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The formation of the difference between English and American broadcast-

ing system from a multi — perspective

Liu Jianming and Qin Zhixi

The formation of the difference between English and American broadcasting system was determined by
factors such as economics, cultural tradition and ideologies, heroes, technology and geography, and
social tradition. When broadcasting system was established, no forms of broadcasting advertisements
had existed in England, but in America, they had been depended heavily on by broadcast networks,
advertisement agents and sponsors. England owned traditionally the ideas of public service and educa-
tion for the poor, and conserved the elite culture against American commercial mass culture. English
ideologies were consistent with public hroadcast, while American’ s with commercial one . John Reith
played a key role in the creation of public service broadcast, but American broadcasters and decision —
makers were prone to commercial. Limited spectrum and territory helped to bring out broadcast monop-
oly in England, meanwhile, America owned the tradition of anti — trust. In history, England had more
public utilities than America. All these factors affected the formation of the difference between English

and American broadcasting system.

An Analysis of the Interaction between Journalism, Public Relations and

Advertising
Dong Tiance
During the progress of the contemporary Chinese journalism, néw concepts and matters appeared, such
as “Advertisement News” , “News Advertisement” , “Image Advertisement”, “Soft Text/Soft sell Ad-
vertising” , “Making News” , “News Planning”, “Media Campaign”, “Pseudo — event” and “ Com-
pensatory News” etc. This paper discusses the above phenomenon as the interdisciplinary areas of com-

munication and analyzes its two basic aspects as intersection of text and intersection of behavior.

Qing and Li Appeals in Chinese Advertising: A Pilot Study that Shifts

from Etic to Emic View
Lin. Shengdong

Abstract: This paper clarifies Chinese ‘ Qing’ and ‘Li’ concepts, which are often rfrn'istranslated as
‘ emotionality’ and ‘rationality’ from Western etic view. Emotionality in Western culture is often di-
rected to self, but Qing in Chinese culture is often directed to others. Rationality in Western culture,
which is opposite to emotionality, pays more attentions to logical reasoning and scientific methods. But
Li in Chinese culture, which is supplemented with Qing, focuses more on expressing clear virtue and
investigating things to reach equilibrium and harmony. As a pilot study, this paper validates three
characteristics of Qing and Li appeals in Chinese advertising. First, moral issues are involved. Sec-
ond, the deep — seated meaning of advertisements can only be understood in temporal social contexts.
Third, a life slice is often used to reflect human natural tendencies, which could get across the individ-

ual differences and touch the heart of Chinese consumers.

102 A Study of Local Party’s Promotion Strategy
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