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Appendix
No. | Pseudonyms Role Residence Place In:c;irr\rzli:vv
1 A01 Loyal follower Beijing 2018.03.05
2 A02 Loyal follower Shanghai 2018.03.28
3 A03 Loyal follower Shanghai 2018.03.31
4 A04 Loyal follower Shanghai 2018.04.08
5 A05 Loyal follower Shanghai 2018.04.10
6 A06 Loyal follower Puyang 2018.08.07
7 A07 Loyal follower Puyang 2018.08.08
8 A08 Loyal follower Leiden 2018.12.15
9 A09 Loyal follower Beijing 2019.03.17
10 BO1 Beauty blogger Shanghai 2017.12.07
11 B0O2 Beauty blogger Beijing gggﬁéz
12 BO3 Beauty blogger Tianjin 2017.12.19
13 B0O4 Beauty blogger Tianjin 2017.12.21
14 BO5 Beauty blogger Hangzhou 2017.12.24
15 BO6 Beauty blogger Beijing 2017.12.25
16 B0O7 Beauty blogger Unknown 2017.12.30
17 BO8 Beauty blogger Chengdu 2018.01.03
18 B09 Beauty blogger Dalian 2018.01.03
19 B10 Beauty blogger Cambridge /Shanghai 2018.01.03

225



Appendix

20 B11 Beauty blogger Shanghai 2018.01.07

21 B12 Beauty blogger Beijing 2018.01.08

2018.10.01

22 B13 Beauty blogger Shenzhen 2019.11.26

23 B14 Beauty blogger Tokyo 2019.04.30

24 B15 Beauty blogger Shanghai 2019.08.13

25 B16 Beauty blogger Beijing 2020.03.04

26 E01 Agent of a top Hangzhou 2018.01.08

wanghong
27 E02 Manager of I Oréal Shanghai 2018.03.30
marketing department

28 E03 Marketing manager of Shanghai 2018.03.31
a cosmetic company

29 E04 Marketing manager of Shanghai 2018.04.29
a cosmetic company

30 E05 Marketing manager of Hangzhou 2018.08.18

Tmall
31 E06 Sales manager of a Chengdu 2018.08.19
beauty company

32 E07 Manager of Weibo Beijing 2018.08.22
market department

33 E08 Manager of JD beauty Beijing 2018.08.26

department

34 E09 Founder of a MCN Hong Kong 2018.08.28

35 E10 Industry analyst of an Guangzhou 2018.09.03
mvestment company

36 El1 Director of a Utrecht 2019.01.21
marketing company

37 E12 Founder of a MCN Shanghai 2019.04.18

38 E13 Founder of an Shanghai 2020.05.29

advertising agency

226




Acknowledgements

Acknowledgements

Undertaking a PhD is a fascinating yet challenging adventure and I am so fortunate that
these people have accompanied me on this journey.

I remain grateful to my supervisor, Ernst van Alphen, for his initial interest and trust.
Without his support, I would have had no chance to come to the beautiful country of
the Netherlands to start my PhD project. During my PhD, he generously allowed me to
formulate my thinking and set no limits to my interdisciplinary exploration. I owe thanks
to my co-supervisor, Eliza Steinbock, for their persistent support. They gave me
constructive suggestions regarding my dissertation drafts and encouraged me to become
an independent scholar. Eliza always gave me positive feedback when I kept doubting
my wotk. I am sincerely thankful for the assistance of all interviewees and friends who
connected me to potential interviewees. Without their kindness and generosity, my
research would be merely an empty proposal on paper.

Guanmian Xu and Hui Ji, I am most fortunate to have friends like them, who have
supported me in every possible way. Their home has been my safe haven in Leiden.
Every time I came across an academic question, I would go to Guanmian; every time I
felt clueless about my life, I would call on Hui. I am hugely grateful to my close friends
outside Leiden, Shuaishuai Wang and Tianyang Zhou. Shuaishuai read through my
manuscript and offered me his critical reflections; Tianyang listened to my concerns and
showed me how to broaden my thinking. Both intelligent and hard-working, they have
provided me with role models in everyday life.

Doing a PhD is a lonely journey, but I am lucky to have amazing friends and
colleagues. I give great thanks to Bingying Yang, Thomas Collomb, Qing Wang, Ting
Shi, Huayu Zhang, Shuai Yuan, and Boyu Xiao. I still remember how stressed 1 was
during the first year of my PhD. Meetings with you guys smoothed me and restored my
confidence. Fen Liu and Ning Wei were my best neighbors and I can always trust them.

Qing Cao, Lingling Weng, Xiaowu Sun, Zijie Zhou, Yixiu Jiang, Yujing Tan, Jiayi Xin,

227



Acknowledgements

Hang Cheng, Han Hu, Simone Luijks, my M’'MAZYNG ladies (Claudia Giese,
Agnieszka Kazimierczuk, Yuxi Nie, Nikki Sterkenburg, Maricke Visser) ... As I
struggled with my PhD, their friendship offered me great relief and gave me an
enormous amount of energy. My colleagues Rita van de Poel, Lotte Pet, Tim Vergeer,
Ylva Klasssen, Tingting Hui, Lisanne Wepler, and Céline Zaepffel, you made Leiden
University a lovely place to me. Yra van Dijk, Bareez Majid, and Merel Oudshoorn, 1
appreciated talks with you in my dark days of feeling lost.

Two reading groups benefited me alot in the final stage of my PhD, especially duting
the endless Corona lockdown: one is a feminist reading group initiated by Fan Yang, the
other is a media studies reading group initiated by Qian Huang. Fan and Qian are
passionate, smart, enthusiastic people and I got to know more scholars like them because
of the two groups. Reading with these groups fueled my desite for knowledge and
boosted my hope for future research.

I was also lucky to receive help from Cara Wills. I met her at academic conferences
and she generously gave me valuable time and advice on improving my research project.
Special thanks go to my doctoral committee members, Bingchun Meng, Flotian
Schneider, Sybille Lammes, and Thomas Poell, whose comprehensive reviews and
constructive feedbacks pushed my thinking further and brought new energy to my
research.

I am beholden to Jing Wu, Hsin-I Liu, Simin Li, Jiahui Shan, and Hongzhe Wang.
Conversations with them at Peking University spatked my interest in academic thinking
and motivated me to pursue an academic career. Their critical spirit, intellectual curiosity,
and broad interests taught me how to have fun in academic thinking, which gives me
long-term benefits.

I am deeply indebted to my parents, Yan Li and Xiangang Guan. They always respect
my career choice and support my decision with all they have. The more I read about
feminist theories, the more I understand my mother and Chinese women like her, which
is a crucial gain of my PhD: if a humanities scholar cannot understand real humans and
the social environment around them, what is the meaning of reading tons of books? 1
am also lucky to have a great partner, Xiao Zhang. We talked alot in the past four years

despite the long distance between us. Without his company, I might have obtained my

228



Acknowledgements

degtee eatlier...I’m joking. It is such a present that we have gone through the distance
challenge and become each other’s best friends.
I was often trapped in self-doubt and feeling lost during my PhD and I extend my

gratitude to all of those who played a role in what I have managed to arrive here.

229



Acknowledgements

230



