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Research Article

Renging in Social Media:
Ideas, Actions, and Outcomes

Wangqging ZENG, Song LI, Shengdong LIN, Weijuan LI, Yawei LI,
Tingting WANG, Yuhang LIU

Abstract

Chinese society is characterized by renging. The popularization of social
media provides an opportunity to observe the operation of renging online. The
findings of this study show that Chinese usually consider seeking help from
online friends in the ideological exchange of renging, which involves the
judgment of guanxi, the norm of bao, the appraisal of costs, and other actions
inside the network. The hierarchical arrangement of these concepts has
significant effects on the rules of exchange and the willingness to help. The
actions of acquaintances are characterized by a long-term orientation, whereas
those of strangers are characterized by a short-term orientation. In most cases,
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the outcomes of the rationality of guanxi and the individual’s reasoning are
very different. In this study, the findings regarding the ideas, actions, and
outcomes of renging could be helpful in exploring the mechanism of political
power in contemporary China.
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