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Abstract: As a typical representative of Chinese culture, Wushu is the favorite of many Confucius Institutes. The pro-

motion of Wushu toward Confucius Institutes should draw the attention of China; China should intensify the coopera-

tion between related departments, work out Wushu promotion plans factually, highlight the communication of Wushu 

toward Confucius Institutes across the world and its guidance, implement the “grand Wushu view”, and boost the im-

plementation of policies for Wushu standardization. For the communication of Wushu in Confucius Institutes, we 

should specify communication objectives and orientation, build up cultural confidence, have respective focuses during 

overall communication, strengthen “three-teaching” construction, enhance teaching quality, form a brand effect, practi-

cally ensure sustainable development in such two aspects as fund and scientific research, profoundly communicate 

Wushu connotations in terms of theory and practice, and establish a nice Chinese national image. 
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