable and responsive to the preferences of different audiences. Taking TV dramas as an example, when South Korea realized that their domestic animation brands could not compete with Japanese animation brands, in 1995, they decided not to invest more money in making animations. South Korea then slowly shifted the genres of exported television programs from animation to TV dramas. In 1997, KBS sold their TV drama “First Love” to China and Vietnam. The series was very popular and well-received in both regions. South Korea learned two key lessons from this chance event.
Firstly, South Korea realized that TV dramas were more successful in the Asian market than other TV programs such as documentaries, which led them to focus more on export policies than before. Secondly, they saw an opportunity in the Asian market where TV dramas might be successful and focused their main distribution audience for TV dramas on the East Asian region rather than the European and Western markets, which were the audience regions for their distribution before. Korea also adjusted and optimized its pop culture content and form based on the feedback and evaluation of different audiences. For example, in the Chinese market, Korea paid attention to avoiding content that may be controversial or sensitive, such as issues related to politics, history, and territory, in order to avoid boycotts or protests; in the U.S. market, Korea paid attention to adding content that may resonate or be appreciated, such as issues related to human rights, freedom, and equality, in order to gain support.
China uses cooperation as a way of popular culture dissemination and pays more attention to cross-cultural exchanges and interactions. When China promotes and displays popular communication cultural products, it actively seeks cooperation opportunities with other countries and utilizes various platforms and channels for cross-cultural exchanges. A typical example is the Chinese TV series “Nirvana in Fire” (Lang Ya Bang), which has been widely broadcast in Asia through cooperation with TV stations in South Korea, Japan, Thailand, and other countries. It has aroused the attention and discussion of a large number of viewers. 
Moreover, Chinese pop cultural products are market-oriented and focus on audience needs and preferences. When China produces and promotes popular communication cultural products, it takes into account not only its own cultural characteristics and values, but also the characteristics and needs of the target market, and strives to resonate and interact with the audience. For example, the Chinese movie “Wolf Warrior 2” is a successful case. It has won the praise of audiences at home and abroad through its exciting storyline, shocking action scenes, and authentic portrayal of the African region.
Extent and Manner of Cultural Exchange and Integration
South Korean popular culture is appealing because it embraced Western culture early and has been integrating foreign cultures to create its own identity. South Korea has combined its own traditional culture with popular culture. Instead of abandoning its traditional culture, the government encourages its people to learn about and promote their country’s traditional culture to make it more widely known [6]. China and South Korea are neighboring countries with deep cultural origins and connections in history, such as Chinese characters, Buddhism, and Confucianism, which are shared cultural heritages of the two countries.
However, in recent times, the two countries experienced different changes and developments in political, economic, and social aspects, leading to different exchanges and integration in the field of popular culture between the two countries. China began to open up to the outside world in the second half of the 20th century, and came into contact with a variety of popular cultures from both the West and the East, including Korean pop music, movies, and TV dramas. Chinese audiences have showed a high level of interest and love for Korean pop culture and also developed a certain knowledge and understanding of Korean society and culture.
South Korea began to rise in the late 20th and early 21st centuries, launching a series of pop culture works with Korean characteristics and styles, including Chinese animation, games, TV shows, and so on. South Korean audiences have shown relatively low interest and fondness for Chinese pop culture, and have also developed some misunderstandings and prejudices about Chinese society and culture. Over the past few decades, Chinese pop culture has gone through a transformation from closed to open, from imitation to innovation, and from uniformity to diversity. According to Wang Hongjin, “Due to historical reasons, China has gone through two major cultural revolutions, the May Fourth and the Cultural Revolution, which led to the abandonment of feudal traditions and unfortunately, some loss of traditional culture. The loss is not only reflected in everyday life but also in cultural works [8].” China’s traditional culture is facing the risk of extinction, so China needs to learn from effective foreign communication methods and understand how to integrate with foreign cultures.
The Roles of the State and the Market in Shaping Popular Culture
The influence of a state on cultural industry is far-reaching. In terms of spreading pop culture, Korea has many policies and behaviors that other countries can learn from and take reference from. South Korea attaches importance to brand building and image shaping for its popular culture. Through various promotional and marketing activities, they aim to enhance their popularity and reputation. For example, the South Korean government and non-governmental institutions often organize or participate in international cultural exchanges and presentations, such as the Hallyu Festival, the South Korean Film Festival, and the South Korean Music Awards. These events serve as platforms to show the diversity and excitement of South Korean pop culture to the world.
Under the Lee Myung-bak administration, the Korean government supported and protected the intellectual property rights of the country’s culture and encouraged the use of new technologies to disseminate culture, as evidenced by the cultural policies enacted by the Korean government, which recognized the business opportunities arising from the convergence of the culture industry and social media. Another example is the Lee Myung-bak administration’s support for the development of “smart content”, including financial support (US$5 million) to encourage smart device manufacturers, service providers, and content producers to collaborate in the production of “smart content”. Since 1998, South Korea has launched the “New Cultural Policy of the National Government”, the “Five-Year Plan for the Development of the Cultural Industry”, and the “Cultural Industry Development Promotion Plan”, and established the Cultural Promotion Agency, a specialized agency to systematically support the development of the cultural industry [9].
In terms of regulating popular culture, China and South Korea have different policies and mechanisms. The Chinese government has more stringent censorship and regulations of popular culture to ensure that it is in line with the state ideology and values, as well as to prevent it from negatively affecting the social order and national culture. For example, the Chinese government has imposed a series of norms and restrictions on the content, form, and style of popular culture works, such as prohibiting the involvement of sensitive topics such as politics, pornography, and violence, restricting the importation and number of broadcasts of foreign film and television works, and regulating the duration and fees of online games. 
On the contrary, the Korean government supports and encourages popular culture in a more relaxed manner, in the hope that it becomes a soft power and an economic growth point for the country. The government’s policies also seek to reflect the pluralism and innovativeness of South Korean society. The South Korean government provides a series of support and incentives for the content, form, and style of popular cultural works, such as providing funds, talents, facilities, etc., setting up a professional evaluation and reward mechanism, and promoting cooperation and exchanges with other countries or regions.
Suggestions
This paper argues that these differences have important insights for the development and exchange of popular culture between the two countries. If China wants to better publicize its own culture, it should first enhance its cultural self-confidence. Cultural self-confidence is the premise and foundation of cultural communication, and only with confidence in one’s own culture can one effectively display and spread one’s own culture to the outside world [10]. But for the time being, Chinese people should understand and expand their knowledge of traditional Chinese culture. Even though traditional Chinese culture is our soft power and spiritual resources, it still faces opportunities and challenges, such as not being valued by contemporary young people.
On the contrary, the youth in China may choose Korean pop culture over traditional Chinese culture, like Kunqu opera. It is important to reflect on the reasons behind this choice. Increasing cultural confidence can promote the spread of traditional culture, which is an inevitable choice in line with the laws of history and the trends of the times. It is also essential to break down cultural exchange barriers with an open and inclusive mindset, embracing the nutrients of other civilizations. Furthermore, China can utilize film, television productions, animation, and games to display and immerse people in traditional Chinese culture. For example, the animated film “Ne Zha” is based on ancient Chinese mythology. With its exquisite images, vivid characters, humorous dialogues, and touching plots, it beautifully depicts the mythological world and humanistic spirit of traditional Chinese culture and has won wide acclaim both from domestic and international audiences.
Finally, online platforms and social media are utilized to promote and educate on traditional Chinese culture. For example, the National Museum of China regularly releases information and activities related to traditional Chinese culture on its official website and WeChat public account, so that more people can understand the achievements and characteristics of traditional Chinese culture in terms of history, art, science, and technology. For its part, Chinaculture.org is a comprehensive website dedicated to the dissemination and exchange of traditional Chinese culture, which provides a wealth of resources and services on traditional Chinese culture, including news, videos, music, pictures, books, courses, and so on.
Conclusion
This paper explores the differences between the communication methods of Chinese and Korean popular culture and their implications for Chinese popular culture through the methods of literature review and comparative analysis. The paper finds that the differences between Chinese and Korean popular culture dissemination methods are mainly in terms of definition and scope, dissemination channels and modes, audience and influence, and the roles of the state. The paper argues that these differences are determined by the two countries’ different political systems, economic development, social environments, technological levels and other factors. This paper suggests that China and South Korea should strengthen pop culture exchanges and cooperation, learn from each other, and jointly promote the development of pop culture in Asia and the world. China should also improve its cultural self-confidence, combine movie and television works with animation and games, and expand its influence through social media and other online platforms.
The innovation of this paper is that it systematically compares the ways of popular culture dissemination in China and South Korea from a multi-dimensional perspective. The study reveals the characteristics and laws of popular culture dissemination between the two countries and provides new perspectives and ideas for the study of popular culture. Future studies could deepen the analysis on the influence of Chinese and Korean pop culture communication methods and further consider the possible changes and trends of Chinese and Korean pop culture communication methods.
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