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前言

新闻传播学是一门年轻的学科，尽管近年来中国的新闻传播学教育与媒介发展都获得了长足的进步，但不容否认，无论是新闻传播学的相关理论，抑或大众传媒发展的现实观照，英美等西方国家的相关成果仍旧被国际社会奉为圭臬。这也就要求我们在学习新闻传播学时需要具有全球化视野、前瞻性视角及创新型理论。

在此背景下，中国新闻传播学教育正致力于培养大批具有国际视野、能够参与全球媒介竞争的国际化人才。作为不可回避的关注对象，学习者对西方新闻传播理论及现实最好的学习方法自然是用对方的语言阅读对方的内容，才能不失其神髓，学习者也才能通过无语言障碍的知识获取，进而助力中国新闻传播学及新闻传播业提升发展张力与增值空间。

但实际情况并非那么简单。多年的教学经验中，我们发现新闻传播学专业的学生的确对新闻传播和大众传媒的国际发展与趋势兴趣颇浓，他们也的确希望能够运用英语这个语言工具阅读与学习英美等国家的新闻传播理论与实践内容。只是，那些原汁原味的新闻传播学篇章对学生来说构成了相当大的挑战，甚至让他们无论如何也难以顺畅准确地理解英文原文，长此以往，学生的学习兴趣便日趋下降乃至消失了。

这当然不是新闻传播学教育者希望看到的，于是很多新闻传播学院为本科生甚至研究生开设了新闻传播学专业英语课程，旨在提供学生所需要的新闻传播学领域内的英语知识与专业知识，以便他们能够熟练地运用英语进行专业学习与研究。本书即鉴于此而写。

本书主要做了两件事情：一是选材，二是翻译。前者比后者更为艰难，毕竟，选材决定着“有米之炊”还是“无米之炊”，而翻译只是一个技术性的操作问题。

选材断断续续历时多年。选材原则有二：一是经典。拉斯韦尔、奥斯古德、施拉姆、赖利夫妇、麦斯威尔·麦库姆斯、唐纳德·肖、诺埃尔-诺依曼、乔治·戈本纳和拉里·格罗斯的名字在传播学界总是不可逾越，媒介规范理论、5W模式、议程设置理论、沉默的螺旋理论、涵化理论也是传播学理论经典中的经典。二是前沿。在当今的数字化、网络化时代，新闻传播和大众传媒的发展与转型日新月异，从报纸、杂志、图书、电台、电视、电影、网络到媒介融合各种媒体与多媒体的坐标与进路，皆令人目不暇接。西方媒介及西方媒介的观察者们不仅关注着媒介的发展与变迁，更形诸于文章而见于《经济学人》、《时代》、《纽约时报》、《华盛顿邮报》等全球最牛的各种报刊中，供学习者阅读与敬仰。

翻译是一件众所周知之没有最好、只有更好的差事，也因此常被称为费力不讨好之事。之所以进行翻译，无非是要让手捧此书的读者易于理解且无艰涩之惑。这是我们的愿景，而翻译更是我们高于愿景的追求。由是，尽管词典不离手，冷汗不离身，战战兢兢，如履薄冰，我们仍坚持把所有英文内容一字不落地进行了中文翻译，以飨读者。希望此举不仅有助于在校学生的课堂与课余学习，也希望有助于大众读者进行阅读。

本书旨在通过这12个单元的36篇文章，将新闻传播的现实与未来、理论与实践展现在读者面前，使读者能够通过这些作品的学习，初窥并理解新闻传播学的基本内容与理念，为全球化视野的建立打下坚实基础。

由衷感谢本书编辑做出的大量审稿与校对工作，尤其是编辑提出了很多中肯的修改建议，极大地完善了本书的架构与质量。

最后要说明的是，鉴于选材颇艰，无论如何也难以概全。译事亦颇艰，无论如何也难以完美。所以，我们选材及翻译之文仅作参考，错漏之处在所难免，还请各位专家不吝指正，谨致谢意。

赵树旺 栗文达 白杨

2014年8月1日
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Unit 1 Journalism

1 What is Journalism？

Journalism is not only an academic course training students in journalism，but the practice of investigation and reporting of events，issues and trends to a broad audience in a timely fashion.Though there are many variations of journalism，the ideal is to inform the intended audience.


Journalism comes in several different forms：


I.News


Breaking news：
 Telling about an event as it happens.


Feature stories：
 A detailed look at something interesting that’s not breaking news.


Investigative stories：
 Stories that uncover information that few people knew.

II.Opinion


Editorials：
 Unsigned articles that express a publication’s opinion.


Columns：
 Signed articles that express the writer’s reporting and his conclusions.


Reviews：
 Such as concert，restaurant or movie reviews.

Online，journalism can come in the forms listed above，as well as：

Blog：Online diaries kept by individuals or groups.

Micro-blog（Twitter）：Online diaries within 140 words kept by individuals or groups.


Discussion boards：
 Online question and answer pages where anyone can participate.


Wikis：
 Articles that any reader can add to or change.

There are three main ways to gather information for a news story or opinion piece：


Interviews：
 Talking with people who know something about the story you are reporting.


Observation：
 Watching and listening where news is taking place.


Documents：
 Reading stories，reports，public records and other printed material.

The people or documents you use when reporting a story are called your“sources”.In your story，you always tell your readers what sources you’ve used.You want everything in your story to be accurate，so you must remember to get the exact spelling of all your sources’ names.

Often，a person’s name is not enough information to identify them in a news story.Lots of people have the same name，after all.So you will also want to write down your sources’ ages，hometowns，jobs and any other information about them that is relevant to the story.

Whenever you are interviewing someone，observing something happening or reading about something，you will want to write down the answers to the“Five Ws” about that source：


Who are they？



What were they doing？



Where were they doing it？



When did they do it？



Why did they do it？



Here are the keys to writing good journalism：


Get the facts.All the facts you can.

Tell your readers where you got every bit of information you put in your story.

Be honest about what you do not know.

Don’t try to write fancy.Keep it clear.

Start your story with the most important thing that happened in your story.This is called your“lead”.It should summarize the whole story in one sentence.

From there，add details that explain or illustrate what’s going on.You might need to start with some background or to“set the scene” with details of your observation.Again，write the story as you were telling it to a friend.Start with what’s most important，and then add background or details as needed.

When you write journalism，your paragraphs will be shorter than you are used to in classroom writing.Each time you introduce a new source，you will start a new paragraph.Each time you bring up a new point，you will start a new paragraph.Again，be sure that you tell the source for each bit of information you add to the story.

Whenever you quote someone’s exact words，you will put them within quotation marks and provide“attribution” at the end of the quote.Here’s an example：


“I think Miss Kennedy’s class is really great，” ten-year-old McKinley student Hermione Granger said.


Sometimes，you can“paraphrase” what a source says.That means that you do not use the source’s exact words，but reword it to make it shorter，or easier to understand.You do not use quotation marks around a paraphrase，but you still need to write who said it.Here’s an example：


Even though the class was hard，students really liked it，McKinley fourth-grader Hermione Granger said.




Words & Expressions



breaking news：突发新闻

feature story：特写，特稿

review：评论，书评、影评等

interview：采访；访谈录

wiki：一种多人协作的写作工具。被译为“维基”或“维客”。

lead：导语


2 News Values

There are almost as many answers to definition of news as there are editors and reporters.In fact，no uniformly satisfactory definition has been found.However，it is a given in most city rooms that news is what the editor says it is.

News has a broadly agreed set of values，often referred to as news values.News values，sometimes called news criteria，determine how much prominence a news story is given by a media outlet，and the attention it is given by the audience.

To be effective，a reporter simply has to understand the theories and concepts of how news is gathered and written as well as the particular role a newspaper plays in a community.While there may be no definitive definition of news，there is a body of knowledge dealing with writing and presenting news that every reporter should master.Most journalists agree that the following eight elements make up what is considered “news”.

Timeliness，freshness

The first element is reporting something that has just happened or is about to happen.Time is a strong ingredient，“today，yesterday，early this morning，tomorrow”.The newness of the occurrence makes up “immediacy”，“timeliness” in the news.

Nearness，locality or proximity

Some facts and occurrences are important to you personally，such as inflation，and the Iraq situation particularly if one of the hostages is someone you know or a family member of a close friend.Such things are less important when it occurs across town.The question most asked by journalists is：“If this happened outside my immediate area，my city，my province，would I be interested in reading about it？” Keeping this question in mind is particularly important to the reporter.You must examine your story to see if indeed it would interest other readers.

Prominence

Prominence as a news element is well-known to most of us.The public figures，holders of public office，those who stimulate our curiosity，people in positions of influence all enjoy news prominence.For your visitor or speaker to qualify for news prominence，he or she must be well enough known to command the attention of readers either by reputation or by the nature of the topic to be discussed.

Unusualness，bizarreness，oddity or novelty

Oddity is often news.The bizarre，the unusual，the unexpected often make news.Generally those people who perform striking feats in emergency situations are news，such as a woman lifting an automobile off her child，travelling around the world in a sailboat，unusual recycling methods，and use of materials in a different way.In journalism，oddity is defined as the“man bites dog” formula.That certainly makes the “news”.

Conflict

Conflict is one element most observed nowadays with the clash of ideologies，even worldwide.Although most businesses and organizations shy away from the reporting of conflict，it is understandable that this element is firmly based in the news formula.

Suspense

Suspense creates and expands news appeal.The outcome of the Iranian hostages is suspenseful news.For the most part，organizations would rarely experience this type of circumstance.

Emotion，human interest

Emotion is a news element commonly called“human interest” stories that stir our recognition of the basic needs both psychological and physical.Stories that prompt the reader toward sympathy，anger or other emotions in all their variety are commonly handled in feature-type stories.Organizations should be alert to the possibilities of “human interest” stories.

Consequence，impact or significance

The last element of news，consequence，is more difficult to explain，but generally for a story to have consequence it must be important to a great number of readers.It must have some impact for the reader.Such news will affect him or her in some personal way.The safety of the city’s drinking water or the dumping of toxic wastes into the Snake River Aquifer is being examined from the standpoint of consequence now and in the future.Thus it becomes an important news story.

From this discussion of news story elements，it becomes clear that a reporter should have these guidelines in mind when he or she is deciding if a message is news or an announcement and whether it’s a feature or an item of limited public interest.From this a reporter decides which format to use for distributing the information and the medium that is most likely to use your information.



Words & Expressions



criteria：标准

timeliness：及时，适时

immediacy：即时

locality：邻近

proximity：接近

bizarreness：稀奇古怪

oddity：奇异，古怪


3 Normative Theories of Press

A Normative theory describes an ideal way for a media system to be controlled and operated by the government，authority，leader and public.These theories are basically different from other communication theories because normative theories of press are not providing any scientific explanations or prediction.

Normative theories are more focused in the relationship between press and the government than press and the audience.These theories are more concerned about the ownership of the media and who controls the press or media in the country.

Authoritarian theory

Authoritarian theory describes that all forms of communications are under the control of the governing elite or authorities or influential bureaucrats.

Authoritarians are necessary to control the media to protect and prevent the people from the national threats through any forms of communication （information or news）.The press is an instrument to enhance the ruler’s power in the country rather than any threats.The authorities has all rights to permit any media and control it by providing license to the media and make certain censorship.If any media violate the government policies against license，then the authority has all rights to cancel the license and revoke it.The government has all rights to restrict any sensitive issues from press to maintain peace and security in the nation.

Libertarian theory

Libertarian theory is also named as free press theory.Libertarian theory sees people are more enough to find and judge good ideas from bad.The theory says people are rational and their rational thoughts lead them to find out what are good and bad.The press should not restrict anything，even a negative content may give knowledge and can make better decision whilst worst situation.The libertarian thoughts are exactly against or opposite to the authoritarian theory which says “all forms of communication works under the control of government or elite like king”.

Freedom of press will give more freedom to media to reveal the real thing happening in the society without any censorship or any authority blockades.

Social responsibility theory

Social responsibility theory allows free press without any censorship，but at the same time the content of the press should be discussed in public panel and media should accept any obligation from public interference or professional self regulations or both.The theory lies between both authoritarian theory and libertarian theory because it gives total media freedom in one hand but the external controls in other hand.

The theory helps in creating professionalism in media by setting up a high level of accuracy，truth，and information.The theory allows everyone to say something or express their opinion about the media.Media must take care of social responsibility and if they do not，government or other organization will do.Private ownership in media may give better public service unless government has to take over to assure the public to provide better media service.

Social responsibility theory avoids the conflict situation during war or emergency by accepting the public opinion.Media will not play monopoly because the audience and media scholars will raise questions if media published or broadcasted anything wrong or manipulate any story.Media standards will improve.

Soviet media theory

The Soviet system has passed away and，with it—for the time being at least—Soviet theory.It is still worth outlining its principles.Soviet media theory is imitative of Leninist principles which based on the Carl Marx and Engels’ ideology.The government undertakes or controls the total media and communication to serve working classes and their interest.The theory says the state have absolute power to control any media for the benefits of people.They put an end to the private ownership of the press and other media.The government media provide positive thoughts to create a strong socialized society as well as providing information，education，entertainment，motivation and mobilization.The theory describes that the whole purpose of the mass media is to educate the greater masses of working class or workers.Here，the public was encouraged to give feedback which would be able to create interests towards the media.

Soviet media theory looks similar to authoritarian theory but the core part is different from each other.In authoritarian theory it is a one-way communication，there is no feedback allowed from the public，but in Soviet media theory it is a two-way communication，at the same time the whole media is controlled or works under the leadership.

Development theory

As the name implies，this theory relates to media operating in developing or so-termed third world nations.It has parallels with Soviet theory because media are seen to serve a particular social and political function.It favors journalism which seeks out good news，in contrast to the free press position where journalists respond most readily to stories of disaster，and for whom “bad news is good news” because it commands bigger headlines.

Development theory requires that bad news stories are treated with caution，for such stories can be economically damaging to a nation in the delicate throes of growth and change.Grim headlines can put off investors，even persuade them to pull out their investments.As an antidote to the bad news syndrome，development theory seeks to accentuate the positive：it nurtures the autonomy of the developing nation and gives special emphasis to indigenous cultures.It is both a theory of state support and one of resistance that is to the norms of competing nations and competing theories of media.

Democratic-participant theory

This represents the sort of media purpose the idealist dreams up in the bath.It is an aspiration rather than a phenomenon which can be recognized anywhere in practice，yet it is surely one which any healthy democracy should regard as a goal.

This theory places particular value upon horizontal rather than vertical modes of authority and communication.It stands for defense against commercialization and monopoly while at the same time being resistant to the centrism and bureaucracy，the characteristics of public media institutions.The model emphasizes the importance of the role of receiver in the communication process and incorporate what might be termed receiver rights—to relevant information；to be heard as well as to hear and to be shown.

There is a mixture of theoretical elements，including libertarianism，utopianism，socialism，egalitarianism，localism in the model.In short，people power.



Words & Expressions



normative theory：规范理论

authoritarian：极权主义者；极权主义的

libertarian：自由论者；自由的，持自由论的，自由论者的

monopoly：垄断，垄断者

idealist：理想主义者，理想家，空想家

centrism：中间路线，中间派的政策，温和主义

bureaucracy：官僚，官僚作风，官僚机构

utopianism：乌托邦思想，不切实际的社会改革方案

egalitarianism：平等主义


Unit 2 Newspaper

1 Who Killed the Newspaper？


The most useful bit of the media is disappearing.



A cause for concern，but not for panic



“A good newspaper，I suppose，is a nation talking to itself，” mused Arthur Miller in 1961.A decade later，two reporters from the Washington Post wrote a series of articles that brought down President Nixon and the status of print journalism soared.At their best，newspapers hold governments and companies to account.They usually set the news agenda for the rest of the media.But in the rich world newspapers are now an endangered species.The business of selling words to readers and selling readers to advertisers，which has sustained their role in society，is falling apart.


Of all the“old” media，newspapers have the most to lose from the internet.Circulation has been falling in America，western Europe，Latin America，Australia and New Zealand for decades （elsewhere，sales are rising）.But in the past few years the web has hastened the decline.In his book The Vanishing Newspaper
 ，Philip Meyer calculates that the first quarter of 2043 will be the moment when newsprint dies in America as the last exhausted reader tosses aside the last crumpled edition.That sort of extrapolation would have produced a harrumph from a Beaverbrook or a Hearst，but even the most cynical news baron could not dismiss the way that ever more young people are getting their news online.

Advertising is following readers out of the door.The rush is almost unseemly，largely because the internet is a seductive medium that supposedly matches buyers with sellers and proves to advertisers that their money is well spent.Classified ads，in particular，are quickly shifting online.

Newspapers have not yet started to shut down in large numbers，but it is only a matter of time.Over the next few decades half the rich world’s general papers may fold.Jobs are already disappearing.

Having ignored reality for years，newspapers are at last doing something.In order to cut costs，they are already spending less on journalism.Many are also trying to attract younger readers by shifting the mix of their stories towards entertainment，lifestyle and subjects that may seem more relevant to people’s daily lives than international affairs and politics are.They are trying to create new businesses on-line and off-line.And they are investing in free daily papers，which do not use up any of their meagre editorial resources on uncovering political corruption or corporate fraud.So far，this fit of activity looks unlikely to save many of them.Even if it does，it bodes ill for the public role of the Fourth Estate.

In future，as newspapers fade and change，will politicians therefore burgle their opponents’ offices with impunity，and corporate villains whoop as they trample over their victims？ Journalism schools and think-tanks，especially in America，are worried about the effect of a crumbling Fourth Estate.Are today’s news organisations “up to the task of sustaining the informed citizenry on which democracy depends？” asked a recent report about newspapers from the Carnegie Corporation of New York，a charitable research foundation.

00Nobody should relish the demise of once-great titles.But the decline of newspapers will not be as harmful to society as some fear.Democracy，remember，has already survived the huge television-led decline in circulation since the 1950s.It has survived as readers have shunned papers and papers have shunned what was in stuffier times thought of as serious news.And it will surely survive the decline to come.

The usefulness of the press goes much wider than investigating abuses or even spreading general news；it lies in holding governments to account—trying them in the court of public opinion.The internet has expanded this court.Anyone looking for information has never been better equipped.People no longer have to trust a handful of national papers or，worse，their local city paper.News-aggregation sites such as Google News draw together sources from around the world.The website of Britain’s Guardian
 now has nearly half as many readers in America as it does at home.

In addition，a new force of“citizen” journalists and bloggers is itching to hold politicians to account.The web has opened the closed world of professional editors and reporters to anyone with a keyboard and an internet connection.Several companies have been chastened by amateur postings—of flames erupting from Dell’s laptops or of cable-TV repairmen asleep on the sofa.Each blogger is capable of bias and slander，but，taken as a group，bloggers offer the searcher-after-truth boundless material to chew over.Of course，the internet panders to closed minds；but so has much of the press.

In future，argues Carnegie，some high-quality journalism will also be backed by non-profit organisations.An elite group of serious newspapers available everywhere online，independent journalism backed by charities，thousands of fired-up bloggers and well-informed citizen journalists：there is every sign that Arthur Miller’s national conversation will be louder than ever.


The Economist，Aug 26th，2006
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bring down：打倒，击落，打死，降低

hold…to account：问责，使……承担责任

circulation：发行量

toss aside：扔弃，搁置不管

classified ad：分类广告

bode：预示

Fourth Estate：第四等级，又称第四阶级、第四权力。新闻界的别称。


2 Making News Pay：Reinventing the Newspaper


New business models are proliferating as news organisations



search for novel sources of revenue.


advertising model of newspapers business worked well for a long time.But it has come unstuck in the internet era as readers have shifted their attention to other media，quickly followed by advertisers.“The audience is bigger than ever，if you include all platforms，” says Larry Kilman of the World Association of Newspapers.“It’s not an audience problem—it’s a revenue problem.” News providers throughout the rich world are urgently casting around for new models.They are starting to charge for content on the web and mobile devices，as well as pursuing non-traditional sources of revenue such as wine clubs or dating services.Some are being supported by philanthropy.Nobody yet knows which，if any，of these models will work，but it is clear that revenue from online advertising alone will not be enough to cover the costs of running a traditional news organisation.Government funding is also off the table as rich countries struggle to reduce their debts.In America any talk of government support for the country’s ailing newspapers ended when the Republicans retook control of the House in 2010.Subsidies would anyway merely postpone the inevitable.

News providers throughout the rich world are starting to charge for content on the web and mobile devices

One answer is to erect paywalls.Having long made content available free online，news providers are starting to restrict access to some or all of it to paying subscribers.The Times
 and Sunday Times
 of London，owned by Rupert Murdoch’s News Corporation，put up a paywall around their websites in July 2010.Other papers have since followed，including the Dallas Morning News
 and，most prominently，the New York Times
 .

A decade ago the idea of a paywall appeared to have been widely discredited.Only specialist providers of business news such as the Wall Street Journal
 and the Financial Times
 seemed able to get people （or，more usually，people’s employers） to pay for news online.Most readers were unwilling to pay for general news， and after experimenting for a while many news sites made some or all of their content available without restriction to attract as many visitors and advertisers as possible.

The trouble is that online advertising typically brings in less than 20% of a newspaper’s advertising revenue，and rates on all but the most prominent pages are falling.

Hence the paywalls come in many forms.They can be watertight，like that at the London Times
 ，but increasingly they are porous，letting publishers charge for access to content while also admitting casual visitors and allowing sharing.The Wall Street Journal
 ，for example，puts much of its business and finance coverage behind a paywall but allows unrestricted access to other，less specialist stories.Another option is the“metered paywall”，pioneered by the Financial Times
 ，which lets visitors to its site read ten stories a month before asking them to pay.（The Financial Times
 is owned by Pearson，which also owns half of The Economist
 .） At the New York Times
 ，which has the world’s most popular newspaper website，visitors can read 20 stories a month before being invited to subscribe.Metered paywalls are also being tested at the Berliner Morgenpost
 and Hamburger Abendblatt
 in Germany.

The beauty of the metered paywall model （which The Economist
 has adopted） is that frequent users can be asked to pay for access without putting off a lot of more casual users who attract advertisers.Most news sites have a small core audience of frequent visitors and a much larger group of readers who visit only occasionally.Some frequent users will jib at a paywall，but some will fork out.“Other newspapers are watching us and hoping that it works，” says Martin Nisenholtz，head of digital operations at the New York Times
 .Since it put up its paywall，visits to the paper’s site have dropped by about 10% and page views by about 20%.But more people than expected are signing up.

Another new source of digital revenue is charging for content on mobile devices such as smartphones and tablet computers，but this market is still in its infancy.Of the 17m tablet computers sold in 2010，says Mr Kilman，15m were Apple iPads.Smartphones are far more widespread and represent a greater opportunity in the near term.Strong sales of smartphone “apps”，or software，suggest that readers are prepared to pay for content on mobile devices.

Access all areas

Existing readers of newspapers and magazines are generally unwilling to pay for news online or on mobile devices if it costs them extra.But many publications are adop-ting an“all access” model that grants print subscribers free access to digital editions as well.When the Dallas Morning News
 launched its paywall in March，2011，for example，it also gave print subscribers unfettered access to the paper’s website，iPhone and iPad editions，thus turning them into digital subscribers at a stroke.That lets people read the paper in whatever format they find most convenient at different times，and with luck will subtly change their perception of what they are paying $33.95 a month for not just a printed newspaper seven days a week，but access to the news in a range of formats.Bundling digital access with print subscriptions not only offers readers choice but also gives them an added reason to go on buying print editions，which still pull in the lion’s share of advertising revenue.

By contrast，two British newspapers，the Guardian
 and the Daily Mail
 ，have made all their content available free online in an effort to transform themselves into global news brands.The Mail
 ’s website recently overtook the Huffington Post
 to become the world’s second most popular newspaper site，according to comScore，an internet-ratings firm，and the Guardian
 is at number five.Both papers are adding staff in America to beef up their coverage and tap into a much bigger online-advertising market.

Juan Seor of Innovation Media Consulting，a firm that advises newspapers around the world，reckons that，“you won’t fix the business model without fixing the editorial model.” He believes that as well as looking for new forms of revenue on the web，newspapers should overhaul their print editions to make themselves more relevant and thus boost circulation.His firm advises them to undertake a radical redesign，abandoning traditional sections and instead arranging the newspaper around themes that correspond to the way readers think，with a magazine-like emphasis on analysis and storytelling.


Correio da Bahia
 ，a Brazilian paper that underwent this treatment，has been reorganised into four sections，offering “News Summary”，“More”，“Life” and “Sport”.Similarly，Li -bération
 ，a French newspaper，stopped trying to provide comprehensive coverage of sport，leaving that to specialist sports papers，sales of which are booming in many European countries.After the redesign the circulations of both newspapers increased.But so far American newspapers have shown no interest in trying anything like this，says Mr Seor.

Newspapers can also use their trusted brands to generate new forms of revenue.Many quality newspapers，including the New York Times
 and Britain’s Daily Telegraph
 ，have launched wine clubs，for example.Canada’s Globe
 and Mail
 offers branded cruises，as do several German newspapers；journalists appear as guest speakers on board.Marca
 ，a Spanish sports newspaper，lets readers buy Nike football boots before they go on general sale，says Mr Seor.Aftonbladet，
 a Swedish tabloid，runs a hugely popular weight-loss club，a model it has licensed to several other European newspapers，including Germany’s Die Zeit
 .Newspaper groups also operate online bookstores，host conferences and reader events，and provide education services.

The rise of philanthrojournalism

Another tack，now being tried across America，is to build new，internet-native metropolitan news organisations supported by philanthropy.Examples include the Voice of San Diego
 ，the St Louis Beacon
 ，the MinnPost
 in Minneapolis，the Texas Tribune
 in Austin and the Bay Citizen
 in San Francisco.

The Bay Citizen
 ’s business plan is based on four sources of revenue：large gifts and grants，donations from readers under a membership plan，syndication of content to other news organisations and corporate sponsorship of particular features on the website.The big question is whether the not-for-profit news model is sustainable.Arianna Huffington，whose Huffington Post
 co-operates with philanthropically funded news organisations，says a change in mindset is needed among donors.“I think we need to get into the habit of endowing not-for-profit journalistic enterprises，both at the national level and at the local level，the way people endow chairs at universities，” she explains.

What is clear is that starting with a clean sheet—using the latest digital tools，being free of printing presses，not depending on print advertising—gives not-for-profit news organisations an optimistic sense of being part of something new rather than of an industry in trouble.


The Economist，Jul 7th，2011
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proliferate：激增；扩散

philanthropy：慈善机构

paywall：付费墙，付费门槛。

metered paywall：计量付费墙

subscribe：订阅，订购


3 Newspapers Managers：Who Does What

A good leader has three qualities at least.Firstly，they often go to the departments to meet the staff and discuss the company’s developing directions and approaches；secondly，a good leader，with a clear vision of future，not only has a strong confidence in the vision，but also persuades others to devote to the realization of it；thirdly，a good leader has a specific target and financial supports of getting to the goals.The newspaper industry has as strong needs to good leaders as other industries.As a matter of fact，more and more signs tell us that media competition is getting more and more intense，thus a good leader with the above qualities becoming more precious than ever before.

The major divisions of a newspaper

Newspapers are generally divided into news-editorial and business divisions.Within each large division are more distinct departments.For instance，within the business division would come the revenue-producing departments like advertising and circulation，along with mechanical and the front-office departments such as marketing research，promotion，accounting，and personnel.News-editorial would contain both the news and editorial departments.

Newspapers vary，according to size，as to how elaborate and distinct each of these divisions is.On metro dailies，the distinction between divisions and departments is very clear.On smaller dailies and weeklies，the distinctions are somewhat blurred and overlap occurs.The publisher，for instance，may serve both as editor and general manager.The following descriptions generally characterize the scope and nature of each division at a large daily newspaper.

News-editorial

This division is charged with producing all reading material，except advertising，that is published in the newspaper.Also included is all visual material encompassing news photography and artwork done by the newsroom’s art department.The news-editorial division will have several separate departments within it.


The news department.
 This department encompasses the city，state，national，foreign，features，sports，business，science，entertainment，and travel desks，with editors overseeing each.The newsroom is presided over by the executive editor or managing editor.


The editorial desk.
 This department is responsible for producing the opinion and commentary section of the newspaper.It is presided over by the editorial page editor，who generally reports directly to the editor or publisher of the newspaper.


The photography department.
 This is presided over by the photo editor，who is responsible for all the original news，sports，and feature photography done by the newspaper.

The art department.It produces all graphs，charts，line art，and retouchings for news-editorial.It is presided over by an art director.

Business

The business division is responsible for the efficient operation of all the newspaper’s revenue-producing divisions.It is presided over by a business manager or general manager，who oversees all sales，collections，budgets，and capital expenditures.It receives，spends，and invests money，and supervises everything pertaining to the business side of the newspaper，including advertising，circulation，and job printing.The following departments are usually under its direct control.


Advertising.
 This is the most important revenue-producing center in the entire newspaper.It is presided over by an advertising manager who is in charge of generating and directing sales in all advertising categories：retail，national，classified，and preprints.


Circulation.
 This department is the lifeblood of the newspaper.Without it the newspaper would carry no advertising，and without advertising the paper would not survive.Presided over by a circulation manager，the circulation department is split into smaller units，consisting of district and state circulation.


The pressroom.
 This is where the actual printing of the newspaper occurs.The pressroom is presided over by a foreman who synchronizes his unit’s schedule with the other mechanical units before it，and with the mail room and circulation after it.If the plates haven’t been made on time，the presses won’t roll；if the presses don’t roll on time，the delivery trucks won’t roll either，and the paper winds up late on the doorsteps around the city.


Other administrative departments.
 These would include such departments as marketing/research，personnel or employee relations，purchasing，and promotion，all of which are vital to the successful newspaper’s operation.

Key newspaper managers

Among the key newspaper managers are the publisher，business manager or general manager，advertising director，editor-in-chef，executive editor，managing editor，circulation manager，production manager.

Publisher

For some reason，to many people inside and outside the profession，this title is synonymous with“owner”.It shouldn’t be，especially in this era of group-owned newspapers where the owners and chief stockholders sit in New York or on the West Coast，and the papers and their individual publishers are scattered across the country.The publisher is simply the chief executive officer at the individual newspaper.He or she may indeed be the owner if the paper is home-owned or is part of a closely held corporation，but few large dailies fall into this category.Nevertheless，whether the publisher is a majority owner，minority owner，stockholder，or simply an employee of the corporation，the person who holds this title is responsible for everything that goes on at the paper.As such，the publisher is charged with directing and coordinating the efforts of all the various departments within the newspaper.

The publisher is also the chief policy-making officer at the paper，although if the paper is group-owned，he or she must answer to headquarters in areas of budget approval and profit planning.Although the tradition has been for publisher to rise from the ranks of the advertising department，there have been numerous cases in recent years where publishers have instead come out of the news-editorial department.A reporter who does have aspirations of going through the editing ranks and emerging as a publisher，however，must understand that he or she will be expected to have a thorough knowledge of the function and importance of sales to the newspaper，as well as budget preparation，planning，and implementation.

Business manager

The business manager is the chief financial officer of the newspaper and，as such，is responsible for financial matters relating to all departments.If there is one individual at the newspaper who must have a thorough understanding of the financial threats，trends，and opportunities facing newspapers like this，it is the business manager.This individual must be adept at planning，budget building and implementation，revenue collection，and cost control.This is a good spot for an MBA or a graduate of one of the newer graduate programs in news media management.The business manager should have an understanding of the uniqueness of the newspaper’s mission in contrast to other types of businesses，but the main goal of this manager is to insure a profitable bottom line for the newspaper company through careful planning and cost-control strategies.

Editor-in-chief

This is the manager who has full responsibility for the news and editorial content of the newspaper.The editor-in-chief is a manager：this individual’s job is to successfully manage the people who produce the news and opinion pieces of the newspaper，to chart an appropriate news and editorial philosophy for the newspaper，and to insure that the philosophy is implemented.In large metro dailies，the editor-in-chief usually assumes little if any direct，hands-on control over the newsroom’s operation.Instead，he or she is the chief policy-making officer and planner in the newsroom and must battle at times with other newspaper departments to get a fair share of the company resources for the newsrooms.

Executive editor and managing editor

These two management positions are lumped together in one section because sometimes a newspaper will sometimes have only one or the other，and will sometimes have both，especially at the metro daily level.The executive editor is like the executive officer on a naval ship.He or she is charged more with the day-to-day implementation of the overall news philosophy.For all intents and purposes，at many metro dailies the executive editor is the most visible chief news manager to the news staff as he or she translates news policy into implementation to be carried out by the managing editor and the newsroom staff.

The managing editor has a direct interface with the various desk editors in the newsroom，including—but not necessarily limited to—the news editor，city editor，state editor，national editor，foreign editor，lifestyles editor，and so on.The managing editor generally runs the daily editorial conferences which feature input from the various desk editors and discussion of the daily news agenda.In short，he or she manages the newsroom.

Advertising manager

The advertising manager is responsible for the largest single revenue—producing center of the newspaper：the advertising department.The advertising director must have a thorough understanding of the relative importance of each division，the latest in time-tested sales techniques，the best methods available to motivate and pay ad reps，the most efficient measures of collection，the advertising potential available in the market，and the best ways of going about tapping it.

Circulation manager

Because of its importance and volatile atmosphere in which it operates，the circulation department needs top-notch professionals staffing it.The three major goals of circulation management are to increase penetration into the market’s households，provide a good distribution system and plenty of news racks for single-copy sales，and collect payments in full.

Production manager

This individual is in charge of all the components relating to producing the physical newspaper product and delivering it to circulation for distribution.The production manager is a veteran of the workshop and hopefully has had experience both in composing and in the pressroom.
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metro daily：都市日报

editorial desk：评论部

pressroom： 印刷间

synchronize： 协调，续同步


Unit 3 Magazine

1 The Magazine Industry：Non-news is Good News


The threat of the internet has forced magazines to get smarter


“Print is dead” was a common refrain a couple of years ago.The costly print advertisements that kept magazines and newspapers alive were migrating to the web，where they earned only pennies on the dollar.To publishers，it felt as if a hurricane was flattening their business.

But as the storm has cleared，a new publishing landscape has emerged.What was once a fairly uniform business—identify a group of people united by some shared identity or passion，write stories for them to read and sell advertising next to the stories—has split into several different kinds.

Hard news is perhaps the hardest to make profitable.It is increasingly instant，constant and commoditised （as with oil or rice，consumers do not care where it came from）.With rare exceptions，making money in news means publishing either the cheap kind that attracts a very large audience，and making money from ads，or the expensive kind that is critical to a small audience，and making money from subscriptions.Both are cut-throat businesses；in rich countries，many papers are closing.

But among magazines there is a new sense of optimism.In North America，where the recession bit deepest，more new magazines were launched than closed in 2011 for the second year in a row.The Association of Magazine Media （MPA） reports that magazine audiences are growing faster than those for TV or newspapers，especially among the young.

Unlike newspapers，most magazines didn’t have large classified-ad sections to lose to the internet，and their material has a longer shelf-life.Above all，says David Carey，the boss of Hearst Magazines，a big American publisher，they represent aspirations：“they do a very good job of inspiring your dreams.” People identify closely with the magazines they read，and advertisers therefore love them：magazines.

Which is why luxury magazines are doing particularly well，as are those in emerging markets，where a fast-growing middle class is coming into those advertisers’ sights.In Brazil，for example，the Abril Group has made Minha Casa
 ，a home-improvement magazine，the leader of its kind in two years thanks to a careful focus on new homeowners.

Once，digital ads would have been scant comfort.On the web they are typically worth a small fraction of what they were in print.But tablets，such as Apple’s iPad，could change this.

They have been around for only two years and most magazine subscriptions on them for less than a year；the MPA suggested measurement standards for advertising on tablets only in April.Yet already there are signs that advertisers are accepting higher rates on tablets than on the web，because magazines on tablets are more like magazines in print：engrossing，well-designed experiences instead of forests of text and links.

Publishers are still experimenting with formats：some are little different from their print versions，while others are more interactive.But the wiser publishers are finding ways to rely less on advertising.They are looking to make more not only from subscriptions but also from other sources.Today，“you need five or six revenue streams to make the business really successful，” says Mr Carey.

What else a magazine can do besides selling copies depends on its audience and subject matter.Many are turning themselves from mere carriers of ads into marketing-services companies，giving their advertisers a range of new ways to reach readers.Travel magazines’ websites can track if their readers end up buying the holiday packages they write about，and take a cut.“I count that as advertising，” says Mr Kallen.“What many people call advertising…is definitely declining，but advertising in the broader sense isn’t.”

Other commercial branchings-out include a growing range of conferences or celebrity events，the licensing of magazines’ names to products such as cosmetics，and tie-ups with deal and coupon websites such as Groupon.Successful new magazines have been launched on the back of TV programmes，such as Hearst’s“Food Network” and “HGTV” （a home-improvement show） and the BBC’s “Top Gear” （a show about macho cars）.With so many countries now boasting a big middle class，international franchises often work well；Hearst’s Cosmopolitan now has 66 different country editions.

There are also more esoteric business models.Monocle
 ，a global magazine for the insufferably stylish，claims that the online radio channel it launched last autumn has been profitable from the start，since normal commercial radio stations never deliver the kinds of listeners its high-end advertisers want.The Atavist
 ，an American iPad magazine that publishes one long piece of narrative journalism each month，says it makes money largely because it licenses its iPad publishing software to other people.

The ability of magazines to inspire fierce loyalty among readers means there are also lots of small-time，quirky successes.XXI
 ，a French quarterly of long-form reportage，is profitable despite carrying no ads，not putting its text online and being sold only in bookshops；it seems to capitalise on French intellectual traditions and the concentration in Paris of voracious readers.Germany’s Landlust
 ，which extols the virtues of living at a relaxed pace and in close contact with nature，is another print-only holdout，with a circulation of 1m after seven years.As long as there are coffee tables，people will want things to put on them.


The Economist，Jun 9th，2012




Words & Expressions



migrate： 转移

hurricane：飓风

cut-throat：竞争激烈的

shelf-life：货架期，保存期

forests of：大量的

quirky：奇特的


2 Reading between the lines


As glossy magazines struggle，Ann Moore of Time Inc wants technology



to be the solution，not the problem


There are few things that unnerve Ann Moore，the chief executive of Time Inc.，America’s largest magazine company，as much as young Americans’ “shock” when they hear that her firm will have to start charging them.“Real reporting takes time and money and effort，” she says.“Somebody does have to pay for the Baghdad bureau.” A recession is a difficult time to convince readers that they need to start paying for information，however，particularly because Time Inc.，a division of Time Warner，a media giant，has long made its articles available free online.But a new model is needed，and Ms Moore is trying all sorts of things in her effort to find one.On March 18th her company launched Mine，for example，a new concept that allows readers to go online and select articles from eight titles，for delivery in print or online as a free，personalised magazine.If this proves popular，the company may start charging for it.This nifty scheme highlights Time Inc’s eagerness to attract readers to its magazines—but its ambivalence about adding a price tag.

As the boss of a company which oversees 120 magazine titles including Time
 ，People
 ，Sports Illustrated
 and Fortune
 ，Ms Moore faces the difficult task of keeping magazines relevant as household budgets shrink，the appeal of free content online grows，and advertisers reduce their spending.At some of her magazines，such as Time
 ，advertising revenues are down by around 30% compared with this time last year，according to Media Industry Newsletter.Ms Moore has had to tear up her company’s five-year plan and draft a new two-year one instead，focusing on two things：internal reorganisation and innovation.

After laying off around 600 people，Ms Moore has restructured the firm into three units—news，entertainment and lifestyle—grouping together magazines with similar material，advertisers and audiences.The aim is to maintain editorial quality while increasing efficiency，because titles can share writers and articles and pool resources for functions，such as subscription services.Ms Moore has also turned her attention to training，launching“Time Inc.University”，a series of seminars led by Time executives on topics such as branding and teamwork，in February.Ms Moore will teach one of these seminars herself.

At the same time，Ms Moore is building her magazines’ brands and taking them in new directions.Under her，some titles have moved beyond the printed word and into popular culture.People
 co-hosts the Screen Actors Guild Awards Gala，for example，and Essence
 sponsors an annual concert of African-American music.Late last year the company announced an elaborate scheme called“Maghound”—an online subscription service that lets readers pick several magazines to receive each month in the post，and gives them the chance to switch titles whenever they like.Ms Moore sees promise in using the internet to make readers loyal to print magazines.“The industry needs to use technology to our advantage，” she says.

Ms Moore is a self-described“magazine optimist” who thinks that holding a glossy magazine beats looking at a screen.Magazines may indeed be better placed than newspapers to cope with the recession and readers’ shift towards the web.But given the woes of America’s newspapers，many of which have gone bust or shifted to scaled-down，web-only operations，that is not saying much.And despite her love of print，Ms Moore is not afraid of technology.In February Time
 ran a cover story entitled “How to Save Your Newspaper” which crystallised a growing belief within the industry that providing articles to readers free online is not sustainable，and that a switch to paid access will be necessary.Ms Moore thinks her firm can lead the way in this shift from freebies to fees.This month Time Inc.said it was considering the introduction of a hybrid （or “freemium”） scheme，making some People
 and Time
 articles available free，but charging for premium content.But this approach has been tried before，notably by the New York Times
 ，which later abandoned it.

Another possibility is that readers may be prepared to subscribe to content on portable devices such as Amazon’s Kindle e-reader or advanced“smart” phones.Ms Moore says it might make sense for her company to subsidise such devices if readers agree to sign up for enough material—an approach that would make particular sense for Time Inc.，with its wide range of titles.Ms Moore is already talking to makers of e-readers about working together.The music industry，she notes，missed out because it was afraid to embrace technology.She is determined not to let the same thing happen in magazine publishing.


The Economist，Mar 26th，2009
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unnerve：使丧失勇气，使力心交疲

ambivalence： 矛盾心理，犹豫

bust：破产，毁坏

crystallise：明确，使具体化

hybrid：混合物

e-reader：电子阅读器


3 Academic Publishing：Open Sesame


Conflict of Academic Research and Academic Publishing


When research is funded by the taxpayer or by charities，the results should be available to all without charge.Academics are starting to boycott a big publisher of journals.

The price of information

Publishing obscure academic journals is that rare thing in the media industry：a licence to print money.An annual subscription to Tetrahedron
 ，a chemistry journal，will cost your university library $20，269；a year of the Journal of Mathematical Sciences
 will set you back $20，100.In 2011 Elsevier，the biggest academic-journal publisher， made a profit of ￡768m （$1.2 billion） on revenues of ￡2.1 billion.Such margins （37%，up from 36% in 2010） are possible because the journals’ content is largely provided free by researchers，and the academics who peer-review their papers are usually unpaid volunteers.The journals are then sold to the very universities that provide the free content and labour.For publicly funded research，the result is that the academics and taxpayers who were responsible for its creation have to pay to read it.This is not merely absurd and unjust；it also hampers education and research.

Publishers insist that high prices are necessary to ensure quality and cover the costs of managing the peer-review process，editing and distribution.Elsevier insists it is being misrepresented.The firm is certainly in rude financial health，but Elsevier’s enviable margins are simply a consequence of the firm’s efficient operation.

Clearly the cost of producing a journal is not zero.But the internet means it should be going down，not up.Over the past decade many online journals and article repositories have emerged that are run on a shoestring.Some have been set up by academics who are unhappy with the way academic publishing works.

A bundle of trouble

Sometimes it takes but a single pebble to start an avalanche.On January 21st，2012，Timothy Gowers，a mathematician at Cambridge University，wrote a blog post outlining the reasons for his longstanding boycott of research journals published by Elsevier.Dr Gowers’s immediate gripes are threefold.First，that Elsevier charges too much for its products.Second，that its practice of “bundling” journals forces libraries which wish to subscribe to a particular publication to buy it as part of a set that includes several others they may not want.And third，that it supports legislation such as the Research Works Act，a bill now before America’s Congress that would forbid the government requiring that free access be given to taxpayer-funded research.

It did.Up to July 2012，more than 12，000 researchers from around the world have signed an online pledge set up by Tyler Neylon，a fellow-mathematician who was inspired by Dr Gowers’s post，promising not to submit their work to Elsevier’s journals，or to referee or edit papers appearing in them.That number seems，to borrow a mathematical term，to be growing exponentially.If it really takes off，established academic publishers might find they have a revolution on their hands.

Dr Neylon’s petition，though，is symptomatic of a wider conflict between academics and their publishers—a conflict that is being thrown into sharp relief by the rise of online publishing.

This situation has been simmering for years.To many，it is surprising that things have taken so long to boil over.Academics were the internet’s earliest adopters，with all the possibilities for cutting publishers out of the loop which that offers.And there have indeed been attempts to create alternatives to commercial publishing.Cornell University’s arXiv website （pronounced “archive”，the X standing in for the Greek letter “chi”） was set up in 1991.Researchers can upload maths and physics papers that have not （yet） been published in journals.Thousands are added every day.The Public Library of Science （PLoS） was founded in 2000.It publishes seven free journals which cover biology and medicine.

But the incumbent journals are hard to dislodge.Despite the enthusiasm for such operations，there are reasons for the continued dominance of traditional publishers.There is also a lingering prejudice against electronic-only publishing.Web-based alternatives often seem less respectable than their dead-tree counterparts.Researchers want their work to appear in the most renowned journals to advance their careers.

Publish or perish

There is a simple way both to increase access to publicly funded research and to level the playing field for new journals.Government bodies that fund academic research should require that the results be made available free to the public.So should charities that fund research.This would both broaden access to research and strengthen the hand of“open access” journals，since many researchers would then be unable to publish results in closed ones.

A strongly enforced open-access mandate for state and charity-funded research would spur them to do more.The aim of academic journals is to make the best research widely available.Many have ended up doing the opposite.It is time that changed.

Open access to research funded by taxpayers or charities need not mean Armageddon for journal publishers.Some commercial publishers have begun to experiment with open-access ideas，or embrace open access in limited ways，such as charging authors for publication rather than readers for reading，or letting academics post their papers on their own websites or putting time limits on their pay barriers.But if the boycott continues to grow，things could become more urgent.After all，publishers need academics more than academics need publishers.And incumbents often look invulnerable until they suddenly fall.Beware，then，the academic spring.


Adapted from Scientific Publishing：The Price of Information，The Economist，Feb 4th，2012，and Academic Publishing：Open Sesame，The Economist，Apr 14th，2012.
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boycott：抵制

hamper：阻碍

avalanche：雪崩

exponentially：指数地；幂数地

petition：请愿书

simmer：酝酿

mandate：强制


Unit 4 Book

1 Book Categories

Today，most of the books that shape our culture are adapted to other media，which expands their influence.Magazine serialization put Ronald Reagan’s memoirs in more hands than did the publisher of the book.More people saw Carl Sagan on television than have read his books.Stephen King’s thrillers sell spectacularly，especially in paperback，but more people see the movie renditions.Books have a trickle-down effect through other media，their impact being felt even by people who cannot or do not read them.Although people are more in touch with other mass media day to day，books are the heart of cre-ating the culture and passing it on to new generations.

When most people think about books，fiction and nonfiction aimed at general readers come to mind.These are called trade books，which are a major segment of the book industry.Also important are textbooks，which include not only schoolbooks but also reference books and even cookbooks.There are countless ways to further dissect books，but textbooks and trade books are the major categories.

Trade books 
 
[1]



The most visible part of the $24 billion a year that the U.S.book publishing industry produces is trade books.These are general interest titles，including fiction and nonfiction，that people usually think of when they think about books.Trade books can be incredible best-sellers.Since it was introduced in 1937，J.R.R.Tolkien’s The Hobbit
 has sold almost 40 million copies.Margaret Mitchell’s 1936 Gone with the Wind
 has passed 29 million.Most trade books，however，have shorter lives.To stay atop best-seller lists，Stephen King，Danielle Steel and other authors have to keep writing.Steel，known for her discipline at the keyboard，produces a new novel about every six months.

Although publishing trade books can be extremely profitable when a book takes off，trade books have always been a high-risk proposition.One estimate is that 60 percent of them lose money，36 percent break even and 4 percent turn a good profit，and only a few in the latter category become best-sellers and make spectacular money.

Textbooks 
 
[2]



Although the typical successful trade book best-sellers can be a spectacular moneymaker for a few months，a successful textbook has a longer life with steady income.For example，Curtis MacDougall wrote a breakthrough textbook on journalism in 1932 that went through eight editions before he died in 1985.Then the publisher brought out a ninth edition，with Robert Reid bringing it up to date.This gave MacDougall’s Interpretative Reporting
 a life span of more than 60 years.Although textbook publishers don’t routinely announce profits by title，Interpretative Reporting
 undoubtedly has generated more income than many trade book best-sellers.Textbooks，the biggest segment of the book market，include reference and professional books，college textbooks，and elementary and high school textbooks and learning materials.


Professional and reference books
 Dictionaries，atlases and other reference works represent about 10 percent of textbook sales.Over the years the Christian Bible and Noah Webster’s dictionary have led reference book sales.Others also have had exceptional，long-term success that rivals trade books.Even after Benjamin Spock died in 1998，his Baby and Child Care
 ，introduced in 1946，kept on selling.Total sales are past 50 million.Next on the list：The Better Homes and Gardens Cookbook
 .


College textbooks
 College textbooks sell in great numbers，mostly through the coercion of the syllabus.Although textbooks are written for students，publishers pitch them to the professors who order them for their students.Students，although the ultimate consumer，don’t choose them，which may partly explain the hard feelings students have toward textbooks.


El-Hi books 
 
[3]


 Learning materials for elementary and high schools，known as the el-hi market，have unique marketing mechanisms.In most states，school districts are allowed to use state funds to buy books only from a state-approved list.This means that publishers gear books toward acceptance in populous states with powerful adoption boards.If the California adoption board is firm on multiculturalism，textbook publishers will take that approach to win California acceptance.Multiculturalism then becomes a theme in books for less influential states in the adoption process.If Texas，another key adoption state，insists that creationism be recognized，then so it will be in biology books for the whole nation.


John Vivian，The Media of Mass Communication，7th
 Edition，Pearson Education Inc.，2004
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serialization：连载

thrillers：恐怖小说（或电影、戏剧等）

paperback：平装书

atlas：地图集，地图册

coercion：强制，强迫

syllabus：教学大纲，课程提纲

gouge：欺骗，欺诈




 [1]
 trade books：general-interest titles，including fiction and nonfiction.


 [2]
 textbooks：educational，professional，reference titles.


 [3]
 el-hi books：elementary and high school book market.


2 The Transformation of the Book Industry：

Disappearing Ink


Readers have never had it so good.But publishers need to



adapt better to the digital world


More quickly than almost anyone predicted，e-books are emerging as a serious alternative to the paper kind.Amazon，comfortably the biggest e-book retailer，has lowered the price of its Kindle e-readers to the point where people do not fear to take them to the beach.In America，the most advanced market，about one-fifth of the largest publishers’ sales are of e-books.Newly released blockbusters may sell as many digital copies as paper ones.The proportion is growing quickly，not least because many bookshops are closing.

For readers，this is splendid.Just as Amazon collapsed distance by bringing a huge range of books to out-of-the-way places，it is now collapsing time，by enabling readers to download books instantly.Moreover，anybody can now publish a book，through Amazon and a number of other services.Huge choice and low prices are helping books hold their own on digital devices，even against “Angry Birds”.

For publishers，though，it is a dangerous time.Book publishing resembles the newspaper business in the late 1990s，or music in the early 2000s.Although revenues are fairly stable，and the traditional route is still the only way to launch a blockbuster，the climate is changing.Some of the publishers’ functions—packaging books and promoting them to shops—are becoming obsolete.Algorithms and online recommendations threaten to replace them as arbiters of quality.The tide of self-published books threatens to swamp their products.As bookshops close，they lose a crucial showcase.And they face，as the record companies did，a near-monopoly controlling digital distribution：Amazon’s grip over the e-book market is much like Apple’s control of music downloads.

Yet there are still two important jobs for publishers.They act as the venture capitalists of the words business，advancing money to authors of worthwhile books that might not be written otherwise.And they are editors，picking good books and improving them.So it would be good，not just for their shareholders but also for intellectual life，if they survived.

They are doing some things right.Having watched the record companies’ impotence after Apple wrested control of music-pricing from them，the publishers have managed to retain their ability to set prices.But they are missing some tricks.The music and film industries have started to bundle electronic with physical versions of their products—by，for instance，providing those who buy a DVD of a movie with a code to download it from the internet.Publishers，similarly，should bundle e-books with paper books.

They also need to become more efficient.Digital books can be distributed globally，but publishers persist in dividing the world into territories with separate editorial staffs.In the digital age it is daft to take months or even years to get a book to market.And if they are to distinguish their wares from self-published dross，they must get better at choosing books，honing ideas and polishing copy.If publishers are to hold readers’ attention they must tell a better story—and edit out all the spelling mistakes as well.


The Economist，Sep 10th，2011
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blockbuster：非常成功的书（或电影）

algorithm：计算程序，运算法则

swamp：淹没，覆没

impotence：无力，虚弱，无效

hone：磨炼，训练（尤指技艺）


3 The Future of Publishing：E-publish or Perish


The iPad and its kind are both a boon and



a bane for book publishers


Like many other parts of the media industry，publishing is being radically reshaped by the growth of the internet.Online retailers are already among the biggest distributors of books.Now e-books threaten to undermine sales of the old-fashioned kind.In response，publishers are trying to shore up their conventional business while preparing for a future in which e-books will represent a much bigger chunk of sales.

Alert to such shifts，publishers are trying to undo a mess that is largely of their own making.For some time they have operated a“wholesale” pricing model with Amazon under which the online retailer pays publishers for books and then decides what it charges the public for them.This has enabled it to set the price of many new e-book titles and bestsellers at $9.99，which is often less than it has paid for them.Amazon has kept prices low in order to boost demand for its Kindle，which dominates the e-reader market but faces stiff competition from Sony and others.

Publishers fret that this has conditioned consumers to expect lower prices for all kinds of books.And they worry that the downward spiral will further erode their already thin margins—some have had to close imprints and lay off staff in recent years—as well as bring further dismay to struggling bricks-and-mortar booksellers.Unless things change，some in the industry predict that publishers will suffer a similar fate to that of music companies，whose fortunes faded when Apple turned the industry upside down by selling individual songs cheaply online.

Ironically，publishers have turned to Apple to help them twist Amazon’s arm.Keen to line up lots of titles for new iPad owners，the company has agreed to an“agency model” under which publishers get to set the price at which their e-books are sold，with Apple taking 30% of the revenue generated.Faced with these deals，Amazon has reportedly agreed similar terms with several big publishers.As a result，the price of some popular e-books is expected to rise to $12.99 or $14.99.

Once Apple and Amazon have taken their cut，publishers are likely to make less money on e-books under this new arrangement than under the wholesale one—a price they seem willing to pay in order to limit Amazon’s influence and bolster print sales.Yet there are good reasons to doubt whether this and other strategies，such as delaying the release of electronic versions of new books for several months after the print launch，will halt the creeping commoditisation of books.

This is particularly alarming for publishers because digital margins are almost as slender as print ones.True，e-books do not need to be printed and shipped to retailers，but these costs typically represent only a tenth of a printed book’s retail price.Meanwhile，as David Young，the boss of Hachette Book Group，points out，publishers are incurring new costs in the form of investment in systems to store and distribute digital texts，as well as to protect them from piracy.

Publishers are investing in the internet in other ways too.A few are starting to build their own online groups of readers.For instance，Tor.com，a publisher-run website for science-fiction and fantasy enthusiasts，highlights content relevant to its members，even if some of it comes from rival publishers.“This is a rare sign that the light’s finally gone on in publishing，” says Mike Shatzkin of Idea Logical，a consultancy.Sourcebooks，a medium-sized publisher that has developed an online group focused on poetry，found that sales of its books rose by more than 50% in the six weeks after poems from them had featured on the site.

Publishers are also pumping plenty of money into what Hachette’s Mr Young calls“enriched e-books”，which combine the printed word with audio，video and other media to create content that can command a premium price.The launch of the iPad will speed up this experimentation，but it is not the only device to catch publishers’ attention.HarperCollins，for instance，has sold hundreds of thousands of cartridges in Britain that let users read electronic versions of classic texts on Nintendo DS portable game consoles.Charlie Redmayne，the “chief digital officer” of one of its units，reckons many of the buyers would not have splashed out on print editions，so the move to a new platform has created fresh demand for books.

Indeed，many publishing executives like to argue that the digital revolution could usher in a golden age of reading in which many more people will be exposed to digital texts.They also point out that new technologies such as print on demand，which makes printing short runs of physical books more economical，should help them squeeze more money out of the old-fashioned format.And they insist that the shift away from printed books will be slow，giving them more time to adapt to the brave new digital world.

Perhaps.But there are still plenty of inefficiencies in the supply chain for conventional books that firms such as Amazon and Apple can exploit.Many publishers，for example，still take far too long to get books to market in print or electronic form，missing valuable opportunities.Ms Reidy at Simon & Schuster says she has brought functions such as typesetting in-house to boost efficiency.At Sourcebooks responsibility for making books has even been shifted from the editorial team to the firm’s head of technology，underlining the need to think digitally right from the start of the commissioning process.

The publishing firms that survive what promises to be a wrenching transition will be those whose bosses and employees can learn quickly to think like multimedia impresarios rather than purveyors of perfect prose.Not all of them will be able to turn that particular page successfully.


The Economist，Mar 31st，2010
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boon：恩惠，福利

bane：祸害

shore up：支持

bricks-and-mortar：实体的

piracy：盗版

Nintendo：任天堂株式会社，是一家制造玩具、游戏等产品的日本公司


Unit 5 Radio

1 Five Companies That Will Define the Future of Radio


Who’s forging the future of radio？It’s still early，but keep an



ear on this handful of businesses already pounding out that future.


Radio will never be the same.Like books，magazines，music and just about every other mass medium you can think of，the age-old format is being transformed by the Internet，mobile technology and a few very smart organizations.

Who’s forging this future is still early to know—and this space will undoubtedly be occupied by a few now-unfamiliar names by 2030—but there are a handful of organizations already busy chiseling out that future.Keep an ear on these five.

Stitcher Radio

Stitcher Radio is amazing.The four-year-old company blends terrestrial broadcasts with popular podcasts to let users build a highly personalized，lean-back radio experience.

Like Pandora does with music，Stitcher builds smart radio stations based on your preferences，which are based on your listening history and the familiar thumbs updown tapping.It’s great.Stitcher features content from CNN，NPR，BBC，Fox News and a host of providers large and small.

How it’s looking forward

Earlier this year，Stitcher Radio announced a partnership with Ford，who will build the service （along with Pandora） directly into its new cars.Smart.

Pandora

This one might seem obvious，but Pandora has stayed on top of the personalized internet radio market for years，despite challenges by everyone from Last.fm to Spotify.

Pandora’s Music Genome Project provides some of the smartest semi-automated music recommendations out there.It doesn’t yet rival the brain of a real music tastemaker，but it’s getting there，thanks in large part to the human intelligence that heavily fuels Pandora’s algorithm.

How it’s looking forward

Like Stitcher Radio，Pandora is finding its way into new cars.It’s also begging Congress to rethink the unbalanced artist royalty payments that internet radio providers pay.

Spotify

Not so long ago，you wouldn’t have associated Spotify with internet radio.That all changed last December，when the Swedish startup launched Spotify Radio，which emulates Pandora’s functionality using the Echo Nest，a competing music recommendation engine.Any doubts that Spotify was serious about this push were cast aside in July，when Spotify Radio was made available for free in the service’s mobile apps.

How it’s looking forward

Spotify’s most promising feature is its third-party app platform.The year-old store now boasts more than 60 apps focusing on discovery，social music，promoting individual artists and whatever else developers can cook up.

National Public Radio

If old media are supposed to be crusty and slow-to-innovate，you couldn’t tell it by looking at NPR.The public radio nonprofit first went on the air in 1971，but unlike some of its counterparts in print media，it hasn’t been sitting out the digital revolution.NPR’s digital services team has been busy creating application interfaces，wordpress plugins and experimental web radio products.Its social media presence is impressive and its podcasts are some of the most popular on iTunes.

How it’s looking forward

By maintaining this spirit—especially when it comes to mobile devices—it pretty much guarantees itself a prominent role in radio’s future.And NPR also knows the importance of partnering with car makers.

Clear Channel

NPR isn’t the only industry incumbent that’s thinking ahead.Terrestrial radio conglomerate Clear Channel sees the threat posed by innovative startups and has responded accordingly.Its iHeartRadio service combines 15，000 live broadcast stations with personalized channels.

How it’s looking forward

By putting its massive weight behind Pandora’s quest to reduce internet royalty rates，Clear Channel helps make change more likely.It also provides its own API that developers can use to bake iHeartRadio into other products，including cars.

Other players forging radio’s future

Narrowing this list down to five organizations was tough.So many technology and media companies are working on things that will make up the future of what we today call radio.

When we prop up our iPads stream contents from NPR，Stitcher or Spotify，it’s a bit like using a futuristic radio.On our iPhones，smaller versions of those same apps let us bring the content with us in the car or when we’re walking down the street.Along with Samsung，Nokia and others，Apple is already building much of the hardware from which we stream audio content.

It’s not just giants that are jockeying for a spot in radio’s future.Under-the-radar upstarts like Shuffler.fm and the Hype Machine turn music blogs into lean-back，mobile-friendly listening experiences.Even Sound Cloud is growing more radio-like.Meanwhile，The Echo Nest’s complex music recommendation algorithm is woven throughout a long list of internet radio products，each of them aiming squarely at Pandora.


John Paul Titlow，http：//readwrite.com，December 12th，2012
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chisel：雕刻

podcast：播客

tastemaker：创造时髦风尚的人

emulate：仿效

plugin：插件

incumbent：在职者，现任者

jockey：操作，驾驭，欺诈


2 Name That Tune-in：Who Will Emerge as

the Future of Radio？

As the audience for AM and FM radio declines，start-up entrepreneurs and giant media companies alike search for the“next radio”—a way to make money by helping listeners discover new music.Online music providers such as Pandora，Imeem and Last.fm provide an early glance at that next chapter in radio history.

The search for a user-customized music“station” started in the early 1990s，when MIT’s Media Lab created Ringo，a music recommendation engine that asked listeners to grade a few tunes and then offered them songs they might like.Now，CBS’s Last.fm site has become the first of the new generation of music sources to offer free，on-demand，full-length spins of any tune you want to hear—not just the 30-second snippets available on iTunes and most other music sites.

As in other areas of media，the music industry is finally starting to come around to the difficult truth that we now live in a world in which consumers expect information and entertainment to be free.Efforts to sell music by subscription have mainly failed.（Yahoo recently gave up on its Music Unlimited subscription service and sent its customers to Rhapsody，another struggling music provider.） But traditional radio’s offer of free music surrounded by audio advertising is also being rejected by a generation that resents undesirable interruptions.

With increasing evidence that many people suffer from iPod fatigue—they know too well what’s stored on their player and they crave surprise—several companies are trying to figure out what blend of user-generated content and expert guidance will attract an audience.

Since 2005，Tim Westergren has crisscrossed the nation gathering fans of Pandora，his site that lets listeners create their own stations by typing in a favorite song or artist and letting the software generate a stream of music that shares your favorite’s characteristics.Based on a handcrafted database that catalogues more than 500，000 songs according to their rhythm，harmony，mood，style and lyrics，Pandora serves up selections that you then fine-tune by rejecting those you loathe and embracing those you adore.

While Pandora’s choices can be repetitive and the company has struggled mightily against the imposition of potentially devastating royalty rates，the service has a strong，intensely loyal following—and Pandora is a consistently effective way to find music you didn’t know you’d like.

For those who recoil at the notion of anyone—a radio station program director or Pandora’s musicologists—deciding what music is best for them，Last.fm chooses tunes in a different way.Rather than employ its own experts，Last.fm relies on the collective listening habits of its users.When you choose a song on the site，you see a list of artists who are “similar；” if many people who joined you in listening to Booker T.and the MGs also listened to the Delfonics，the software leads you in that direction.

Last.fm’s choices tend to be less logical and linear than Pandora’s.There are more surprises，but Last.fm provides less apt and effective suggestions.

Last.fm’s great promise may lie down a path the company is not yet travelling.Will CBS use its $280 million acquisition to change some of its 140-plus AM and FM radio stations，putting listeners in charge of what music gets played？ Or is that really no answer to radio’s woes？ Does online crowd-sourcing really produce dramatically different playlists from the traditional market research that radio stations engage in and that listeners love to whine about？

Patrick McKinnon，27，a computer engineer in Austin，is a fan of the new music sources that created a mash-up that lets listeners use Last.fm in combination with Slacker.

“I often hear people from my parents’ generation say，‘There will never be another Beatles，’ and they are absolutely correct，” McKinnon says.“Not because there will never be another band capable of making music as well as the Beatles，but because we no longer have to form our musical preferences based on a limited number of competing radio stations.We now have millions of people making millions of choices about what they want to listen to；it becomes rather improbable that a large majority will gravitate to the same conclusions about what music they prefer.”

No suggestion-driven music service has become a dominant force.Del Colliano，an obsever，believes only Apple could produce the next radio—something providing the serendipity of radio delivered through an infrastructure that already enjoys mass acceptance.

Del Colliano and other observers increasingly believe the radio of the future will not be a 24/7 music source，but rather a provider of short programs，such as podcasts，that appeal to an ever-shrinking attention span and work seamlessly with social networks，cellphones and laptops.

Whatever form the next radio takes，it’s clear what need it will fulfill.“Every day I am bombarded with new and interesting technologies competing for my already limited time，” McKinnon says.“Having the ability to turn on a personal radio station that will grow and evolve as new music becomes available，tailored accurately to my musical preferences，will be truly amazing.It isn’t here yet.”


Marc Fisher，The Washington Post，March 23rd，2008
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tune in：收听

snippet：片段

loathe：厌恶

recoil：退缩，畏缩

musicologist：音乐学者

whine：抱怨

mash-up：混聚，混搭

serendipity：机缘凑巧，意外新发现

seamlessly：无缝地

bombard：炮击，轰炸


3 International Broadcasters：Waves in the Web


Western state-backed news outfits are struggling to



keep their influence in the developing world


The cold war was the state-backed broadcasters’ heyday，with big budgets for propaganda wars about the virtues and vices of capitalism and communism.Powerful short-wave transmissions required costly kit；getting hold of the frequencies required international arm-twisting.It was a game for big and rich countries only.Peter Horrocks，head of BBC Global News，recalls “a comfortable world”.

New technology has cut costs and demolished most barriers to entry.Wavebands matter less than bandwidth.Even for those unable to watch or listen on the internet，satellite dishes and fibre-optic cable are hugely expanding the choice of programmes.

Incumbents are struggling.In the past year the BBC World Service lost 8m viewers and listeners.Of the six American taxpayer-financed broadcasters that measure their reach，five see a decline.That poor performance came when budgets were generous.Now they will be flat or falling.

One problem is vulnerability to local politics.For all the costs and crackle，short-wave usually got through：trying to jam the broadcasts （a favoured Soviet tactic） was conspicuous and therefore embarrassing.The modern version of that is blocking websites.But the shift to rebroadcasting on local FM channels exposes foreign broadcasters （and the stations who carry them） to more subtle pressure.In 2003 Voice of America’s Russian service was carried by 85 domestic radio stations；it is now carried by just one.The BBC Arabic service’s local broadcasts in northern Sudan were shut down on August 9th.The old international broadcasters have the resources to deal with censorship：the cocktail of satellite，short-wave，internet and local FM broadcasts offers a powerful mix of solutions.

A bigger problem for them is competition.Since 2006 France，Iran，Japan and Qatar have launched English-language TV news channels.The new arrivals are conquering territory （and sometimes hiring staff） shed by established Western organisations.Short-wave radio is a signal example.Since 2000 Voice of America has cut the number of short-wave frequencies，on which it broadcasts by 24%，to 200.The BBC has abandoned short-wave broadcasts to Latin America，North America and most of Europe，to the chagrin and despair of some loyal listeners.In the same period China Radio International has almost doubled its short-wave output.It even broadcasts from Texas.

Gobbling up short-wave audiences gains mostly older，poorer and more rural listeners.But the big battle is for urban opinion-formers，who consume their media chiefly by satellite and the internet.Here the most impressive new entrant is Al Jazeera，which is supported by the Emir of Qatar.Its well-established Arabic service dominates the Middle East，easily fending off competition from state-backed Western rivals.Before 1990 Kenya had just one，state-owned，television station.It now has 20 television broadcasters and 80 licensed radio stations playing everything from rap to Christian sermons.Whereas once the BBC news was the highlight of the day，it must now compete with a din of other offerings.

Online programming strengthens the trend.Where broadcasters once pushed programmes expensively，with multiple repeats and big worries about audibility and accessibility，they now have a model based on people pulling the material they want from a website.It is cheaper，easier to reach scattered audiences and can get round local political difficulties.Voice of America’s Russian service may have been virtually driven off the airwaves there，but 2.3m of its videos were watched on YouTube in May，according to the Senate foreign-relations committee.Once a programme or clip finds popularity in the blogosphere，the broadcaster can sit back and watch traffic spike.

That is no substitute for the old days，though.Voice of America’s reach in Russia has declined as it disappeared from the radio，says Dan Austin，who runs the service.Internet audiences （at least so far） are busier and more hurried they don’t lean back and enjoy the broadcast，but hunch forward，eager to click on the next link.In poor countries，internet use is still patchy.

Faced with these trends，Erik Bettermann，the head of Deutsche Welle，has largely given up trying to reach large numbers of people in the developing world，in favour of concentrating on informed urban elites.His aim is to make the German station a yardstick against which other news reports can be checked not so much a loud voice as a dependable one.

As competition and cacophony intensify，this less heroic vision of international broadcasting may point the way for others.But those technological and consumer trends also make the international broadcasters’ privileged finances look （at least in the private sector’s eyes） increasingly unfair.In Afghanistan the three biggest national radio stations are run by the BBC World Service，Voice of America and Radio Free Afghanistan （which is also American）.Mr Mohseni，who runs radio and television stations，complains that the outsiders lure his staff with higher salaries and visas to the West.As international broadcasters turn to popular music and soap operas to retain their audiences，such gripes will grow louder.Having long trumpeted the cause of freedom，the big Western broadcasters must now learn to live with its consequences.


The Economist，Aug 14th，2010
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heyday：全盛期

gobble up：狼吞虎咽，吞噬，吞并

Al Jazeera：半岛电视台

emir：埃米尔（伊斯兰国家的酋长、贵族或王公）

sermon：布道

blogosphere：博客圈

patchy：不完整的；参差不齐的


Unit 6 Television

1 Television Companies in the United States

Television is one of the major mass media of the United States.Household ownership is 96.7%.Its peak was the 1996～1997 season with 98.4% ownership.As a whole，the television networks of the United States are the largest and most syndicated in the world.

Television channels and networks

In the United States television is available via broadcast （over-the-air），unencrypted satellite （free-to-air），direct broadcast satellite，cable television，and IPTV （internet protocol television）.

Over-the-air and free-to-air TV is free with no monthly payments while cable，direct broadcast satellite，and IPTV require a monthly payment that varies depending on how many channels a subscriber chooses to pay for.Channels are usually sold in groups，rather than singly.

Broadcast television

The United States has a decentralized，market-oriented television system.The United States has a national public broadcast service known as the Public Broadcasting Service（PBS）.Local media markets have their own television stations，which may be affiliated with or owned and operated by a TV network.Stations may sign affiliation agreements with one of the national networks.Except in very small markets with few stations，affiliation agreements are usually exclusive：if a station is an NBC affiliate，the station would not air programs from ABC，CBS or other networks.

Major broadcast networks

The five major U.S.networks are NBC，CBS，ABC，Fox，and the CW.The first three began as radio networks：NBC and CBS in the 1920s，and ABC was spun off from NBC in 1943.Fox is a relative newcomer that began in 1986，although it is built upon the remnants of the former DuMont Television Network，which was an earlier fourth network that operated from 1948 to 1956.The CW was created in 2006 when UPN merged with the terrestrial and cable assets of the WB （the WB’s online assets remain separate）.All in all，the US broadcasting landscape dramatically evolved towards a conglomeration of players，an effect also called Concentration of media ownership which describes the narrowing-down of competing businesses in modern television broadcasting.

Non-commercial television

Public television has a far smaller role than in most other countries.There is no federal state-owned broadcasting authority directed at U.S.audiences because of prohibitions set forth in the Smith-Mundt Act
 .The federal government does produce NASA TV （three channels featuring space program information and educational programs） and the Pentagon Channel （a military news outlet） for public consumption，but distributes them only via satellite and internet and not through terrestrial outlets.

American public television stations air programming that commercial stations do not offer，such as educational，cultural and arts，and public affairs programming.Most （but by no means all） public TV stations are affiliates of the Public Broadcasting Service，sharing programs like Sesame Street
 and Masterpiece Theatre
 .Unlike the commercial networks，PBS does not officially produce any of its own programming；instead，individual PBS stations，station groups and affiliated producers create programming and provide these through PBS to other affiliates；there are also a number of syndicators dealing exclusively or primarily with public broadcast stations，both PBS and independent stations.

Cable television

Unlike broadcast networks，most cable networks air the same programming nationwide.Top cable networks include USA Network （general entertainment），ESPN and Fox Sports （sports），MTV （music and reality TV），CNN and Fox News （news），Syfy （science fiction），Disney Channel （family），Nickelodeon and Cartoon Network （Children’s），Discovery Channel and Animal Planet （documentaries），TBS （comedy），TNT and FX （drama） and Lifetime （women’s）.

Internet services

IPTV is similar to a cable subscription，but instead of the set-top box receiving information via a dedicated wire，video is transmitted over the public internet or private internet protocol-based network to a set-top box.

Web television began in the 1990s and has become popular in the 2000s，resulting in a trend of cord cutting-canceling cable subscription in favor of online content，over-the-air broadcasts，and DVD rental.Web TV providers in the United States include Hulu，Netflix （which was originally a mail-order DVD rental service），MyTV （Arabic），and many international web sites such as YouTube，Myspace，Newgrounds，Blip，and Crackle.Viewers can watch these programs from any web browser，whether on a desktop computer，laptop，tablet，or smartphone.Mobile television services also include mobile apps for both traditional and new programming providers，usually optimized for a small screen and mobile bandwidth constraints.Mobile video is available for direct download or streaming from the iTunes Store，Google Play，and Amazon Instant Video.



Words & Expressions



unencrypted：未加密的

free-to-air：（电视节目和频道）供免费接收的

decentralize：权利分散

terrestrial：（电视频道）地面的（有别于卫星转播的）

conglomeration：聚集

anatomy：解剖，解剖学；剖析，分析

set-top box：（接受数字电视信号的）机顶盒

optimize：最优化


2 Here，There and Everywhere：

Television is Spreading in New Directions


The Price Is Right
 was looking a bit long in the tooth when Fremantle Media bought it in 1996.The game show，which invites contestants to “come on down” and guess the value of various consumer goods，had first appeared on television 40 years earlier.Since 1972 it had been hosted by one man，Bob Barker.Its audience was aged.When Mr Barker announced his retirement，one talk-show host joked that when he started watching The Price Is Right
 he knew he was getting too old to keep working.

These days the show is a multimedia phenomenon.It has been turned into computer games and slot machines.Perhaps inevitably，there is an iPhone app，which has been bought more than half a million times.Bally’s，a casino in Las Vegas，puts on a theatrical version of the competition five days a week.Now with a new host，the show is chugging along on daytime television，not doing at all badly.

“Once people fall in love with a brand，they want to interact with it in all sorts of ways，” says Tony Cohen，the head of Fremantle Media.This would be true even without prodding from media firms.Winter Sonata
 ，a South Korean soap opera，sent honeymooners flocking to the places where it had been filmed.There are plenty of unofficial tours of famous TV locations in New York and Los Angeles.Media firms have learned to capture more of this demand and profit from it.About one-third of Fremantle’s revenues now come from consumer goods and other spin-offs.

Popular TV shows routinely spawn DVDs，toys，websites，computer games，board games and comics.Germany’s Gute Zeiten，Schlechte Zeiten
 soap has an eveningwear collection.Indeed，the point of the television business is no longer simply to make shows but to create branded entertainment franchises made up of many products of which television shows are merely the most important.

These days you can hardly watch a TV show aimed at young people without being invited to visit a website.Find out what music is playing in the background！ See some footage that did not make it into the final version！ Discuss the show with other fans！ And，of course，see some more advertisements.The websites of big-budget American dramas are dense and well designed.The shrewdest producers have realised that this profusion of spin-offs opens up a new approach to storytelling.

One of the buzzwords in Hollywood these days is “transmedia”.It refers to a kind of storytelling that goes beyond both a single platform and a single narrative.Big-budget TV shows like Lost
 and Heroes
 pioneered the use of web episodes to flesh out minor characters.The Heroes
 website hosts cartoons，subsequently printed and bound into graphic novels that go off on tangents to the main story.Such extensions create deeper，more immersive experiences for fans.

It is not yet clear that transmedia storytelling is profitable in its own right.Its value is not measured in advertising dollars but in audience engagement.

Have content，will travel

When a TV show goes off the air for the last time，the online community that had gathered around it tends to vanish.The games and the CDs stop selling，too.Television brings audiences to all these other activities and gives them life.It is also an excellent vehicle for carrying stories and characters to other countries，where the whole merchandise-rich ecosystem can get going all over again.Indeed，it is almost the only means of doing so.

Overseas markets are the healthiest，fastest-growing part of the television business.Discovery Communications，which ventured abroad early，now derives a third of its revenues from outside America.It helps that Discovery produces a lot of documentaries and natural-history shows：programmes with voice-overs can be readied for export simply by recording a new narration.Fox International Channels，News Corporation’s overseas arm，turned over more than $1 billion in the fiscal year 2008～2009.Five years earlier it had brought in less than $200m.

A few have even sneaked hits into America.The Spanish-language telenovelas that Mexico’s Televisa supplies to Univision frequently draw bigger prime-time audiences than English-language shows.Europeans dominate the worldwide reality-TV business.Fremantle Media，which is owned by Bertelsmann，produces American Idol
 .Endemol，a Netherlands-based firm，churns out the kind of reality shows that Americans love to complain about—and love to watch.But these are localised versions of imported formats.Most Americans probably do not realise that American Idol
 or Dancing with the Stars
 originated in Britain.Only Hollywood routinely exports its shows unaltered.

An international beauty contest

To see why the big studios are so successful at selling overseas，conduct a test.Get hold of a copy of a drama made by Hollywood for American broadcast TV—CSI
 ，Glee
 or Heroes
 will do fine—and，at a random moment，press the pause button.What do you see？ Handsome actors，no doubt.But also a well-composed shot that resembles a photograph，with the actors well positioned within the frame.The shot will be well lit，too.Now do the same for a show made by a foreign broadcaster.The result？ Probably less impressive.

Finely crafted television like this is expensive.It costs more than $3m for an hour of drama that is good enough to pass muster on an American broadcast network.The visual acuity of Hollywood’s best shows is a big reason why they can compete against home-grown products that are more culturally relevant.Their advantage is growing as households across the world invest in bigger，sharper televisions.And Hollywood is less ashamed of its role as global storyteller than it used to be.

A few years ago there was much talk of localising television shows.Stung by charges of cultural imperialism，which were particularly loud in France，the big media conglomerates encouraged their foreign subsidiaries to develop their own programming.

Television companies have gained more leeway in part because worries about cultural imperialism have shifted from Hollywood to Silicon Valley.It was Twitter，not CNN，that was blamed for sparking protests in Iran in 2009.Television has lost its monopoly over the creation of cultural anxiety，and more besides.


The Economist，Apr 29th，2010
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spin-off：副产品，衍生品

franchise：特许权； 专营权

telenovela：浪漫电视肥皂剧；拉美电视剧

footage：（电影或电视的）片段的数量或长度；连续镜头

buzzword：专门用语，术语

voice-over：画外音

churn out：快速生产；大量生产

pass muster：符合要求

leeway：自由空间；回旋余地


3 An Interactive Future


The last remaining mass medium needs to engage



with its audience and target its offerings


Not so long ago television was scary.It was held to turn children into imbeciles，make men violent and corrupt political discourse.Books tried to alert people to the menace in their living rooms：the best of them was Neil Postman’s Amusing Ourselves to Death
 ，published in 1985.Musicians vilified TV in songs like “She Watch Channel Zero” and “Television，the Drug of the Nation”.

As the internet grabs attention，television has become more pitied than feared.A Google search on the phrase “threat from television” turns up some 500 results，many of them historical.“Threat to television” generates eight times as many.

Much of this is misguided.People spend more time watching television now than they did when rappers attacked it with songs.As a thorough study by the Council for Research Excellence has shown，Americans spend more time watching television than they spend surfing the web，sending e-mails，watching DVDs，playing computer games，reading newspapers and talking on mobile phones put together.Television is not disappearing.But nor is it the only star in the sky.

The internet，both fixed and mobile，poses a growing challenge to television.It lures advertisers with promises of precision：why pay huge sums to scatter a message among millions of people when you can target the few who seem to be interested in your product？ To consumers it promises choice，engagement and a low （or no） price.And the internet has powerful backers.

With the important exception of sport，early attempts to deliver TV content over the web and mobile phones have proved unprofitable.The worst mistakes are now being put right.But it is doubtful that the economics of online or mobile video will ever be as attractive as the economics of traditional television.As video goes online，a world of restricted choice and limited advertising space turns into one where both are available in almost endless quantities.More supply means lower prices.

Technology also competes for attention.Although families still gather around the TV set as they have done for decades，they now bring electronic distractions with them.

In Japan and South Korea，where many technological trends originate，young people may well type a text message and watch television on their mobile phone even as the main TV set flickers in the background.In Britain teenagers have learned to bounce from platform to platform and from children’s to adult programmes，snacking on a wide range of content.“They have become adept at lightning raids，” says Mark Thompson，the BBC’s director-general.Although teenagers watch a lot of television it has become hard to make programmes specifically for them.

For the biggest TV shows，technology is a boon.Social-networking websites create chatter around reality-TV programmes，increasing awareness and drawing viewers.Television executives have long endeavoured to create “water-cooler” shows which people will talk about at work the next day.Chris Silbermann，president of International Creative Management，a talent agency，says Facebook and Twitter function a bit like large digital water coolers.As audiences fragment，the big shows’ ability to draw huge numbers of eyeballs at a specific time becomes ever more valuable to advertisers.

For shows of middling popularity，including many scripted dramas and comedies，life is harder.Big shows are crowding out smaller ones，partly because of the amplifying effects of social media and partly because of the spread of digital video recorders，which make it easy to watch nothing but hits.Online video nibbles at their audience，too.How to survive in this world of giant competitors and new distractions？

One answer is to involve viewers more in programmes.Television is extremely good at creating characters and gripping stories.It is much less good at encouraging people to engage with those stories.Simon Cowell has proved that people will vote for contestants in talent shows.But some attempts to open a dialogue with viewers have been a little odd.

Involving viewers in this way is crucial for CNN，which lacks the ideological rapport that its two main American rivals，the conservative Fox News Channel and the liberal MSNBC，have with their viewers.But it is desirable for any news outfit.In a country where even subway systems have Facebook pages，news networks must fight to hold onto people’s attention.And ordinary folk want to interact with news.

Glenn Beck，one of the stars of the Fox News Channel，is a multimedia brand to rival anything concocted by Disney or MTV.As well as a popular TV show，he puts out a radio programme and bestselling books.He tours and releases CDs.His logo appears on T-shirts，baseball caps and，oddly，duct tape.Mr Beck also has an online fan club，which charges admission （one of the promised benefits is a priority e-mail form to send messages to the man himself）.

Television is supreme at holding the attention of a large number of people for long periods.Other gadgets divert people from the box，but not nearly as much as TV diverts them from all those other gadgets.And technology has undermined some of television’s biggest competitors，notably newspapers.In a world of fragmenting audiences，it is the only real global mass medium.If TV can combine scale with specificity，become more responsive to its audience and learn to aim adverts more precisely，it will continue to thrive.


The Economist，Apr 29th，2010
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discourse：演讲，论述，谈话

vilify：诽谤，辱骂，贬低，轻视

become adept at：熟练于……

nibble at：啃，一点一点地咬

rapport：和谐，亲善

concoct：调制，调和，编造


Unit 7 Movie

1 Hollywood’s Big Six are Profiting from Unoriginality

In recent years，the digital age has not been kind to Hollywood’s movie studios.YouTube，torrent downloading，large home theatres and a multitude of other phenomena are causing an increasing number of would-be moviegoers to abandon their local cinemas for more convenient，cheaper options.Box office sales were down 3.8% in 2011 and overall attendance fell 4.7% in the same year.In some circles，Hollywood—at least in the traditional sense—has been declared dead.

Interestingly，the movie industry’s saving grace may be a result of screenwriters’ shortcomings in the creativity department.This year alone，over one-third of the pictures released emerge from decidedly unoriginal ideas.These include sequels，prequels，remakes，book adaptations，and，in the wake of the profit-making 3-D technology，the re-release.While studios have looked to various preexisting sources for inspiration since the 1939 success of Gone with the Wind
 ，the Big Six now find themselves getting rather backward-looking in where they turn for project ideas.

Universal Pictures，a subsidiary of Comcast and NBC Universal，is perhaps the most readily apparent example of this trend.This summer，the studio released the high budget Battleship
 ，starring big names like Liam Neeson and Rihanna.While ostensibly a romance involving extraterrestrial and maritime plot devices，the film claims the half-century old Milton Bradley game as its muse.Battleship
 has raked in close to $300 million thus far.Although largely a flop in the North American market，the adaptation has been a rousing success outside the country，repeatedly topping the charts in multiple countries while grossing a total upwards of $235 million.The film was supposed to be the first in a four-plus film partnership between Universal and Hasbro，which bought the Milton Bradley Company in 1984.Hasbro is currently in the process of adding plotlines to classic time-killers such as Monopoly，Ouija，Candyland
 ，and a newer version of Clue
 .Universal was unenthused about the results of this summer’s release，forcing Hasbro to look for other partners in its quest to revamp its seasoned brands.

After the dispute with Universal，Hasbro moved its Candyland
 project to Columbia Pictures，a subsidiary of Sony Pictures Entertainment，the distribution arm of Sony.Candyland
 is set to star Adam Sandler and will be made in conjunction with the actor’s Happy Madison Production.Columbia famously made use of conventional source material in 2007 with its Across the Universe
 ，a romantic drama based solely on Beatles songs.Like Battleship，Across the Universe
 flopped in North America，failing to make back its $45 million budget，earning around $29 million.Columbia Pictures also jumped aboard the comic book bandwagon by producing The Green Hornet
 and Ghost Rider
 franchises，both of which generated box office sales roughly double that of their budgets.

The leader in the comic book field is undoubtedly Walt Disney Pictures，whose parent conglomerate，The Walt Disney Company，owns Marvel Entertainment.Unlike most of the others，Disney’s pictures have been box office hits.Iron Man
 ’s success prompted two sequels and successor films such as Thor
 and Captain America：The First Avenger
 .The stars of these blockbusters united in this summer’s highly lucrative The Avengers
 ，which grossed $1.4 billion，the third highest sum of all time.The Marvel umbrella has also recently teamed up with Rovio Entertainment to bring iPhone users’ beloved Angry Birds
 to the big screen.Disney was a pioneer in the nontraditional inspiration trend，as its Pirate of the Caribbean
 franchise was based on a theme park ride and has grossed $3.72 billion worldwide.Last year’s fourth installment in the series was the production company’s fourth highest-grossing film ever，prompting studio talks to create a fifth episode in the Jack Sparrow saga.

Before partnering with Universal，Hasbro used Paramount as its primary vehicle for moving child entertainment into the media entertainment realm.Paramount，the film distribution arm of Viacom，and Dream Works，another Viacom subsidiary，have successfully released three Transformers movies based off Hasbro’s popular toys of the 1980s and 1990s.The films have so far garnered $2.6 billion，enough for Hasbro CEO Brian Goldner to commission another installment without the direction of Michael Bay.Paramount also distributed G.I.Joe：The Rise of Cobra
 ，a rendition of the Hasbro action figures first popularized in the 1960s.The film grossed over $300 million.

Warner Bros.，the Time Warner member of the Big Six，has so far remained relatively distinct from the ploys utilized by its peers—aside from its widely successful Game of Thrones
 book adaptation.This is about to change with the release of the 3D LEGO movie set to come out in 2014.The film is supposedly 20% live-action and takes characters into an all-LEGO universe populated by the Danish toy company’s most iconic characters.While this will be notable for its singularity in the industry，Warner Bros.can also claim what is probably the most anticipated movie—let alone nonconventional movie—of the year.This year，Time Warner will be able to witness the culmination of its popular comic book-inspired Batman franchise with The Dark Knight Rises
 .The success of this series cannot be understated，as The Dark Knight
 had been the highest grossing comic book-inspired film prior to Disney’s The Avengers
 .

The final member of the Big Six，20th Century Fox，which is the production company of News Corporation，has also been a fan of movie adaptations.This past December featured the second sequel to 2007’s Alvin
 and the Chipmunks
 ，based off high-pitched playback capability for a novelty record in 1958.Just as the anthropomorphic band endured incredible longevity，20th Century Fox has seen this franchise deliver quite promisingly.The first film’s box office earnings quintupled its $60 million budget，while the Squeakquel
 and Chipwrecked
 approached half a billion each.Although 20th Century Fox has been coy about its plans to continue to explore the broader tendency to look toward this type of inspiration，it has not ruled out a fourth installment in the series.This could be especially likely considering its current addiction toward series extenuation，resulting in additions to，among others，the X-Men，Taken，Rio，Diary of a Wimpy Kid，Chronicles of Narnia
 ，and Percy Jackson
 franchises.

While cinephiles often scoff at the unoriginality of the Big Six，it may be the only thing keeping the industry alive in the age of Netflix and On Demand movies.Based on box office results，it seems that the majority of movie-goers are captivated by the redu-xa trend that studios will continue to capitalize on as the digital age advances through the next decade.


John Kocsis Wealt，http：//www.wealthlift.com，Jun 23rd，2012
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moviegoer：常看电影的人

prequel：前篇

ostensibly：表面上

maritime：海的；海事的；海运的；船舶的

rake in：迅速取得

anthropomorphic： 拟人的，赋予人性的

extenuation：减轻罪孽的借口；酌情减轻

scoff at：嘲笑；奚落

captivate：迷住，迷惑

capitalize on：利用，从某事物中获利


2 Film is Dead？What Else is New？

“Movies aren’t what they used to be” is a frequent refrain these days.Will 3-D last？ What will be the next global cinematic hot spot？ What young stars will still be around 10 or 20 years from now？ Hard questions to answer，since a critic’s job is not prophecy so much as the anticipation of surprise.But the other type of question was not surprising at all.Why aren’t there any good movies anymore？

It does no good to respond that，actually，there are.Providing evidence to back up that assertion—what about Margin Call
 ？ Moneyball
 ？ Mysteries of Lisbon
 ？—is equally fruitless，since the question is not really a question at all，but rather a general complaint.It is widely assumed，almost to the extent of being conventional wisdom，that movies have suffered an overall decline in quality and that the exceptions are outliers，holdovers or happy accidents.The past is full of glories，whether black-and-white jewels of the old studio system （Casablanca
 and All About Eve
 come up a lot），imported treasures from the 1960s （Antonioni！ Godard！） or rough diamonds from the brief splendor of the New Hollywood in the 70s’.Whatever your preferred golden age，one thing is certain：they just don’t make them like they used to.

In strictly technical terms，this is true enough.The machinery of production and distribution is in the midst of an epochal change，part of the rapid and convulsive digitalization of everything under the sun.If you go to a movie theater，you are less and less likely to see a film in the traditional，literal sense.Cans and reels have been replaced by hard drives and digital files.Movies are shot and shown digitally and increasingly distributed that way as well，streaming onto the screen in your living room or in your hand.

These changes inspire enthusiasm，bewilderment and also a measure of mourning.In a recent review of Tower Heist
 and Melancholia
 —a pairing that might at once confirm and refute the gloom of backward-looking cinephiles—Anthony Lane of The New Yorker
 laments the impending eclipse of moviegoing，a collective ritual ostensibly threatened by the ascendance of home viewing.“Enjoy it while it lasts，” he concludes，offering （by way of a quotation from Melancholia
 ） a pre-emptive epitaph for a form of cultural consumption，built around “compulsion” and “communion，” with roots in ancient Athens and，apparently，no future to speak of.

Around the same time a headline on Roger Ebert’s blog announced “The Sudden Death of Film.” In the essay that follows，Mr.Ebert’s grief is tempered with resignation.“The celluloid dream may live on in my hopes，but video commands the field，” he writes.Mr.Ebert，who has frequently （and eloquently） argued for the aesthetic superiority of film over video，acknowledges that “my war is over，my side lost，and it’s important to consider this in the real world.” And he concludes with a wry elegy for the typewriter，a machine that has become，along with the movie projector and the turntable，a fetish and an emblem of superannuated modernity.

Mr.Ebert embraces the old and the new with equal ardor.But the sense of loss he expresses in the face of changing technology resonates with the gloom we encountered anywhere.It can be hard to escape，and even harder to argue against，the feeling that something we used to love is going away，or already gone.This is less a critical position or a historical insight than a mood，induced by the usual selective comparisons and subjective hunches.Back then （whenever it was） the stars were more glamorous，the writing sharper，the stories more cogent and the critics more powerful.

Are movies essentially a thing of the past？ Does whatever we have now，digital or analog，represent at best a pale shadow of bygone glory？ Shouldn’t we be giving our attention to movies that have proved themselves，over the years，worthy of it？

By all means.The alternative is an uncritical embrace of the new for its own sake，a shallow contempt for tradition and a blindness to its beauties.But there is at least an equal risk of being blinded by those beauties to the energies that surround us，and to mistake affection for a standard of judgment.Of course no modern movie star can match Humphrey Bogart’s world-weary toughness or Bette Davis’s sparkling wit，and of course nothing in today’s movies looks or sounds the way it used to.But why—or how—should it？ Every art form changes，often at rates and in ways that cause discomfort to its devotees.But the arts also have a remarkable ability to withstand and absorb those changes，and to prove wrong the prophecies of their demise.


A.O.Scott，The New York Times，Nov 18th，2011
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so much as：甚至

convulsive：起痉挛的；震动的

backward-looking：守旧的，保守的

cinephiles：电影爱好者，影迷

ascendance：优越；权势

superannuated：落伍的


3 For Hollywood，the Future is Here.

It’s Just Not Evenly Distributed

Clay Christensen’s theory of disruptive innovation explains how incumbents are often trapped by their own success in a low innovation cycle.As they respond rationally to current incentives from their biggest customers to provide incremental improvements in their current products，smaller and lower margin market entrants can creep up the value chain with wholly new approaches.

For major movie studios，selling theater tickets to consumers that requires them to transport themselves to a certain place at a certain time，often make them wear 3D （non-Google） glasses，and then months later sell many of those same customers hunks of DVDs，is a lot more profitable than licensing the film to digital distributors for rental or as part of a subscription service like Netflix.Especially if you can send that same film overseas and do it all over again.

This doesn’t mean that studios executives think their business is robustly healthy，but they are not sitting on their butts either.In their efforts to keep the revenue pump flowing they have gone in for bigger and more spectacle，largely to take advantage of emerging markets.This summer has seen some spectacularly costly failures such as The Lone Ranger
 ，but some of the films that tanked domestically such as After Earth
 ，may swing to profitability through international box office receipts （After Earth
 domestic box office $60，522，097，international box office $183，089，885，source Boxofficemojo.com）.

Steven Spielberg made headlines when he said Hollywood would “implode” if it continued to focus only on bigger and bigger blockbusters，but the film business won’t go down without a fight.

The old fangled film distribution paradigm is not the only game in town.In fact，there are more competitors to that model than ever，but to date，no digital first strategy has come close to the grosses of a major release.Hollywood’s gamble is that lavishly produced films will bring in the big bucks.

They look at digital rentals and subscription services as a last option.Much like airlines，they price according to what the market will bear.The day after the Oscars，a slew of movies nominated for major awards but did not win，began offering cheaply priced rentals for the first time.

In fact，television，which now offers an unprecedented amount of high-quality content on networks like HBO and AMC，is a business model of far more competitive concern to the film business than the eternally struggling indie film market.To avid followers of shows like Breaking Bad
 ，each linear episode，amplified by twitter，has become an event in its own right.

In the meantime，Hollywood has an opportunity to embrace the digital revolution—but it’s to reinvent the relationship with their customers rather than disrupt their existing distribution model.

In a digital world，leveraging consumer data is the key.What scares Hollywood about Netflix is that movie executives suspect that Netflix may know something they don’t，and can make decisions based on empirically analyzed data rather than hope and precedent.The studios construct demographic profiles of their desired consumers to target marketing campaigns to reach them.Netflix doesn’t care if you are a 53-year-old man or 16-year-old girl.When it recommends content to you，it is based on your actual viewing preferences.

Hollywood still employs intensive mass marketing to drive rapid demand at film launch，in expectation of fleeting consumer attention.The studios create the product and generate demand，but do not engage in fulfillment.This has allowed emergent digital platforms from Apple to Amazon to own their customer relationships.

This means：

◎Film marketing is still practiced as a series of separately planned and executed silos—theatrical，DVD，digital VOD rather than as a holistic life-cycle.

◎Marketers do not know who are at the theaters or who watches their films，physically（via DVD or Blu-ray） or digitally （via Amazon，iTunes，Netflix，etc.）

◎Customer interactions are not captured and cultivated；opportunities to collect data that could be used for future movie marketing campaigns are missed.

According to the Hollywood Reporter，marketing a film worldwide can cost $175 million.Why must Marvel have to find the same customers over and over to watch each new Iron Man
 movie？ If Hollywood can learn to foster relationships with its customers，it can help create an enormous saving that will flow straight to the bottom line.

Hollywood is not just about presenting a well-told tale；it’s also about scale and spectacle and glamour.That costs a lot of money and employs an army of artists and craftsmen who all need to be paid.

Maybe one of these summers，Hollywood’s business model will crumble through its own sheer weight，and as developing markets reach the level of digital maturity of the United States，the overseas box office propping up，the big studio business model will wither away.


David Larkin，http：//pando.com/2013/09/23/for-hollywood-the-future-is-here-its-just-not-evenly-distributed/，Sep 23rd，2013
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incumbent：在职者，现任者

creep up：逐渐增长

infuriate：激怒

implode：内爆

paradigm：样式，范例

lavishly：丰富地

nominate：提名，推荐

prop up：支撑，支持

wither away：枯萎，幻灭


Unit 8 Internet

1 Person of the Year：You


Yes，you.You control the Information Age.Welcome to your world.


The“Great Man” theory of history is usually attributed to the Scottish philosopher Thomas Carlyle，who wrote that “the history of the world is but the biography of great men.” He believed that it is the few，the powerful and the famous who shape our collective destiny as a species.That theory took a serious beating this year.

To be sure，there are individuals we could blame for the many painful and disturbing things that happened in 2006.The conflict in Iraq only got bloodier and more entrenched.A vicious skirmish erupted between Israel and Lebanon.A war dragged on in Sudan.A tin-pot dictator in North Korea got the Bomb，and the President of Iran wants to go nuclear too.Meanwhile nobody fixed global warming，and Sony didn’t make enough Play Stations.

But look at 2006 through a different lens and you’ll see another story，one that isn’t about conflict or great men.It’s a story about community and collaboration on a scale never seen before.It’s about the cosmic compendium of knowledge Wikipedia and the million-channel people’s network YouTube and the online metropolis MySpace.It’s about the many wresting power from the few and helping one another for nothing and how that will not only change the world，but also change the way the world changes.

The tool that makes this possible is the World Wide Web.Not the Web that Tim Berners-Lee hacked together （15 years ago，according to Wikipedia） as a way for scientists to share research.It’s not even the overhyped dotcom Web of the late 1990s.The new Web is a very different thing.It’s a tool for bringing together the small contributions of millions of people and making them matter.Silicon Valley consultants call it Web 2.0，as if it were a new version of some old software.But it’s really a revolution.

And we are so ready for it.We’re ready to balance our diet of predigested news with raw feeds from Baghdad and Boston and Beijing.You can learn more about how Americans live just by looking at the backgrounds of YouTube videos—those rumpled bedrooms and toy-strewn basement rec rooms—than you could from 1，000 hours of network television.

And we didn’t just watch，we also worked.Like crazy.We made Facebook profiles and Second Life avatars and reviewed books at Amazon and recorded podcasts.We blogged about our candidates losing and wrote songs about getting dumped.We camcordered bombing runs and built open-source software.

America loves its solitary geniuses—its Einsteins，its Edisons，its Jobses—but those lonely dreamers may have to learn to play with others.Car companies are running open design contests.Reuters is carrying blog postings alongside its regular news feed.Microsoft is working overtime to fend off user-created Linux.We’re looking at an explosion of productivity and innovation，and it’s just getting started，as millions of minds that would otherwise have drowned in obscurity get backhauled into the global intellectual economy.

Who are these people？ Seriously，who actually sits down after a long day at work and says，I’m not going to watch Lost
 tonight.I’m going to turn on my computer and make a movie starring my pet iguana？ I’m going to mash up 50 Cent’s vocals with Queen’s instrumentals？ I’m going to blog about my state of mind or the state of the nation or the steak-frites at the new bistro down the street？ Who has that time and that energy and that passion？

The answer is，you do.And for seizing the reins of the global media，for founding and framing the new digital democracy，for working for nothing and beating the pros at their own game，Time’s
 Person of the Year for 2006 is you.

Sure，it’s a mistake to romanticize all this any more than is strictly necessary.Web 2.0 harnesses the stupidity of crowds as well as its wisdom.Some of the comments on YouTube make you weep for the future of humanity just for the spelling alone，never mind the obscenity and the naked hatred.

But that’s what makes all this interesting.Web 2.0 is a massive social experiment，and like any experiment worth trying，it could fail.There’s no road map for how an organism that’s not a bacterium lives and works together on this planet in numbers in excess of 6 billion.But 2006 gave us some ideas.This is an opportunity to build a new kind of international understanding，not politician to politician，great man to great man，but citizen to citizen，person to person.It’s a chance for people to look at a computer screen and really，genuinely wonder who’s out there looking back at them.Go on.Tell us you’re not just a little bit curious.


Lev Grossman，Time，Dec 25th，2006
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attribute to：归因于

entrenched：根深蒂固的

tin-pot：无足轻重

rec rooms：娱乐室

pro：职业人员，专家


2 The End of Mass Media：Coming Full Circle


News is becoming a social medium again，



as it was until the early 19th century—only more so


There is a great historical irony at the heart of the current transformation of news.The industry is being reshaped by technology—but by undermining the mass media’s business models，that technology is in many ways returning the industry to the more vibrant，freewheeling and discursive ways of the pre-industrial era.

Until the early 19th century there was no technology for disseminating news to large numbers of people in a short space of time.It travelled as people chatted in marketplaces and taverns or exchanged letters with their friends.This phenomenon can be traced back to Roman times，when members of the elite kept each other informed with a torrent of letters，transcriptions of speeches and copies of the acta diurna，the official gazette that was posted in the forum each day.News travelled along social networks because there was no other conduit.

All these early media conveyed news，gossip，opinion and ideas within particular social circles or communities，with little distinction between producers and consumers of information.They were social media.

The invention of the steam press in the early 19th century，and the emergence of mass-market newspapers such as the New York Sun
 ，therefore marked a profound shift.The new technologies of mass dissemination could reach large numbers of people with unprecedented speed and efficiency，but put control of the flow of information into the hands of a select few.For the first time，vertical distribution of news，from a specialist elite to a general audience，had a decisive advantage over horizontal distribution among citizens.This trend accelerated with the advent of radio and television in the 20th century.New businesses grew up around these mass-media technologies.In modern media organisations news is gathered by specialists and disseminated to a mass audience along with advertising，which helps to pay for the whole operation.

In the past decade the internet has disrupted this model and enabled the social aspect of media to reassert itself.In many ways news is going back to its pre-industrial form，but supercharged by the internet.Camera-phones and social media such as blogs，Facebook and Twitter may seem entirely new，but they echo the ways in which people used to collect，share and exchange information in the past.Social media is nothing new，it’s just more widespread now.By 2020 the media and political landscapes will be very different，because people who are accustomed to power will be complemented by social networks in different forms.WikiLeaks operates in the tradition of the radical pamphleteers of the English civil war who tried to “cast all the Mysteries and Secrets of Government” before the public.

News is also becoming more diverse as publishing tools become widely available，barriers to entry fall and new models become possible，as demonstrated by the astonishing rise of the Huffington Post
 ，WikiLeaks and other newcomers in the past few years，not to mention millions of blogs.At the same time news is becoming more opinionated，polarised and partisan，as it used to be in the knockabout days of pamphleteering.

Not surprisingly，the conventional news organisations that grew up in the past 170 years are having a lot of trouble adjusting.The mass-media era now looks like a relatively brief and anomalous period that is coming to an end.But it was long enough for several generations of journalists to grow up within it，so the laws of the mass media came to be seen as the laws of media in general.A new generation that has grown up with digital tools is already devising extraordinary new things to do with them，rather than simply using them to preserve the old models.Some existing media organisations will survive the transition；many will not.

The biggest shift is that journalism is no longer the exclusive preserve of journalists.Ordinary people are playing a more active role in the news system，along with a host of technology firms，news start-ups and not-for-profit groups.Social media are certainly not a fad，and their impact is only just beginning to be felt.It’s everywhere—and it’s going to be even more everywhere.Successful media organisations will be the ones that accept this new reality.They need to reorient themselves towards serving readers rather than advertisers，embrace social features and collaboration，get off political and moral high horses and stop trying to erect barriers around journalism to protect their position.The digital future of news has much in common with its chaotic，ink-stained past.


The Economist，Jul 7th，2011
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supercharged：超动力的，异常强烈的

opinionated：固执己见的

polarised：两极分化的

knockabout：喧嚣的

anomalous：异常的，反常的


3 Social Media： the People Formerly Known As the Audience


Social-media technologies allow a far wider range of



people to take part in gathering，filtering and distributing news


Thanks to the rise of social media，news is no longer gathered exclusively by reporters and turned into a story but emerges from an ecosystem in which journalists，sources，readers and viewers exchange information.The change began around 1999，when blogging tools first became widely available.This was followed by a further shift：the rise of “horizontal media” that made it quick and easy for anyone to share links （via Facebook or Twitter，for example） with large numbers of people without the involvement of a traditional media organisation.In other words，people can collectively act as a broadcast network.

Journalists are becoming more inclined to see blogs，Facebook，Twitter and other forms of social media as a valuable adjunct to traditional media （and sometimes a corrective to them）.

A new role for journalists

Verifying material to ensure it is suitable for broadcasting can be an elaborate process.Checking snippets of information posted on Twitter is more difficult.

Either way，there is clearly a role for people—including journalists，but not limited to them—to select，filter and analyse the torrent of information being posted on the internet.All this raises the question whether some stories may be better covered by constantly updated streams of tweets than by traditional articles.By providing more raw material than ever from which to distil the news，in short，social media have both done away with editors and shown up the need for them.News organisations are already abandoning attempts to be first to break news，focusing instead on being the best at verifying and curating it.But like other aspects of journalism，this role is now open to anyone.

As well as getting involved （if they choose） in newsgathering，verification and transmission of news，readers and viewers have also become part of the news-distribution system as they share and recommend items of interest via e-mail and social networks.If searching for news was the most important development of the past decade，sharing news may be among the most important of the next.Typically around 20-30% of visitors to the websites of big news organisations come from Google’s search engine or its news site，Google News.

The proportion of visitors referred from Facebook is smaller，but growing quickly as social-sharing features become more commonplace and easier to use.With a single click of a Facebook“Like” button，for example，you can recommend a story，video or slideshow to your entire network of friends.

Letting your network of friends guide you to stuff you might find interesting makes a lot of sense.Friends are a good proxy for one’s tastes，and social recommendation is far more efficient than maintaining lists of keywords relating to topics of interest.At the same time，says Bret Taylor，chief technology officer at Facebook，social recommendations are “recreating the watercooler” by increasing the odds that，in a fragmented media landscape，friends and family members will have seen the same things.

Flipboard，an app that runs on the iPad，goes a stage further.It can compile an entire personalised magazine，with flippable pages，in which the articles are items recommended by the user’s contacts on Facebook and Twitter.Such services are needed because the explosion of content online in the past decade means you spend a lot of time filtering，and you don’t spend much time reading.

The feeling is mutual

Clearly readers and viewers are getting steadily more involved in gathering，filtering and distributing news.The Guardian
 ’s Alan Rusbridger calls this process the “mutualisation” of news.Involving thousands of readers through “crowdsourcing” also lets news outlets do things that would otherwise be impractical，such as searching through troves of documents looking for interesting material.

Rather than thinking of themselves as setting the agenda and managing the conversation，news organisations need to recognise that journalism is now just part of a conversation that is going on anyway，argues Jeff Jarvis，a media guru at the City University of New York.The role of journalists in this new world is to add value to the conversation by providing reporting，context，analysis，verification and debunking，and by making available tools and platforms that allow people to participate.All this requires journalists to admit that they do not have a monopoly on wisdom.


The Economist，Jul 7th，2011
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adjunet：附件，助手

watercooler：水冷却器

torrent：急流，洪流

crowdsourcing：众包，众等

guru：领袖，头头


Unit 9 Media Convergence

1 Media Convergence

Defining convergence

Dictionaries provide a simple definition of convergence：convergence means the coming together of two or more things.In discussing convergence in the news media，however，the definition gets tricky because of disagreement over what exactly is coming together.

Massachusetts Institute of Technology professor Henry Jenkins provides a simple framework for defining convergence.“Media Convergence is an ongoing process，occurring at various intersections of media technologies，industries，content and audiences；it’s not an end state.” Applying Jenkins to the news business，convergence of technologies involves the coming together of different equipment and tools for producing and distributing news.Think about computers and software.Convergence of industries involves consolidation of businesses and companies producing and distributing news.Think about Disney and News Corp.Convergence of journalistic content involves journalists working in different media coming together to provide different content for different audiences.Think about newspaper websites and news organizations text-messaging the latest sports scores and stock quotes.

Technological convergence

The original discussions of media convergence focused on the technological：computers and digitization.Everything would come down to one device—computer+TV+telephone+stereo+movie player+organizer.

On one level，technological convergence means the coming together of formerly distinct electronic or media delivery systems，changing the equipment used to get information and to access it.Technological convergence has led to multimedia information presentation.The internet allows formerly separate and distinct storytelling media or platforms—the text of print，the audio of radio，pictures and graphics of visual design，and the moving pictures of animation film，and television—to be combined into a new way of proving information.

Trying to pin down a name for this new，evolving type of journalism that comes together via the internet has added confusion to the definition of convergence.Journalism distributed on the internet has been called new media，online news，multimedia journalism，digital news.But it also has become known as convergence journalism，since it marks the coming together of different elements of storytelling.

Economic convergence

AOL Time Warner represents economic convergence，or the coming together of media industries.When it was announced in 2000，the merger was the flashiest and most ambitious example to date of economic convergence.And it brought another buzzword to the force，“synergies”，involving the ways to work across the different media，and the advantage of all the company’s different properties—online，television，magazines，films，and books.

The weakening of journalistic values in favor of marketing values has added fuel to the fire of protest against the other prominent aspect of economic convergence in the news media：media consolidation through corporate mergers.The 2000 merger of AOL and Time Warner created the world’s largest media company and resurrected news fears about the lack of diversity of opinion and independent access to those opinions.But AOT Time Warner was created after a long line of mergers that mixed different media industries：film，music，television，cable，and news.The Time Warner，half of the 2000 merger，in fact，was created in the wake of two previous mergers—the Time Inc.publishing empire and the Warner Bros.entertainment empire in 1990，and the merger in 1995 with Turner Broadcasting，the cable news and entertainment company created by Ted Turner.

Media companies，however，argued that the economic realities of a multimedia world required merger.Consolidation would allow them to respond to the demands of audiences using different media，seeking different information.As the competition became bigger and more diverse，media companies argued that they had to get bigger and more diverse to keep up.

Journalistic convergence

News organizations that are experimenting with the notion of convergence aim to achieve the goal of“higher-quality news” in all the formats available：print，online，and on radio and television.The problem comes when convergence is seen as a benefit for media company stockholders and not as a benefit for journalists or for readers，viewers，or browsers.

Convergence in journalism requires changes in how news organizations think about the news and news coverage，how they produce the news，and how they deliver the news.Most convergence in journalism today focuses on the last of those areas，delivering the news.It involves a newspaper’s daily edition or a newscast’s scripts being placed online，a newspaper reporter appearing on television for a “talk-back” or interview on his or her story，the television weathercaster developing the weather page for the newspaper.

However，dozens of news organizations are trying to also think about and produce news differently.They are trying to ensure that the news they are providing is best suited for the audiences of each medium or format being used to distribute the news.These organizations realize that newspaper readers want more context and detail to their stories，while online browsers are looking for quick hits of information，interactivity，and the ability to seek out other information，and broadcast listeners and viewers are looking for the latest information that puts them at the scene.Convergence in journalism means the coming together of journalists and certain types of journalism that have been operating in separate spheres—newspapers，magazines，radio，television，and online—to provide quality news in all those different formats.That coming together can involve shared resources and information.It can involve joint reporting and production on projects.It can involve “one-man bands” or “backpack” journalists—one person doing the reporting and producing of news for all the different formats.It can involve multimedia storytelling online or what could be called “converged presentation.” It can involve some or all of these variations.

Convergence journalism is happening in a variety of newsrooms，in a variety of manners.No one form of convergence journalism has risen to be the best template for doing convergence.What has emerged among news organizations aggressively pursuing convergence is a mind-set.

Convergence is one answer to the question of where journalism should be headed in the twenty-first century.It is a response to the convergence of lifestyle，business，and technological trends that are forcing a change in the relationship between the people who make the news—journalists—and the people who use it—the public.Convergence is a response to two seemingly dichotomous trends—the fragmentation of the news audience and the consolidation of news ownership.
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pin down：确定，清楚地固定或建立

synergy：协同，配合

resurrect：复兴，使复活

mind-set：思维模式，思维定势

dichotomous：两分的，分成两个的


2 Convergence of TV and Computer

When people talk of convergence between computers and television，they specifically mean the convergence of television and computers，both the media and the devices.To that end the question will center around two main issues.First，computers and televisions will be able to display the same media.Second，people will cease distinguishing between computers and televisions.

On account of this，the debate will center on what functionality the majority of televisions and computers will have，and what types of media will be broadcast for a majority of broadcast hours.The main question we consider is whether televisions and computers will come to be more similar on average as time goes on，or whether they will evolve along mostly independent paths.

In order for the computer and television to converge，two main things need to occur.First，computers and televisions must be able to be content interchangeable.That is，computers must be able to view and use television content，and televisions must be able to view and receive Internet content.Second，people must be sufficiently interested in being able to view the same content on both devices to make implementation of this interoperability commercially viable.The two are clearly interrelated，since the amount of interest in interoperability people have determines how much they are willing to pay for that functionality.

Before determining whether it is possible to make television and computers interoperable，we need a list of what sorts of content both can，or will be able to receive.To start，here is a list of some of the content we might see on both the web and digital television in the future：

★Television Content：

◎Television shows

◎Movies

◎Commercials

★World Wide Web Content：

◎Media presentations （scripted presentations of various media objects including text，3-D graphics，audio and video）

◎Games （non-scripted temporal presentation of various media objects with which the user/viewer can interact）

◎Information blocks （collections of media objects through which the user/viewer can browse）

The computer

It is easiest to first answer the question of whether a computer will be able to receive television content.The types of content that are broadcast over television currently，and will continue to be broadcast if the two media do not converge，are audio/video streams.Since the computer media already includes audio and video streams，it should be able to decode the streams with no extra equipment.The possible exception to this is the addition of a tuner card to decode the analog signal into the digital stream，but this should be of marginal additional cost considering the cost of purchasing a computer.

So，a computer will be able to receive television content for little extra cost.Since the cost difference between a machine with this capability and a machine without this capability will be low，even if there is little consumer interest in this，machines will still come with this capability.

The television

The more difficult question is whether a television will be able to display World Wide Web content.It is pretty clear that you can put enough hardware into a television to make it able to display the media that a computer can display.Essentially you would need to add a reasonable sized hard disk，some memory，and a fairly fast general purpose processor.How much would this add to the cost of the television？ The total additional cost to televisions shipping in quantity to make them fast enough to read computer content would then be about $50.

The question to answer now is whether the average consumer would be willing to pay $50 extra for this functionality.If so，then broadcasters would be likely to merge the content，and manufacturers to include the extra functionality.

This is a difficult question to answer without actually trying out the system with a test group.In the past interactive TV trials where more robust media and interactivity is included in the television have been a failure （ie.Time Warner’s Orlando test-bed）.The difference now is that the new television screens will have sufficient resolution to display text based materials without being blurry and out of focus.What specifically might people be interested in doing on these new improved systems？

◎Advanced Commercials：broadcasters could send six commercial streams during commercial breaks of HDTV shows，and the viewer could determine which one to watch.A “×” on the remote could be hit to kill a commercial，or another could be hit to indicate it is somewhat interesting.Over time the set could build up a preference profile allowing users to see the commercials they most prefer （or least hate）.If hypertext is included with each commercial，people could browse through downloaded information instead of watching more commercials.The hard disk could also be used to buffer the show so you wouldn’t miss anything if you were browsing.This would be a more interesting model for commercials for viewers，advertisers and broadcasters.

◎A Movie Previews Channel：one channel of a station could be a movie channel which downloads HTML like content with information on various movies in theaters including reviews，local show times，and trailers.By clicking on a trailer you could watch the trailer in all of its glory in your home theater.

◎A News Channel：instead of having an anchor cycle through stories continuously，a continually updated news web site could be broadcast on one channel.It could have local，national and international stories as well as traffic and weather updates.Given stories can have the full video clip story，as well as background text and photos for those interested in more in depth information.This could also be received in your car to get traffic reports which could be read to you based on your cars current location.

There are many other possibilities including much enhanced travelogue，home improvement and cooking shows.Is this worth $50 more in initial investment for the average consumer though？ If the TV is kept for 5 years，the cost is less than $1 per month，which seems like something any consumer would be willing to pay for this increased functionality.

So，if computers will be able to view television content，and people will be willing to pay for television that can display computer content，there is no reason that the two media will not converge.
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to that end：最后，因此

center around：集中于……，包围，围绕

on account of：由于

center on：以……为中心；重点在于……，主要与……有关

on average：平均起来，平均，通常

general purpose processor：通用处理器，通用处理程序

commercial：（电台或电视播放的）广告


3 Vision of Convergence

With the convergence of web and television，people expect the emergence of appliances that will be able to display some sort of standardized media format.These devices will most likely vary in size，intended placement （living room，kitchen，bedroom），and functionality，but will have the common capability of being able to interpret the given converged media format.

Since media will most likely converge to some sort of digital stream with packets of information embedded in it，these information appliances will be able to provide a richer environment for viewing and interaction.

This means that the television in the living room will no longer be just a television，but it will be an“information” appliance.In addition to being able to display video streams，it will also be able to present other types of information—web pages，on-line stock quotes，interactive city maps，virtual lectures，etc.—that are encapsulated in the media stream.

This type of scenario has several implications：

For video playback，this means the possibility of introducing different encoding and compression schemes into the stream.This may serve to save resources because the entire uncompressed video signal will no longer have to be broadcast.It can also be used to broadcast content at different resolutions，allowing the viewer to choose depending on the characteristics of the viewing device.So a large entertainment device in the living room may receive a movie in wide-screen format with Dolby Surround Sound，while a smaller device in the kitchen used to get the morning news may only receive the bare essentials.

Consider the idea of private vs.public space.With converged media，one can imagine a scenario in which a user is creating or modifying content on a small“information” appliance like a PDA while sitting in a meeting （private space）.Since the device is using converged media，the user will then be able to instantly upload this work into a public display，like a large video wall in a conference room，for presentation.

When giving multimedia presentations that contain both digital information and video information，it is not uncommon to use a computer to display the slides and a VCR to play a video tape.Convergence would push for media and devices that would be able to easily accommodate both formats，so that switching hardware during the middle of a talk will no longer be necessary.

Right now，too many forms of media exist.Consider the genre of audio.There are tapes，CDs，MiniDiscs，RealAudio，MP3s，and more.Each format requires its own special device and switching from format to format is very difficult.One needs a radio to get content broadcast over the air；a CD player is required to play songs on a CD；a computer is needed to play MP3s.With media convergence，it is likely that you can take a mix of your favorite songs and be able to play it at home，in the car，and at work，since you are using a common media format that can be read by many devices.

Audio equipment manufacturers are creating devices that have the capability to play more and more audio formats （some stereos have built in tape decks，radio receivers，MiniDisc players，and CD players）.This seems to be analogous to the idea of device convergence.

For content providers，the switch to convergent media may initially be expensive，as they will have to invest in new equipment.But in the long run，it will open up more possibilities.As of now，television advertisements are usually very elaborate，but the experience is passive.Viewers cannot simply click on them if they want more information or want to purchase the item being mentioned as they can on the Internet.With converged media，it would be possible to integrate both types of advertisement into one，allowing for both elaborate presentations and complex interactions.

For content providers，media convergence also implies that creative content will only have to be created once，not several times for the varying media formats.This too，will save content providers time and money in the long run.

The addition of informational bits to the media stream，in combination with these all-in-one devices，will allow content to be more customized to the viewers’ needs and wants.The device may have some sort of filtering agent that only displays advertisements that are of interest to the viewers.
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stock quotes：股票行情

scenario：情节模式

playback：回放

analogous：类似的，模拟的

filtering agent：过滤装置

genre：类型，种类


Unit 10 Communication

1 What is Communication？

Communication is a process whereby information is enclosed in a package and imparted by a sender to a receiver via some medium.The receiver then decodes the message and gives the sender a feedback.All forms of communication require a sender，a message，and an intended recipient.

Communicating with others involves three primary steps：


Thought：
 first，information exists in the mind of the sender.This can be a concept，idea，information，or feelings.


Encoding：
 next，a message is sent to a receiver in words or other symbols.


Decoding：
 lastly，the receiver translates the words or symbols into a concept or information that a person can understand.

There are a variety of verbal and non-verbal forms of communication.These include verbal means，such as speech，song，and tone of voice，and nonverbal means，such as body language，sign language，paralanguage，touch，eye contact，through media，i.e.，pictures，graphics and sound，and writing.Feedback is a critical component of effective communication.

Information communication revolutions

Over time，technology has progressed and has created new forms of and ideas about communication.These technological advances revolutionized the processes of communication.Researchers have divided how communication was transformed into three revolutionary stages：

In the 1st Information Communication Revolution，the first written communication began，with pictographs.These writings were made on stone，which were too heavy to transfer.During this era，written communication was not mobile，but nonetheless existed.

In the 2nd Information Communication Revolution，writing began to appear on paper，papyrus，clay，wax，etc.Common alphabets were introduced，allowing the uniformity of language across large distances.Much later the Gutenberg printing-press was invented.

In the 3rd Information Communication Revolution，information can now be transferred via controlled waves and electronic signals.

Communication is thus a process by which information is conveyed in an attempt to create shared understanding.This process requires a variety of skills in interpersonal processing：listening，observing，speaking，questioning，analyzing，gestures and evaluating.It is through communication that collaboration and cooperation occur.

Verbal communication

Human spoken and written languages can be described as a system of symbols （sometimes known as lexemes） and the grammars （rules） by which the symbols are manipulated.The word“language” is also used to refer to common properties of languages.Most human languages use patterns of sound or gesture for symbols which enable communication with others around them.There are thousands of human languages，and these seem to share certain properties，even though many shared properties have exceptions.There is no defined line between a language and a dialect.Constructed languages such as Esperanto，programming languages，and various mathematical formalisms are not necessarily restricted to the properties shared by human languages.Communication is the flow or exchange of information within people or a group of people.

Nonverbal communication

Nonverbal communication is the process of communicating through sending and receiving wordless messages.Such messages can be communicated through gesture，body language or posture；facial expression and eye contact，object communication such as clothing，hairstyles or even architecture，or symbols and infographics，as well as through an aggregate of the above，such as behavioral communication.Nonverbal communication plays a key role in every person’s day to day life，from employment to romantic engagements.

Speech may also contain nonverbal elements known as paralanguage，including voice quality，emotion and speaking style，as well as prosodic features such as rhythm，intonation and stress.Likewise，written texts have nonverbal elements such as handwriting style，spatial arrangement of words，or the use of emoticons.

Other communication channels such as telegraphy fit into this category，whereby signals travel from person to person by an alternative means.These signals can in themselves be representative of words，objects or merely be state projections.Trials have shown that humans can communicate directly in this way without body language，voice tonality or words.

Effective communication

Effective communication occurs when a desired effect is the result of intentional or unintentional information sharing，which is interpreted between multiple entities and acted on in a desired way.This effect also ensures that the messages are not distorted during the communication process.Effective communication should generate the desired effect and maintain the effect，with the potential to increase the effect of the message.Therefore，effective communication serves the purpose for which it was planned or designed.Possible purposes might be to elicit change，generate action，create understanding，inform or communicate a certain idea or point of view.When the desired effect is not achieved，factors such as barriers to communication are explored，with the intention being to discover how the communication has been ineffective.

Barriers to effective communication

Barriers to effective communication can retard or distort the message and intention of the message being conveyed which may result in failure of the communication process or an effect that is undesirable.These include filtering，selective perception，information overload，emotions，language，silence，communication apprehension，gender differences and political correctness.

This also includes a lack of expressing“knowledge-appropriate” communication，which occurs when a person uses ambiguous or complex legal words，medical jargon，or descriptions of a situation or environment that is not understood by the recipient.

Communication noise

In any communication，noise is interference with the decoding of messages sent over a channel by an encoder.There are many examples of noise：environmental noise，physiological-impairment noise，semantic noise，syntactical noise，organizational noise，cultural noise and psychological noise.

Nonhuman communication

Communication in many of its facets is not limited to humans，or even to primates.Every information exchange between living organisms—i.e.transmission of signals that involve a living sender and receiver can be considered a form of communication；and even primitive creatures such as corals are competent to communicate.Nonhuman communication also includes animal communication，cell signaling，cellular communication，and chemical transmissions between primitive organisms like bacteria and within the plant and fungal kingdoms.

Communication as academic discipline

Communication as an academic discipline，sometimes called“communicology，” relates to all the ways we communicate，so it embraces a large body of study and knowledge.The communication discipline includes both verbal and nonverbal messages.A body of scholarship all about communication is presented and explained in textbooks，electronic publications，and academic journals.In the journals，researchers report the results of studies that are the basis for an ever-expanding understanding of how we all communicate.
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sender：传者

receiver：受者

decode：解码

feedback：反馈

encode：编码

overload：过载

paralanguage：副语言


2 Human Communication

Definition of human communication

Human Communication is giving，receiving or exchanging ideas，information，signals or messages through appropriate media，enabling individuals or groups to persuade，to seek information，to give information or to express emotions.

This broad definition includes body-language，skills of speaking and writing.It outlines the objectives of communication.It emphasizes listening as an important aspect of communication.

Forms of human communication

There are various forms in communication like intrapersonal communication，interpersonal communication，group communication and mass communication.Mass communication plays a vital role because it reaches a very large number of audiences.
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Intrapersonal communication


Intrapersonal communication is a communication which happens yourself.Here both source（sender） and receiver is only one，so the feedback works without any interruption.For example，a person can communicate himself or herself through pain，thinking，feelings and emotion，etc.
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Interpersonal communication


Interpersonal communication is to convey information face to face between two or more persons，or through some simple non-mass media，such as telephone and letters.In the interpersonal communication，the source and receiver are involved in the communication process together.Here the source becomes a receiver and receiver becomes source because the dynamic communication process will generate the feedback shared between source and receiver.
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Group communication


Group communication is mainly involved in the information exchange inside a group.In the communication process，every member becomes a source as well as receiver through sharing information and gives the feedback to another.
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Mass communication


In mass communication，basically there are a large number of audiences and they are not grouped together in one place，so we need certain tool or technology for communication process.In mass communication，there is no direct access to receiver.For that they need media like newspaper，radio，television and internet.Here the audience feedback is very less or delayed.
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elicit：引发，诱出

intrapersonal communication：人内传播

interpersonal communication：人际传播

dyadic communication：双向传播


3 Mass Communication

Mass communication is the study of how individuals and entities relay information through mass media to large segments of the population at the same time.It is usually understood to relate to newspaper，magazine，and book publishing，as well as radio，television and film，as these mediums are used for disseminating information，news and advertising.The study of mass communication is chiefly concerned with how the content of mass communication persuades or otherwise affects the behavior，attitude，opinion，or emotion of the person or people receiving the information.

Field of study

Mass communication is“the process by which a person，group of people，or large organization creates a message and transmits it through some type of medium to a large，anonymous，heterogenous audience.” Mass communication is regularly associated with media influence or media effects，and media studies.Mass communication is a branch of social science that falls under the larger umbrella of communication studies or communication.

The history of communication stretches from prehistoric forms of art and writing through modern communication methods such as the internet.Mass communication began when humans could transmit messages from a single source to multiple receivers.

The study of mass communication is often associated with the practical applications of journalism （print media），television and radio broadcasting，film，public relations，or advertising.With the diversification of media options，the study of communication has extended to include social media and new media，which have stronger feedback models than traditional media sources.

Major theories

Communication theory addresses the processes and mechanisms that allow communication to take place.Mass communication has moved from theories such as the hypodermic needle model （or magic bullet theory） through more modern theories such as computer-mediated communication.Nowadays，Communication researchers have identified several major theories associated with the study of mass communication.Cultivation theory discusses the long-term effects of watching television.Agenda setting theory centers around the idea that media outlets tell the public “not what to think，but what to think about.” The spiral of silence hypothesizes that mass media have the power to shape people’s opinions，as well as relay the opinion that is believed to be the majority opinion.Media ecology hypothesizes that individuals are shaped by their interaction with media，and that communication and media profoundly affect how individuals view and interact with their environment.Semiotic theory，thinks communication characteristics such as words，images，gestures，and situations are always interpretive.

Methods of study

Communication researchers study communication through various methods that have been verified through repetitive，cumulative processes.Both quantitative and qualitative methods have been used in the study of mass communication.Several prominent methods of study are as follows：

Studying cause and effect relationships in communication can only be done through an experiment.This quantitative method regularly involves exposing participants to various media content and recording their reactions.

Survey，another quantitative method，involves asking individuals to respond to a set of questions in order to generalize their responses to a larger population.

Content analysis （sometimes known as textual analysis） refers to the process of identifying categorial properties of a piece of communication，such as a newspaper article，book，television program，film，or broadcast news script.This process allows researchers to see what the content of communication looks like.
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heterogenous：特性不一的、异质的

prehistoric：史前的；有文字记载以前的、远古的

hypodermic needle model：皮下注射模式

Semiotics：符号学

quantitative：定量的；数量（上）的

qualitative：定性的；性质（上）的


Unit 11 Communication Models

1 Lasswell’s Model of Communication

Lasswell’s model of communication is regarded as“one of the earliest and most influential communication models” by many communication and public relations scholars.The model was developed by American political scientist and communication theorist Harold Lasswell in 1948 while he was a professor at Yale Law School.In his article The Structure and Function of Communication in Society
 ，Lasswell wrote that “a convenient way to describe an act of communication”is to answer the following questions：


◎Who



◎Says What



◎In Which Channel



◎To Whom



◎With What Effect？


Concept and usage

This verbal communication model has been referred to as“a linear and unidirectional process”，“a one-way process”，an “action model”，a media theory “classic”，“widely used segmentation of the communication process”，and “a simple，linear，and potentially hypodermic conceptualization of communication”.

The model organizes the“scientific study of the process of communication”.The focus of the model is broken down by each element of communication：“who” refers to the communicator who formulates the message，“what” is the content of message，“channel” indicates the medium of transmission，“whom” describes either an individual recipient or the audience of mass communication，“effect” is the outcome of the message.The movement of the message travels from the communicator to the audience.

Lasswell stated，the“who” referred to “control analysis”，the “says what” referred to “content analysis”，the “in which channel” referred to “media analysis”，the “to whom” referred to “audience analysis”，and the “with what effect” referred to “effect analysis”.

Development and criticism

George Gerbner，the founder of the cultivation theory，expanded Lasswell’s model in 1956 to focus“attention on perception and reaction by the perceiver and the consequences of the communication”.In 1958，Richard Braddock suggested that the model be expanded to consider two additional elements：“for what purpose” and “under what circumstances” that Braddock argued it ignored.Braddock’s model is more applicable to the cultivation theory.According to media scholar Michael Real，“subsequent attempts to add an ‘entertainment’ function and an ‘advertising’ function fail to capture Lasswell’s intent but provide the largest ‘use and gratification’ cited by，for example，television viewers.”

In 1993，communication scholars Denis McQuail and Sven Windahl referred to Lasswell’s model as“perhaps the most famous single phrase in communication research”.In 1995，Stanley Baran and Dennis Davis recognized it a verbal model of the communication process.

In 2008，Greenberg and Salwen acknowledged that Lasswell’s model of communication has been widely adopted，but expressed，“Although Lasswell’s model draws attention to several key elements in the mass communication process，it does no more than describe general areas of study.It does not link elements together with any specificity，and there is no notion of an active process.”
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undirectional：单向的

break down：分解，压倒

notion：观点，想法，意见

recipient：接受者


2 Osgood-Schramm Model of Communication

Osgood and Schramm’s Circular Model of Communication （1954） was an attempt to rectify the earlier linear models of communication，and replaced the linear model of communication with the circular process of communication and took interpretation into consideration.It is a Circular Model，so that communication is something circular in nature.

Wilbur Schramm （1954） stated，“It is misleading to think of the communications process as starting somewhere and ending somewhere.It is really endless.We are little switchboard centers handling and re-routing the great endless current of information”.Therefore，the Circular Model is devoted to two actors who reciprocate in identical functions throughout：encoding，decoding，and interpreting.Additionally the model offers some explanation in semantic noise and interpersonal communication and how these might affect the communication process as a whole.The model presented by Osgood and Schramm shows not only the transmission and hearing of a message，but also offers explanations in how it can be perceived and understood.The process of understanding what has been said can vary widely from person to person as there will always be a degree of semantic noise to be taken into account，such as cultural differences，background，socioeconomics，education and values.

Osgood & Schramm Communication involves not only the taking in of information but making sense of it.It conceived of decoding and encoding as activities maintained simultaneously by sender and receiver；it also made provisions for a two-way interchange of messages.Therefore，the sender becomes the decoder as well as the encoder，making the model one of a circular process between source and receiver，the encoder and decoder；with each switching roles in the process as noted in the diagram below.
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Encoder
 —Who does encoding or sends the message （message originates）


Decoder
 —Who receives the message


Interpreter
 —Person trying to understand （analyses，perceive） or interpret

This model breaks the sender and receiver model and sees communication in a practical way.It can happen within our self （Intrapersonal communication） or two people （Interpersonal communication）.Each person acts as both sender and receiver through interpretation.

Information is of no use unless and until it is carefully put into words and conveyed to others.Encoding plays a very important role because it initiates the process of communication by converting the thought into content.When the information reaches the recipient his prime responsibility is to understand what the speaker intends to convey.Unless and until the second party is able to understand or decode the information，what the sender wants to communicate，the message is actually of no use.Thus encoding and decoding are two most important factors of an effective communication without which information can never flow between two individuals.According to the Schramm’s model，encoding and decoding are the two essential processes of an effective communication.

He also emphasizes that the communication is incomplete unless and until the sender receives a feedback from the recipient.Imagine a person sharing his thoughts with his friend and his friend not responding to him.Is the communication complete？ NO.Schramm believed that communication is actually a two way process between the first party and the second party.

Conclusion

According to this model of communication，when a sender passes on the information to the receiver，the receiver must interpret it in the desired form the sender wants and give him the feedback or respond accordingly.Any communication where the sender does not get the feedback，the communication is not complete and thus ineffective.
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linear model：线性模型

reciprocate：往复运动

semantic noise：语义噪音

dynamic model：动态模型


3 Riley & Riley Model of Communication

John W.and Matilda White Riley，the husband and wife team of sociologists from Brunswick published many articles together on communication.The Rileys developed a model to illustrate the sociological implications in communication.They discuss their ideas about communication theory in an article entitled “Mass Communication and the Social System” in 1959.The basis for their ideas lies in the work of Aristotle and Lasswell，and point out the importance of the sociological view in communication in another way.


Riley & Riley Model：
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Larger Social Structure 1 contains Communicator，Primary Group a1 and a2.Communicator （C） is representing the larger social group 1.

Larger Social Structure 2 contains Receiver，Primary Group b1 and b2.Receiver （R） is representing the larger social group 2.

Larger Social group 1 and larger social group 2 come under the Over All Social System.

Who is this primary group？

Primary groups are distinguished by their degree of intimacy，such as friends and relatives.There is also secondary group otherwise known as the reference group （though not mentioned in the figure） who doesn’t share a very intimate relationship with C or R but does influence any organization C or R belong to （fan club） in the communication process.

The model indicates that the communicator （C） sends a message with agreement to the expectations of the groups and other people in the larger social system.The communicator is a part of a larger social structure and the group is called as a“primary group”.In simple words，a communicator is influenced by the primary group.

The receiver also works like the communicator，influenced by the other groups in the larger social system.The receiver （R） receives the feedback based on the communicator’s message from its primary social groups，and then sends that feedback to communicator （C） to rectify any issues or problems.

The important point of the model is that both Communicator and Receiver are part of an over-all social system.

Importance of the model

The model clearly illustrates that communication is a two-way proposition.Communicator and recipient are interdependent and interrelated by feedback mechanisms.Communicator and receiver are parts of a larger social context （be it family，community，or work place） and are not acting in isolation.

Example：
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Let’s say there has been a new library website unveiled，and it is determined that the library terms，or jargon，used for navigating the website is confusing the students as they browse the site.The communicator （C） would be the library dean and staff who have created the website and have included terminology and relate to （influenced by） the primary group.The college librarians would be the larger social structure in which communicator （C） is part of librarian’s staff community as well as student’s community.

The receiver （R） is the college student who does not understand the jargon and becomes frustrated in his/her search for information.The receiver，who is a member of sociological groups containing all students，has their own expectations which are related to the library web site and how they navigate it.

The receiver （R） informs about the issues directly to communicator （C）.Based on the receiver’s complaint，the communicator solves these issues by his primary group members （staffs）.

This communication model helps to solve the dispute between the two groups in the large social structure as well as evolves the better understanding between those two groups.
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rectify：纠正

proposition：命题

feedback mechanism：反馈机制

terminology：术语

jargon：行话，专业术语


Unit 12 Communication Effects

1 Agenda Setting Theory

Agenda setting theory was proposed by Maxwell McCombs and Donald L.Shaw.Media influence affects the order of presentation in news reports about news events，issues in the public mind.More importance to a news，more importance attributed by audience.The theory says what people should think about and how people should think about.

History and orientation

Agenda setting describes a very powerful influence of the media—the ability to tell us what issues are important.As far back as 1922，the newspaper columnist Walter Lippman was concerned that the media had the power to present images to the public.McCombs and Shaw investigated presidential campaigns in 1968，1972 and 1976.In the research done in 1968 they focused on two elements：awareness and information.Investigating the agenda-setting function of the mass media，they attempted to assess the relationship between what voters in one community said were important issues and the actual content of the media messages used during the campaign.McCombs and Shaw concluded that the mass media exerted a significant influence on what voters considered to be the major issues of the campaign.

Core assumptions and statements

Agenda-setting is the creation of public awareness and concern of salient issues by the news media.Two basis assumptions underlie most research on agenda-setting，one is that the press and the media do not reflect reality，but filter and shape it；the other is that media concentration on a few issues and subjects leads the public to perceive those issues as more important than other issues.

Bernard Cohen （1963） stated：“The press may not be successful much of the time in telling people what to think，but it is stunningly successful in telling its readers what to think about.”

Priming

Objects of the media attention can be judged by activity of the media in proposing the values and standards.Media’s content will provide a lot of time and space to certain issues，making it more vivid.To say in simple words，media are giving utmost importance to a piece of news so that it gives people the impression that it is the most important information.This is done everyday：the particular news is carried as a heading or covered everyday for months.Headlines，special news features，discussions，expert opinions are used.Media primes a piece of news by repeating the news and giving it more importance，e.g.nuclear deal.

Criticism

Criticisms of agenda setting theory are that media users are not ideal，people may not pay attention to details，and that effect is weakened for people who have made up their mind.Media can’t create problems.They can only alter the awareness，priority，etc.
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awareness：意识，认知

assumption：假设

priority：优先权


2 The Spiral of Silence Theory

Elisabeth Noelle-Neumann，the German political scientist contributes the famous model called“Spiral of Silence”.Through this Spiral of Silence theory Neumann indirectly explains the Jews status during World War II under Nazi’s control.Here，Adolf Hitler dominated the whole society and the minority Jews became silent due to the fear of isolation or separation.

Theory

The one view dominated the public scene and others disappeared from the public awareness as its adherents became silent.In other words，people fear of separation or isolation from those around them，so they tend to keep their attitudes to themselves when they think they are in the minority.This process is called “Spiral of Silence”.
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Example：

In a company，the managing director decides to increase their working hour from 8 to 10 and send e-mail to all employees.Majority of them accept this time changes and few employees are not satisfied with his decision.But they cannot or are not ready to express their thought publicly，because：

1.They may feel unsupported by the other employees.

2.Fear of isolation.The fear of isolation is the centrifugal force that accelerates the spiral of silence.Essentially，people fear becoming social isolates and thus take measures to avoid such a consequence.

3.Fear of Rejection.They may try to save their job by suppressing or avoiding personal statement in public.

4.Willingness to speak out.Individuals tend to publicly express their opinions and attitudes when they perceive their view to be dominant or on the rise.Conversely，when individuals perceive that their opinion is less popular or losing popularity，they are less likely to voice it in public.What one individual decides to do affects all of society around them.

The framework is based on a few assumptions

1.Spiral of silence theory describe as a dynamic process，the predication about public opinion in mass media which gives more coverage for the majorities in the society and gives very less coverage for minorities.

2.In this social environment，people have fear of rejection to express their opinion or views and they know well what behaviors will make a better likelihood.It’s called“fear of isolation”.

3.Being the part of minority，people lose their confidence and keep silent or mute to express their views because of the fear of isolation or they feel alone or unsupported.

4.Sometimes the minorities withdraw their expressed opinion from public debates to secure themselves from the majority.

5.Maximum numbers get more vocal space in the society and lesser numbers get less vocal space or become silent.

Criticism

1.Spiral of silence theory has both micro level and macro level explanatory process.

2.It works well during the public campaign，Senate and Parliament.

3.Spiral of silence theory helps to raise question about considering the role and responsibility of media in the society.

4.The theory is not considering the other explanation of silencing.In some cases a person may feel the majority’s idea or opinion is much better than his own view.It portraits overly the negative view of media influence to the average people.
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coverage：新闻报道

mute：缄默的，无声的

centrifugal force：离心力

vocal space：话语空间


3 Cultivation Theory

Developed by George Gerbner and Larry Gross of the University of Pennsylvania，cultivation theory derived from several large-scale research projects as part of an overall research project entitled “Cultural Indicators”.The purpose of the Cultural Indicators project was to identify and track the “cultivated” effects of television on viewers.

They began research in the mid-1960s，endeavoring to study media effects，specifically whether watching television influence’s the audiences idea and perception of everyday life，and if so，how.They were “concerned with the effects of television programming （particularly violent programming） on the attitudes and behaviors of the American public”.

Cultivation research is one of the most controversial areas that studies media effects.Cultivation theorists posit that television viewing can have long-term effects that gradually affect the audience.Their primary focus falls on the effects of viewing in the attitudes of the viewer as opposed to created behavior.

Cultivation theory states that high frequency viewers of television are more susceptible to media messages and the belief that they are real and valid.Heavy viewers are exposed to more violence and therefore are affected by the Mean World Syndrome，the belief that the world is a far worse and dangerous place than it actually is.

Heavy viewers of TV are thought to be“cultivating” attitudes that seem to believe that the world created by television is an accurate depiction of the real world.The theory suggests that prolonged watching of television can tend to induce a certain paradigm about violence in the world.Theorists break down the effects of cultivation into two distinct levels：first order is a general belief about the our world，and second order is specific attitudes，such as a hatred or reverence for law and order，pedophiles，etc.

The theory suggests that this cultivation of attitudes is based on attitudes already present in our society and that the media take those attitudes which are already present and represent them bundled in a different packaging to their audiences.One of the main tenets of the theory is that television and media cultivate the status quo，they do not challenge it.Many times the viewer is unaware of the extent to which they absorb media，many times viewing themselves as moderate viewers when，in fact，they are heavy viewers.

The delta between those considered to be light viewers and heavy viewers is called the cultivation differential.This describes the extent to which an attitude on a particular topic is shaped by exposure to television.

The theory suggests that television and media possess a small but significant influence on the attitudes and beliefs of society.Those who absorb more from media are those who are more influenced.

Criticism

The theory is too simplistic.Society’s views can be affected by other issues like background.Other studies found that no proof existed of a relation between societal news and TV.Positive effects haven’t been analysed.Light viewers also have impact from TV.Heavy viewer’s impact has an impact on our society.But the factors as age，sex，demography of these viewers were not considered.Audience is passive.
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susceptible：易受影响的，敏感的

cultivation differential：涵化差额

delta：变量增量

demography：人口统计学


参考译文



第一单元 新闻学

1 什么是新闻？

新闻学不仅是训练学生从事新闻工作的一门学科，而且是一种对新闻事件、议题和趋势及时调查并向广大受众进行报道的实践行为。尽管存在多种形式，新闻报道的目的都是向目标受众传播信息。


新闻报道有以下几种不同形式：


Ⅰ.新闻


突发新闻：
 事件发生时进行的报道。


特稿：
 详细描述一件有趣的非突发新闻事件。


调查报道：
 对鲜为人知的信息进行的报道。

Ⅱ.观点


社论：
 表达一份出版物观点的不署名文章。


专栏：
 表达作者观点和结论的署名文章。


评论：
 如音乐会、餐馆或电影的评论。


在互联网上，除上述形式外，新闻还有以下几种形式：



博客：
 个人或团体撰写的在线日记。


微博（推特）：
 个人或团体撰写的不超过140字的在线日记。


论坛：
 任何人都可以参与的在线问答网页。


维基：
 任何读者都可以添加或改变其内容的文章。


一篇新闻报道或者评论文章的信息收集方式主要有三种：



访谈：
 与了解所报道事件的人进行交谈。


观察：
 在新闻现场进行观察。


文献：
 阅读新闻、报道、公共记录和其他印刷材料。

新闻报道时所用到的人或文献被称为“来源”。在报道中，总是要告诉读者使用了哪些来源。记者要确保报道中的一切都要准确无误，因此必须记住要确定所有来源名字的准确拼写，

通常，仅凭新闻报道中的一个人名不足以辨别其身份，毕竟有很多人重名。因此，你还需要记下他们的年龄、家乡、工作和其他与此报道有关的信息。

无论何时你采访什么人、看到什么事件或者阅读什么材料，你都需要记下关于新闻来源“5W”的答案。


他们是谁？



他们当时在做什么？



他们在哪里做的这件事？



他们什么时候做的这件事？



他们为什么做这件事？



以下是写出好新闻的要点；


获取事实，尽可能是全部事实。

告知读者报道中的每一处信息来源。

诚实地承认你不了解的地方。

不要把报道写得很花哨。报道要清楚明了。

报道开篇要描述整个事件中最重要的部分，这部分叫作“导语”，要用一句话概括整个报道。

然后，加入细节来解释整个事件的经过。你可以从描述背景开始也可以通过你看到的细节来进行“情景引入”。再次重申，你要像给朋友讲故事一样来写这篇报道。从最重要的内容开始，然后根据需要添加背景或者细节。

新闻报道中段落的篇幅要比你所熟悉的课堂习作的篇幅短。每引入一个新的来源都要另起一段。每提出一个新的观点也要另起一段。再次重申，确保告知读者你报道中每一处信息的来源。

每当你引用某人原话时，你需要将这些话放在引号内，并在引用结束后说明出处。如下例：

“我认为肯尼迪小姐的课很棒，” 麦金利一名十岁的学生赫敏·格兰杰说道。

有时，你可以“转述”新闻来源的话，也就是说你不使用新闻来源的原话，而是转述成更短或更易理解的话。转述的话不需使用引号，但是仍然需要说明出处。如下例：

尽管课程很难，但学生们仍很喜欢，麦金利四年级的学生赫敏·格兰杰说道。


2 新闻价值

有多少编辑和记者，几乎就有多少对新闻定义的答案。事实上，人们还未找到一个令人满意的标准定义。然而，在大部分本地新闻编辑部里，编辑认为什么是新闻，什么就是新闻。

新闻具有一套广为接受的价值，常被称为新闻价值。新闻价值，有时也被称为新闻标准，决定着媒体对新闻报道的重视程度，以及受众给予的注意度。

实际上，记者只是需要理解新闻采写的理论与理念，以及报纸在社区中的独特角色。尽管没有对新闻的权威界定，但总有一些知识是每个记者从事新闻写作与报道需要掌握的。很多记者认为以下八个要素构成了所谓的“新闻”。

时效性，时新性

第一个要素是报道刚刚发生或即将发生的事情。时间是一个重要因素，如“今天、昨天、今晨、明天”。事件的新鲜性构成了新闻中的“即时性”与“时效性”。

接近性，地域性或亲近性

一些事实和事件对你个人而言很重要，如通货膨胀，以及伊拉克局势，尤其是若有人质是熟人或好友家人则愈发关心。这些事情若发生在城市另一端则不太重要。记者问得最多的问题便是：“如果此事发生在另一区域、另一城市、另一省份，我会有兴趣阅读它么？”牢记这个问题对记者尤其重要。你必须审视你的稿件，判断其是否的确能引起读者的阅读兴趣。

显著性

作为新闻要素，显著性为众人熟知。名人、公职人员、能激起我们好奇心的那些人、处于有影响力位置上的人，都享有新闻的显著性。就符合新闻显著性而言，你采访的嘉宾或发言人须在名气或涉及话题的性质方面具有足够显著性，才能吸引读者注意力。

奇特性，稀奇性，奇异性，新奇性

奇异的事情常常就是新闻。那些稀奇古怪、非同寻常、出人意料之事常常构成新闻。那些紧急情况下做出惊人之举的人通常成为新闻，如为救孩子抬起汽车的女人、驾驶帆船环航世界、不寻常的废物利用方法、与众不同的材料用途等。在新闻学中，奇异性常被界定为“人咬狗”模式。这当然构成了“新闻”。

冲突

现在，冲突这个要素常见于意识形态的冲突，尤见于世界范围内。尽管多数企业与机构逃避关于冲突的报道，但此要素仍坚守在新闻的判断标准中是可以理解的。

悬念

悬念创造和扩展了新闻的吸引力。伊朗人质的结果即是充满悬念的新闻。多数情况下，任何组织都不愿意经历这种情形。

情感，人情味

情感是指那种通常被称为“人情味”报道的新闻要素，能激起我们对生理和心理基本需求的认知。那种能唤起读者同情、愤怒以及其他各种不同情感的新闻通常都以特稿形式进行报道。媒体应对“人情味”报道保持敏感性。

重要性，影响或意义

新闻的最后一个要素——重要性——较难解释，但是一般而言，一个重要的报道必定对很多读者很重要，一定对读者有些影响。这样的新闻会以某种特定的方式影响读者。就现在以及未来的重要性而言，城市饮用水的安全问题，亦或有毒废弃物注入斯内克河流域的问题都在接受调查。于是，此类事件成为要闻。

基于以上关于新闻报道要素的讨论，显然，一名记者应该把上述指南牢记心间，以判断某信息是新闻还是通告，是特稿还是窄众报道，进而判断采用哪种报道体裁传播信息，并判断哪个媒体最有可能刊载你的信息。


3 媒介规范理论

规范理论描述了政府、执政者、领袖和公众操控媒介系统的理论范式。这些理论与其他传播学理论有着根本性区别，因为媒介规范理论没有提供任何科学的解释和预测。

媒介规范理论更加关注媒介与政府而不是媒介与受众的关系。这些理论更加关注一个国家中媒介归谁所有和由谁控制。

极权主义理论

极权主义理论认为所有的传播形式都处于统治精英、执政者或官僚势力控制之下。

极权者必然通过控制媒介以保护和防止民众通过任何传播手段（信息或新闻）对国家造成威胁。新闻报道是增强国家统治者权力、减少威胁的工具。执政者有权以发放媒体执照和建立审查制度的形式核准与控制媒介。如果有媒介违反了政府的许可政策，则执政者有权吊销其营业执照。政府拥有限制媒体传播任何敏感性话题的绝对权力，以确保国家和平与安全。

自由主义理论

自由主义理论又名自由出版理论。自由主义理论认为人们足以从负面信息中发现和判断正向理念。该理论认为人是理性的，而理性思维引导人们辨别好坏。媒体不应该限制任何内容，即便负面内容也能提供知识，也能让人们面对最坏处境做出较好的决定。自由主义思维恰恰对立于极权主义理论所谓的“任何传播形式都处于政府或国王等精英控制之下”。

出版自由赋予媒体更多报道社会真实的自由，而不必受到任何审查或执政者的封锁。

社会责任理论

社会责任理论认同自由出版不受审查，但是同时又认为新闻报道内容应该置于公共平台进行讨论，媒体应受到或公众监督、或自我专业规范、或二者的共同约束。该理论介于极权主义理论与自由主义理论之间，因为它一方面赋予了媒体完全的自由，另一方面又对媒体进行外部的控制。

该理论有助于通过发展高水平的精确性、事实和信息形成媒体的专业主义。该理论允许每个人表达对媒体的看法。媒体必须履行社会责任，如果媒体不履行，政府或其他组织将会履行。如果政府不能代之确保公共媒体提供更好的服务，私有制媒体或可提供更好的公共服务。

社会责任论通过接受公众意见来避免战争和紧急事件过程中的冲突局面。媒体不会出现垄断，因为一旦媒体刊印或广播出现错误或失实，受众和媒体学者就会提出质疑。媒体水准就会提升。

苏维埃媒介理论

苏维埃制度已经不复存在，至少是暂时不存在了。与它一同消逝的还有苏维埃理论，但还是值得对这种理论的原则进行一下梳理。苏维埃媒介理论模仿了列宁主义的新闻原则，而后者建立在马克思和恩格斯的思想基础之上。政府操纵或控制一切媒体和传播渠道，为工人阶级及其利益进行服务。该理论认为国家拥有控制一切媒体使之为人民服务的绝对权力。苏联政府终止了新闻业及其他媒体的私有制。政府媒体提供正面思想来创造一个高度社会化的社会，同时具有提供信息、教育、娱乐、激励和动员的功能。该理论认为大众媒体的终极目标是教化更多的工人阶级或产业工人。在此理论中，公众被鼓励提供反馈，从而激发对媒体的兴趣。

苏维埃媒介理论看起来与集权主义理论很相似，但是其核心部分有所不同。在集权主义理论中，媒介是单向传播，没有来自公众的反馈。但是在苏维埃媒介理论中，媒介是一种双向交流，同时整个媒体是在领导者的控制下运行的。

发展理论

顾名思义，这个理论与发展中国家，或者所谓的第三世界国家中的媒体运营有关。它与苏维埃媒介理论有着共性，因为媒体被看作承担着专门的社会或政治功能。发展理论有利于新闻业发现正面新闻，这与自由出版的定位相反，自由出版理论下新闻工作者更愿意发掘灾难性新闻，对他们来说“坏传闻就是好新闻”，因为其更引人注目。

发展理论要求慎重对待负面新闻报道，因为这些负面的报道会对一个正处于增长和变革的微妙处境中的国家造成经济方面的破坏。严峻的标题会阻碍投资者的投资，甚至可能导致投资人撤回投资。作为这种坏消息综合征的解决之道，发展理论寻求强调积极的一面：它培养着发展中国家的自主性，并且对于本土文化给予专门强调。发展理论既是一种有关国家支持的理论，同时也是国家竞争和媒介竞争理论规范形成的一种阻力。

民主参与理论

这代表了理想主义者凭空想象出来的一种媒介目标。与现实中随处可见的事物相比，它更像是一种愿景。然而，它又的确是一个健康的民主国家应该为之奋斗的目标。

这个理论更加看重执政者与传播之间的水平模式而非垂直模式。它支持抵制商业化与垄断，同时反对公共媒介制度所具有的中间路线与官僚主义。该模式强调受众在传播过程中的角色的重要性，并将所谓的受众权利加以合并——知晓权、表达权与监督权及见证权。

这个范式中包含了各种理论要素的杂糅，包括自由主义、乌托邦主义、社会主义、平等主义、地方主义等。简言之，就是民权。


第二单元 报纸

1 谁杀死了报纸？

最有用的媒介正在消失。值得关注，但没必要恐慌。

亚瑟·米勒1961年称：“我认为，一份好的报纸就是一个民族的自我对话。”十年之后，《华盛顿邮报》的两名记者通过一系列的新闻报道把美国总统尼克松拉下了台，之后，印刷媒体的地位如日中天。在报纸最风光的时候，它监督着政府和公司的行为。报纸通常为其他媒体设定新闻议题。但在发达国家，报纸已是濒危物种。这个先把文字卖给读者、再把读者卖给广告商，并进而维系其社会角色的媒介，正在分崩离析。

在所有的“旧”媒体中，报纸是因特网的最大受害者。几十年来，美国、西欧、拉美、澳大利亚和新西兰的报纸销量一直下滑（其他地方的销量在上升）。但是在过去几年，网络加速了发行量下滑的趋势。在《消失的报纸》一书中，菲利普·迈耶计算出来，2043年第一季度将会是美国报纸灭亡的时刻，最后一位疲惫不堪的读者将会扔掉最后一份皱巴巴的报纸。这种推断本来可能会让比弗布鲁克（英国报业巨头）们或者赫斯特（美国报业巨头）们嗤之以鼻，但是就连最愤世嫉俗的新闻大亨都不能否认越来越多的年轻人正在从网上了解新闻。

广告随着读者离开了报纸。这个浪潮几乎是不合时宜的，主要因为网络是一种诱人的媒介，能够将买卖双方匹配在一起，并向广告商证明他们的钱花得物有所值。尤其是分类广告已经迅速转移到网络上了。

报纸还没有开始大规模倒闭，但这仅仅是时间问题。在接下来的几十年里，发达国家中一半的综合类报纸都要关门。工作岗位正在消失。

忽略现实多年之后，报纸终于开始有所行动。为了降低成本，他们已在减少新闻报道费用。许多报纸把新闻报道从关注国际事件和政治转向与人们日常生活更相关的娱乐、生活等，试图以此来吸引年轻读者。他们也在尝试开展线上或者线下的新业务。他们投资免费日报，这些报纸不会用光他们可怜的编辑资源来揭露政治腐败或公司造假。但是到目前为止，这些举措似乎不大可能挽救众多报纸。即便有所收效，也预示着第四权力公共角色的丧失。

未来，随着报纸的消失和改变，政客们就可以因此闯入对手的办公室而不受惩罚了吗？公司的坏蛋就可以践踏受害者后肆无忌惮地欢呼吗？新闻学院的学者和智库们，尤其是美国的，日益担心第四权力崩溃的后果。慈善研究基金会纽约卡耐基公司在一份近期对报纸的研究报告中问道：“今天的新闻机构完成了民主赖以存在的满足民众知晓权的任务吗？”

没有人会喜欢曾经伟大的媒介的灭亡。但报纸的衰落并不像有些人担心的那样对社会的危害那么巨大。曾记否，民主已经在上世纪50年代以来由电视所导致的发行量巨幅下滑中幸存下来。报纸能生存下来是因为读者避开了报纸，而报纸避开了在较为保守的时代被认为是严肃新闻的东西。因此报纸必将在即将到来的衰退中生存下来。

媒介的作用绝不仅仅是调查滥权或传播大众新闻，还在于监督政府，在公众舆论的法庭中审判政府的作为。网络扩大了这个法庭。任何寻找信息的人从来没有像现在这样便利。人们再也不必依赖那几份全国性的大报，或者更糟糕些，只依赖本地报纸。谷歌新闻等新闻综合网站聚集了世界各地的新闻来源。英国《卫报》的网站目前在美国的读者数仅占本国的一半。

另外，一股新生的公民记者和博主力量跃跃欲试要监督政客们的行为。网络已向所有人打开了专业编辑和记者的封闭之门，只要你有键盘和网络接口。有些公司已经饱受业余写手的折磨——或许来自戴尔笔记本用户的灵感迸发，或许来自沙发上昏昏欲睡的有线电视维修员。每位博主可能都有偏见或者不负责任的言辞，但是作为一个群体，博主们为寻找真相的人提供了无限可供反复思考的材料。当然，互联网迎合了封闭的思想，但是大多数媒体都是如此。

卡耐基认为，未来会有一些高质量的新闻受到非盈利团体的赞助。一批严肃的精英报纸将通过网络传遍全球，独立的新闻报道受到慈善团体、成千上万热情澎湃的博主和消息灵通的公民记者的支持：每一个迹象都表明亚瑟·米勒关于民族对话的声音比以前要更加响亮。

《经济学人》，2006年8月26日


2 付费新闻：再造报业

新闻机构对营收新来源的探索催生了盈利新模式

长期以来，报业的广告模式运作良好，但在互联网时代却行不通了，因为读者将注意力转向了其他媒体，广告商紧随其后。“如果将所有平台都计算在内，那么受众比以往任何时候都多，”世界报业协会的拉里·基尔曼说道，“此事无关受众，而关乎收入。”发达国家的媒体都竞相寻找新的盈利模式。他们开始向互联网用户和手机用户收费，并且开始探索非传统收入渠道，如葡萄酒品酒俱乐部或交友平台。有些报纸得到了慈善机构的资助。没人知道哪种模式会起作用或能起作用，但很明显单独依赖在线广告收入将不足以维持一个传统新闻机构的运转。发达国家在债务问题上自身难保，因此寻求政府资助也不可行。在美国，2010年共和党重掌众议院之后，给这些境况不佳的报纸申请政府资助的话题再也无人提及。不管怎样，提供资助也只不过是推迟在所难免的命运。

发达国家的新闻供应商开始向网络和手机用户收费

建立“付费墙”是一种方式。长期实行在线内容免费获取之后，新闻提供商开始只向付费订户开放部分或全部内容。2010年7月鲁珀特·默多克的新闻集团——《泰晤士报》和伦敦《星期日泰晤士报》——在其网站建立了“付费墙”，其他报纸纷纷效仿，包括《达拉斯晨报》和名声远扬的《纽约时报》。

十年前，“付费墙”广受质疑。似乎只有像《华尔街日报》和《金融时报》这样的商业新闻专业供应商才能使人们（或者，通常是他们的老板）为在线新闻付费。大部分读者不愿意为综合类新闻付费。“付费墙”试验了一段时间后很多新闻网站将部分或全部内容重新向读者开放，以吸引尽可能多的访客和广告商。

问题是网上广告带来的收入不足报纸广告收入的20%，并且除了最著名的网页，其他的网页回报率都在下降。

由此诞生了形式多样的“付费墙”。一开始它们可能密不透风，就像伦敦《泰晤士报》的做法，但慢慢地就有机可乘了，它们允许出版商就一些文章收费，同时开始向不定期访问者开放，并允许分享。例如，《华尔街日报》就对商业和财经类报道应用了付费墙，但是其他不那么专业的报道就允许无限制访问。另一种做法是《金融时报》首创的“计量付费墙”，其网站的访问者每月可以免费阅读10篇报道。（《金融时报》隶属于培生公司，该公司还拥有《经济学人》一半股份）。《纽约时报》拥有世界上最受欢迎的新闻网站，访问者每月可以免费阅读20篇报道，之后就要求订阅。德国的《柏林晨邮报》和《汉堡晚报》对“计量付费墙”也在测试中。

“计量付费墙”（《经济学人》已采用了这一模式）的妙处是可以向常来的用户收费，同时也不会排斥更大量的不定期用户，从而吸引广告商。大多数新闻网站都拥有一小部分核心的常客和大部分散客。有些常客会在“付费墙”前踌躇不前，有些则会付费前往。“其他报纸正在观望中，期待着这一做法可行，”《纽约时报》数字业务总裁马丁·尼森霍兹说道。“付费墙”建立以来，该网站的访问率下降了约10%，页面浏览量下降了约20%。然而出乎意料的是，注册用户增加了。

数字业务收入的另一个新来源是就智能手机和平板电脑等移动设备的内容收费，然而这还是一个新生的市场。基尔曼先生说，2010年售出的1700万台平板电脑中，1500万台是苹果iPad。智能手机用户更加广泛，并在不久的将来意味着更多的机遇。智能手机的应用软件销量巨大，这意味着用户愿意为智能手机上的内容付费。

一站通

现有的报纸和杂志的读者一般不愿意为网上新闻或移动设备支付额外的费用。但很多出版商现在都采取“一站通”模式，允许纸媒订户可以免费阅读电子版。例如，《达拉斯晨报》在2011年3月份建立其“付费墙”的时候，它也允许纸媒订户免费阅读iPhone和iPad版的新闻，这样一来这些读者自然而然成了电子版的注册用户。这样读者可以在不同时间以他们认为最便捷的方式阅读报纸，并且，如果幸运的话，也许可以潜移默化地让他们认识到，他们每月花费33.95美元得到的不只是每周七天每天一份报纸，还有获取新闻的一系列形式。将电子版和纸版订阅捆绑起来，不仅给读者提供了选择，也给予他们更充分的理由去继续购买纸版，这样仍旧可以带来可观的广告收入。

相比之下，两家英国报纸——《卫报》和《每日邮报》——却免费在线公开其全部内容，目的是将自己打造成国际新闻品牌。互联网评级公司comScore 称，《每日邮报》网站最近战胜了《赫芬顿邮报》，成为全球第二大受欢迎的报纸网站，《卫报》则名列第五。两家报纸在美国都新增了雇员以扩大其覆盖范围，从而打进更大的在线广告市场。

全球报业顾问公司媒体创新咨询公司的璜·西奥认为，“不解决编辑模式，就不可能解决商业模式”。他认为报纸既要寻求网上盈利的新模式，也应当改变印刷版编辑模式，这样才能适应市场从而促进销量。该公司建议报纸进行翻天覆地的重塑，放弃传统的版面，转而围绕读者感兴趣的话题来安排版面，像杂志那样强调分析和叙事。

一家巴西报纸《巴依亚邮报》实行了这种改版，将其报刊重组成四个版块，包含了“新闻摘要”、“详讯”、“生活”和“体育”。同样地，法国报纸《自由报》不再进行综合的体育报道，而是留给了专门的体育类报纸。体育类报纸的销量在很多欧洲国家正大幅提高。重新设计版块后这两家报纸的销量都增加了。但西奥先生认为，目前为止，美国报业似乎对这类事情都没兴趣进行尝试。

报纸也可以利用自己深入人心的品牌去生成新的收入形式。比如，很多高质量的报纸，包括《纽约时报》和英国的《每日电讯报》，都开办了酒吧。加拿大的《环球邮报》，以及几家德国报纸，都推出了品牌油轮，记者作为演讲嘉宾登船演讲。西奥先生称，西班牙一家体育类报纸《马卡报》，会在耐克足球靴上市之前允许读者先行购买。瑞典小开张报纸《晚报》经营着一家极受欢迎的减肥俱乐部，它已经将该减肥俱乐部授权给另外几家欧洲报纸，其中包括德国的《德国时代周报》。报业集团还经营网上书店，举办会议和读者活动，并提供教育服务。

慈善新闻业异军突起

另一种现在在全美进行试验的方式是建立新型的、由慈善活动支撑的、基于网络的都市新闻机构，其中包括了《圣地亚哥之声》、《圣路易斯指南》、明尼阿波利斯市的《明尼苏达邮报》、奥斯汀市的《德克萨斯论坛报》和旧金山市的《海湾公民》。

《海湾公民》的商业计划是将其经济收入分为以下四个部分：大额捐赠、读者会员的捐赠、向其他新闻机构出售新闻、企业对网络特稿的赞助。一大问题是这样一种非盈利的新闻模式能否持久。阿里安娜·赫芬顿的《赫芬顿邮报》与由慈善机构资助的新闻机构合作，她认为捐赠者的观念应该改变。“我想不论是在全国还是在地方，我们都需要养成资助非盈利性新闻机构的习惯，就像人们向大学捐赠座椅一样平常。”她解释道。

很显然，一个全新的开始——使用最新的电子工具，脱离印刷机，不再依赖纸质广告——给非盈利性新闻机构带来一种乐观向上的心态：它们属于新事物而非处境不妙的产业。

《经济学人》，2011年7月7日


3 报业经理人：其人其职

好的领导者至少拥有三大品质。首先，他们经常到各部门与员工见见面，并和他们讨论一下公司的发展方向及发展途径；其次，好的领导者对未来有一个清晰的设想，不仅他们自身对这一设想有强烈的信心，而且还要鼓励他人投身于这一设想的实现中；第三，好的领导者有明确的目标，并且拥有为达成这些目标所需的财力支持。报业对优秀领导者的需求，与其他任何产业一样强烈。事实上，越来越多的迹象表明，媒介市场的竞争正在变得越来越激烈，而具备上述品质的优秀报业领导人就变得比以往任何时候都更加珍贵。

报社主要部门

报社一般都划分为新闻评论部门和经营部门。在这两大部门中还有很多不同的小部门。例如，在经营部门中会包括诸如广告、发行这样的创收部门，同时也有技术部门和诸如市场调研、公关、财会及人事等管理部门。而新闻评论部门包括新闻和评论两个部门。

报纸的规模大小不同，这些部门划分的精细程度和明确程度也因此有所不同。在都市日报中，分支与部门的划分是非常明确的。而小点儿的日报和周报中，这些部门的划分就有些模糊不清，会发生重叠的情况。比如，出版人可能既是编辑又是总经理。以下将就大型日报中每个分支的职责范围和性质作描述。

新闻评论部

这个部门负责报纸上刊出的除广告外所有的阅读内容的制作，还包括所有由新闻编辑部的美编部制作的新闻图片和插图之类的视觉材料。新闻评论部内部还有几个独立的部门：


新闻部
 这个部门包括本市新闻部、本州新闻部、国内新闻部、国际新闻部、特稿新闻部、体育新闻部、财经新闻部、科技新闻部、娱乐新闻部、旅游新闻部等。每个编辑部都由编辑进行管理。新闻编辑部由执行编辑或是编辑部主任掌管。


评论部
 这个部门负责出台报纸的观点和评论。该部门由社论版编辑领导，而社论版编辑通常直接向该报的总编或出版人汇报。


图片部
 该部门由图片编辑负责。图片编辑要负责报纸所有原始新闻、体育和特写的图片。

美编部 该部负责所有的图、表、线的设计及新闻评论的排版。该部由一名艺术总监负责。


经营部


经营部门负责报纸所有创收部门的有效运转，由掌管着所有的销售、筹款、预算和资金支出的经营部经理或总经理负责。该部门进行资金的收取、支出和投资，管理着与该报经营板块相关的一切事务，包括广告、发行和印刷业务。以下各部门通常由其直接控制。

广告 这是整个报社最重要的创收中心。它由一名广告部经理管理。该经理要负责广告的生产，并指导所有类别广告（零售广告、全国广告、分类广告和插页广告）的营销。

发行 这个部门是报社的命脉。没有这个部门，报纸就没有广告；没有广告，报纸就无法生存。在发行部经理领导下，发行部被分割成更小的单元，包括地区发行部门和州发行部门。


印刷间
 这是报纸真正付印的地方。这里由一名领班管理。他要使这里的工作计划与执行前面工序的机械部门和执行后期工作的邮寄部门和发行部门协调一致。如果底片没能按时印制出来，印刷机就不能运转；如果印刷机不能按时运转，运输卡车也就不能启动，报纸就会晚于平时出现在全城各家各户门外。


其他行政部门
 这些部门包括市场/调研部、人事部或雇员关系部、采购部、公关部。所有这些部门对于报纸的成功经营都至关重要。

主要报业经理人

主要报业经理人包括：出版人、经营部经理或总经理、广告部主任、总编辑、执行主编、编辑部主任、发行部经理、生产部经理。

出版人

由于某种原因，对于业内外的许多人来说，这个称谓等同于“老板”。事实并非如此，尤其在这个报业集团化时代，那些报纸的老板和大股东们安坐在纽约或西海岸，而各家报纸及其出版人则分散在全国各地。出版人只不过是一份报纸的首席执行官。如果说这份报纸是一个家族企业或是一家由他们紧密掌控的公司的一部分，出版人可能的确是老板，但很少有哪家大报属于这种类型。然而，不管出版人是大股东、小股东、股票持有人还是仅仅是公司的一名普通雇员，只要挂着这个头衔，他就应该对该报的一切事务负责。这也就是说，出版人负责指导和协调该报各个部门的工作。

出版人也是该报的主要政策制定人。即便该报是集团性质的，他（她）也必须向总部汇报预算批准和盈利计划等事宜。传统上，出版人从广告部长晋升上来，但近年来很多情况下出版人出自新闻评论部。然而，一个记者如果确实有志向要由编辑人员成长为出版人，他（她）就必须知道他（她）不仅要了解报纸预算、策划以及执行，还要对营销的职能和重要性有一个全面的认知。

经营经理

经营经理作为报社的首席财政官，负责各部门的财政事务。假如说报社中必须有一个人对报社面临的财政危机、趋势和机遇了如指掌的话，这个人就是经营部经理。他必须擅长作计划、建立和执行预算、统计利润以及控制成本。这个位置适合MBA或者从新闻媒介管理方面那些比较新的学科毕业的研究生。经营部经理必须了解报纸的使命具有不同于其他类型企业的独特性，而这个经理的主要任务是通过精心计划和成本控制战略以保证报业集团的收益底线。

总编辑

这是对报纸新闻和评论的内容负全部责任的经理。首先，总编辑是经理：他的工作就是成功地管理从事报纸新闻和评论写作的员工，为报纸制定适合的新闻和评论观，并保证这种观念得以推行。在大型都市日报中，总编辑很少直接插手干预新闻编辑部的工作。相反，他（她）是新闻编辑部总的政策制定人和策划人，并需经常和报社其他部门进行斗争，从而在公司的资源配置上为新闻编辑部争取公正的待遇。

执行主编和编辑部主任

之所以把这两个管理职位放在一起说，是因为有时一家报社只设其中一个职位，也有时，尤其是都市日报，两个职位都设。执行主编就像军舰上的执行官，更多地负责日常整体新闻观的执行工作。实际上，在许多都市日报中，执行主编是新闻部员工最经常见到的新闻部总负责人，他负责将新闻政策转换为执行命令，由编辑部主任和新闻编辑部人员加以执行。

在新闻编辑部，编辑部主任与新闻编辑部的各部门编辑都有直接联系，包括——但不限于这些——新闻版编辑、本地新闻版编辑、本州新闻版编辑、国内新闻版编辑，国际新闻版编辑、生活版编辑等等。编辑部主任一般每天都要召开编辑会议，从各部门编辑那里听取信息，讨论每日新闻议题。简而言之，他（她）管理着新闻编辑部。

广告部经理

广告部经理负责报社最大的也是唯一的创收中心：广告部。他必须对如下业务了如指掌：各部门的相对重要性；最新但经得起时间检验的销售技巧；激励和酬劳广告销售员的最好办法；最有效的收款技巧；可能获得的市场上潜在的广告机会以及开发此潜力的最佳方式。

发行部经理

由于其重要性和运作的波动性，发行部需要的是高级专业人才。发行管理的三个重要目标是提高报纸对以家庭为单位的市场的渗透力；建立优良的发行系统和许多报纸零售点；收回全部款项。

生产部经理

此人负责有关报纸成品生产和交送发行部进行发行的所有环节。生产部经理熟悉车间的工作，并且最好在排版和印刷方面都拥有丰富的经验。


第三单元 杂志

1 杂志业：没有消息才是好消息

网络威胁迫使杂志业更灵活

“纸媒已死”在几年前是很常见的说法。杂志和报纸赖以生存的高价印刷广告正在向网络转移，而杂志和报纸从中收入却寥寥无几。对于出版商来说，这犹如飓风横扫他们的生意。

风暴过后，新的出版前景出现了。曾经如此统一的行业——通过共有的特点或情感划分出一个群体，为他们写作报道，随之销售广告——已经分化成了几种不同类别。

硬新闻可能是最难盈利的。它变得越来越即时、持续和商品化（正如油和大米一样，消费者并不关心它们的出处）。除极个别情况之外，通过新闻赚钱意味着要么向大众兜售廉价的消息，通过广告盈利；要么就向小众出售昂贵但是重要的新闻，通过订阅盈利。两种模式皆竞争惨烈；在发达国家，很多报纸纷纷关张。

但是在杂志中却出现了一种新的乐观情绪。受经济衰退影响最深的北美地区，至2011年连续两年，新开张的杂志多于关张的杂志。杂志媒体协会报告指出，杂志受众的增长速度快于电视和报纸的受众，尤其是在年轻群体中。

与报纸不同，大多数杂志并没有出现大量的分类广告流失到网络的情况，而且杂志内容拥有更长的上架周期。美国大型杂志集团赫斯特杂志集团总裁大卫·凯里说，最重要的一点，杂志象征着愿景：“它们很好地激发了你的梦想”。人们对自己阅读的杂志认同度很高，所以广告商喜欢杂志。

正如新兴市场中迅速崛起的中产阶级走入了广告商的视野，这类杂志因此格外成功。这也正是为什么奢侈品杂志运行良好的原因。例如，在巴西，爱伯利尔集团创办了《家居》杂志，在两年内成为同类杂志的领头羊，就是得益于对新近购房者的关注。

数字广告曾经处境尴尬。在网络上，数字广告的价值通常只是印刷媒体上的一小部分。但是平板电脑，比如苹果的iPad，改变了这一情况。

iPad仅仅问世两年，大多数杂志的iPad版本订阅也还不足一年；美国杂志媒体协会在4月份才提出平板电脑广告的测量标准。然而已有一些迹象表明，广告商能够接受平板电脑广告价格高于网站价格，因为平板电脑上的杂志与印刷版的杂志更相似：引人入胜、设计精美，而非网站上密集的文字和链接。

出版商依旧在版式方面进行尝试：一些杂志的电子版与印刷版大同小异，还有一些出版商则更多尝试互动形式。但是，更明智的出版商正在寻找办法以减少对广告的依赖。他们寄希望于不止通过订阅盈利，还通过其他资源盈利。如今，“你需要5到6种收入来源以保证经营成功，” 凯里先生说。

杂志除了推销杂志外还能做什么取决于其受众和选题。很多杂志正在转型，从广告载体变成营销服务公司，提供给广告客户一系列接近读者的新方法。旅行杂志的网站能够实现跟踪，确定读者最终是否购买了他们推出的旅行套餐，并从中分成。卡伦先生说，“我把这个也归为广告，人们称之为广告的东西确实在衰落，但是更广泛意义上的广告却没有。”

其他商业形式陆续出现，包括不断增加的会议或者庆典活动，把杂志名称的使用权出售给化妆品等产品，与高朋网等购物网站和优惠券网站的合作。一些成功的新杂志都源自电视节目，比如赫斯特集团的《美食频道》、《家与花园频道》（一档家居装饰类节目）和BBC的《疯狂汽车秀》（汽车节目）。很多国家的中产阶级群体都在扩大，国际间的特许经营项目都运行得很好；赫斯特集团的《大都会》杂志目前已在66个国家发行了不同版本。

还有更多玄妙的商业模式。全球性的前卫杂志Monocle声称，其去年秋天开办的一档在线广播频道一开播就盈利了，因为传统的商业电台从未向高端广告客户输送过他们所需要的受众。Atavist是美国一本在iPad上发行的杂志，每月都会有一个长篇的叙述性报道。该杂志声称其通过授权其他人使用其iPad上的发行软件赚钱。

杂志在读者中激发强烈忠诚度的能力造就了一些小规模的、奇特的成功案例。《XXI》，一本法国的长篇报道类季刊，尽管没有广告，没有网络版，只在书店销售，却也能盈利；这看起来是利用了法式的文化传统和聚集在巴黎的求知欲旺盛的读者。德国的《Landlust》杂志，推崇接近自然的慢生活方式，也是一本只发行印刷版的杂志，在正式运营7年后，该刊发行量达到了100万册。只要有咖啡桌，人们就会想在上面放点什么。

《经济学人》，2012年6月9日


2 言外之意

华丽多彩的杂志业处境艰难，时代集团安·穆尔要将技术

作为解决的手段，而非问题所在

安·穆尔是美国最大的杂志公司时代集团的首席执行官，美国的年轻人得知她的公司要开始向他们收费时颇为“震惊”，这令一向镇定自若的她也跟着不安起来。“真正的报道需要的是时间、金钱和精力，”她说，“总要有人给我们的巴格达分社掏腰包。”然而，在衰退时期，很难告诉读者他们需要开始为资讯付费，尤其是时代华纳旗下的传媒巨鳄时代集团早就允许读者可以在网上免费阅读自己的文章。但是现在需要新的模式，为了找到这样一个模式，穆尔女士正使出浑身解数进行各种尝试。比如在3月18日，时代集团开创了“我的”模式，这是一个新的概念，读者可以在网上从八个标题中选择文章，并以印刷版或网络版获取这样一种免费的个性化杂志。如果这一项目受到欢迎，那么公司可能就会开始收费。这一妙招凸显了时代集团想要吸引读者来阅读杂志的急切心态——及其意在收费的矛盾心理。

在家庭预算紧缩、免费网上内容的呼声增加、广告商削减开支的情况下，作为一家掌管包括《时代》、《人物》、《体育画报》以及《财富》在内的120种杂志公司的老总，穆尔女士面对着保持公司杂志业务兴旺的艰难任务。据《传媒业时事通讯报道》，她经营的某些杂志，如《时代》，广告收入比去年同期下滑了30%左右。穆尔女士不得已彻底废弃了公司的五年计划，取而代之起草了一项新的两年计划，焦点有二：内部重组与革新。

在裁员600人左右之后，穆尔女士将公司结构重整为三大块——新闻、娱乐与生活，将具有类似内容、广告客户及受众的杂志归在一起。其目的是在提高效率的同时保持编辑质量，因为不同主题的杂志可以共享作者、文章，并将资源整合在一起来进行运作，如订阅服务。穆尔女士还将注意力投向了培训业。2月份，她创设了“时代集团大学”，由时代杂志主管们主持开设诸如品牌战略、团队协作等一系列研讨班。穆尔女士自己也将亲自教授一项研讨课程。

同时，穆尔女士正着手打造公司的杂志品牌，将这些杂志引领到新的方向。在其引领下，一些刊物已经不仅仅是印刷文字，而是进入了流行文化。比如，《人物》杂志联合主办着美国演员工会奖颁奖庆典，以及《精华》杂志赞助着每年一度的非裔美国人音乐会。去年年底，公司宣布了一项精心制作的“Maghound”计划—— 一项网上订阅服务，读者可以选择几种杂志每月以邮寄方式获取，并且给他们机会随时更换杂志。穆尔女士看到了运用互联网使读者忠诚于印刷杂志的美好前景。她说：“这个行业需要使用技术，使之成为我们的优势。”

穆尔女士自称是“杂志乐观派”，她觉得手捧一本华丽的杂志胜过对着屏幕。在应对经济衰退及读者向网络转移的问题上，杂志业或许确实处境比报业更有利。但是，美国报业步履维艰，许多报纸都已经破产，或者转而削减规模、仅留网络电子版，这种情况下说杂志业比报业处境要好，其实也并不能说明什么。而且，尽管热爱纸媒，但是穆尔女士并不畏惧技术。2月份，《时代》杂志刊出了题为“如何拯救你的报纸”的封面报道，明确表达了业内愈发坚定的信念，即向读者提供网上免费文章是无法延续的，有必要转为付费获取。穆尔女士认为她的公司能够引领这场免费到付费的转化。这个月，时代集团表示，公司正在考虑引入一种混合（或者“免费加付费”）计划，按照这个计划，《人物》及《时代》杂志的部分文章可以免费获得，而对优质内容进行收费。但是这种模式曾经试用过，众所周知的是《纽约时报》，该报后来放弃了这一做法。

另一个可能就是，读者可能要准备通过亚马逊公司开发的Kindle电子阅读器或者先进的“智能”手机这类可携带设备来订阅内容。穆尔女士说，如果读者愿意订阅足够的内容，那么资助这类设备对公司来说是合情合理的，而这种方式对杂志种类丰富的时代集团来说尤其合理。穆尔女士已经开始和电子阅读器的制造商进行合作磋商。她指出，音乐业之所以错失良机就是因为这个行业在科技面前畏缩了。她决心不让同样事情发生在杂志出版业。

《经济学人》，2009年3月26日


3 学术出版：芝麻开门

学术与学术出版的冲突

如果一项研究是由纳税人或慈善团体资助的，其研究成果就理应由大众免费享用。学术界开始联合抵制某个大型期刊出版商。

信息的价格

欧美传媒业有一个罕见现象：出版晦涩难懂的学术期刊堪比开动印钞机。化学期刊《四面体》的全年订阅费用要花掉一家大学图书馆20，269美元；全年的《数学科学学刊》要花费20，100美元。2011年，其全年营收达21亿英镑（合33亿美元），利润达7.68亿英镑（合12亿美元）。利润如此之高（从2010年的36%升至37%），主要是因为期刊内容大多由研究者免费提供，而负责同行评议的学者也通常自愿无偿服务。出版的期刊随后又卖回这些提供免费内容和免费劳力的高等院校。对于公共资金资助的科研项目来说，结果就是：学者和纳税人创作了内容，回过头来却要付费阅读自己创作的内容。这不仅荒谬，而且不公，还阻碍了教育和研究的发展。

出版商坚称，高定价既是高质量的保证，也是为了弥补同行评议、编辑和发行环节的管理成本。爱思唯尔坚持认为自己被误解了，集团财务状况的确高歌猛进，但爱思唯尔令人艳羡的高利润完全是公司高效运营的结果。

的确，期刊的成本不可能为零，但互联网肯定预示着期刊成本的下降，而非上升。在过去十年中，许多低成本运营的在线期刊和论文数据库大量涌现，其中一些就是由对学术出版商不满的学者所建。

一团乱麻

一石激起千层浪。2012年1月21日，剑桥大学数学家提摩西·高尔斯发表博文，列举了自己长期抵制爱思唯尔学术期刊的原因。高尔斯博士突如其来的怨气有三：首先，爱思唯尔的期刊定价太高；其次，爱思唯尔一贯将期刊捆绑销售，图书馆其实只需要订阅某一种期刊，却不得不全套购入，其中当然包括一些不需要的期刊；再次，爱思唯尔支持一些法案的订立，诸如《研究成果法案》，这项法案一旦获得美国国会通过，将禁止政府要求纳税人资助的科研项目可以享受免费获取。

结果应者云集。受到高尔斯博士博文的启发，数学家泰勒·内伦起草了一份在线保证书，截至2012年7月，全球已有12，000多名研究者签署了这份保证书，承诺不再向爱思唯尔的期刊投稿，也不再帮助爱思唯尔审稿和编辑论文。借用一个数学术语来形容，参与人数呈“幂级增长”。果真如此的话，现有学术出版商将面临一场革命。

无论如何，内伦博士的诉求反映了学术界和学术出版商之间矛盾的扩大化，尽管在线出版的崛起正在大大缓解这种冲突。

这种局面已存在多年，矛盾拖延至今才爆发让很多人称奇不已。学者们是互联网的最早使用者，他们也最有可能借助互联网将出版商踢出战场。学术界早已有意创造新的平台替代商业出版。康奈尔大学的arXiv网站（读音与“archive”相同，X代表希腊字母“chi”）创建于1991年，研究者们可以将（尚）未在期刊发表的数学和物理学论文上传至该网站。每天都有数千篇论文上传。公共科学图书馆（PLoS）创建于2000年，拥有七家免费期刊，内容涵盖生物和医学领域。

但是，撼山易，撼权威期刊难。无论学界投入了怎样的热情，传统出版商依然有理由继续掌控大局。学界对于只在电子媒体上发表论文仍旧心存偏见。相对于行将就木的印刷出版物，人们往往并不那么看重网络出版。研究者们希望自己的研究成果出现在最负盛名的期刊上，以擢升自己的事业。

出版或出局

有一简便方法，既可以扩大公共资金资助的研究成果的开放范围，又能为新生期刊塑造公平的竞争环境。资助学术研究的政府机构应要求免费向公众开放研究成果，资助研究的慈善团体亦应如此。如此，众多研究者可能再也不能在封闭式期刊上发表文章，则既能扩大研究成果的开放范围，又能大大助力开放获取类期刊。

对于由国家或慈善机构资助的科研项目来说，强势的强制措施会让出版商在免费获取方面步子迈得更大一点。学术期刊的目的本就在于把最好的研究成果公之于众，许多学术出版商却反其道行之。学术出版的改革势在必行。

即便纳税人和慈善机构资助的科研项目实现开放获取，也未必就是期刊出版商的生死之战。有些商业出版商也已开始尝试开放式获取理念，或已经在有限范围开放获取了，例如不再向读者收取阅读费用，而是向发表论文的作者收费；或者是允许学者将论文放置在他们自己的网站上，要么在付费壁垒上设置一个期限。但是，如果抵制活动继续发展下去，事态将变得更加急迫。毕竟，相对于学者依赖出版商来说，出版商要更加依赖学者。上位者往往看似不可战胜，其实崩塌只是一瞬间。因此，要警惕学者的崛起。

（改编自《经济学人》2012年2月4日《科学出版：信息的价格》和2012年4月14日《学术出版：芝麻开门》）


第四单元 图书

1 图书分类

今天，塑造我们文化的大多数图书都适于其他媒介形式的传播，以扩大影响力。杂志连载比图书出版商让更多的人接触到了罗纳德·里根的回忆录。在电视上看到卡尔·萨根的人比读过他的书的人更多。史蒂芬·金的恐怖小说热卖，特别是平装书，但更多的人看的是电影版。书籍可以通过其他媒介发挥出涓滴效应，甚至那些读不来书或不读书的人也可以感受到它们的影响。尽管人们每天与其他大众传媒的接触更多，但图书仍旧是创造文化并将其传承给新一代的核心。

大多数人想到图书时，首先想到的是面向一般读者的小说类和非小说类图书。这些书被称为大众图书，是图书产业的一个重要组成部分。同样重要的是教材，它不仅包括教科书，也包括参考书甚至食谱。有很多方法可以将图书进一步分类，但教材和大众图书是主要的图书类别。

大众图书 
 
[1]



美国图书出版业年产值240亿美元，其中大众图书最引人注目，这类图书具有大众感兴趣的话题，包括小说类和非小说类，通常人们想到图书的时候便会想到这类。大众图书可能会不可思议地畅销。自1937年推出至今，约翰·罗纳德·瑞尔·托尔金的著作《霍比特人》已售出近4，000万本。玛格丽特·米切尔写于1936年的《飘》售出逾2，900万本。然而，多数大众图书的寿命要短得多。为了保持住畅销书地位，史蒂芬·金、丹妮尔·斯蒂尔以及其他作家必须持续创作。斯蒂尔以埋头码字著称，大约每隔六个月就会写出一部新小说。

虽然出版大众图书一旦获得成功就能大赚一笔，但大众图书一直是个高风险的命题。据估算，在大众图书中，60%亏损，36%保本，4%盈利，且后者中只有少数成为畅销书，收益惊人。

教材 
 
[2]



虽然典型的成功的大众类畅销书可以连续数月吸金，但是成功的教材有更长的生命且收益稳定。例如，柯蒂斯·麦克杜格尔于1932年写了一本有突破性的新闻学教材。截至1985年作者去世，该书再版了八次。之后罗伯特·瑞德将该书作了更新，出版商出版第九版。这赋予了麦克杜格尔《解读性报道》这本书60多年的生命。尽管教材出版商不会定期按书目公布利润，但毫无疑问《解读性报道》比许多大众图书类畅销书创造的收益更多。教材占据了图书市场的最大份额，包括参考书和专业书、大学教材、中小学教材及学习材料。


专业书和参考书
 词典、地图册和其他参考书占教材销量的10%。多年来，基督教圣经和诺亚·韦伯斯特的词典一直领跑参考书销量。也有其他参考书获得了长期惊人的成功，与大众图书分庭抗礼。即便本杰明·斯波克1998年去世，其1946年出版的《育儿经》依然热销，销售总量超过5，000万。排行榜上紧随其后的是：《美好家园与花园食谱》。


大学教材
 大学教材销量巨大，主要是由于教学大纲的强制性要求。虽然教材是为学生写的，但出版商会向教授们兜售，让他们为学生订购这些教材。尽管学生是最终的消费者，但他们无法选择教材，这在一定程度上可以解释为什么学生对教材那么厌恶。


中小学图书 
 
[3]


 以中小学图书市场闻名的中小学学习材料具有独特的营销机制。大多数州允许学区使用州基金购买本州批准的教材。这意味着出版商们将为人口众多、采购委员会强大的州出版其认可的教材书。如果加利福尼亚州的采购委员坚持多元文化主义，教材出版商将投其所好来赢得加利福尼亚州的认可，之后多元文化主义就会成为影响力较弱的州教材采购过程中的一个主题。如果另一个重要采购州的得克萨斯州坚持神创论应该得到普遍认知，那么这一知识点就会出现在全国的生物学教材中。

约翰·维维安，《大众传播媒介》，第七版，培生教育出版公司，2004年




 [1]
 大众图书：大众趣味类图书，包括小说和非小说。


 [2]
 教材：教育类、专业类、参考类图书。


 [3]
 中小学图书：中小学图书市场。


2 图书业的改变：文字正在消失

读者从未有过如此美妙的体验。但出版商需要更好地适应数字化世界

电子阅读器正以所有人始料不及的速度替代着纸书。稳坐电子书阅读零售商头把交椅的亚马逊公司降低了其Kindle电子阅读器的价格，使得消费者甚至不怕把Kindle带到沙滩上。在美国这个最发达的市场，那些最大的出版商约1/5的销售额都来自于电子书。即使是刚出版的热销书，其电子版的销量也堪比纸质版本。而且这一比例正在快速上升，尤其是越来越多的书店行将关张。

对读者而言，这却是再美妙不过了。正如亚马逊公司通过将各类图书送往偏远地区而消除了距离一样，如今亚马逊使消费者可以即时下载自己喜欢的书籍从而消除了时间。此外，现在任何人都可以通过亚马逊和许多其他出版商出版新书。海量的选择以及低廉的价格让电子书牢牢占据了数字设备，甚至可以与“愤怒的小鸟”分庭抗礼。

然而，对于出版商而言，这是一个生死存亡的时刻。当前图书出版业类似于二十世纪九十年代末的报业和二十一世纪初的音乐产业。尽管营收相当稳定，传统手段仍是打造畅销书的唯一途径，但氛围在改变。一些出版商的作用仅仅是包装图书然后把它们推向书店，而这正变得不合时宜。计算程序和在线推荐恐将取代他们作为图书质量评判者的角色。自出版潮流行将淹没他们的产品。随着书店的倒闭，他们失去了至关重要的秀场。正如唱片公司所面对的状况一样，这些出版公司所面对的是一个近乎被垄断的电子书发行市场：正如苹果控制着音乐下载市场，亚马逊紧紧地掌握着电子书市场。

然而出版商仍然肩负着两项非常重要的工作。他们扮演着出版业的风险投资人角色，把钱投给那些能写出好作品的作家，否则这些书可能写不出来。他们还是编辑，挑选好书并提升其品质。因此，如果他们能够存活下来，将不仅有益于他们的股东，还会对人文发展大有裨益。

目前出版商正在做出一些正确的举动。鉴于苹果公司取得音乐定价权后唱片公司无计可施，出版商们想方设法要保住自己的定价权。但他们缺乏一些技巧。音乐和电影产业已经开始将实体产品和电子版本整合在一起，比如购买一张电影DVD光盘的消费者就可以同时获得从互联网下载该电影的代码。同样的，出版商应该将电子书和纸书绑定在一起。

他们还应该更加高效。电子书可在全球范围内发行，而出版商仍然坚持由不同的编辑队伍把全球分成不同的区域。在数字时代，花几个月甚至几年的时间往市场推出一本书是十分愚蠢的。而且如果要使自己的产品从那些自出版的劣质品中脱颖而出，出版商们必须更善于挑选图书、提炼创意和装帧精细。如果出版商想要吸引消费者的注意力，他们就必须讲好故事——并在编辑过程中剔除所有的拼写错误。


3 出版的未来：电子出版或灭亡

iPad及其同类产品对图书出版商来说亦福亦祸

与传媒业的许多其他分支一样，伴随着互联网的成长，出版业经历着重大变革。在线零售商已成为最大的图书经销商之一。如今，电子书已威胁到传统图书的销售。作为回应，出版商竭力支撑其传统产业，同时也为电子书销售份额大幅扩张的未来作着准备。

警觉于这些转变，出版商正全力收拾主要是由他们自己搞出来的烂摊子。一段时间以来，它们与亚马逊之间采取了一种“批发”定价模式，在此模式下，在线零售商向出版商支付书款，并自行决定对公众的售价。这就使其能够将很多新的电子书与畅销书定价为9.99美元，而这一价格往往比其进价还低。亚马逊定价如此之低，旨在刺激Kindle的需求，尽管它笑傲电子阅读器市场，但仍面临着来自索尼以及其他电子阅读器的激烈竞争。

出版商们忧心这会让消费者期待所有图书都应是低价的。他们还担心螺旋式下降的书价会进一步侵蚀他们本已微薄的利润——某些出版商近几年不得不关闭出版社并解聘员工──并让举步维艰的实体书商雪上加霜。一些业内人士预言，除非形势有所改观，否则出版商将遭受唱片公司同样的命运。苹果公司通过在线廉价销售单曲而颠覆唱片业之时，唱片公司的利润已大幅缩水。

具有讽刺意味的是，出版商们转而求助苹果公司帮他们抗衡亚马逊。因为急于为其iPad的新用户们收揽图书资源，苹果公司接受了一种“代理模式”，即由出版商确定电子书的发售价格，而苹果公司从销售收入中抽成30%。据报道，面对这些情形，亚马逊也与几大出版商达成了类似条款。其结果是一些热门电子书的售价有望升至12.99美元或14.99美元。

一旦苹果与亚马逊拿走他们的抽成，出版商在新协议下从电子书中获得的收益很可能比批发模式下更少──他们似乎愿意付出这样的代价来限制亚马逊的影响力并刺激纸书的销售。然而，我们很有理由怀疑此举及其他策略，如把新书电子版发行时间延迟至纸版上架几个月之后，是否能遏止渐行渐缓的图书销售。

这尤其为出版商敲响了警钟，因为数字图书与印刷图书的利润几乎同样微薄。诚然，电子书不需要印刷、不需要向零售商配送，但这些成本仅占一本印刷图书零售价格的十分之一。同时，阿歇特图书出版集团的老板大卫·杨指出，出版商正在承担新的成本，如数字文本储存、发行与防盗版等系统的投资。

出版商在互联网中的投资还有其他途径。一些出版社已开始打造自己的在线读者群。如Tor.com就是一个由出版商运营、面向科幻爱好者的网站，其所汇集内容皆与会员相关，即便一部分资源来自于对手出版商处。创意逻辑咨询公司的迈克·谢智肯称，“这是一个极为罕见的迹象，曙光终于降临出版业”。中型出版商Sourcebooks开发了一个在线诗歌群。他们发现，在将其出版的诗歌发布于此站点六周之后，其图书销量上升了50%多。

出版商还把大量资金投入到阿歇特集团的杨先生所谓的 “增强版电子书”中，其内容整合了文字、音频、视频和其他媒介，以图收取高价。iPad的问世会加速这种试验，但它并非唯一引起出版商关注的设备。比如，哈珀柯林斯出版社在英国已售出上万个应用模块，用户可以借此在任天堂DS便携游戏机上阅读电子版的经典名著。该集团某部的“首席数字官”查理·雷德梅尼认为，许多消费者本来也不会在纸版书上花钱，因此发展新平台创造了图书新需求。

的确，许多出版业的主管都倾向于认为数字革命将开启一个阅读的黄金时代，更多人会接触到数字文本。他们同样指出，如按需印刷这样的新技术使得实体图书的短版快印更加经济，这应该会帮助他们从传统出版中节约出更多资金。他们还坚持认为，印刷图书的转型将是一个缓慢的过程，会让他们有更多的时间去适应美好的数字新世界。

但愿如此。但传统图书供应链中仍然存在着不少低效率之处，恰好亚马逊与苹果等公司可以在此大展拳脚。例如，许多出版商仍旧要花费过长的时间才能将纸质书或者电子书投入市场，由此错过了宝贵的时机。西蒙与舒斯特公司的里迪女士表示她已引入内部排字等功能来提升效率。而在Sourcebooks，图书制作的职责甚至从编辑部转移到了公司的技术龙头部门，这便从运转流程一开始的时候就突出了数字化思考的诉求。

如果出版商想在这场势必艰难的转型之中存活下来，那么公司上下要能在短时间内学会像多媒体世界的弄潮儿们那样思考，而不再只是做美文生产商。并非所有人都可以成功翻过这特殊的一页。

《经济学人》，2010年3月31日


第五单元 电台

1 引领电台未来的五家公司

谁将塑造电台的未来？现在断言为时尚早。但让我们来关注一下

这几家已经向未来发起冲击的电台

电台从来都与众不同。正如图书、杂志、音乐和你能想到的几乎所有其他形式的大众媒介，这一古老的媒介形态正在被互联网、移动技术和几家超级智能机构所改变。

现在还难以确定谁将塑造电台的未来。到2030年，这个空间无疑会被一些现在还不熟悉的名字所占领，但现在已经有几家机构在忙着雕琢那个未来了。请关注这五家电台。

Stitcher电台

Stitcher电台令人惊叹。这个成立了四年的公司，将地面广播与流行播客进行组合，为用户提供了高度个性化的舒适的电台体验。

像潘多拉网络电台提供音乐一样，Stitcher网络电台会根据用户的喜好建立智能广播电台，这些都是基于用户的收听历史和随手的“顶”、“踩”记录而建立的。这棒极了。Stitcher网络电台播放的内容来自美国有线电视新闻网（CNN）、美国国家公共电台（NPR）、英国广播公司（BBC）、福克斯新闻网（Fox News）和很多大大小小的新闻提供商。

未来发展

今年年初，Stitcher网络电台宣布与福特汽车公司合作，将（与潘多拉电台一道）直接在其新车上嵌入相关服务。聪明！

潘多拉

潘多拉电台貌似平淡无奇，但是，即便面临着从Last.fm电台到Spotify电台等众多对手的挑战，此电台仍然多年稳居个性化网络电台市场之首。

潘多拉电台的音乐基因计划提供着最智能的半自动音乐推荐。虽然其还不能媲美一名真正音乐时尚达人的大脑，但也算渐行渐近了。这很大程度上得益于人工智能对潘多拉计算程序的大力改善。

未来发展

跟Stitcher网络电台一样，潘多拉电台也在谋求把服务嵌入新车中的途径。潘多拉电台还在游说美国国会重新考虑网络电台提供商需要支付的有失均衡的艺术家版税的问题。

Spotify

不久之前，你可能不会将Spotify音乐播放软件与网络电台关联起来。但在去年12月这一切都改变了，这家瑞典初创公司推出了Spotify 电台，它使用了Echo Nest这款有竞争力的音乐推荐引擎，来仿效潘多拉电台的功能。随着Spotify 电台7月推出免费移动应用服务，人们对它这一举措是否认真的疑虑随之消除。

未来发展

Spotify最有前途的特点是其第三方应用平台。这家成立一年左右的商店现在拥有60多个应用程序，分别专注于音乐发现、社交音乐、音乐人推广以及开发者所能做到的其他一切。

美国国家公共电台

看看美国国家公共电台（NPR），你再也不能说传统媒体不思进取、故步自封了。这家非盈利公共电台开播于1971年，但不同于那些处境类似的纸媒，面对数字革命，NPR没有坐以待毙。NPR的数字服务团队一直都在忙于创建应用界面、Wordpress插件和实验性的网络电台产品等。NPR社交媒体影响力很大，而且在iTunes大受欢迎的播客当中，总不乏其身影。

未来发展

按照这种精神，特别是就移动设备来看，NPR确保自己能在未来的电台中拥有重要的一席之地。而且，NPR同样懂得与汽车生产商合作的重要性。

清晰频道

NPR并非唯一一家高瞻远瞩的行业存在。地面电台集团清晰频道预见到来自创新企业的威胁，并随之作出响应。 iHeartRadio服务整合了15000家拥有个性化频道的实况广播电台。

未来发展

清晰频道全力配合潘多拉电台谋求降低网络版权税率之事，使改变更具可能性。它还提供了其应用编程接口，开发者可以用来将iHeartRadio服务植入其他产品，包括汽车。

其他塑造电台未来的参与者

硬要把这一名单压缩成五家公司，确非易事。因为有如此之多的科技和媒体公司都在纷纷努力以期塑造我们今天所定义的电台。除了FM电台和互联网电台外，还有卫星广播也发挥着重要作用。

当我们支持我们的iPad播放来自NPR、Stitcher或Spotify的内容时，这有点像使用一个未来电台。我们iPhone上那些相同应用程序的较小版本，使我们在车中或逛街时也能收听。与三星、诺基亚及其他设备一样，苹果已在构建许多可让用户获取音频流的硬件。

不只是大公司在谋取电台未来的一席之地，一些不甚引人关注的新生力量，如shuffler.fm和Hype Machine等，都在将音乐博客打造成更舒适、更适于移动设备的收听体验。甚至连Sound Cloud音乐网站也变得更像电台了。同时， Echo Nest复杂的音乐推荐程序编排贯穿网络电台产品一长串列表的始终。它们都径直瞄准了潘多拉。

约翰·保罗·蒂尔洛，http：//readwrite.com，2012年12月12日


2 为收听音乐命名：谁是未来的电台？

随着调幅和调频广播听众的减少，新兴企业与媒体大鳄都在寻找未来的电台——一种帮助听众发现新的音乐进而盈利的方式。潘多拉、Imeem和Last.fm等在线音乐提供商让人们初窥电台发展的未来篇章。

用户定制型音乐电台的开发始于20世纪90年代初，彼时，麻省理工学院的媒体实验室创建了Ringo，这个音乐推荐引擎请听众给一些乐曲打分，然后向受众提供他们可能喜欢的歌曲。现在，哥伦比亚广播公司的Last.fm网站已经成为首家新一代音乐提供商，它提供你想收听的免费的、定制的、标准长度的任何乐曲，而不仅仅是iTunes和其他多数音乐网站上的那种30秒钟片段。

正如其他媒介一样，音乐产业终于开始认识到残酷的现实，我们面对的生存环境是：消费者希望信息和娱乐都是免费的。通过订阅来销售音乐的努力已基本告败。（雅虎最近放弃了其“音乐无限”的订阅服务，拱手将客户送给了同样苦苦挣扎的另一家音乐提供商——狂想曲。）传统电台提供免费的音乐，但是，夹杂其中的音频广告遭到一代人的排斥，他们厌恶令人不快的干扰。

越来越多的证据表明许多人患有iPod疲劳症——他们太了解自己的播放器里储存着哪些歌曲，他们渴望惊喜——几家公司正设法搞明白把用户自创的内容与专家引导如何加以融合才能吸引受众。

自2005年起，蒂姆·韦斯特格伦缔造了汇集潘多拉粉丝的王国，该网站允许听众自创电台，方法是键入自己喜欢的歌曲或艺术家名称，让软件自动产生一组具备你喜欢的特点的音乐。潘多拉根据节奏、和声、情绪、风格和歌词手创的数据库共收录了超过500，000首歌曲，基于这个数据库潘多拉提供众多选择，你可以拒听自己讨厌的那些歌曲，只收听自己喜欢的那些乐曲，以此进行微调。

潘多拉的乐曲可以重复选听，该公司还竭尽全力对抗具有潜在毁灭性的版税的威胁，而同时这个电台获得了坚定的、热情的忠诚追随者——潘多拉成为一种一贯有效的途径，来帮助你发现你都不知道自己会喜欢的音乐。

有些人不喜欢由任何人——不管是电台节目主持人还是潘多拉电台的音乐专家——来帮他们选择最喜爱的音乐，对于这些人来说，Last.fm以一种不同的方式选择歌曲。Last.fm并不雇用自己的专家，而是依靠用户的群体收听习惯。每当你在网页上选择了一首歌曲，你就会看到风格类似的艺术家列表；如果许多跟你一起收听Booker T和MGs的人也听Delfonics的话，软件就会把你导向那个方向。

Last.fm的推选方式不像潘多拉电台更富逻辑性和线性，而是有更多惊喜，但Last.fm对歌曲推荐的灵敏度与效度稍差。

Last.fm的伟大设想可能铺就了一条电台的未有之旅。哥伦比亚广播公司会斥资2.8亿美元将其140多家调幅与调频电台中的一部分进行改变，让听众来负责播放何种音乐吗？抑或对电台的灾难的确无计可施？在线众筹的确能够诞生与电台参与、听众抱怨的传统市场调研迥然不同的播放列表吗？

帕特里克·麦金农是奥斯汀一名27岁的计算机工程师，作为新型音乐提供商的粉丝，他创建了一个混搭应用（译者注：可以把多个功能模块自由组合的模式），允许听众把Last.fm与Slacker（译者注：一款可以畅游在无数音乐广播频道的软件）结合起来。

“我经常听父辈们说，‘再也不会有一个甲壳虫乐队了’，他们说得绝对正确，”麦金农说，“并不是说再也不会有一个乐队能创作出和甲壳虫乐队一样好的音乐，而是因为我们不必再只依赖那有数的几家竞争电台形成我们的音乐偏好了。现在是有数百万人，就会作出数百万种他们自己的收听选择；让大多数人对喜欢的音乐得出同样的结论变得不大可能”。

无专家推荐的音乐服务已成为主导力量。观察家戴尔·克里安诺认为只有苹果能够诞生未来的电台——通过已享有大众认可度的基础系统为电台提供意外之喜的某种事物。

戴尔·克里安诺与其他观察家们越来越认为，未来的电台不会是那种全天候的音乐提供商，而更可能是一种短节目提供商，如播客，这样才会吸引日益缩减的注意力长度，并与社交网络、手机、笔记本电脑等实现无缝衔接。

无论未来的电台采取何种形态，它都要满足某种诉求，这一点很明确。“每天我身边都充斥着有趣的新技术，竞争着我本已有限的时间。”麦金农说，“有能力拥有自己的电台，这个电台可以因为新的音乐日益触手可及而不断成长和改进，并能根据我的音乐偏好实现精确定制，这的确令人惊叹。奈何一切尚需时日”。

马克·费舍尔，《华盛顿邮报》，2008年3月23日


3 国际广播公司：网络起波澜

西方国资新闻团队在发展中国家左支右绌，勉力维持昔日影响力

冷战时期是国资广播公司的鼎盛时期，大笔预算用于资本主义和共产主义孰善孰恶的宣传战争。强力的短波发射需要昂贵的设备；争夺频段则免不了国际角力。那曾经只是大国的游戏。BBC全球新闻的主管彼得·霍罗克斯回忆道，那是个“惬意的世界”。

新技术缩减了成本，也消除了大多数壁垒。波段的重要性让位于带宽。即使对那些不能在线收看或收听的人来说，圆盘式卫星天线和光纤电缆也大大扩展了节目的选择范围。

当今的广播公司举步维艰。过去一年里BBC世界广播失去了八百万观众和听众。六家纳税人出资的美国广播公司统计了自己的受众，其中五家出现了衰退。预算充足时的表现就已如此惨淡，现在只会持平或下降。

一大问题是当地政治的影响。虽然成本颇高，音质不佳，但短波节目难以屏蔽：干扰广播（苏联喜欢的手段）的做法过于明显，容易引起尴尬。这种手段的现代版是屏蔽网站。但通过本地调频电台转播的策略使得外国广播公司（以及转播他们节目的电台）面临无形的压力。2003年美国之音俄语版被85家当地电台转播；如今仅余一家。8月9日，BBC在北苏丹的阿拉伯语当地广播被关闭。老牌国际电台有对付审核制度的办法：卫星、短波、网络和当地调频广播的组合拳提供了多种解决方案。

更大的麻烦是竞争。自2006年起，法国、伊朗、日本和卡塔尔都设立了英文电视新闻频道。新来者正在征服西方老牌组织失去的领土（有时还雇用他们的职员）。短波电台就是一个范例。2000年以来，美国之音削减了其24%的短波频段，仅余200个。BBC甚至放弃了对拉丁美洲、北美洲和大部分欧洲地区的短波广播，让一些忠实听众伤心欲绝。与此同时，中国国际广播电台的短波数量几乎翻倍，甚至在得克萨斯州都有广播。

夺走的短波受众主要是那些年老贫穷的听众，且更多是乡村听众。但主战场是争夺城市的意见领袖，他们的媒介消费主要是通过卫星广播和互联网。最引人瞩目的新来者是卡塔尔埃米尔赞助的半岛电视台。其成熟的阿拉伯语广播主宰着中东地区，轻易就把西方国资竞争对手挡在了门外。1990年以前，肯尼亚只有一家国有电视台，如今，它拥有20家电视广播公司和80家有执照的电台，播出的内容从饶舌歌曲到基督教布道应有尽有。而曾经唯我独尊的BBC新闻，如今也必须与其他媒体的播音进行竞争了。

网络节目也推波助澜。从前广播公司推送节目代价高昂，需反复重播，并极其担心听众听不懂或收听不到，而现在他们已经拥有了人们从网站各取所需的模式。这种模式投入较少，更容易到达分散的受众，也可以躲开当地政策困局。虽然美国之音俄语服务的确已被排挤出了广播频率，但根据参议院外交关系委员会的数据，5月份其视频在YouTube上的访问量高达230万。一旦哪个节目或哪段视频在博客圈里流行起来，广播公司就可以坐看其通行无阻了。

然而昔日雄风已难振。美国之音俄语服务的主管丹·奥斯汀说，由于美国之音从收音机里消失，他们在俄罗斯的覆盖率有所下降。网络受众（至少现在是这样）总是匆匆忙忙的：他们不会好整以暇地享受广播，而是含腰弓背，急不可耐地去点击下一个链接。在贫穷国家，互联网应用远未普及。

面对这些趋势，德国之声主管埃里克·贝特曼已经基本放弃了攫取发展中国家大批听众的努力，并致力于发展信息灵通的城市精英。其志在将德国电台树立成一个其他新闻媒体无法比拟的标杆：不求声高但求可靠。

随着竞争与混乱的加剧，这种不那么宏伟的愿景或能为国际广播指出一条新路。但技术与消费者趋势使得那些有特权资金支持的国际广播公司们看起来（至少在私营电台眼中）愈发超人一等。在阿富汗，最大的三家全国性电台由BBC世界广播、美国之音和自由阿富汗电台（也是美国公司）运营。经营电台和电视台的穆赫辛尼先生抱怨道，外国公司用更高的薪水和签证把他的职员挖到西方媒体。随着国际广播公司致力于用流行音乐和肥皂剧来留住受众时，这些抱怨会更强烈。长期鼓吹自由事业的西方大广播公司们如今必须学着承受自由竞争的后果。

《经济学人》，2010年8月14日


第六单元 电视

1 美国电视业

电视是美国主要的大众媒体。家庭拥有率为96.7%。其峰值出现于1996～1997年度——98.4%。总的来说，美国电视网是世界上规模最大、最集团化的。

电视频道和网络

美国电视是通过广播（“无线”）、未加密卫星（“免费广播”）、直播卫星、有线电视和IPTV（互联网协议电视）等方式实现落地的。

无线电视和免费电视不需按月付费，而有线电视、直播卫星电视和IPTV需要根据订户选择付费频道数量的不同按月付费。频道一般成组出售，并不单独出售。

广播电视

美国电视系统实行以市场为导向的地方分权。美国有一家名为公共广播公司（PBS）的全国公共广播服务。地方媒体市场有各自的电视台，这些电视台可能隶属于或为某个电视网所有，并由其经营。电视台可以签署加盟协议，成为全国电视网的一员。除了没几家电视台的极小市场外，加盟协议的签署通常具有排他性：如果一家电视台为全国广播公司（NBC）成员，这家电视台就不能播放美国广播公司（ABC）、哥伦比亚广播公司（CBS）或其他电视网的节目。

主要广播网

美国主要五家电视网分别为NBC、CBS、ABC、福克斯广播公司（FOX）和哥伦比亚及华纳兄弟联合电视网（CW）。前三种起初都是电台网：NBC和CBS发轫于20世纪20年代，ABC于 1943年由NBC拆分而来。相对而言，始于1986年的FOX属于新进者，尽管它创建于残存的前杜蒙电视网之上。运营于1948年到1956年间的杜蒙电视网曾是早期的“第四大电视网”。CW创建于2006年，由联合派拉蒙电视网（UPN）与华纳兄弟（华纳兄弟的在线资产保持独立）旗下的地面和有线资产合并而来。总而言之，美国广播网的景象戏剧般地向参与者集团化方向演变，亦被称为媒体所有权的集中效果，意指现代电视广播竞争企业的减少。

非商业电视台

比起其他大多数国家，美国公共电视的作用要小得多。联邦政府没有针对美国受众的国有广播机构，因为《史密斯—蒙特法案》有此禁令。联邦政府的确为公众消费开办了国家宇航局电视台（以太空节目信息和教育节目为特色的三个频道）和五角大楼频道（军事新闻媒体），但其节目只通过卫星和互联网传播，并不通过地面设施传播。

美国公共电视台播放商业电视台不提供的节目，如教育、文化和艺术以及公众事件类的节目。大多数（但并非全部）的公共电视台隶属于美国公共广播公司，一起播放着诸如《芝麻街》和《经典剧场》这样的节目。与商业电视网不同的是，美国公共广播公司官方并不制作自己的任何节目；相反，PBS的个体电视台、电视台集团及其旗下制片商生产节目并通过PBS把这些节目供给其他附属台；还有大量辛迪加组织专门或主要处理PBS和独立电视台等公共广播台的事务。

有线电视

与广播网不同，大多数有线电视网在全国范围内播出同样的节目。收视率高的有线网有美国电视网（通常是娱乐）、ESPN和福克斯体育（体育）、MTV（音乐和电视真人秀）、美国有线电视新闻网和福克斯新闻网（新闻）、科幻频道（科幻节目）、迪士尼频道 （家庭）、尼克国际儿童频道和卡通电视网（少儿节目）、探索频道和动物星球频道（纪录片）、特纳广播公司（喜剧）、特纳电视网和福克斯网（电视剧）与生活频道（女性节目）。

互联网服务

互联协议电视（IPTV）类似于有线电视订阅，但与通过专用线路接收信息的机顶盒不同，电视节目是通过公共互联网或基于网络协议的私人网络传输到机顶盒。

网络电视始于20世纪90年代，盛行于21世纪，引发一股断线潮——人们开始取消有线电视订阅，转而支持在线内容、无线广播和影碟租借。美国网络电视供应商包括Hulu、网飞（最初提供DVD租赁邮购服务）、MyTV（阿拉伯语），以及诸如YouTube、Myspace、Newgrounds、Blip和Crackle等许多国际网站。无论是用台式电脑、笔记本、平板还是智能手机，观众可以从任何网络浏览器观看这些节目。移动电视服务还包括传统和新兴节目供应商的移动应用，通常会为了适应小屏和移动带宽限制而加以优化。移动视频可以从iTunes Store、Google Play和Amazon Instant Video直接下载或获取数据流。


2 此处，彼处，无处不在：电视传播新动向

《价格猜猜猜》1996年被弗里曼特尔传媒公司买下时已经有点老态龙钟。这档游戏节目于40年前初登荧屏，邀请参赛者“上台来就座”，竞猜各种日用消费品的价格。1972年以来，该节目一直由鲍勃·巴克一个人主持。其受众已华发早生。巴克先生宣布退休时，一位脱口秀节目主持人调侃道，当他开始看《价格猜猜猜》时，就知道他已经老得干不动了。

现在，该节目成了一种多媒体事物。它演变成了电脑游戏跟老虎机。或许不可避免的，还有一个购买次数已经超过50万次的iPhone应用。拉斯维加斯的赌场百利大酒店每周五天上演着剧场版的竞猜秀。该节目现在有了新主持，价格轮盘仍旧在白天的荧屏上轧轧作响，效果毫不逊色。

“人们一旦迷上了一个品牌，就会千方百计想跟它互动，”弗里曼特尔传媒公司老板托尼·科恩说。这倒是真的，甚至不用传媒公司来撺掇。韩国肥皂剧《冬季恋歌》一经播出，人们就成群结队蜂拥而至拍摄地去度蜜月。纽约及洛杉矶还有许多非官方组织的知名电视外景地游览。传媒公司已学会捕捉更多这种需求，并从中获利。现在弗里曼特尔公司的收入中有三分之一来自日用消费品及其他衍生品。

广受欢迎的电视节目照例会大量炮制DVD、玩具、网站、电脑游戏、桌面游戏及漫画。德国肥皂剧《好时光，坏时光》有个晚装系列。的确，电视业的意义不再只是制作节目，还会创建品牌娱乐专营权，这个专营权由众多产品组成，电视节目仅是其中最重要的一项。

现在你几乎看不到一档针对年轻人的电视节目却未开设网站的了。找一找播放的背景音乐！看一看没有收入最终版本里的片段！与其他粉丝一起讨论节目！当然还会看更多广告。大预算的美剧网站设计得紧凑精致。最精明的制片人已经认识到，丰富多彩的衍生品开辟了一种叙事新途径。

好莱坞现下有个时髦词汇“跨媒体”。它指一种超越了单一平台和单一叙述的叙事方式。《迷失》和《英雄》等大预算电视节目率先利用网络情节来充实次要人物。《英雄》网站推出了卡通版，接着又杂糅印制成了漫画小说，这些都偏离了故事的主干。如此延伸为粉丝创造了一种更为深入且身临其境的体验。

就其自身而言，跨媒体叙事方式是否有利可图尚未可知。其价值不是用广告收入，而是用观众参与度来衡量。

内容丰富，畅通无阻

电视节目最终停播时，那些聚拢在其周围的网络社区就渐渐消失。游戏与CD也停止销售。电视引领观众参与所有这些剧外活动，赋予他们一种生活方式。电视也是一种向他国输入故事与角色的优良载体。在那些国家，丰富多样的营销生态系统会从头再来一遍。其实，这几乎是唯一的发展途径。

海外市场是电视业发展最好、增长最快的部分。探索通信公司很早就涉足海外，现在其三分之一的收入来自美国以外。这帮助探索公司制作了大量纪录片和自然历史节目：带有画外音的节目仅需录制一个新解说就可以随时出口了。新闻集团的海外分支福克斯国际频道在2008～2009财年的营收超过10亿美元，而五年前还不足两亿美元。

许多电视节目甚至神不知鬼不觉地红到了美国。墨西哥广播电视集团提供给美国Univision公司的西班牙语长篇电视剧在黄金时段吸引的观众常常比英语节目还多。欧洲统治着全世界的真人秀生意。贝塔斯曼集团旗下的弗里曼特尔传媒公司制作了《美国偶像》节目。总部位于荷兰的安迪摩尔公司大量产出真人秀节目，美国人喜欢抱怨，却又爱看。不过这些都是引进节目形态的本地化版本。大部分美国人或许并不了解《美国偶像》或者《与明星共舞》都起源于英国。只有好莱坞一如既往地出口其一成不变的节目。

国际选美大赛

要弄清大制片厂海外销售何以如此成功，进行一项测试吧。找一部好莱坞为美国广播电视台制作的电视剧——《犯罪现场调查》、《欢乐合唱团》或《英雄》都行——然后，随便找一个时间点，按下暂停键。你看到了什么？英俊的演员，毫无疑问。不过，也可能是一个类似照片的组合绝佳的镜头，演员在取景框内的位置恰到好处。这个镜头的灯光也无可挑剔。那么，对外国广播公司制作的影片同样处理。结果如何？或许就没那么亮眼了。

像这样制作精良的电视节目价格不菲。品质良好、在美国广播网上基本过关的剧集，一小时耗资超过300万美元。好莱坞最佳节目的视觉灵敏度是其能与那些更具文化内涵的本土产品竞争抗衡的最大原因。由于世界各地的家庭纷纷斥资购买更大、更锐利的电视，好莱坞的优势与日俱增。而好莱坞对其扮演的全球说书人一角，不像过去那么羞愧了。

几年前，有很多关于电视节目本地化的讨论。由于深受文化帝国主义指控之扰（法国尤甚），传媒巨头鼓励其外国子公司开发自己的节目。

电视公司获得了更多回旋余地，部分是因为文化帝国主义之虞已从好莱坞转向了硅谷。2009年，被指责在伊朗挑起抗议的是推特而非CNN。滋生文化焦虑等诸多问题的已不再是电视的专利。

《经济学人》，2010年3月29日。


3 互动的未来

最后留下的大众媒体需要受众参与并瞄准广告

不久前电视还让人担惊受怕。人们认为它把孩子变成了白痴、让男人变得粗暴并败坏了政治言论。有些书试着提醒人们注意客厅里这个危险品：其中最好的一本书是1985年出版的尼尔·波兹曼的《娱乐至死》。音乐家用《电视，使她茫然》、《电视，民族麻醉剂》等歌曲讽刺电视。

随着互联网抓住人们的注意力，电视变得更可怜而不是让人畏惧。在谷歌上搜索“电视的威胁”，会出现约500个结果，其中诸多陈年旧事。而“对电视的威胁”的搜索结果则会出现前者的八倍之多。

大多数结论都被误导了。相比饶舌歌手用歌曲抨击电视的时代，现在人们用来看电视的时间更多了。卓越研究会的一项详尽调查表明，美国人看电视比网上冲浪、发邮件、看DVD、玩电脑游戏、读报以及手机聊天加起来的时间还要多。电视没有消失，但也并非独占鳌头。

固定和移动互联网对电视形成越来越大的挑战。它以承诺精确性来吸引广告客户：既然可以瞄准那些可能对你产品感兴趣的小部分人，为什么还要花大价钱在数百万人中撒广告呢？对消费者来说，它承诺的是精品、质量保证和低（或无）价格。而且互联网有强大的支持者。

除重要的体育节目以外，先前通过互联网和手机传播电视内容的做法证明是没法盈利的。最大的失策正得以修正。但人们怀疑在线或手机视频经济会不会永远像传统电视经济那样充满吸引力。一旦把视频放到网上，这个选择有限、广告空间有限的世界变成了一个二者数量几乎可以无穷拓展的世界。更多的供应意味着更低的价格。

科技也在抢风头。虽然一家人依然像几十年来一样围坐在电视机旁，但现在电子产品时时让他们分心。

在日本和韩国这些科技潮流的发源地，即便电视就在身后卖力闪耀，年轻人依然会在手机上发短信和看电视。英国青少年已学会从一个平台跳到另一个平台、从儿童节目跳到成人节目，涉猎各色内容。BBC总裁马克·汤普森称，“他们对闪电式搜索驾轻就熟”。尽管青少年观看大量的电视节目，但很难为他们专门制作节目。

对最大的电视节目来说，科技是一种恩赐。社交网站为真人秀节目开辟了聊天室，提升知名度的同时吸引了观众。电视从业者长期致力于开创“冷水机”节目（译者注：人们一边在冷水机旁一边津津乐道的电视节目），能够让人们第二天一边上班一边津津乐道。人力中介国际创新管理公司的总裁克里斯·希尔伯曼表示脸谱网和推特的运行有点像大型数字冷水机。随着受众细分，大型节目在特定时间吸引众多眼球的能力对广告客户而言总是更有价值。

许多改编戏剧和喜剧等人气中等的节目难谋生计。大型节目正把小节目排挤掉，部分原因是夸大了社交媒体的影响，部分原因是数字摄像机的广泛应用使得只看热门节目很容易。在线视频也侵蚀着观众。如何在这个强力竞争者和新型娱乐的世界生存呢？

方案之一是节目要让观众更多地参与其中。电视极其善于创造角色和扣人心弦的故事，却不擅长鼓动人们参与这些故事。西蒙·考威尔证明人们愿意为选秀节目中的选手投票。不过试着同观众公开对话却有点奇怪。

对CNN而言，观众以此类方式进行参与至关重要，因为CNN缺乏意识形态方面的亲和力，而其两个主要美国对手——保守派福克斯新闻频道和自由派微软全国广播公司——都有自己的观众群。然而任何新闻媒体都需要观众的参与。在一个即使是地铁系统都有脸谱网页面的国家，新闻网必须尽力抓住观众的注意力。而且大众想和新闻进行互动。

福克斯新闻频道的明星格林·贝克是一个多媒体品牌，对抗着迪士尼或MTV所策划的任何节目。他不仅主持一档广受欢迎的电视节目，还主持一档电台节目，推出多部畅销书。他巡回演出并发行多部专辑。他的标识出现在T恤、棒球帽上，奇怪的是，连管道胶带上都有。贝克先生还有一个收取入会费的网上粉丝俱乐部（承诺的一个好处就是优先用电邮给他本人发消息）。

长期以来，电视在吸引大众方面无可匹敌。其他玩意儿把人们的注意力从电视这拉走，但远不及电视把它们从所有其他玩意儿处拉回来的次数多。技术削弱了一些电视最大的对头，特别是报纸。在这个受众细分的世界，电视是唯一真正全球性的大众媒体。如果电视能把规模和特异性结合起来，更能和观众互动并学会更精确地瞄准广告，它会继续繁荣下去。

《经济学人》，2010年4月29日


第七单元 电影

1 好莱坞六巨头收益无创意

近年来，数字时代对好莱坞电影工厂可不太友善。YouTube、BT下载、大型家庭影院及众多其他事物的出现正使得越来越多的潜在电影观众抛弃当地电影院，转而选择更方便、更廉价的观影方式。2011年，票房收入下降了3.8%，同年上座率也下降了4.7%。从某些领域看，好莱坞——至少从传统意义上看——已告灭亡。

有趣的是，电影业的可取之处可能是编剧创意不足的结果。仅今年一年，上映的影片中超过三分之一都非原创，其中包括续集、前传、翻拍、图书改编，以及紧随赚钱的3D技术，再发行。虽然电影工厂自1939年《乱世佳人》成功之后，灵感都依赖早先已有的资源，但是六巨头如今发现他们在剧本创意上有些滞后了。

康卡斯特公司和NBC环球的子公司环球影业或许是这一潮流中最显而易见的例证。今年夏天，该电影工厂发行了由大牌明星连姆·尼森和蕾哈娜领衔主演的高预算电影《超级战舰》。尽管表面就是一个掺杂了外星及海上情节设置的爱情故事，但电影声称有半个世纪之久的米尔顿·布拉德利公司的游戏是其灵感来源。《超级战舰》迄今已斩获近3亿美元票房。尽管这个改编电影在北美市场一败涂地，但在海外市场却成绩斐然，多次位列多个国家票房榜首，票房收入总计超过2.35亿美元。这部影片被认为是环球影业和孩之宝公司间超过四个电影合作商的首度合作。孩之宝公司在1984年收购了米尔顿·布拉德利公司。孩之宝目前正在对《大富翁》《占卜板》《糖果乐园》和新版《妙探寻凶》等经典游戏添枝加叶。由于环球对今夏上映成绩没有热情，迫使孩之宝为翻新其老品牌寻找新的合作伙伴。

在结束与环球的争议后，孩之宝把《糖果乐园》项目交给了哥伦比亚电影公司，该公司为索尼的发行商索尼电影娱乐公司的子公司。《糖果乐园》将启用演员亚当·桑德勒，并与其公司快乐麦迪逊制片公司进行合作。哥伦比亚曾于2007年利用传统素材制作了一部纯粹基于披头士歌曲的著名浪漫戏剧片《穿越苍穹》。与《超级战舰》一样，《穿越苍穹》在北美市场也票房失利，未能收回其4500万美元预算，仅收入约2900万美元。哥伦比亚电影公司还搭上了漫画图书的顺风车，出品了影片《青蜂侠》和《恶灵骑士》，二者皆收获约两倍于预算的票房。

漫画图书领域的领导者无疑是迪士尼电影公司，其母公司为拥有漫威娱乐公司的华特迪士尼公司。与其他多数公司不同，迪士尼电影一直是票房神器。《钢铁侠》的成功刺激了两部续集及《雷神》和《美国队长：第一个复仇者》等系列电影的诞生。这些大片中的明星聚集在今夏大卖的影片《复仇者联盟》中，该片总票房14亿美元，为史上第三高。近日漫威娱乐公司还与Rovio娱乐公司合作将iPhone用户挚爱的《愤怒的小鸟》游戏搬上了大银幕。迪士尼是打破传统、走灵感路线的先驱者，其根据主题公园题材创作的《加勒比海盗》已在全球收益37.2亿美元。去年《加勒比海盗》系列第四部创下制片公司历史第四高的总收益，这也促使该公司商讨继续创造第五部杰克船长的冒险故事。

孩之宝在与环球合作之前，曾把派拉蒙公司作为其从儿童娱乐进军媒体娱乐王国的首要合作伙伴。维亚康姆的电影发行商派拉蒙公司和维亚康姆另一家子公司梦工厂以孩之宝20世纪80年代、90年代的流行玩具为灵感，成功发行三部《变形金刚》。该系列电影目前已赚得26亿美元，足以让孩之宝首席执行官布莱恩·戈德纳在没有迈克尔·贝导演的情况下授权下一部影片的拍摄。派拉蒙还发行了电影《特种部队：眼镜蛇的崛起》，该片同样根据孩之宝20世纪60年代开始流行的人形公仔制作。这部电影总收入超过3亿美元。

六巨头成员之一时代华纳公司的华纳兄弟电影公司至今都采用着不同于同行的策略——除了它对《权力的游戏》小说的改编大获成功。而这一状况将随着2014年上映的3D乐高电影而发生改变。这部电影约20%为实景拍摄，并且将人物置身于一个全乐高的世界，这里聚居的都是这家丹麦玩具公司最具标志性的人物。这一策略因其独一无二将在业界大受关注，同时华纳兄弟也可以宣称其或许是本年度最值得期待的电影，而不仅仅是一部打破常规的电影。今年，时代华纳将可以见证其根据流行漫画书改编的蝙蝠侠系列电影之《黑暗骑士》的成功。这一系列电影的成功不可估量，《黑暗骑士》已经领先迪士尼的《复仇者联盟》成为根据漫画书改编的票房最高的电影。

六巨头最后一个成员20世纪福克斯是新闻集团的制片公司，也热衷于改编电影。去年12月上映的2007年《鼠来宝》的续篇，一举打破1958年来新片高重播率的纪录。正如这支拟人化的乐队奇迹般地经久不衰一样，20世纪福克斯认为这一系列的影片会很有前途。《鼠来宝》第一部票房收入是其6000万美元预算的五倍，第二部《鼠来宝：明星俱乐部》和《鼠来宝3》的票房也分别达到5亿美元。虽然20世纪福克斯并未公开表示要在更大范围内继续探索发展这种题材的电影，但也不排除会制作该系列的第4部。这还是极有可能的，看看其当下对系列影片的热衷就知道了，如《X战警》、《飓风营救》、《里约大冒险》、《小鬼日记》、《纳尼亚传奇》和《波西·杰克逊》等影片。

虽然影迷们总是嘲笑六巨头无创意，但这或许是在网飞公司和点播电影时代电影业可以存活下去的唯一途径。从票房结果看，多数观众还是喜欢这种怀旧风——随着数字时代的进步，电影工厂在未来十年仍会继续把握这一趋势。

约翰·卡克西斯·维尔特，http：//www.wealthlift.com，2012年6月23日


2 影产业已死？还有什么是新的？

“电影已今非昔比”是当今的一个热门话题。3D电影会长久吗？全球电影的下个热点又将是什么？大概10年或20年后，年轻影星们将何去何从？这些问题很难回答，因为影评人的工作并非预言，甚至连点儿让人惊奇的预知都没有。但另一类问题却毫不令人惊奇，为什么再也没有好电影可看了呢？

回答这一问题毫无意义，事实上，好电影还是有的。很多例证可以支撑这个论断——《商海通牒》、《点球成金》、《秘境里斯本》怎么样？——但一样是徒劳的，因为其实这个问题根本不是一个问题，而更像是普罗大众的抱怨。人们普遍认为（几近老生常谈），电影质量颓势尽显，那些个案不是异类或历久弥新，就是意外之喜。过去充满了荣光，无论是老式电影工厂系统中的黑白片瑰宝（《卡萨布兰卡》、《彗星美人》等佳片多多），20世纪60年代引进的珍品（安东尼奥尼！戈达尔！），还是70年代新好莱坞那短暂的璀璨岁月中涌现出的一批有待打磨的大片。无论你偏爱哪一段黄金岁月，有一件事确定无疑：人们的确已不能创造往日荣光。

从严格的技术层面上来说，这一说法千真万确。出品与发行机制处于时代变迁之中，已成为全球不由自主地迅猛发展的数字化浪潮的一部分。你现在去影院看电影，越来越不可能看到传统的平实的电影了。铁盒与卷轴已被硬盘和数字文件所取代。电影的制作与放映都已数字化，甚至发行也越来越数字化，轻轻松松就能传输到你的客厅或手中的屏幕上。

这些变化使得有些人热情高涨，有些人迷惑不解，还有人哀伤不已。最近《高楼大劫案》和《忧郁症》的影评——两部同时印证和驳斥了守旧影迷失落情绪的电影——《纽约客》的安东尼·莱恩悲叹日趋没落的观影行为，集体仪式显然受到了具有优势的家庭观影的威胁。他总结道，“及时行乐”（援引自电影《忧郁症》）抢先为这种文化消费形式写下了墓志铭，这种形式基于“冲动”和“共享”，植根于古代雅典，同时，显然，无未来可言。

与此同时，罗杰·艾伯特的博客发布了一篇以《电影猝死》为标题的文章。在接下来的正文中，艾伯特先生的忧伤伴随着无可奈何。他写道：“电影梦永存于我的希望中，但视频大行其道。”艾伯特先生经常（而且雄辩地）肯定电影超越视频的美学优势，但是他承认“我的战争已结束，我的阵地已失守，面对现实才是当务之急”。他以一句嘲弄打字机的挽歌结束他的文章，称打字机和电影放映机、留声机一起都已成了“落了伍的现代性”的物神和标志。

艾伯特先生对新老事物抱有同样的热情。但面对技术的变革，他表露出的失落感同我们在任何地方偶遇的伤感不谋而合。那种情感难以摆脱，更难言反抗：我们曾经挚爱的事物正在远去，甚至早已消失。这与其说是一种批判的姿态或历史的洞见，不如说是一种由通常的选择性比较和主观预感造就的情感。那时（无论是何时）的明星们更有魅力，编剧更犀利，情节更丰富，影评家也更有力。

电影一定是过去时代的产物吗？我们现在的所有，数字的抑或模拟的，都在昔日辉煌下显得黯然失色吗？难道我们不应该关注这些年来已经证明值得一看的那些电影吗？

当然应该。一个办法是为了自己着想，毫不挑剔地迎接新电影，浅薄地藐视传统，无视其美之所在。但至少还存在同样一种冒险，那就是无视我们周围的那些活力之美，错把喜爱当成了评判的标准。当然，没有哪个当代影星能够媲美亨弗莱·鲍嘉玩世不恭的硬汉形象或贝蒂·戴维斯熠熠生辉的聪明才智，当然，今天的电影没有什么看起来或听起来与过去是一样的了。但是，为什么——或怎么——要一样呢？每一种艺术形式都会演变，其速度和方式常会使爱好者感到不适。但艺术也有出色的能力去承受和吸纳这些改变，并证明那些关于他们要灭亡的预言都是错的。

A·O ·斯哥特，《纽约时报》，2011年11月18日


3 莱坞的未来就在这里，只是发行多艰

克莱·克里斯坦森的破坏性创新理论解释了当下制片人在低创新周期中如何常常受困于自己的成功。他们理性地回应最大客户当下的激励并就他们当下的产品提供渐进式改进策略，与此同时，更小、更低利润的市场新进者可以用全新的方法在价值链上攀升。

对于主要的电影工厂来说，把电影票卖给消费者，要他们在某时来到某地，常常让他们戴上3D（非谷歌）眼镜，几个月后，再把一大摞光盘卖给同样的消费者，这比把电影授权给像网飞这样的数字发行商用于出租或作为订阅服务的一部分要更赚钱。尤其是如果你能把同一部电影再发往海外重复一遍上述过程的话。

这并不意味着电影工厂的高管们认为他们的业务健康有力，但他们并未坐享其成。在努力保持源源不断的收入的过程中，他们采用了更多更宏大的场面，以充分利用新兴市场。今年夏天出现了一些令人吃惊的代价高昂的失败，如《独行侠》，但还有一些在国内遭受重挫的电影，如《重返地球》，可以通过国际票房收入转为盈利（《重返地球》国内票房为60，522，097美元，国际票房183，089，855美元，来源于Boxofficemojo.com）。

史蒂芬·斯皮尔伯格的话上了头条，他说如果好莱坞继续只专注于越来越宏大的大片，那么好莱坞将“内爆”，但电影业不会束手就擒。

传统的新电影发行模式不是圈内唯一的模式。事实上，现在出现了比以往任何时期都多的该模式的竞争者，但是迄今没有哪个（电影靠）数字优先的发行策略票房接近一部主流发行模式的收入。好莱坞式的赌博就是豪华制作的影片才会吸金无数。

他们视数字租赁和订阅服务为最后的选择。这一点非常像航空公司，他们根据市场的承受能力定价。奥斯卡颁奖典礼后的第二天，入围各大奖项但未能得奖的很多影片开始首次报出低廉的租赁价格。

事实上，HBO（家庭影院频道，Home Box Office）和AMC（美国经典电影有线电视台，American Movie Classics）等电视网现在播出了前所未有的大量高品质的内容，这是一个比奋斗不止的独立电影市场更具竞争力的模式。对于像《绝命毒师》等影片的狂热追随者而言，每一线性剧情在推特上的传播放大本身就是一件大事。

与此同时，好莱坞有机会迎接数字革命——但它是重塑与消费者的关系，而不是破坏他们现有的发行模式。

在数字世界中，充分利用消费者数据是关键。好莱坞对网飞公司的恐惧是电影制片人怀疑网飞知道一些他们不知道的东西，然后网飞能根据实证分析的数据而非信心和先例进行决策。电影工厂则构建其目标消费者的人口统计结构，以针对他们进行市场营销。网飞并不在乎你是一个53岁的男士还是一个16岁的小姑娘。它根据你真实的观看偏好来向你推荐内容。

好莱坞仍然采用着密集型大规模营销手段，来快速推动电影投放时的需求，以获得稍纵即逝的消费者的关注。电影工厂创作产品并创造需求，但不参与实施过程。这就使得从苹果到亚马逊这样的新兴数字平台都拥有自己的客户关系。

这意味着：

◎电影营销仍然实行着一系列单独规划和执行的步骤——剧场、DVD、数字视频点播，而不是作为一个整体的生命周期来进行。

◎营销人员不知道谁在影院或谁在看他们的电影，（通过）物理方式（通过DVD或蓝光）还是数字方式（通过亚马逊、iTunes、网飞等）。

◎与用户的互动无法捕捉和培养；用于未来电影市场营销的数据收集的机会只好错失。

据好莱坞记者报道，在全球范围营销一部电影要耗资1.75亿美元。为什么漫威公司必须一遍又一遍地找到相同的消费者观看每一部新的《钢铁侠》电影？如果好莱坞能学会培养与消费者的关系，会有助于节约一笔巨额费用，直逼成本底线。

好莱坞不只是展现精彩故事，它也呈现规模、场面和魅力。这要花很多钱，雇用一大批艺术家和技术人员也都需要钱。

也许在某个夏天，好莱坞的商业模式将纯粹因为自重而崩塌，当发展中市场达到美国数字化的成熟程度时，支撑大型电影工厂经营模式的海外票房也将土崩瓦解。

大卫·拉金，http：//pando.com/2013/09/23/for-hollywood-the-future-is-here-its-just-not-evenly-distributed/， 2013年9月23日


第八单元 网络

1 年度人物：你

是的，就是你。你控制着这个信息时代。欢迎光临你的世界

历史上的“伟人论”通常归功于苏格兰哲学家汤姆斯·卡莱尔，他写道，“世界史不过是伟人们的传记”。他认为是那些少数有权力的名人塑造了我们这个物种的集体命运。这一理论今年遭受重创。

毋庸置疑，有些人要为2006年这个世界上发生的那些令人痛苦与不安的事情受到指责。伊拉克的冲突只是更加血腥和根深蒂固；以色列和黎巴嫩之间爆发了仇恨的冲突；苏丹内战的结束遥遥无期；朝鲜的小独裁者搞出了核弹；而伊朗总统也想拥有核武器。与此同时，没有人关心全球变暖，索尼的最新电子游戏机PlayStation3供不应求。

但从另一个角度来看一下2006年，你会看到一个不同的故事，一个无关冲突与伟人的故事，一个前所未有的大规模的关于社区与协作的故事，一个关于宇宙知识概要维基百科、百万民众视频网络YouTube和在线都市网络MySpace的故事，一个关于多数人从少数人手中夺取权力、彼此帮助不求回报的故事，一个不仅改变世界、而且改变世界变化规则的故事。

让这一切成为可能的工具就是万维网络。这已经不是蒂姆·伯纳斯·李攒出来（15年前，引自维基百科）供科学家们分享研究成果的那个网络了。它甚至也不是20世纪末大肆鼓吹的那个dotcom式的网络了。新的网络截然不同，它是一个把数百万人的微小努力集腋成裘、彰显其价值的工具。硅谷的顾问们称其为Web2.0，就好像它是什么旧软件的新版本似的。但是，这是一场真正的革命。

我们对此已完全准备好了。我们愿意既欣赏那些已经处理好的新闻，亦接受来自巴格达、波士顿和北京的原味料。只要看看YouTube视频的背景——那些乱七八糟的卧室和堆满玩具的地下娱乐室，你就会更加了解美国人的生活方式，这要比你看1000个小时的电视网节目有用多了。

我们不只观看，我们还参与其中，疯狂地参与。我们在脸谱网撰写个人简历，在第二生命网站制作个人头像，在亚马逊上评论图书，我们还录制播客。我们写博客，描写我们支持的候选人败选的情况；我们写歌，抒发被抛弃的心境；我们用家庭摄像机记录空袭中人们的奔逃，我们还编写开源软件。

美国人喜欢那些独行侠式的天才——爱因斯坦们、爱迪生们、乔布斯们。但那些孤独的寻梦者也得学着和别人合作了。汽车公司正在举办公开的设计大赛。路透社在提供常规新闻报道的同时还设置了博客；微软加班加点地工作，抵御用户自创的Linux操作系统。我们亲眼目睹着生产力和创造力的爆炸，而这不过是刚刚开始，那本来只会泯然众人的百万民众的智慧已卷入全球知识经济洪流之中。

这些人是谁？说真的，有谁在工作了一整天后还会真的坐下来说，我今天晚上不想看《迷失》，我想打开电脑制作一部由我的宠物鬣蜥主演的电影？我想把“50美分乐队”的声乐与“女王乐队”的器乐做个混音？我想发篇博客写写我的心境，写写国计民生，或者写写街边新开张小酒馆里的烤牛排？谁有这样的时间、这样的精力和这样的热情？

答案是：你有。因为获取全球媒体的统治权，因为建立和构架全新的数字民主，因为不求回报地工作，并在专家们擅长的领域战胜他们，所以《时代》2006年年度人物就是你。

的确，把这一切过分浪漫化是一种错误。Web2.0集合民众智慧的同时也集合了民众的愚蠢。只要看看YouTube有些评论中的拼写错误，就足够让你为人类的未来而哭泣了，更不要说那些污言秽语与赤裸裸的仇恨。

但恰恰是这些让一切变得有趣。Web2.0是一个巨大的社会实验，正如其他任何值得试验的实验一样，这个实验有可能失败。对于一个不是以单细菌、而是以超过60亿的数量在这个星球上生活与工作的有机体来讲，这个实验没有明确的路线图。但2006年给了我们一些启示。这是一个建立全新国际理解的机会，无关政客与政客、伟人与伟人，而是关于国民与国民，个人与个人。人们有机会盯着电脑屏幕，真正地、发自内心地想一想，是谁在网络那头回看着他们。请继续。告诉我们你的好奇不只是昙花一现。

列弗·格罗斯曼，《时代》，2006年12月25日


2 大众传媒的终结：昔日重来

新闻再次成为社交媒体，如同它在19世纪初之前那样——只是更甚于那时

在当前新闻变革的中心，有一个极具历史性的讽刺性事件。这一行业正在被技术所改造——但是是通过破坏大众媒介的经营模式，这种技术在很多方面使新闻业重返前工业时代更生机勃勃、随心所欲、自由散漫的状态。

直到19世纪初，还没有技术能在短时间内将新闻传播给大批公众。人们在集市和酒馆里聊天，或与朋友通信时，新闻才得以传播。这种现象可以追溯到罗马时代，那时精英分子们通过大量信件、演讲词抄本、每日纪文（每天张贴在广场上的官方公报）副本等使彼此获取信息。新闻沿着社交网络传播，因为没有其他渠道。

所有这些早期媒体都在特定的社交圈子或团体内部传播新闻、小道消息、观点和思想，信息的生产者和消费者几乎没有区别。它们是社交媒体。

19世纪初蒸汽印刷机的发明，以及《纽约太阳报》等大众市场报的出现，就此标志着一个影响深远的变化。大规模传播的新技术以前所未有的速度和效率影响到大量公众，但是却将信息流动的控制权交给了少数精英。那是第一次，从专业精英到普通受众的新闻垂直传播以决定性优势压过了平民间的水平传播。随着20世纪电台和电视的出现，这个趋势加速了。围绕着这些大众传媒技术，新业务增多了。在现代媒体组织中，新闻由专业人员采集，与广告一起传播给广大受众。广告帮助支付全部的运营费用。

在过去的十年里，互联网打破了这一模式，使媒体的社交方面能够再次肯定自己。在很多方面新闻正在返回到前工业时代的形式，但是因受互联网的影响而更加有效。拍照手机、博客、脸谱网和推特等社交媒体也许看着是全新的，但是它们再现了过去人们收集、分享和交换信息的方式。社交媒体并非新事物，只是它现在更普及了。到2020年，媒介和政治面貌将大为改观，因为习惯于权力的人们将受到社交网络不同形式的补充。维基解密沿袭了英国内战时期激进小册子作者的传统在运行，试图“将政府的所有神秘和秘密抛到”公众面前。

随着出版工具得以广泛使用、进入壁垒降低及新模式成为可能，正如过去几年里《赫芬顿邮报》、维基解密和其他新媒体奇迹般地崛起所显示的那样，新闻也正变得更加多样化，更不必说数以百万计的博客了。同时，正如过去小册子的喧嚣时代一样，新闻正变得更加固执己见、两极分化和更具党派性。

过去170年发展起来的传统新闻组织调整起来颇多艰难并不令人惊讶。当下的大众媒介时代貌似是一个行将结束的相对短暂和异常的时期，但它也长得足以让几代新闻人在其中得以成长，因此大众媒介的规律一般也就被视为媒介的规律。伴随着数字工具长大的新一代已经发明出与之匹配的非凡的新玩意儿，而不只是简单地用来固守旧模式。有些现存的媒介组织会在这次转折中将幸存；而很多不能。

最大的变化是新闻业不再是新闻从业者的专属领域。普通人正与大批技术公司、新创办的新闻机构和非营利团体一起在新闻系统中扮演着更加积极的角色。社交媒体当然不是时尚，他们的影响只是刚刚开始被感知。它无处不在——而且还会更加无处不在。成功的媒介组织会是那些接受了这个新的现实的组织。它们需要给自己重新定位，服务于读者而不是广告商，要接受社交特点与合作，摆脱政治与道德的傲慢态度，不再试图建立保护自己地盘的新闻壁垒。新闻的数字化未来与其混乱无序、墨迹斑斑的过去有很多共同之处。

《经济学人》，2011年7月7日


3 社交媒体：曾经被称为受众的人们

社交媒体技术让更大范围的人参与到新闻采集、过滤和发布中

由于社交媒体的兴起，新闻不再专门由记者采集并转化成报道，而是从记者、消息源、读者和观众交流信息的生态系统中产生。这一变化大概在1999年开始显现，那时博客类工具刚刚大范围普及。随之发生了更深远的变化：“水平媒体”的兴起让许多人无需参与传统媒介组织，便可快速简便地与任何人分享链接（例如，通过脸谱网或推特）。换句话说，人们一起形成了一个广播网络。

记者们越来越倾向于把博客、脸谱网、推特与其他形式的社交媒体看作是对传统媒体有价值的辅助（有时对他们来说是纠错器）。

记者们的新角色

核实资料以确保其适合广播是一个精细复杂的过程。核实发布在推特上的信息片段就更加困难。

无论如何，人们——包括记者，但不仅限于他们——都有一个明确的角色，那就是筛选、过滤和分析互联网上发布的海量信息。所有这些提出了一个问题，这些不断更新的海量推文报道，是否比传统报道更好。简而言之，通过提供比以前更多的可从中提炼新闻的原材料，社交媒体既废除了编辑人员，又展现了对他们的需求。新闻机构已在放弃追求新闻首发，而是集中精力把信息核实与组织做到最好。但就像新闻业的其他方面，这个角色现在也向任何人开放。

除了参与（如果他们选择）新闻采集、核实和传播，读者和观众在通过邮件和社交网络分享推荐感兴趣的内容时，也已成为新闻发布系统的一部分。如果说寻找新闻是过去十年最重要的发展，那么分享新闻或许就是未来十年最重要的事情。具有典型意义的是，大型新闻机构网站约20%～30%的访问者来自谷歌搜索引擎或其新闻网站Google News。

从脸谱网导入的访问者比例较小，但是随着社交分享功能变得越来越普及和易用，这一比例正在快速增长。例如，在脸谱网上单击“赞” 按钮，就可以把一篇报道、视频或幻灯片推荐给你的整个朋友圈。

让你的朋友圈带你去发现一些你可能感兴趣的事情意义非凡。朋友就是一个人品味的最佳代表，因此，社交推荐远比坚守一个与兴趣主题相关的关键词列表要更有效。同时，脸谱网首席技术官布雷特·泰勒表示，在一个碎片化的媒体环境中，朋友和家人会看到同样的信息，通过这种几率的提升，社交推荐正在“重塑冷水机”。

iPad上运行的一个应用Flipboard则更上一层楼。它可以汇编成一整份个性化杂志，拥有可翻动的页面，其中的文章都是由脸谱网和推特用户的推荐而来。这样的服务是需要的，因为在过去十年，在线内容爆炸意味着你要花很多时间去筛选，而不会花很多时间来阅读。

感觉是交互的

显然，读者和观众正在越来越多地参与到采集、筛选和传播新闻的工作中来。《卫报》的艾伦·拉斯布里杰将这一过程称为新闻的“交互作用”。通过“众包”让成千上万的读者参与进来，也能让新闻媒体做到很多原来不切实际的事情，如从典藏文档中寻找有趣的材料。

纽约城市大学的媒体专家杰夫·贾维斯表示，与其把自己想成议程设置者和对话管理者，新闻机构更需要认识到当今的新闻业无论如何只是日常对话的一部分。在这个崭新的世界中，新闻从业者的角色是通过提供报道、语境、分析、查证和揭露真相，并创办可让人们参与的工具和平台，为对话增值。所有这些都需要新闻从业者承认他们并非智慧的垄断者。

《经济学人》，2011年7月7日


第九单元 媒介融合

1 媒介融合

界定融合

词典对融合进行了简单的界定：融合指的是两个或是多个事物的结合。然而，在新闻媒体的范畴中讨论融合，这个定义就会变得复杂，因为对于到底是什么结合到了一起存在分歧。

美国麻省理工学院教授亨利·詹金斯提出了一个界定融合的简单框架，“媒介融合是一个不断发展的过程，是媒介技术、产业、内容及受众之间发生的各种交集；这不是终极状态”。把詹金斯的理论应用到新闻业，技术融合包括了制作和发布新闻的不同设备与工具的结合，试想一下电脑和软件。产业融合包括了制作和发布新闻的企业与公司的合并，试想一下迪士尼和新闻集团。新闻内容的融合包括不同媒介的新闻人结合在一起为不同的受众提供不同的内容，试想一下报纸网站与新闻机构用文本信息的方式报道最新体育赛事的比分情况和股票报价。

技术融合

关于媒介融合最初的讨论集中在技术上：电脑和数字化。所有东西都会归结为一个设备——电脑+电视+电话+立体声+影片播放器+组织者。

在某种程度上，技术融合意味着之前不同的电子或媒介传播系统的结合，改变了过去接收信息和存取信息的设备。技术融合已经发展为信息的多媒体呈现。互联网能把以前不同的独立的叙事媒体或平台——印刷文本、电台音频、视觉设计类图片和图形、动画影片的活动图像以及电视——组合为生成信息的新方式。

为这个通过互联网不断发展的崭新的新闻业确定一个名字的想法使融合的定义更加混乱。互联网上传播的新闻被称为新媒体、在线新闻、多媒体新闻和数字新闻。但它还被称为融合新闻，因为它融合了不同的叙事元素。

经济融合

美国在线时代华纳代表着经济融合或者是媒介产业的融合。它在2000年宣布合并，成为截至目前经济融合最耀眼、最雄心勃勃的范例。它催生了另一个流行语，“协同效应”，包括如何与不同的媒体合作，以及如何利用网络、电视、杂志、电影和图书等所有媒体的优势。

弱化新闻价值、强调市场价值的行为使得人们对这种通过企业兼并达到媒体合并的新闻媒体经济融合的又一突出问题的抗议之火愈燃愈烈。2000年美国在线和时代华纳的合并创造了世界上最大的媒介公司，但是也唤醒了人们对缺乏观点多样性及各方观点独立性的新闻业的担心。但是美国在线时代华纳是在混合了电影、音乐、电视、有线电视和新闻等不同媒介产业的一系列合并后创建的。2000年并购案中的一方时代华纳公司创建之前实际上还有两次并购行为——出版帝国时代公司于1990年和娱乐帝国华纳兄弟合并，1995年又合并了由特德·特纳创建的一家有线新闻和娱乐公司特纳广播公司。

然而，媒体公司认为多媒体世界的经济现实需要合并。合并会使他们能够应对使用不同媒体寻求不同信息的受众的各种需求。随着竞争更加激烈化和多样化，媒介公司认为，他们必须规模更大，更加多样化，才能跟上变化。

新闻融合

新闻机构正在试验融合的理念，努力在印刷媒体、网络、电台和电视等所有可用载体中实现“高质量新闻”的目标。当融合被看作是为媒体公司股东谋取利益，而不是为记者、读者、观众和浏览者谋取利益时，问题就会出现。

新闻融合需要改变，包括新闻机构如何看待新闻和新闻报道，他们如何生产新闻，以及他们如何传播新闻。今天大多数的新闻融合集中于最后那个领域：传播新闻，包括每天报纸的定版或新闻广播脚本上传到网上、报纸记者现身电视进行“反馈交流”或受访畅谈生平、电视气象播报员在报纸上开设气象版面。

无论如何，几十家新闻机构正在努力思考生产不同的新闻。他们正努力确保他们报道的新闻最适于用来传播新闻的每一种媒介或载体的受众。这些机构认识到，报纸的读者想要了解更多新闻背景和细节，而在线浏览者正在寻找快速发布的信息、互动以及搜寻其他信息的能力，广播听众和观众正在寻找能使他们身临其境的最新消息。新闻融合是指记者与报纸、杂志、电台、电视和网络等不同领域的特定类型新闻结合起来，并为所有这些不同的载体提供优质新闻。这种结合可包括共享资源和信息，可包括项目联合报道和生产，可包括“唱独角戏”或“背包”型记者——一个人为所有不同载体进行新闻报道与生产，可包括在线多媒体叙事报道或是所谓的“融合呈现”，还可以包括所有这些变量中的一部分或全部变量。

新闻融合正在以不同的方式在各新闻编辑部内发生着。没有一种新闻融合形式跃升为最佳的融合范本。新闻机构在积极寻求融合中浮现出来的是一种思维模式。

融合是对21世纪新闻业走向何方的一种解答。它是一种对生活、商业和技术的发展趋势融合的回应，这种趋势正促使做新闻的人——记者——和消费新闻的人——公众之间的关系发生改变。融合回应了两个看似二分性的趋势——新闻受众碎片化和新闻所有权整合化。


2 电视与电脑的融合

当人们谈到电脑和电视的融合，特指的是二者作为媒介和设备的融合。因此，这个问题集中于两个议题。首先，电脑和电视可以呈现同样的媒介。其次，人们不再区分电脑和电视。

因此，争论集中于电脑和电视的主要功能，以及何种媒介能在大部分播出时段进行播出。一般而言，我们考虑的主要问题是电视和电脑是否能随着时间推移而日益趋同，或者是否能在基本独立的发展道路上不断进化。

为了实现电脑和电视的融合，需要实现两件事情。第一，电脑和电视必须能够内容互换。也就是说，电脑必须能够观看和使用电视内容，电视必须能够观看和接收网络内容。第二，人们必须有足够兴趣通过这两种设备观看同样内容，以实现商业上可行的互通性。这两件事显然是相互关联的，因为人们对于互通性的兴趣度决定了他们愿意为此功能付多少钱。

在决定电脑和电视是否能够共同操作之前，我们需要列出什么类型的内容是两种设备都能够或将要能够接收的。首先，以下列出的是未来我们既可以在网络又可以在数字电视上看到的部分内容：

★电视内容：

◎电视节目

◎电影

◎广告

★万维网内容：

◎媒体展示（各类媒体内容的脚本展示，包括文本、三维图形、音频和视频）

◎游戏（用户/观众可以互动的非脚本即时展示的各类媒体内容）

◎信息块（用户/观众能够浏览的媒体内容的集合）

电脑

首先回答电脑是否能够接收电视内容这个问题比较容易。目前电视播放的各类内容，如果不与电脑融合还将继续播放的，属于音频/视频内容。因为电脑媒介已经包含了音频/视频内容，它还应该能够在不使用额外设备的情况下对内容进行解码。这一情况可能出现的例外是调节器卡的添加会把模拟信号解码成数字内容，但是考虑到购买一台电脑的费用，这应该只是增加了边际成本。

因此，花费少许额外的费用后电脑就能够接收电视的内容。由于拥有这种功能的机器与不具备这种功能的机器的价差不大，即使消费者对此兴趣不大，机器还是会装载此功能。

电视

比较棘手的问题是电视是否能展现万维网的内容。很显然，你可以在电视中植入足够的硬件使其能够呈现电脑可以呈现的内容。重要的是你得在电视中放进去一个大小合适的硬盘、一些内存，以及够快的通用处理器。这会给电视成本增加多少？批量装载能使电视足够快地识别电脑内容的设备的额外成本总共约为50美元。

现在要回答的问题是普通消费者是否愿意多花50美元来为这个功能埋单。如果是，则广播公司可能会集成这些内容，生产商也会把这些额外功能放进去。

没有实验小组真正试验这个系统的话，这个问题很难解答。把更强大的媒体和交互功能植入电视的交互性电视试验曾以失败告终（如时代华纳奥兰多试验台）。现在的区别是新型电视屏幕会具有足够的分辨率来呈现基于材料的文本而不会变得模糊不清。在这些新改良的系统中，人们会对什么格外感兴趣呢？

◎高级广告：广播公司可以在高清电视节目的广告时段发送6段广告，观众可以自行决定看哪个。按下遥控器上的“×”键就可以删除一个广告，或者按下另一个键表明这个广告多少有点意思。一段时间后这台电视机就会建立一个偏爱文件，让用户看自己最喜欢的（或至少不反感的）广告。如果每个广告都含有超文本，人们可以浏览下载好的信息而不必看更多的广告。你还可以用硬盘来缓存节目，这样你在浏览的同时就不会错过任何内容。对于观众、广告商和广播公司而言这都会是个更有意思的广告模式。

◎电影预告频道：电视台频道可以是一个下载HTML的电影频道，可以包含影评、当地上映时间和预告片等各大院线电影的信息内容。点击一下预告片你就可以用你的家庭影院观看其壮观场面了。

◎新闻频道：与由一位主播持续循环播报不同的是，一个持续更新的新闻网页可以在一个频道里播放。它可以有本地、国内和国际新闻报道以及最新交通和天气状况。对于那些对深度信息更感兴趣的受众来说，一些特定报道可以具备丰富的视频片段报道以及背景文本和照片。你也可以在车里收听交通报道，频道会根据车的当前位置播报给你。

还有很多其他的可能，包括大为改进的游记、家装和烹饪节目。然而对普通消费者来说这些最初投资是否比50美元更超值呢？如果一台电视能用5年，则月均成本不到1美元。这样看来似乎任何消费者都会愿意为这项新增功能埋单的。

因此，假如电脑能够观看电视内容，并且人们乐于为能呈现电脑内容的电视埋单，我们就没有理由说这两种媒介不会融合。


3 融合的愿景

随着网络和电视的融合，人们期望新设备能够呈现某种标准化的媒体格式。这些设备很可能在大小、摆放位置（客厅、厨房、卧室）、功能上有所区别，但其共性是都能够呈现特定的媒介融合格式。

鉴于媒体可能会同某些嵌有信息包的数字内容相融合，这些信息载体可能会为观看与互动提供更丰富的环境。

这意味着客厅中的电视不再只是一台电视，而会成为一个“信息”载体。除了能够播放视频内容，它还可以呈现集合在媒体内容中的其他类型的信息——网页、在线股市行情、交互式城市地图与虚拟课堂等。

这种模式包括如下几种意味：

视频回放意味着在视频中导入不同编码和压缩方案的可能性。它可以用于节约资源，因为无需再播放整个未压缩的视频信号。它也可以用来播放不同分辨率的内容，让观众根据播放设备的特点进行选择。所以客厅中的大型娱乐设备可以播放杜比环绕音响的宽屏格式，而厨房中用来收看早间新闻的小型设备仅可以接收到最必需的信息。

想象一下如何处理私人空间与公共空间。有了融合媒介，人们可以想到一种场景：用户一边在开会（私人空间），一边在一个类似掌上电脑的小型“信息”设备上创建或修改内容。由于设备使用融合媒介，用户就可以随时将工作上传为公开呈现进行展示，比方在会议室中放一个大型视频墙。

在进行包括数字信息和视频信息的多媒体展示时，用电脑播放幻灯片以及用录像机播放录像带并不少见。融合有助于媒介和设备轻而易举地兼容这两种格式，这样交流期间就无需再插接硬件。

当前存在太多的媒体格式。试想一下音频格式，就有录音带、光盘、小型光盘、RealAudio、MP3等，甚至还有更多格式。每个格式都要求自己的专门设备，格式间的转换非常困难。人们需要收音机来收听无线广播内容，需要CD播放器来播放唱片中的歌曲，需要电脑来播放MP3文件。随着媒介融合的到来，你完全可以带着一堆混合着各种格式的挚爱曲目在家里、车里、甚至工作时收听，因为你使用的是一个很多设备都可以识别的通用媒体格式。

音频设备制造商在创造一些能播放越来越多的音频格式的设备（一些立体声已嵌入录音机、收音机、迷你光盘播放器以及CD播放器）。这似乎就类似于设备融合的理念。

对内容提供商来说，向融合媒介的转变起初可能造价昂贵，因为他们不得不投资新设备。但是长远来看，这将打开更多的可能性。尽管现在的电视广告通常非常精美，但体验是被动的。若观众需要了解更多信息或购买广告中的产品时，无法像在网络上那样仅仅点击广告即可。有了融合媒介，就有可能将两种类型的广告融合成一种，既可以进行精美的展示，也可以进行复杂的互动。

对于内容提供商来讲，媒体融合也意味着创新性的内容仅需创造一次，而无需对不同的媒体格式进行多次创造。从长期来看，这也将节约内容提供商的时间和成本。

媒介内容额外的信息比特将同这些多合一的设备一道，使内容更适合于观众独特的需求和愿望。这个设备可以装有某种过滤装置，只呈现观众喜欢的广告。


第十单元 传播学

1 什么是传播？

传播是一种过程，即信息打包后通过某种媒介由传者传给受者。然后受者对信息进行解码并对传者进行反馈。任何形式的传播都需要一个传者、一条信息和一个目标受者。

与他人进行传播包含三个主要步骤：

思考：首先，信息存在于传者的大脑中。它可以是一个概念、想法、信息或者感觉。

编码：其次，信息以文字或其他符号的形式传给受者。

解码：最后，受者将这些文字或者符号解码为人类可以理解的概念或信息。

传播包括多种口头传播和非口头传播形式。其中口头形式包括言语、歌曲和语调；非口头形式包括身体语言、手语、副语言、触摸、目光接触或者借助图片、图形、声音和文字等媒介。反馈是有效传播的关键组成部分。

信息传播革命

随着时代的发展，技术取得了进步，创造出很多新的传播形式和传播理念。这些技术进步使传播过程取得了革命性的变化。研究人员把传播的变革划分为三个革命性阶段：

在第一次信息传播革命中，第一种文字传播出现了，那就是象形文字。这些文字刻在石头上，但石头太重不好移动。在这个时代，文字传播虽然不可移动，但的确诞生了。

在第二次信息传播革命中，文字开始出现在纸张、莎草纸、黏土、蜡等载体上面。通用字母的出现使语言跨越遥远距离实现了一致性。很久之后，古腾堡印刷机问世。

在第三次信息传播革命中，信息现在可以通过可控波和电子信号传输。

因此，传播就是信息传输的过程，其目的在于实现共同理解。这一过程需要各种各样的人际交往的技巧：倾听、观察、说话、发问、分析、手势和评估。正是通过传播才有了协作与合作。

语言传播

人类口头语言和书面语言可以描述为一个符号（有时称为词位）和处理符号的语法（规则）系统。“语言”一词还用来指语言的共同属性。大部分人类语言使用各种声音或手势作为符号，由此实现与周围人的交流。人类有几千种语言，它们似乎存在许多共性，即便很多共性存在例外。一种语言和一种方言之间并不存在明显的界限。世界语、程序语言和各种数学形式体系等人工语言未必受到人类语言共性的局限。传播是人类或一群人之间的信息流动或交换。

非语言传播

非语言传播是通过发送和接收非文字信息进行传播的过程。这类信息可通过以下方式进行传播：手势、身体语言或姿势、面部表情和目光接触，还有服装、发型甚至建筑风格等物体传播，或者符号和信息图表，以及上述各项的集合，如行为传播。无论是工作还是恋爱，非语言传播在人们的日常生活中都发挥着重要作用。

言语也可以包括被称为副语言的非语言因素，包括音质、情感和说话方式，还有节奏、语调和重音等节律特征。同样，书面文本也有书法风格、字词的空间布置或表情符号的使用等非语言因素。

电报等其他传播渠道就属于这一类，信号通过选择途径在人与人之间传播。这些信号本身就可以代表字词、物体或者仅仅是状态的投射。实验表明人类可以在不用身体语言、语调或话语的情况下，直接通过这种方式进行传播。

有效传播

当有意或无意的信息分享以预期的方式、在多个存在之间产生了期望中的效果，就实现了有效传播。这一效果还应确保信息在传播过程中未经扭曲。有效传播应该产生预期的效果并保持这一效果，同时还有可能增强该信息的效果。因此，有效传播为它所计划和设计的目的而服务。可能的设计目的包括引起变化、产生行动、建立理解、告知或传播一个特定的想法或观点。预期的效果未能实现时，传播障碍之类的因素就会被加以探索，其目的就是发现无效传播的原因是什么。

有效传播的障碍

有效传播的障碍可以阻滞或扭曲信息以及该信息的传播目的，而这可能造成传播过程的失败或产生不良效果。这些障碍包括过滤、选择性感知、信息超载、情感、语言、沉默、传播理解、性别差异和政治正确性。

它还包括缺乏“适当知识”表达的传播，一个人使用了含混或者复杂的法律词汇、医学术语，或者他所描述的情境无法为受众所理解时，这种情况就会发生。

传播噪音

噪音即在任何传播中对编码者通过某一渠道发出的信息进行解码过程中出现的干扰。噪音的例子很多，如环境噪音、生理缺陷噪音、语义噪音、句法噪音、组织噪音、文化噪音与心理噪音。

非人类传播

传播在很多方面不限于人，甚至不限于灵长类。生物体之间的每一次信息交流，如一个有生命的传者和受者之间信号的传递，都可以看作是一种传播形式；即使是珊瑚等原始生物也能胜任传播行为。非人类传播还包括动物传播、细胞信号传播、细胞传播以及细菌类原始生物之间、植物之间和真菌界之间的化学传播。

作为学科的传播

作为一门学科，传播有时被称作“传播学”，涉及我们所有的传播方式，因此包含了大量的研究和知识。传播学科包括语言和非语言信息。教材、电子刊物和学术期刊中有大量的学术研究在阐述和解释传播学。研究人员在期刊上报告研究成果，为进一步扩展对传播方式的理解奠定了基础。


2 人类传播

人类传播的界定

人类传播是通过适当的媒体对一些观点、信息、信号或讯息进行传递、接收和交换，使个人或群体能说服、寻找信息、传递信息或者表达情感。

这个宽泛的界定涵盖了身体语言、谈话与写作的技巧。它概括出了传播的目的，也强调了倾听是传播过程中的一个重要方面。

人类传播形式

人类传播有多种形式，包括人内传播、人际传播、群体传播和大众传播。大众传播扮演着重要的角色，因为它可以传播至大量受众。
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人内传播

人内传播是一种自我传播。此处的信源（传者）和受者是同一个人，因此反馈过程没有任何中断。例如，一个人可以通过疼痛、思考、感觉和情感进行自我传播。
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人际传播

人际传播是在两人或两人以上之间面对面的或凭借简单媒介如电话、书信等非大众传播媒介进行的信息交流活动。人际传播中，信源与受众共同参与到传播过程中。此时信源也是受者，受者也是信源，因为这个动态传播过程会在信源和受者之间共同进行反馈。
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群体传播

群体传播主要是在群体内部进行信息交流的活动。在传播过程中，每个成员都既是信源又是受者，并通过分享信息、对另一个成员进行反馈。
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大众传播

在大众传播中，通常会有大量受众，但他们并不聚居在一个地方，因此在传播过程中，我们需要一定的工具或技术。在大众传播中，受者不能直接获取讯息，因此他们需要报纸、电台、电视和网络等媒介。此时受众的反馈非常少并且是延迟的。


3 大众传播

大众传播研究的是个体和团体如何通过大众媒介同时对大批人群传播信息。通常大众传播会被人们与报纸、杂志、图书出版以及电台、电视和电影联系在一起，因为这些媒体被用于发布信息、新闻和广告。大众传播研究主要关注大众传播内容是如何说服，或者说是如何影响信息受者的行为、态度、观点和情感的。

研究领域

大众传播就是“一个人、一群人或者是一个大的组织创造出一条信息并通过某种形式的媒介将其传播给匿名的、特性不一的大批受众的过程。”大众传播经常会和媒介影响或媒介效果以及媒介研究联系起来。大众传播是社会科学的一个分支，归入上位学科传播学研究或传播学之下。

传播的历史可以追溯到史前的艺术形式和文字形式，到如今的互联网等现代传播方式。自从人类可以把信息从单一信源传播到多个受者，大众传播就开始了。

大众传播研究往往和新闻（印刷媒体）、电视和电台广播、电影、公共关系或广告的实际应用联系在一起。随着媒体选择的多元化，传播学研究拓展到了社交媒体和新媒体，二者的反馈模式更胜于传统媒体。

主要理论

传播学理论要解决的问题就是研究使传播得以发生的过程和机制。大众传播理论经历了皮下注射模式（或魔弹理论），还经历了更多现代理论，如计算机为媒介的传播理论。今天，传播学研究者已经确定了几个与大众传播研究相关的重要理论。涵化理论讨论的是收看电视的长期效果。议程设置理论重点关注媒介告诉公众“不是该怎么想，而是该想什么”的传播理念。沉默的螺旋理论假定大众媒介具有塑造公众舆论的能力，以及传播代表大多数的观点的能力。媒介生态学假设个人与媒介之间的互动塑造了个人，并且传播和媒介深刻地影响了个人如何看待自己所处的环境以及如何与环境互动。符号学理论认为词汇、图像、手势和处境等传播特征通常都是可以做解释说明的。

研究方法

传播学研究者通过各种重复和累积过程验证后的方法研究传播学。定量方法和定性方法皆用于大众传播研究。以下是几种主要的研究方法：

传播的起因与效果关系研究只能通过实验进行。这种定量方法通常要求参与者接触各种媒介内容并记录他们的反应。

另一种定量方法调查法要求个体对一组问题做出回应，目的是从他们的回应推导出大规模人群的行为。

内容分析（有时也称文本分析）指的是确定一次传播行为中范畴属性的过程，诸如报纸文章、图书、电视节目、电影或者是广播新闻稿等。通过这一过程，研究者能够了解传播内容的真相。


第十一单元 传播模式

1 拉斯韦尔传播模式

拉斯韦尔传播模式被众多传播学者和公共关系学者认为是“最早的、最具影响力的传播模式之一”。此模式由时任耶鲁大学法学院教授的美国政治学家、传播理论家哈罗德·拉斯韦尔于1948年开创。拉斯韦尔在《社会传播的结构与功能》一文中写道：描述一种传播行为的便捷方法就是回答以下几个问题：


◎谁



◎说什么



◎通过什么渠道



◎对谁说



◎取得什么效果
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概念和用途

这种语言传播模式已被称为“一个线性和单向性的过程”、“一个单项过程”、一种“行为模式”、一个“经典”媒介理论、“广泛应用的传播过程的步骤”，以及“一个简单的、线性的、潜在的皮下注射式的传播理念”。

这个模式建立了“传播过程的科学研究”。该模式的焦点是把传播的每个元素进行了分解：“谁”指的是表达信息的传者，“什么”指的是信息内容，“渠道”指代传播介质。“谁”描述的是个体受者或大众传播受众。“效果”是信息的结果。信息运动指从传者传到受众。

拉斯韦尔指出，这个“谁”指的是“控制分析”，“说什么”指的是“内容分析”，“通过什么渠道”指的是“媒介分析”，“对谁说”指的是“受众分析”，“取得什么效果”指的是“效果分析”。

发展与批评

涵化理论的奠基人乔治·戈本纳在1956年扩展了拉斯韦尔模式，把重点放在了“感知者对注意力的认识和反应以及传播效果”。1958年理查德·布拉多克提出该模式应该加以扩展并建议增加另外两个元素：“用于何种目的”以及“在何种背景下”。布拉多克认为这两个要素被忽视了。布拉多克的模式更适用于涵化理论。据媒体学者迈克尔·里尔所说：“进一步增加‘娱乐’功能和‘广告’功能的尝试并不能抓住拉斯韦尔的意图，但能带来电视观众等受众所提及的最大的‘使用和满足’”。

1993年，传播学者丹尼斯·麦奎尔和斯文·温德尔认为拉斯韦尔模式“也许是传播学研究中最著名的一个单一词语。”1995年，斯坦利·巴兰和丹尼斯·戴维斯称之为一个语言传播过程模式。

2008年，格林伯格和萨尔文指出拉斯韦尔传播模式已被广泛接受，但他们认为：“尽管拉斯韦尔模式关注了大众传播过程中的几个要素，但它仅仅是描述了一般研究领域，并未阐释诸元素与特异性有何关联，也未提及动态过程的理念。”


2 奥斯古德施拉姆传播模式

奥斯古德和施拉姆的循环传播模式（1954）尝试改正早期的线性传播模式，并且以循环传播过程来替代线性传播模式，同时把解释纳入考虑范围。这是一种循环模式，所以传播在本质上是循环的。

威尔伯·施拉姆（1954）表示：“认为传播过程是从某个起点到某个终点是一种误读。传播确无止境。我们就像一个个小小的配电中心，处理着无数信息流，并重设其传输路线。”因此，循环模式关注两个要素，此二者始终在完全相同的功能中往复运动：编码、解码和解释。除此之外，这一模式还对语义噪音和人际传播，以及两者如何影响整个传播过程做出了一些解释。由奥斯古德和施拉姆提出的这一模式不仅展示了信息的传播和接收，而且解释了信息是如何被感知和理解的。理解话语的过程在人与人之间会有很大出入，因为总要把一定程度上的语义噪音考虑进来，如文化差异、背景、社会经济、教育和价值观。

奥斯古德和施拉姆传播模式不仅包括信息的获取，而且包括信息的理解。该模式认为解码和编码是传者和受者同步进行的行为，同时还为双向信息交换做准备。因此，传者既是解码者又是编码者，使这一模式成为信源和受者、编码者和解码者之间的一个循环过程，在这一过程中角色会不断转换，如下图所示。


编码者
 ——编码或者发出信息的人（信息起源）
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解码者
 ——接收信息的人


解释者
 ——尝试理解（分析、感知）或解释的人

这一模式打破了传者和受者模式，并且以一种实际的方式看待传播。传播可以发生在我们自身当中（人内传播）或两个人之间（人际传播）。每个人都可以通过解释同时扮演传者和受者。

除非将信息认真地转化成话语，并将其传播给别人，否则信息毫无用处。编码发挥着重要作用，因为它把思想转化为内容，进而发起了传播过程。当信息抵达受者，他的主要职责就是理解说话人试图传达的意思。而只有在第二方对信息，也就是传者想要传播的内容，能够理解或解码时，信息才真正是有用的。因此编码和解码是有效传播中最重要的两个因素，少了这两个因素信息就永远无法在两个人之间流动。根据施拉姆模式，编码和解码是有效传播中最基本的两个过程。

他还强调，如果传者不能从受者那里得到反馈，那么传播就是不完整的。试想一下，一个人跟朋友分享自己的想法，而他的朋友却没有做出任何回应。这样的传播还完整吗？答案是否定的。施拉姆认为传播其实是第一方和第二方之间的双向过程。

结论

根据这一传播模式，当传者把信息传递给受者时，受者必须以传者所期待的方式对信息进行解释，并且对传者做出反馈或者相应的回应。在任何传播中，如果传者没能够得到反馈，这个传播就是不完整的，因此也就是无效的。


3 赖利夫妇传播模式

约翰·W·赖利和玛蒂尔达·怀特·赖利夫妇，这对来自布伦瑞克的夫妇组成的社会学家团队一起发表了很多传播学文章。他们创造了一种模式来说明传播学中的社会学含义。他们于1959年发表了一篇题为《大众传播与社会体系》的文章，阐述了他们对传播学理论的理解。他们的理念基于亚里士多德和拉斯韦尔的成果，以另一种方式指出了社会学观点对于传播学的重要性。
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赖利夫妇模式

较大的社会结构1包含着传者、初级群体a1和a2。而传者（C）代表着较大的社会群体1。

较大的社会结构2包含着受者、初级群体b1和b2。受者（R）代表着一个较大的社会群体2。

较大的社会结构1和2又同时出现在一个总的社会系统中。

谁是初级群体？

初级群体是以人们的亲密程度为特征的，如朋友和亲戚。还存在一个另外被称为参照群体的二级群体（虽然图中并未提到），这一群体跟传者或受者的关系并不非常亲密，但在传播过程中还是影响着传者和受者所属的一些组织（如粉丝俱乐部）。

该模式表明，传者发送的信息同这些群体和较大社会系统中的其他人的期望达成了一致。传者是一个较大的社会结构的一部分，这个群体被称为一个“初级群体”。简而言之，传者受到初级群体的影响。

受者和传者一样，也受到较大社会系统中其他群体的影响。受者从初级社会群体中接收到基于传者的信息反馈，然后把这个反馈传递给传者以纠正任何问题或难题。

此模式中最重要的一点就是传者和受者都是一个完整社会系统中的组成部分。

模式的重要性

该模式清楚地表明，传播是一个双向的命题。传者和受者通过反馈机制相互依赖相互关联。传者和受者是一个较大的社会环境的组成部分（无论是家庭、社区还是工作场所）；并且他们并不是孤立发生作用的。

例如：

假设有一个新的图书馆网站开通了，并认定用于网站导航的图书馆术语或专业术语让浏览网站的学生产生了困惑。传者就是那些创建了网站并使用了术语的图书馆馆长和馆员，他们与初级群体相关联（并受其影响）。大学图书馆馆员是较大的社会结构，其中传者是图书管理员群体以及学生群体的一个组成部分。

受者是大学生，他不懂专业术语，在搜索信息的过程中受挫。这个受者是包含所有学生的社会群体中的一员，对这个图书馆网站和网站导航有着自己的期待。

受者直接向传者反馈这些问题。基于受者的投诉，传者通过他的初级群体成员（员工）解决这些问题。
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这种传播模式有助于在大的社会结构中解决两个群体间的争端，并促使这两个群体间达成更好的理解。


第十二单元 传播效果

1 议程设置理论

议程设置理论由麦斯威尔·麦库姆斯和唐纳德·肖提出。媒体影响力影响着新闻事件和公众关注的问题在新闻报道中呈现的顺序。一条新闻越是重要，受众就对它越重视。该理论关注人们应该思考什么以及如何思考。

历史和定位

议程设置描述了媒体的一个非常有力的影响——一种能告诉我们什么事件重要的能力。早在1922年，报纸专栏作家沃尔特·李普曼就关注媒体具有向公众进行形象展示的力量。麦库姆斯和肖调查了1968年、1972年和1976年的总统选举。在1968年完成的研究中他们关注了两个因素：认知和信息。他们一边调查大众媒体的议程设置功能，一边尝试对一个社区选民们认为的要闻和大选中媒介信息的实际内容之间的关系进行评估。麦库姆斯和肖得出的结论是大众媒体对选民判断大选要闻具有举足轻重的影响。

核心假设和观点

议程设置是公众认知和新闻媒体关注要闻的产物。议程设置的主要研究都基于两个基本假设之上，一个是新闻和媒体并未反映事实，而是过滤和塑造了事实；另一个是媒体只关注几个事件，报道主题引导公众认识到这些事件比其他事件更重要。

伯纳德·科恩（1963）指出，“新闻报道也许并不总是能成功地告诉人们该怎么想，但它却能非常成功地告诉读者应该想什么。”

预设

根据媒介行为预设的价值和标准可以判断出媒体关注的目标。媒体将会长时间、多时段地对某些事件进行报道，使其更加明晰。简而言之，媒体举全力报道一则新闻，由此给人们一种印象：这个信息最重要。这样的事情日复一日：某条新闻用了大标题，或者连续数月天天报道。标题、专题新闻特稿、讨论及专家评论悉数使用。媒体通过对新闻的重复性报道，来彰显其重要性，如核交易报道。

批评

议程设置理论的争议在于，媒体使用者不是完美的，他们可能不会注意细节。议程设置对于那些已经下定决心的公众的影响会被弱化。媒体不能制造问题，他们只能改变公众的知晓权与优先权等。


2 沉默的螺旋理论

德国政治社会学家伊丽莎白·诺埃尔诺依曼提出了著名的“沉默的螺旋”模式。通过这个沉默的螺旋理论诺伊曼间接解释了二战期间纳粹控制下的犹太人状态。由此，希特勒统治了整个社会，少数族群犹太人由于隔离或分离的恐惧变得沉默。

理论

一个观点主宰了公共现场，其他观点就会从公众意识中消失，同时其追随者变得沉默。换句话说，人们害怕被周围的人分离或孤立，因此当他们认为自己处于少数派时，他们就倾向于保留自己的态度。这个过程被称为“沉默的螺旋”。

[image: ]


例如：

在公司里，常务董事决定将员工的工作时长由8小时增加至10小时，并向全体员工发送电子邮件。大部分员工接受这个时间的变化，少数员工不满意这个决定，但他们不会也不打算公开表达自己的想法。因为：

1.他们可能觉得不会得到其他员工的支持。

2.对孤立的恐惧。这是促使沉默的螺旋发生的离心力。从根本来看，人们害怕被社会孤立，所以采取措施避免这一后果。

3.害怕被拒绝。他们会克制或避免在公共场合公开表达个人立场，努力保住工作。

4.说出来的愿望。如果个体察觉他们的观点居于主流或处于上升地位，他们更易于公开表达他们的观点和态度。反过来说，如果个体觉得他们的观点不那么受欢迎或者失去了声望，他们就不太愿意公开表达。一个个体决定做什么会影响到他周围的所有社群。

该框架基于几点设想

1.沉默的螺旋理论将大众媒体对舆论的预测描述成一个动态的过程，对社会中的多数群体报道较多，而对于社会中的少数群体则报道较少。

2.在这样的社会环境中，人们在表达自己的意见或观点时害怕被拒绝，同时他们也知道什么行为会创造更好的可能。这就是所谓的“孤立恐惧症”。

3.作为少数派，由于害怕被孤立或者感觉孤单无援时，人们就会失去信心，并在表达观点时选择沉默或缄默。

4.有时少数派会收回自己在公开辩论中表达的观点来附和大多数以求安全。

5.最多数群体的成员获得较多的社会话语空间，而较少数群体的话语空间较小，或保持沉默。

批评

1.沉默的螺旋理论既有微观层面又有宏观层面的解释过程。

2.沉默的螺旋理论在公共竞选、参议院和议会竞选期间很有效。

3.沉默的螺旋理论有助于思考媒体的社会角色和责任问题。

4.沉默的螺旋理论并不考虑关于沉默的其他解释。某些情况下，一个人可能会觉得多数人的想法或意见远优于自己的观点。该理论夸大了媒体对普通人的消极影响。


3 涵化理论

涵化理论由美国宾夕法尼亚大学的乔治·戈本纳和拉里·格罗斯发展而来。该理论源于几个大型研究项目，是题为“文化指标”的总研究项目的组成部分。“文化指标”项目的目的是识别并追踪电视对观众的“培养”效果。

他们从20世纪60年代中期就开始此研究，并致力于研究媒体效果，尤其是收看电视是否影响着受众的日常观点和想法。如果有影响，又是怎么影响的。他们“关心的是电视节目（尤其是暴力节目）对美国公众的态度和行为的影响”。

涵化理论研究是媒介效果研究中最富有争议的领域之一。涵化理论家认为观看电视具有逐渐影响受众的长期功效。他们主要的关注点是观看电视对观众态度的影响而非对创造行为的影响。

涵化理论认为高频率收看电视的观众更易受到媒体信息的影响，更易相信这些消息的真实准确。重度电视观众接触到的暴力较多，因此受到“恶世综合征”影响，认为世界远比其实际要糟糕得多、危险得多。

重度电视观众被视为是在“培养”态度，这种态度貌似相信电视创造的世界是对真实世界精准的描绘。涵化理论认为长期观看电视有可能会形成对全球暴力的某种特定范式。理论学家把培养的作用分成明确的两个层次：第一个层次是对我们这个世界的大致看法；第二个层次是对憎恨和尊崇法律秩序以及恋童癖等事的具体态度。

涵化理论认为对态度的培养基于社会中的已有态度，媒体采纳了那些已有态度并且重新打包再次呈现给观众。此理论的一条主要原则是电视和媒体培养了现状，而非质疑现状。很多时候，观众没有意识到他们接受媒介的程度。很多时候，他们认为自己是适度观众。而实际上，他们已是重度观众了。

轻度观众和重度观众间的增量被称为涵化差异。它描述的是对某个特定话题的态度被电视报道影响的程度。

涵化理论认为电视和媒体对社会中的社会态度和观念有着虽小但意义深远的影响。谁从媒体得到的越多，谁受到的影响就越大。

批评

这一理论太过简单。社会观念会受到背景等其他因素的影响。其他研究未发现证据表明社会新闻和电视之间存在关系。正面效果未予分析。轻度观众也受到电视的影响，重度观众受到影响，继而影响社会。但观众的年龄、性别、人口统计学等因素未予考虑进来。观众是被动的。
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