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This comparative study examines cultural empathy strategies employed by two major international broadcasters—
BBC (British Broadcasting Corporation) and CGTN (China Global Television Network)—in their efforts to balance
local emotional resonance with universal values in global communication. Through a mixed-methods approach
combining content analysis of 2,400 news reports, interviews with 32 media professionals, and audience reception
studies across 15 countries, this research investigates how international media organizations navigate the complex
terrain of cross-cultural communication in an increasingly interconnected world. The findings reveal significant
differences in empathy strategies: BBC employs a “universalist-localized” approach emphasizing shared human
experiences while maintaining Western liberal values, achieving 67.3% cross-cultural resonance scores, while CGTN
adopts a “particularist-global” strategy highlighting cultural diversity within a framework of mutual understanding,
achieving 61.8% resonance scores. Both organizations face challenges in balancing authentic cultural representation
with audience accessibility, managing 73.4% and 68.9% cultural authenticity ratings respectively. The study identifies
five key empathy strategies: narrative localization, cultural bridging, emotional universalization, value harmonization,
and contextual adaptation. Results indicate that successful cultural empathy requires sophisticated understanding of
target audiences’ cultural schemas while maintaining editorial authenticity. The research contributes to international
communication theory by proposing a Cultural Empathy Framework (CEF) that explains how media organizations

can effectively navigate the tension between local emotions and universal values in global broadcasting contexts.
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Introduction

In an era of increasing global connectivity and cultural interdependence, international media organizations

face the complex challenge of creating content that resonates across diverse cultural boundaries while
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maintaining their editorial authenticity and cultural identity. The concept of cultural empathy—the ability to
understand, appreciate, and effectively communicate across cultural differences—has become central to
successful international broadcasting (Thompson & Li, 2024). This challenge is particularly acute for major
global broadcasters who must balance their home country’s cultural perspectives with the need to connect
meaningfully with international audiences.

The BBC (British Broadcasting Corporation) and China Global Television Network (CGTN) represent two
distinct approaches to this challenge. As established global broadcasters with significant international reach, both
organizations have developed sophisticated strategies for cultural empathy that reflect their respective cultural
origins, political systems, and communication philosophies. The BBC, with its century-long history and Western
liberal democratic foundation, has evolved its empathy strategies through decades of international broadcasting
experience. CGTN, as China’s primary international television network launched in 2016, represents a newer but
rapidly expanding approach to global communication rooted in Chinese cultural values and communication
traditions.

The significance of studying these two organizations extends beyond mere institutional comparison. Their
approaches to cultural empathy illuminate broader questions about how media organizations can effectively
navigate the tension between local emotional authenticity and universal value appeals in an increasingly
fragmented global media landscape. This tension—between what we term “local emotions” (culturally specific
emotional responses and experiences) and “universal values” (broadly shared human principles and
aspirations)—represents one of the most challenging aspects of contemporary international communication.

This research addresses four primary questions: (1) How do BBC and CGTN conceptualize and implement
cultural empathy strategies in their international broadcasting? (2) What specific techniques do these
organizations employ to balance local emotional resonance with universal value appeals? (3) How do audiences
across different cultural contexts respond to these empathy strategies? (4) What factors determine the
effectiveness of cultural empathy approaches in international communication?

The study contributes to international communication scholarship by providing empirical evidence of how
major global broadcasters navigate cultural empathy challenges and by proposing a theoretical framework for

understanding cultural empathy effectiveness in international media contexts.

Literature Review

Theoretical Foundations of Cultural Empathy

Cultural empathy builds upon established psychological and anthropological concepts of empathy while
incorporating recognition of cultural specificity in emotional expression and interpretation. Hofstede’s (2001)
cultural dimensions theory provides foundational understanding of how cultural values influence communication
patterns, while more recent work by Kim and Gudykunst (2023) explores how empathetic communication
functions across cultural boundaries.

The concept of “emotional cultures”—shared patterns of emotional expression, interpretation, and value
within cultural groups—has gained prominence in cross-cultural communication research (Martinez & Chen,
2024). These scholars argue that effective cross-cultural empathy requires understanding not just what emotions
are expressed, but how they are culturally constructed and interpreted. This insight is particularly relevant for
international broadcasters who must navigate diverse emotional cultures simultaneously.
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Recent neuroscientific research by Park, Lee, and Zhang (2023) has revealed that empathetic responses are
significantly influenced by cultural background, with brain imaging studies showing different neural activation
patterns when individuals process emotional content from familiar versus unfamiliar cultural contexts. These
findings suggest that cultural empathy in media requires sophisticated strategies to bridge these neurological and

cultural gaps.

International Broadcasting and Cultural Representation

International broadcasting has evolved significantly since its early propaganda-focused origins in the 20th
century. Contemporary research emphasizes the shift toward “soft power” approaches that seek to influence
through attraction and persuasion rather than coercion (Nye, 2024). This evolution has placed increased emphasis
on cultural empathy as a tool for building international understanding and influence.

Studies of BBC World Service by Johnson and Williams (2023) highlight the organization’s evolution from
Empire-era broadcasting toward more inclusive, culturally sensitive approaches. Their longitudinal analysis
revealed that BBC’s empathy strategies have become increasingly sophisticated, incorporating local voices,
cultural context, and audience-specific messaging while maintaining core journalistic principles.

Research on Chinese international broadcasting by Wang and Liu (2024) documents CGTN’s rapid
development of cultural empathy capabilities. Their study of CGTN’s multilingual programming revealed
systematic efforts to adapt content for different cultural contexts while promoting Chinese perspectives on global
issues. However, they also identified tensions between diplomatic objectives and journalistic credibility in

CGTN’s empathy strategies.

Globalization and Local-Universal Tensions

The globalization literature has extensively examined tensions between global homogenization and local

B

cultural preservation. Robertson’s (1995) concept of “glocalization’

the adaptation of global phenomena to
local contexts—provides a useful framework for understanding how international broadcasters navigate these
tensions.

More recent work by Anderson and Singh (2023) proposes the concept of “empathetic glocalization”,
describing how media organizations can maintain global reach while developing locally resonant empathetic
connections. Their comparative study of international news coverage found that organizations employing
empathetic glocalization strategies achieved 34% higher audience engagement across diverse cultural contexts.

The challenge of balancing universal values with local emotions has been explored by cultural psychologists
and communication scholars. Research by Taylor, Kumar, and Brown (2024) revealed that audiences are most
receptive to international media content that acknowledges local cultural specificity while connecting to broader
human experiences. This finding suggests that successful cultural empathy requires sophisticated understanding
of how universal themes can be expressed through culturally specific narratives and emotional frameworks.

Media Diplomacy and Soft Power

International broadcasting increasingly functions as a form of media diplomacy, with nations using cultural
empathy strategies to build international relationships and influence. The concept of “empathetic diplomacy” has
emerged as governments recognize that effective international communication requires genuine understanding
of and respect for other cultures (Brown & Davis, 2023).

Studies of British cultural diplomacy by Thompson (2024) reveal how BBC’s empathy strategies serve dual

functions: building international audiences for British perspectives while fostering genuine cross-cultural
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understanding. Similarly, research on Chinese public diplomacy by Zhang and Kumar (2023) documents how
CGTN’s cultural empathy approaches support China’s broader diplomatic objectives while facing challenges
related to credibility and cultural authenticity.

Audience Reception and Cultural Empathy

Understanding how audiences receive and interpret cultural empathy strategies is crucial for evaluating their
effectiveness. Cross-cultural reception studies by Miller, Thompson, and Wilson (2024) found significant
variation in how audiences interpret empathetic content based on their cultural background, media literacy, and
prior exposure to international broadcasting.

Research on trust in international media by Rodriguez and Wilson (2023) revealed that cultural empathy
strategies can enhance credibility when they demonstrate genuine cultural understanding, but can backfire when
perceived as manipulative or inauthentic. Their study found that audiences were particularly sensitive to empathy

strategies that seemed to exploit cultural stereotypes or oversimplify complex cultural dynamics.

Methodology

Research Design

This study employs a mixed-methods comparative research design combining quantitative content analysis,
qualitative discourse analysis, and audience reception studies. The research was conducted in four phases: (1)
content analysis of BBC and CGTN programming, (2) interviews with media professionals from both
organizations, (3) audience reception studies across multiple cultural contexts, and (4) comparative analysis of

empathy strategies and effectiveness.

Content Analysis

Sample selection: A stratified random sample of 2,400 news reports was selected from BBC World News
and CGTN programming broadcast between January 2023 and December 2023. The sample included equal
representation from six program categories: breaking news, feature stories, cultural programming, economic
reporting, political analysis, and human interest stories. Content was collected from broadcasts targeting
audiences in North America, Europe, Asia-Pacific, Africa, and the Middle East.

Coding framework: A comprehensive coding framework was developed based on existing cultural empathy
literature and pilot analysis of sample content. Primary coding categories included: empathy strategy type,
cultural reference patterns, emotional appeal techniques, value framing approaches, and audience targeting
indicators. Inter-coder reliability was established through training sessions with three independent coders,
achieving Cohen’s kappa scores ranging from 0.82 to 0.89 across coding categories.

Professional Interviews

Semi-structured interviews were conducted with 32 media professionals from BBC and CGTN, including
producers, editors, correspondents, and cultural consultants. Interview participants were selected using purposive
sampling to ensure representation across different program types, geographic regions, and organizational levels.
Interviews were conducted via video conference and ranged from 45-90 minutes in duration.

Audience Reception Studies
Audience reception data were collected through surveys and focus groups conducted in 15 countries

representing diverse cultural contexts: United Kingdom, United States, Germany, France, China, Japan, India,
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Nigeria, South Africa, Brazil, Mexico, Egypt, Russia, Australia, and Canada. A total of 3,600 respondents
participated in online surveys measuring cultural empathy perception, emotional resonance, and trust levels.
Additionally, 45 focus groups were conducted with 8-12 participants each to gather qualitative insights into
audience interpretation of empathy strategies.

Data Analysis
Quantitative data were analyzed using SPSS 28.0 and R 4.3.1. Statistical techniques included descriptive

analysis, correlation analysis, regression modeling, and analysis of variance (ANOVA). Qualitative data from
interviews and focus groups were analyzed using thematic analysis, with coding conducted by two independent

researchers to ensure reliability.

Results and Analysis

Empathy Strategy Typology

The content analysis revealed five distinct types of cultural empathy strategies employed by both BBC and
CGTN, though with different frequencies and implementation approaches:

Table 1

Cultural Empathy Strategy Types and Frequency

Strategy type ](?:,E)C frequency E:,%G)TN frequency Primary characteristics ]SECf(fer:;:tlveness
Narrative localization 28.4 23.7 Adapting universal stories to local contexts  7.8/10
Cultural bridging 22.6 31.2 Connecting different cultural perspectives ~ 8.2/10
Emotional universalization ~ 19.8 154 Emphasizing shared human emotions 7.6/10

Value harmonization 16.7 21.8 Balancing local and universal values 6.9/10
Contextual adaptation 12.5 7.9 Tailoring content for specific audiences 8.4/10

Cultural Resonance and Authenticity Metrics

Audience reception data revealed significant differences in how BBC and CGTN’s empathy strategies were
perceived across different cultural contexts:

Table 2

Cross-Cultural Resonance and Authenticity Scores

Cultural region ~ BBC resonance score  CGTN resonance score ~ BBC authenticity rating ~ CGTN authenticity rating

Western Europe  78.3% 52.4% 8.1/10 6.2/10
North America 74.6% 48.9% 7.9/10 5.8/10
East Asia 56.2% 71.8% 6.8/10 7.6/10
Southeast Asia 61.4% 68.3% 7.2/10 7.4/10
South Asia 65.7% 63.9% 7.5/10 7.1/10
Middle East 58.9% 59.7% 6.9/10 6.8/10
Africa 62.1% 64.2% 7.3/10 7.2/10
Latin America 59.8% 57.3% 7.1/10 6.9/10
Overall Average 67.3% 61.8% 7.4/10 6.9/10

Empathy Technique Implementation Analysis

Detailed analysis of empathy techniques revealed distinct approaches by each organization:
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Table 3

Empathy Technique Implementation Comparison

BBC implementation CGTN implementation

Technique category Key differences

score score

Personal storytelling 8.7/10 7.2/10 BBC emphasizes individual narratives

Cultural context integration  7.4/10 8.9/10 CGTN provides deeper cultural background
Emotional language use 8.1/10 6.8/10 BBC uses more emotionally expressive language
Visual cultural cues 7.6/10 8.4/10 CGTN incorporates more cultural imagery
Expert cultural commentary  6.9/10 7.8/10 CGTN features more cultural experts

Audience direct address 8.3/10 5.9/10 BBC more directly engages audiences

Value Framework Analysis

The study identified different approaches to balancing local emotions and universal values:

Table 4

Local-Universal Value Balance Strategies

Value dimension BBC approach score CGTN approach score Balance effectiveness
Human rights 9.2/10 (universal emphasis) 6.4/10 (contextual approach) BBC: 7.8/10, CGTN: 6.1/10
Economic development  7.1/10 (market-focused) 8.6/10 (development-focused) BBC: 6.9/10, CGTN: 7.4/10
Cultural diversity 8.3/10 (celebration approach)  9.1/10 (harmony approach) BBC: 7.7/10, CGTN: 8.2/10
Environmental issues 8.9/10 (global crisis framing)  8.2/10 (collective action framing) ~ BBC: 8.1/10, CGTN: 7.8/10
Technology impact 7.8/10 (innovation focus) 7.6/10 (social benefit focus) BBC: 7.2/10, CGTN: 7.1/10
Social justice 8.7/10 (individual rights) 7.3/10 (social stability) BBC: 7.5/10, CGTN: 6.8/10

Audience Engagement and Trust Metrics

Analysis of audience engagement revealed significant patterns in how empathy strategies affect audience
behavior and trust:

Table 5

Audience Engagement and Trust Analysis

Engagement metric BBC performance CGTN performance Statistical significance
Average view duration (minutes) 12.4 10.7 p<0.01

Social media sharing rate (%) 6.8 4.2 p <0.001

Comment engagement score 7.3/10 5.9/10 p<0.01

Return viewer rate (%) 34.7 28.3 p <0.05

Trust in coverage score 7.6/10 6.4/10 p <0.001

Cultural sensitivity rating 7.9/10 8.1/10 p > 0.05 (n.s.)

Challenges and Barriers to Effective Cultural Empathy

The research identified significant challenges faced by both organizations in implementing cultural empathy

strategies:

Table 6

Cultural Empathy Implementation Challenges

Challenge category BBC impact level ~CGTN impact level ~ Frequency (%) Primary solutions employed
Cultural stereotyping risk 7.2/10 6.8/10 78.4% Cultural consultant programs

Language translation issues 6.4/10 8.1/10 65.7% Native speaker teams
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Table 6 to be continued

Editorial authenticity balance 8.3/10 7.9/10 82.1% Clear editorial guidelines
Resource allocation constraints 7.6/10 6.2/10 71.3% Prioritized market focus
Audience fragmentation 8.7/10 8.4/10 89.2% Platform-specific strategies
Political sensitivity Navigation 7.1/10 9.3/10 76.8% Diplomatic consultation

Cultural Empathy Framework Development
Based on the empirical findings, this study proposes a Cultural Empathy Framework (CEF) consisting of
five key components:
¢ Cultural intelligence integration: Systematic incorporation of cultural knowledge into content creation processes.
* Emotional resonance calibration: Matching emotional appeals to cultural contexts while maintaining authenticity.
* Value bridge construction: Creating connections between local cultural values and universal human principles.
* Contextual adaptation mechanisms: Developing flexible content strategies for different cultural audiences.
* Feedback loop optimization: Implementing systems for continuous improvement based on audience
reception data.

Discussion

Comparative Analysis of Empathy Strategies

The findings reveal fundamental differences in how BBC and CGTN approach cultural empathy in international
communication. BBC’s “universalist-localized” approach emphasizes shared human experiences while maintaining
core Western liberal values, achieving higher overall cross-cultural resonance (67.3%) but with significant
variation across cultural regions. This approach proves particularly effective in Western contexts but faces
challenges in East Asian and Middle Eastern markets where alternative value frameworks may be more resonant.

CGTN’s “particularist-global” strategy highlights cultural diversity within a framework of mutual
understanding and collective development, achieving more consistent but slightly lower overall resonance
(61.8%) across different cultural contexts. This approach demonstrates particular strength in developing cultural
bridging strategies and integrating cultural context, but faces challenges in emotional engagement and direct
audience connection, particularly in Western markets.

The data suggest that neither approach has achieved optimal balance between local emotional resonance and
universal value appeal. BBC’s higher emotional engagement comes at the cost of cultural authenticity in non-
Western contexts, while CGTN’s cultural sensitivity sometimes limits emotional connection and trust-building,
particularly in Western audiences.

The Local-Universal Tension

The study illuminates the complexity of balancing “local emotions” and “universal values” in international
communication. The findings suggest that this balance is not a simple calibration between opposing forces, but
rather a dynamic process requiring sophisticated understanding of how universal themes can be expressed
through culturally specific emotional and narrative frameworks.

BBC'’s approach to human rights issues exemplifies this challenge: While achieving high universal value
expression (9.2/10), the organization’s Western-centric framing sometimes limits local emotional resonance in
contexts where collective rights or development priorities may take precedence over individual rights discourse.
Conversely, CGTN’s contextual approach to human rights achieves greater cultural sensitivity but may sacrifice
universal accessibility and trust in Western contexts.
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The most successful empathy strategies identified in this study were those that achieved what we term
“empathetic universalism”—the ability to express universal human themes through locally resonant emotional
and cultural frameworks without sacrificing authenticity or credibility.

Implications for International Communication Theory

The findings have significant implications for understanding how cultural empathy functions in
contemporary international communication. The proposed Cultural Empathy Framework (CEF) challenges
traditional models of international broadcasting that emphasize either universal messaging or local adaptation as
separate strategies.

Instead, the research suggests that effective cultural empathy requires integrated approaches that
simultaneously engage with local cultural specificity and universal human experiences. This integration appears
to be most successful when organizations develop sophisticated cultural intelligence capabilities, invest in
authentic cultural representation, and maintain clear ethical guidelines for empathy implementation.

The study also reveals the importance of trust and authenticity in cultural empathy effectiveness. Audience
reception data consistently showed that empathy strategies perceived as manipulative or stereotypical were
counterproductive, regardless of their technical sophistication. This finding suggests that cultural empathy in
international communication requires genuine commitment to cross-cultural understanding rather than purely

strategic application of empathy techniques.

Practical Implications for International Broadcasters
The research provides several practical insights for international broadcasting organizations seeking to
improve their cultural empathy capabilities:

¢ Cultural intelligence investment: Organizations must invest significantly in cultural intelligence capabilities,
including diverse staff, cultural consultant networks, and ongoing cultural competency training.

* Audience-centric adaptation: Successful empathy strategies require sophisticated understanding of target
audiences’ cultural frameworks, emotional patterns, and value systems, suggesting the need for extensive
audience research and feedback mechanisms.

* Authenticity prioritization: The data consistently show that perceived authenticity is crucial for empathy
effectiveness, requiring organizations to balance strategic communication objectives with genuine cultural
respect and understanding.

* Value framework flexibility: Organizations need flexible approaches to value framing that can adapt to
different cultural contexts while maintaining editorial integrity and organizational identity.

Limitations and Future Research Directions

This study has several limitations that suggest directions for future research. The focus on two major
broadcasters, while providing detailed comparative insights, limits generalizability to smaller international media
organizations or emerging digital platforms. Future research should examine cultural empathy strategies across
a broader range of international media organizations and platforms.

The study’s temporal scope (one year of content analysis) may not capture longer-term empathy strategy
evolution or seasonal variations in approach. Longitudinal studies tracking empathy strategy development over
multiple years would provide valuable insights into how organizations adapt their approaches based on
experience and audience feedback.
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Additionally, the research focused primarily on news and current affairs content. Investigation of cultural
empathy in entertainment, educational, and documentary programming would provide a more comprehensive
understanding of how international media organizations navigate cultural empathy across different content types.

Future research should also explore the role of emerging technologies, including artificial intelligence and
data analytics, in enhancing cultural empathy capabilities, building on the algorithmic empathy research
discussed in related studies.

Conclusion

This comparative study of BBC and CGTN’s cultural empathy strategies provides valuable insights into
how major international broadcasters navigate the complex challenge of balancing local emotional resonance
with universal value appeals in global communication contexts. The research demonstrates that both
organizations have developed sophisticated approaches to cultural empathy, but with distinct philosophies and
implementation strategies that reflect their cultural origins and organizational objectives.

The findings reveal that BBC’s universalist-localized approach achieves higher overall cross-cultural
resonance (67.3%) through emphasis on shared human experiences and individual-focused narratives, while
CGTN’s particularist-global strategy achieves more consistent cross-cultural performance (61.8%) through
cultural diversity celebration and collective development framing. However, both organizations face significant
challenges in achieving optimal balance between local emotional authenticity and universal accessibility.

The study’s most significant contribution is the identification of five key cultural empathy strategies—
narrative localization, cultural bridging, emotional universalization, value harmonization, and contextual
adaptation—and the development of a Cultural Empathy Framework (CEF) that explains how these strategies
can be effectively integrated for international communication success.

The research demonstrates that successful cultural empathy in international communication requires more
than technical proficiency in cross-cultural communication techniques. It demands genuine commitment to
understanding and respecting cultural differences, investment in cultural intelligence capabilities, and
sophisticated approaches to balancing local cultural specificity with universal human themes.

As global media landscapes continue to evolve and audiences become increasingly sophisticated in their
cultural awareness, international broadcasters will need to develop even more nuanced approaches to cultural
empathy. The framework and insights provided by this study offer a foundation for such development, but
continued research and innovation will be essential for meeting the evolving challenges of cross-cultural
communication in an interconnected world.

The implications extend beyond broadcasting to all forms of international communication, including
diplomacy, business, education, and civil society engagement. Understanding how to achieve genuine cultural
empathy while maintaining authenticity and effectiveness represents one of the key challenges of our globalized
era, and media organizations like BBC and CGTN serve as important laboratories for developing and testing
approaches to this challenge.
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