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Abstract  Social media has opened up a new international arena for the
communication of economic issues. However economic communication is also confronted
with challenges brought by dynamics and soaring complexity in the international market.
Therefore this article aimed at addressing strategies covering economic issues on the
international social media platforms. With the example of Chinese mainstream media’s
coverage of “China-US Trade Friction” on Twitter by People’s Daily Xinhua News Agency
and CCTV the article analyzed the themes formats and framings of reporting and
discussed the strategies of social media communication in order to provide implications

for economic communication in the social media era.

Key Words Economic Issues; International Social Media Platform; Reporting and

Communication Strategies



