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Abstract

In the context of the rapid development of the “Internet + Education” initiative and the global digital
economy, the widespread use of social media and short videos has enabled international Chinese
education platforms to engage in brand promotion and learner acquisition in a more interactive
and emotionally appealing manner. This study takes italki as a case example, analyzing its content
strategies and marketing pathways across YouTube, TikTok, and Instagram, and exploring the role
of short videos in the “attraction-conversion” process within international Chinese education. The
findings indicate that italki achieves high brand visibility through its multi-platform content matrix
and user storytelling. However, challenges remain in terms of the professionalization of teaching
content, the depth of cultural communication, and the establishment of instructor content guidance
mechanisms. From the perspective of international Chinese education, this paper further proposes
optimization strategies aimed at offering practical insights for the future integration of digitaliza-
tion and commercialization in the field.
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