EEANER e NG AR SRR IR NS
(EF RNV GRS

AFRE AL®RT 10 A BF G AL X,
SR O PP e B 5 A B N R R
MIRBAE R A BEHR, KLKN: &LHF,
PEERFHMAG KB R AR XE A8
Rt P EREER SR GEARMLF LA R T
W, FezF. . HFEELTFE@DRE,
A AEBE. REAR R A THEAS f @
B B8 ¥ART R E It aal, muldt
BHFZERERAGERAE; RELABRAKR
ZWEFR AR LT EZELR AZXBARZAX
T AR A Bt B RBEAR K AT R A
B R B AR 6 e AAm; LR B, KX
P T AT E R G SRR A b T 6 Kk e
# Lo

— 5|8

283 Al I A AR RS B R T AR Y
PAVAN S N EOS 2 ST N L RS N T
SR BB B B . LM 2% i8 35 ( BBS) |
1 % ( Blog) . # &% ( Podcasting) . it &
( Digg) . BURF@IR (41 QQ+ MSN) | #h 22 [
2% (SNS) . il ( Twitter) N EZIE XA H
BREAR NS 24 A 42 BROBT () A% 1% 4 Jm 7 A2 T )Tz T
TR Y 52 o

2004 4, SEELEIEZ S« FHIKE (Dan
Gillmor) 7 (H A RA RS F AR D)
( We the Media: Grassroots Journalism by the peo—
ple, for the people) H1#4g Hi A 4w 2 DA %
& R EERA. wis. W@ RS
BN AR A N BRI G RR ™ . AR ((We
Media) X #8255 AR ( participatory media) .
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H 2R ( social media) FIESTEHEA ( collab—
orative media) , F P AEFEN ALK ( User — gen—
erated — content) o AT X $EE SCAY P RAER U B BT
AR A TR EARA R ML L H A B e
IR, MBORBER  — RS2 AR dRR. 0
FBEHGA T LR B ZARAHZ
W, mEmEnsS5EmelEs. 2
MRYERFSM, 25200 EAE AU s,
apiwillic oo L LR (VSR L ik F AN 2 VR (o
H R, HAZOE T 52 ARG E A
FARf .

SR NG R o iy (N U RS IS 1]
TR TR R AR R, TRt S
AR A O SO AR R U, BT IR
B “HRE o A BRI O R T R AR
B A FARAE S 5. [N 2 iy [ B o
ZAgR “eaR DY < EH/RE (Dan Gill-
mor) XFHURGEAT 74328 WA 1.0 IR gt
PR ULHEER (old media) , BEA 2.0 J& A {758
WRTUCHHT AR (new media) =35 1Y B5 LK,
M 3.0 w2 LA % o 3 m A AR (we
media) 2

ANV G B K N 20 4 09 1Y & i P e
1E internet [F) & @ JIFEH, T 10 4FFEARES HAEHS
TRENEEATTEMN LT, 15 10 4R 0] 58 4 FH7E
ANGAZEMBEZR Y R, Wf Ak 55
W 20 4ERY KR IR A = A B B Boe
BEN R RN A B B, e R A 2T
Wl 55 R B P A NS B,
LA 2 Youtube SRR M 2E Web2. O (140345
=B Be, HUHK R GRS AR A, X
B AN AR R AL A M4 (Social Networ—
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king Services fij#x SNS) o TERIPIBTEL, HHKM
ORI T AR B TS B X PR A
M7E SNS Z b, AR 37 i A= 16 7 0 IRAR 7
K Byl Brogmb s, £ 225 n 4k
SRR,

2002 4, FEEHFE R W B S .G ((Media
Center) WX iV JE * 1AE ( Shayne Bowman)
MTESERT « @A Er ( Chris Willis) 7F  F BE44%:
ZAREANT 0T 5 S AR K ) (We Media -
How audience are shaping the future of news and in—
formation. ) R g, #2021 4E 52 Aok AR
50% FRHT ) A2, JiE I S GBI P AR N A5
ARG A SR 0 S B o R 4 (0 AR L

MG R ERA R AL AEHE ((Universal Me—
Cann) 2010 4F % A5 (49265 T BT X 42 Bk A AR5
W AR SRR R R o A R 2 R Y
i A E5E) " ( Power to the People: Report Study
Global Impact of Social Media) , 7E4EKUTE 16 -
54 % ) W B e 3,46 AC T P B 1
3.03 fC P S = M B 2 2. 02 fC T P AEAE 2
T2 48 BEALATTAY S AN BERE DU, 1. 84 /2
PN T HO M 16 ACH T T RSS
W BERAT 1S AL NV L2 AR

S T 50% N HZAE 30 2 LR, H
F196% 1) 30 2 LT B4R AT IAFE 2 A
2 Facebook (14 Ji] i i € 28 M i 8 R 51 437 7K
FEERAAR N B 28 IO G55 199 R A 4 8% 585 — R A
HEG . 2009 4E 35 [E 4 8 X R IHARA — X &l
S AR SE R, 2 2010 4E 6 F, Facebook H]
FORCR C 250 5 42; TS, Facebook B M AT
B S« FLIAKFRE 2010 4§ Facebook
BOKARA FTREZEHE 10 42"« 2R Facebook J&—
PMER, BRI R EE = RER, A0Z
TEE, WSTFREMEE" .

FUL[FEAT, Youtube B 281k 4 EREE — K4
Ryl 2RI MBI . RO R
A 1S AR, HEAVIRRVIEILR
YEE R A B EAERG, 78% Y S E R AR YLIE
SR . T AL S R PR AL B (A5 R A
MAZE (word of mouth) ELZAEM T HHZ &
( world of mouth) ",

b E X [ PR R B I BT 32 BB X S
A, Ao BT AT H R A I 1 B 1Y
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AOCHESE. MH, B2 miEes. SHES
FEPRA S 2, [ PrAe S iR P A 3 3
Heb. EMEEEREL. HE5eit, a7, LBt
AL BB AL HE A PO K A X bR T iR
PR 55 R I TE 80% Zidi o [ bRALd% b b [H35
TS SR e e o v [ E B AL R
S T 0T [ 7 ] B BV PR TP R B A
e R, P EE E PR A E e 208 g
fb B R

Horbr, — s MURY B 22 451 2 2008 4F kAR
FIPIEL 3 « 14 SR LU Bas JOE 2R T . R s
A TR A v [ [ PR BN S PG X A K
BT b 5 LA 2 1) i A e R R A
FEMIRFIE 45 R WoR, R E R BHA XTI 5t 8z
P8 A BE AL 30% SRy rh R A 70% LA A T
JES S W, PTG R BRI A
B VI AT BRI BRI Al
fir, S E E Z I8 4 R BE AL A AL -

—J7 T, VU5 AR 58 I AR O I R
Vi gL LR TR EAr, RO SR
AR B () OR B AL A T ADAE . RIS, DA RS
SHARA Y WA I DR R AT 2 S A
G EPRAE GRS R, AR M. A REE .
B SR W A DL AZ AR A N AR Y
AR EEEDR. EREFELET =T, KRR
A ST LT [R) R

1. [EPR A AR b0 o5 e B e i IR N 3 %
S EPR BB LA RS B LB R
FUP EIEAR 2 B i [ E RO gL R AL T
BHLLSE B BT A AR — R XS A
I, REMERIEAK, Fit s AE R A
A AR BEXT S AR B I R AA A £ AR SOR
B TNl NSl N S G N g
WARBLS OB B fOE A B AE SR
FEARN Yy, WEBR A A e B T
PEHGA

2. EFXTEBR B SR AR B R L, ]
HEATERIR 5] 3o [ BRI A X U 46 ] B B i 9
LA et R ML, WAL AT REH R PR . 7E R
GEioT E bR [ RS AR B IR . R Y S A
by AR R A B BR ) E A p5 AR B 1Y
| T R F L o



—. HFxRigit

T LA AR, ASCilis N R

Pk SR E bR A B W AL B . AR SOk %
TR R
W L8 IR IR FI S R 7 B E2Z 0 A AT .. H
SR RN | BN ST B r s 71 i = ST S
TRBHAR, HABIE 254 g 8E 7 —Fh B AR BUA IR 1T
WH5E, B AE T 10 F A R AE S WF 520 4.
TEXT B AN AS [F]) B RO 28 BAR AR A 2 % I,
A SCH JERZ H AR X 0952w ) FAR k.
Horp, HZEZKAEFET Wordpress Fll Technorati
VERWFSER G P& e 1 & 4411 Digg F1 Red-
dit AFTERS G ISR 2 Twitter P ufi; 1
A i 195 P& Facebook; L 4t ) 3l £ £ Youtube;

(4 N AT E N EET

PIZEIEIATEFE Topix; 23 B R IHEEFE T I & KA

Nowpublic DX K 3% [ A 2 i A R #E H 1Y Treport o

TERINLL L 10 R 2 5, AR SC i 1 A

SR R 8 2R China SR, HrPARYERE
AREERRAN, BRI FEAR 340 2 500 4%,
10 Fift [ BEARICHCARAR G 4250 F%. FE I EEA]
b ARIOU 4250 FRARE AT TN A . i
I3MT, AR SCHY EEHFTOAR AT -

Alexa
AEATL S | BARFRA R\ HAE
“’ AR EHE S
o Wordpress 500 18
- HE
Technorati 350 897
. Digg. com 400 144
. EBER
Reddit. com 350 135
. Twitter 500 12
. AR M 3E Facebook 350 2
. AR M 3k Youtube 500 4
. M%LIw Topix 500 867
Nowpublic 340 4284
. KA 3k
CNN Ireport 460 4273
BHARE 4250

=. EfRBEEETEEBFHIK

L 34 F B R FAHRAS | A IR ARk 2
WIS RAT SR et B, 7 3499 %A
75

B R G R A S iE IR . B IR AR R G| F Rk

o W AT SR, Hoh “SEO R A SR
KE” W%, £1618 %, N 46.24%; HKZ
e G IRIE T K R, A 920 &, b
26.29%; BARER AR BRI M
“hATEATAGE", AR 13.29%
12.75% , f/AH)E “BlEMBEKNT, U
19 %

Htar b, { R B R 2RO T P E A
WH S ERFA L (ANERER ALREA
AHGE) i TR ES RN, — ik
G A R E R SFAFA 2 A R 1IE E
BRI E . HP e A ) E R S A vy [ B )
X E B GRS, s R b L
iz 2. PGB P EL B R X
I8 e S P40 5 S I o A )32 e

XA TR I L FHFARRI K
FE E IR
N HE 233
LA 143
Elop g oS 139
BB b ) 46
X W ok A 40
M 27 6 67
FHInF0 23
& & A 20
# 5% P2 18
RALF 4 17
XARKRFAM 17
EX 13
#ie L AFH 12
g E A 11
W3 e 14 FAE 8

2. AR AL FEL s A B IR B R T
HLHEHTHREAR

I A SRR U, At 2 R AR 028 3 ) fE
2 A AR S T v R . ARSI
H AR A a2y AR R RO e, St
975 &, 5 22.97%; HRZHBUE, it

801, i 18.87%; I i/ ¥ A 688 4%, N
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16.21%; SCILIUET 465 4, 15 10.96%: 452/
EBRCHR 412 %%, 49.71%; FEEWUE 180,
4.24%; JiRiFOE 157 4%, 5 3.70%; BHEIL
W72 4, 54.05%; 1AF 148 &, 53.49%;
oAt 73 2%

R RAR U FE W R BO 2 FEAR b
Vi ENFERTEFE B B A R K
T ORRFE G - P ERRA AR,
BARFA I =R 0k S F . SR 230 28 5
WS TN A 2 R KT
R o 22 IR R FE G B 42 B kR R
FBL. 7 L M N R TE A 5

3. FHEZFAEZANER

AUk, b IE TR AR T E E 5O
2, AR rh [ 28 5 A O R 32 2 LA IE T i
EHRF, X E ST R RE . KRNST
Eo K (Largest, biggest) . Wit ( Rising. e—
merging) . TZL (Top) . $MJE ( Leading) . #%
K FEYE ( Model. example) | 83550 ( Pow—
er) ST NCA E SCH N85 1) £ EOCHE R .

WRFE A CER R . 5 4n: China: Rising Dragon
(HE: UEEAEJE) ; Emerging economic powers
like China and India ({2 [E. EJE X AEUEE A
25758 E) ; The 21st century must be handed over
to a rising China (21 40— E3CH— R A A
) ; PERE A UREMZ TR E (a rising eco-
I BB S ZTFA (The fast
— growing emerging economy ) o

B (R #e Py KA. 40 China,
the world’ s largest economy ( A [t L & K HY)
Z5HAK) ;5 the hottest economy in the world ( {5t
R ZETER) ; the world” s third — largest e—
conomy ( fit B2 = K & ¥ {K); China, the
world” s largest mobile market ( HFE 2 H Fi ok
BT AL )
world” s largest market for gold investment ( H[E Y,
HHER KRG 24 YE 1 5) : The country
holds the world’ s biggest Internet population ( H [
AR L ERBEMME) ; One of the hottest
markets in the world ( H[E 27 L EH#T S
Z—);
market since it joined the World Trade Organization

(H i A M 52 ZH 2 AR — B2 & R dre PR Y

nomic power) ;

China into the position as the

China has been our fastest growing export
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th i) ;
world ( A REREK M E PR %) 5 China is now
the world” s largest shipbuilder ( 7 [E B 7E 5% it
R ERREEMT ) ; the world” s largest tourism
market ( Fx KJEHET ) ; China, the world” s lar—
gest Internet market ( A9 EtH A & KA H BT
%) o

SSE BRI Y O B iR . 5]
JE A a9 B #F ( China:
World) 5 H [ g 4 1 54k J b B K 1 S (a
I:'j
[ A LR HLAR B 425 0 T ( China
is poised to become the world” s economic leader
R AL
T3S S i ( leading economic power in the
world) 5 TN b FEKE B R — A T A 2R

( Which country is the world” s leading economic

( No. 1 international reserves, in the

[
An Example to the

model for developping countries in the world) ;

within the next few decades) ;

power? Almost half of Americans think it” s China,
HE A SE T 56 [E 110 4
SRAE i 325 Ml 75 T Y 455 b 5, 2010 AR U 56 [
IR TS b T a3 4K

4. B TR B HAR 4 B0E SR R R AR
3

VO 5 A v [ BUA B9 B R — B TE ZI R
E%. et (URBEATEL) 5
o, POBAARXS “Crrp R fRfERoE. R
MR iz )E, TS ELSRAE
SCPR BB A A X S SRR 2, v [ 4 v 7 )
A BREET WAL A E 5, Ny e S Y
JE BT SCBURT, R BB AE AT
FEIT BRI R, A AN B Z AR A
ALLOR R KRBT, e mh E “g
B BN R RKDES Al .
TR ke IR BYERg B, XS
SRR 28 B S LR B DE O A i A T 44
RS AZ, P95 NS EA 2R Hikh EIE
. FhERS R R SR TREE. X
it “WREEAL” v E R SR GE, Y24 R IR TR
P — 6 NI I0 M 5 i b s s

A DG T 1 v B O TR W N R
LIPS BT TR S O TR
KHEAG b FRATAE A A WOR b O
HIRMF IS A d~ XR34S v DR A2 g

according to a new poll) ;



PE RSP PO = — DU R
PR DG Ry B sm U AL . g [ oN R AR
U By QS L

AR 0] R — B PG 7 A R B Ak v [ R
FIFFT, AR BN AR A i 3 HE 2 52 ) 4%
GEIE A ) 52 e A G ]Se dn:
374 people during Olympics, Amnesty estimates [E|
PRAFIRCH PR b e 0z 2 W a4 A 4E 374 N
British citizen Akmal Shaikh executed in China ¥ [
ARG IR « PR EAE T E AL R;  China
Lets Child Workers Die Digging in Congo Mines for
Copper M EFFHEE T, {17640 A% 5 58 255
Animals Also Killed & Abused In China! Zh4y¥5is5
e E gL E %; China babies ‘sold for adoption’
SRR 9 WS

ERCIENS NN Wk aing CESEPOR Sy i E
i, P b O BR ) RO2% A e dn [
BRI k1% ( The Great Firewall Of China) ; [
IMETEHFHNEF A ( China scaling the firewall
of digital censorship) ; H7 [E B iz 23 W [a] A GE AR IE
M4 H Ml ( China won’ t guarantee Web freedom o—
ver Olympics) ; 1! 4R TR LiEAHET R
( You Bastards! Wikipedia inaccessible in Shang—
hai) 5 SCRNVIZE A R R, R
B FE A ( Microsoft should follow Google and drop
H O R A 19 25 7K %55
SIS W S ( CHINA: China hires Net squad to
sway opinion) ;T A RBEFR I W 45 R ZE (
%) IEHE % ok ( China’ s cyber army is
preparing to march on America, says Pentagon) ;
i 60 S AF [ EK HI A7 I o K 2% 4T i ( China
Clamps Down on Internet Ahead of 60th Anniversa—
ry) 5 G R R BT B A E S (Abuses
of press freedom in countries like china) ; J™#% [
W 2g 35| ( Tighter Internet controls ) ; F[E{K 4K
AAE B k3% Z F ( China is still behind the
infamous Great Firewall) ; 7357 [ 55 #x 75 T St A%
Vit AL ( extreme authority in censorship) o

BTG FE A R E R P E SO — AR E
) [E ( decidedly undemocratic China) . &l [
% (tolalitarian states such as China) . E{AE K
(‘authoritarian states) . H' [& 4k £ H 5 & 48 iR
#EAT NFUE

China will execute

censorship in China) ;

( China continues its crackdown) ;
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B R G R A S iE IR . B IR AR R G| F Rk

( human rights suppression) ; Z&B{ ( tyrant); {3
JEAAL ( abuses human rights) . A AT #E 1k
(deteriorated) ; 44 B ERA EREAFBULE . AL
M2 G B4 T ( detention of political dissidents,
human rights advocates and religious activists) ; 4H
JE ( crackdown) %%,

5. B AR £ ALATE ZILE®

o SR B W5 P 3 RO e AR
R B S OO, B B R A AR B
1F T i E W A X B 2. MR ( Mystery) |k
(puzzle) . e (story) JEHIREVEH E SCILRY
G, T B ALY ((Exciting) o & N 50AT Y
( fantastic) . 5] ABY ( fascinating) XL 25 1A
DA AT 25132 2 % v [l S AR AR 30 sl B 1

SO B R A B AR v I B R A
“PEIXAFET WH. E& B REA Ol
FRw PEIR. WAUE R RS R EEAA
iy AL FHXFAY. TFWHER
W SEEE . E X7 SAE i SE

a0 5 AP LB b, 8 b DR 2 0k
ST SRR RS — R E KT (a coun—
try with ancient history and modern development
combined) ; FE R A&E ( credible history) , J&
TS b e 52 Wl i B %8 Z — ((the most popular
country in the world) ; [ SCAL LG 1Y TG
A W EF P9 ) (the culture influences the
west in deep and subtle way) ; [&]s) 58 45 fp 5 5
Xy, b E R B E & A (Oldest known
AR R B B
( Top 10 Ancient Chinese Inventions) %%,

PR AR ASCXOGIER E5E, 2 A
N AE. ( exciting, beautiful, pretty good) » 5 40:
WA E RO S NBE, MELLERT (a-
mazing, unbelievable) o 1E MR A RKIYES™,
KlJe N2 3 19 a5 308, J2 5 K I A R AR

( Voted one of the world’ s greatest treasures, the

pottery found in China) ;

Great Wall of China is a man — made miracle, pow—
erful national icon) ; 10 Wonders of the New China
(Fr E A+ K2 3) ; Beautiful pictures of land—
scape in china ( §& 1A EXIEE F) ;. Beautiful
Shangri la in China ( SEFHFIEAS B 45

6. FEAH AL ZIET

PHE B 2R PR BOR S ks iR
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R A TORT A 2 F B, U HR TP R ik
PR BHEOTHCHE BRI ((advanced tech—
nological progress) . % 3 i) K258 4 ( The suc—
cessful spacewalk ) , [RIEJIAN R N — PR
MZ 35 5R [E (next scientific and economic power)
o WP E RO T B A NS 261
KB EZ ( The nation became only the third in
the world to put a man in space independently) ; A
P ENOREA — D EZIRBNE TR 8, R
BB BHLIE . 5 6 B8 00 A0 = B2 ( Never
before in the history of mankind had a nation soared
to such heights of abundant prosperity. Innovation
thrived. Science advanced. Lifespan doubled) ; H1[E
WERIVEHE A B — A N TR IR 280 % % ( Chi-
na to build world’ s first “artificial sun” experimen—
tal device)

X v [ B AR FE 2B DL KT i BE IR AT & 7 T FY)
TETARIE An: o A 4 BR e B ) T
( China has already become the global leader in
HSR) , A5 Fisoits b X i) gk
M ( most advanced and extensive high speed rail
line in the world) . A [E IEE M — "D T #%
Wk TR B9 % ( China s changing
from the factory of the world to the clean — tech labo—
o IE R O S R
gra gl T e ((the world” s leading
market for the cheap, green vehicles) .

7. W B IR A Ay HT 0 T AR A

PRI B Sy op B BT ) R T AR A . A IR
B AR s iR Sy MR B e o T
BT Z—" (one of the most polluted cities in
the world) ;v [ B¢ 76 2t ¢ 45 — K05 44 [
( China is listed as No. 1 Pulluter) . {5 & KAY
V54 E % Z — (the world” s top two polluters) .
TS Fd R SHERCE ( the world” s biggest
emitter) . {5 b a5 KA ZE ALK HE R ( the
world” s No. 1 industrial source of carbon dioxide) ,
PR EFEE— F VR EL ( China’ s environment is in
amess!) . JEEERAI—DEiHFE (a global gar—
bage dump) .

g B 28 55 48 K2 DT Y B AR 4 B
R PR A DT EACH, b B 38
MR B E AL FECE ( heavy price for the

ratory of the world)
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country’ s environment, people’ s health, overtaken
the US as the biggest producer of carbon dioxide) o
FRAEAA B, T RIS T ASEAE D H e it
5 Qe s e H AT 20 T AT 16 e E
FEAEA 400000 Hr[E A FE T A 25305 Qs & 1
¥<JK5 ( thousands of miners are killed every year,
China’ s most dangerous job, 16 of the 20 most pol—
luted cities in the world are in China, 400000 Chi—
nese citizens die every year from diseases related to
air pollution) .

8. W TR KPR ARL i@ E 5

FI AR B A B 5 0 ) A% 5 1) o AL 7R
. AP e Bt T 32 2 A AR B
sy ARG RRS S8 A A A IR RE
el T I B O B TR AL AR BRI (ty-
rant) . ZIEAAFL ( abuses human rights) . AFUE
POUAL ( deteriorated) . ) B B b 45 AS [A] B UL
o NP SR 2006 31 57 F ( detention of political
dissidents, human rights advocates and religious ac—
tivists ) . = K% 35 il B /K ( tightly controlled
media) . H BE X 40 ( blocking Twitter, Flickr,
Youtube) . #HJE ( crackdown) .

SR UIR) R T VG G R R — P T4 I A 4R
HRR . e B i 58 5 BRI R AR It A
( Ethnic unrest in China leads to mass arrests) ; P4
WA PETK, FRI 1B WIPE L ( Tension high,
[ U
VHPH TG T IR ME ( China tells living
Buddhas to obtain permission before they reincar—
nate) 5 HE| BURE A5 UR VE OO DR: AT BUR R &
ANfE#E i ( China to Tibetan Buddhist monks: no
reincarnating without our ok) o i ¥E P i o] B |,
A% BTG 77 A SR Y A2, 1956 45 7 i
R, IR EE”  ( escalated invasion) , [R]Hf
TR T R RO AR Y R B R MR AR B
YUK & T QAR IBR”  ( policies of imprison—
ment, torture, starvation and forced labor) o

9. EFR A PR AL B T Skl
Yoot LR 2 R AL

WAEgeit, £ 4083 Z B4 2 Wil &5
Forprp RIS TR 2, O 2285 %, 5 55.96%,
M2 HUGRBON A b T, A 885 4,
21, 68%; LA IEBONIEHAYM T, 469 7%,

security lockdown in riot — hit Tibet) ;



i 11.49%; $R J5 & dE W 0 m, 276 4%,
6.76%; Hj5RAE% IET, 168 4, 5 4. 11%.

T W, A8HE LSS FhEMFIR T, 4R
R S TR s ER BT B A R
30% , IE ST b E .

ARV, F AT b G HE AR S L S
AR T B 2 X 5o 3k He R — AN E A R
PRI AR X o ) 4 3 AR R R 8 1 2 76 Oy /%
GEWBEARE . AR AR ST, 4250 S8
P, FE RN AT 2114 &, i 56.39%;
JRBINZS 749 %, 15 19.98%; [HIL, AN
ZHAE VAR RI W LA E. ARPE X
HARFERNZ I 2, (AR . (g
) FEFR L G RS [ R 3B
FORUR, [ PRl 48 RS w5 A DR O R
HAEAELL

M. E bR B 4 S EE R

1. BfF ¥k T e BHEAHEEA L, Rt
EVLRA A £

YK E VP JE « A= ( Shayne Bowman) #l
vk o @R ((Chris Willis) (1) B BEHA: 2
ARIEAITEMAET R AR ) ey, 21 2021 4F
SEACRE AR 50% (AT I 7 i Ik T e A
LR AFANTE AL 2R 0 1 S B b 43l A 35 ) 1 1
e SRIM, FS2 L E RS [ BAR A B A A
WNEIFAZ, TR EIM Ay £ R ia5
it 4250 MR, HeARR AT 2114 &, b
56.39%; JRAIHNZE 749 %, 5 19.98; JEAG] + 5

WA 710 4%, 15 18.94%; B TERAI IR T
A176 %, 5 4.69% . dal L, [EER AR

eBE R LIR O E, RAINSIN ST A NS
PIAR/IN—B 53 IIXAS A BER UL, BB H AR
FEEE I HAAE B RS A A, MiUOE
AEELR 1 B e R AL FE -

2. AR ERBEAREE B IR AR T
S oA

FRYEXS e R AR R gk — 2 S, & B
VU450 I AR AR KRR ik & 1 B [ 1t
PRPP AL BRI ()RS . AR 9 38 B L 3B # R L
WM« IR B e, RARERE AT
RETCIERE M AAT/E 248, A0 RT LASE i A1 2548
2™ SRR, A& LS T R BRTE
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B R G R A S iE IR . B IR AR R G| F Rk

RRFEEE L T /SR H - e dhsiia
T A

FERTAT 4250 Z5850 00, A AT i 4R AR S A
RSB AT 3332 Sco AR SO IR Y HLAR S
BIEAT T 400t AR¥EGT, #aEE A R EA
PR R 2, A 1490 %, (5 44.72%; HIKZ
EAN A AR, 505 %%, i 15.16%; BH:E EE
WEITEAR, 434 %, 5 13.03%; #RJ5&EESH
HAth R, A 364 2%, [ 10.92% o = PRl 1
R N B EEARAR D Rk, A AR
KRR LI T H R RE

W 510y BAR AR R B, 95 % s

BBC. (HHHIRIMR . (BH). (&¥H¥N);
FEMZEE (A . (RREH ).

FRHRAL. EEALBUM. EETHFARL
R Zeds. (RERGIEHD .  QEZOLER ). 18
SO s R AR AL REE AR AR B s
BLAUKENE R CEIEEmR) 2w [ AR
VBCE A RS, SRR L SR A B 3K

e nda

FEHB M ES LABKEHRBINART) A (RH > =15)
No. | B4k & #R IR BR
1 | Reuters ( % i%4t) 167 | %
2 | BBC (R #24)) 120 | #ERH
3 | Bloomberg ( % t44t) 99 £
4 | New York Times ( 4% BH4R) 86 £H
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militaristic national spirits became the ideological driving force of it. The media elites and
the opinion leaders also played a guiding role in the process of transforming the political
intentions into media issues. Through the co — function of the different mechanism, the
public opinion mobilizing mechanism exerted the strong effect on the control of the war

time national spirit.

On Management Status of Mainstreamed Media Websites in China
Zhong Ying and Luo Xin

The paper based on a questionnaire survey and semi — structured interviews which carried
out to executives of 37 main nationwide media website. It reveals the folloing: in the mat—
ter of management system, insufficient funds, uncertainty of management right and in-
completeness of management norms are the main problems of the websites. As for human
resource, staffs of those companies tend to be young and of relatively large mobility. Be-
sides, versatile talents and an appropriate assessment system are needed. In content
management, the concepts of Timeliness and Original did not receive due attention. Al-
so, actual operation of guiding public opinion tends to become a simple way as blocking.
In addition, emphasis on uniqueness of the Information Collection function reflects other
functions of the content in a very weak phase. In respect of operating and management,
sources of funding are more and more narrow. Inadequate marketization and over — reli—
ance on advertising revenue are becoming problems of website companies. To solve these
problems, our group has the following suggestions. Firstly, in the matter of management
system, news sites should accelerate the process of becoming enterprises listed and com—
mercial sites are supposed to enhance their awareness of public opinion guide. As for
staff management, website companies should establish a rational system of personnel
training and assessments as well. Besides, in content management, website companies
should emphasize on unique selling proposition and creative contents, and also focus on
keeping the flow of information free as well as safe. In respect of operating and manage—
ment, media websites ought to expand sources of funding through various channels and

actively seek profit patterns according to their own development model.

Public opinions of China on international social media

Xiang Debao

With a content analysis of Wordpress, Technorati, Digg, Reddit, Twitter, Facebook,
Youtube, Topix, Nowpublic and CNNIreport, the paper explores the public opinions of
China on Social media. Frequent occurrence of big events in China incurrs focus from so—
cial media on China. Compared with the coverage by traditional western media on China,
there is no big difference in its framework of social media. Generally speaking, social
media focus on more social and economic issues of China. China’ s economic development
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lift up its national image; while its political image is still stereotyped. Culture is an im—
portant resource of China’ s soft power. Technological innovations improve China’ s na—
tional image; Environmental problems become another label demonising China. Religion

and ethnic problems still remains the focus of social media.

The Information Security in the Era of Intercultural Omni — media

Li Zechao

In the background of “there — network amalgamates” , the intercultural communication is
carrying on in the area of information — conformity and information — decompose. In the
sense of range, there is the mingle of multiculture with the merits of highly opening and
sharing media network. In the sense of width, there is the assault by many kinds of infor—
mation in the intercultural communication. In the sense of depth, there are detailed in—
quiries for particular information in it as well. Since the intercultural communication is
the sharing activity of information communication, there exist hidden troubles, mainly in
information stolen, information distortion, information falsehood and information unbal—
ance and the forth. In order to eliminate all the hidden troubles in the intercultural com—
munication, make the intercultural activities smoothly carry on, we should establish effec—
tively mechanism in preventing and managing, which is undoubted imperative. The mech-
anism keeps focus on the initiative managing, with the assist of initiative defending. It
calls for maintain secrecy and careful cautious in the ideas, also calls for the efforts mak—
ing by both of the authorities and citizens in the communication contents, and the control—
ling and dominating in the communication technologies, all the methods above can guar—

antee the information security in the intercultural communication.

The Undermining of the Principle of Freedom in the Western Advertising

Laws: A Case of USA

Wang Fengxiang

Taking the USA as a concrete example and from a view of the advertising criticism, this
paper illustrates how the development of the media industry in the West undermines the
Principle of Freedom in the Western advertising laws, which are among other things,
composed of the Principle of Freedom, the Principle of Authenticity and the Principle of
Public Interest. The media, in order to maximize their profits, provide continually to the
public the information that caters to leading advertisers, who manipulate the media by
monopolizing their ownership and canvass for the legislation to the advantage of their
own. Such behavior, not a direct contravention of the legislation on advertising but an
implicit undermining of the very spirit of the legislation, jeopardizes the Principle of
Freedom in the Western advertising laws and consequently undermines the advertise—

ments” function as a vehicle of accountability, social responsibility and, moreover, the
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