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The shifting patterns of the world economy also mean shifts in the global circulation of media products.  The economic crisis in many parts of the world, and the rapid growth of new competitors, above all China, has created new opportunities for entry into the world media markets.  This conference aims to bring together Chinese and international experts to discuss the changes of the recent past and the prospects for the next decade.


News provides the best example of the changes going on.  When Unesco investigated the international flow of news 30 years ago, it was clear that the market was dominated by a few organisations based in the developed world.  The first satellite news channels, notably CNN, seemed to confirm the western domination of the news agenda.  Who got reported, what got reported, how it was reported, and how it was interpreted, were determined by organisations whose corporate homes and main markets were in the rich countries of the global north.  Over the last twenty years, that domination has been challenged by new entrants.  The first was the Arabic-language version of Al Jazeera, based in Qatar but using journalists and journalistic methods taken from western news organisations.  The new channel immediately attracted a substantial audience in the Arab world and came to challenge the dominant western versions of many important events.  The company launched an English-language channel that, in its own words: “aims to give voice to untold stories, promote debate, and challenge established perceptions.”  Over the last decade, it has been joined by many other channels, from Russia, from Iran and also from China.  CCTV 9 has been revamped and given greater resources, and in 2010 Xinhua, the main Chinese news agency, launched its own international satellite channel.   These new voices are still not as strong as CNN or the BBC, but today people around the world have an increasing choice about where they will get their news.  


Changes in other areas of the media are equally obvious.  While the US still dominates the global trade in television programmes, there are strong markets for programmes originating within a particular region, for example Latin America or East Asia.  The growth of the trade in programme formats also means that national television producers have a much more creative role in producing versions of successful international programmes.  Thus, Yo Soy Betty, la Fea became Jassi Jaissi Koi Nahin, Ugly Betty, Chu Nu Wu Din and many other versions, each of them with significant adaptations to local tastes and conventions.  


Printed media have proved less mobile, but newspapers like the Financial Times and the Wall Street Journal have small but extremely influential readerships around the world.  The Chinese press, too, is increasingly producing international editions of its main titles, for example Global Times, aimed at presenting Chinese reporting of international affairs to a English-reading audience.  In magazine publishing, famous international titles have established subsidiaries and joint ventures in many countries to produce new editions with the same brand but very often different content.  

At the same time, new media increasingly facilitate new means of circulating cultural products.  Music, films and TV programmes are downloaded around the world, sometimes legally, sometimes illegally.  Computer games, online and offline, are developed and marketed in patterns that are a complex mixture of inputs from around the world.  Some technical aspects of a popular game might originate in a major international software company, other aspects may be regional in character, and the game will be hosted and marketed by a company firmly located in one country.  Individuals around the world take advantage of social media to produce new kinds of content that can be viewed anywhere.


The landscape of available media today is a rich mixture of material generated locally and nationally, elements imported from elsewhere, sometimes transformed and sometimes merely dubbed, and products that have a genuinely global reach.  


The organisers invite proposals for scholarly papers that address any aspect of current patterns of global media and communication, including both new and traditional media forms.  In particular, we are keen to receive papers addressing the following issues:

· The development of internationally oriented news channels

· Audience responses to international news channels

· Changing notions of journalistic practice and of news values

· Patterns of trade in programmes and formats

· Problems of localizing acquired programme formats

· Developing international markets for new programmes and channels

· Use of the internet to access media content and its consequences for intellectual property

· Patterns of production and consumption in computer gaming

· Social media and new forms of content production

We welcome papers that address international trends and problems as well as those that examine production and consumption within one country.  We are particularly, but not exclusively, interested in work that address the consequences of China’s increasing economic and political power and the ways in which that is influencing cultural life both internally and on the international stage.

Abstracts of around 250 words will be accepted in either English or Chinese.  Please send Chinese abstracts to Professor Lei Weizhen at Renmin University (cnglobalcom2011@gmail.com) and English abstracts to Professor Colin Sparks at the University of Westminster (sparksc@wmin.ac.uk).  The deadline for abstracts in English is 1st February 2011.  Successful authors will be notified by 1st March.  
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主题演讲嘉宾包括：中国人民大学新闻学院院长赵启正、美国鲍灵格林州立大学教授Joseph Oliver Boyd-Barrett、美国加利福尼亚大学桑塔芭芭拉分校教授Michael Curtin、英国威斯敏斯特大学教授Daya Thussu。

随着世界经济格局的巨大变化，媒介产品的全球流通也发生改变。世界各地都深受经济危机困扰，全球传播领域新竞争者不断涌现，中国首当其冲，这一切为进入世界传媒市场提供了新的机遇。在此背景之下，我们希望利用这次论坛为中外学者提供一个反思近来发生的巨大变革和展望未来十年的机会。

新闻界为这场变革提供了最好的注解。30年前，通过对国际信息流通结构的调查，联合国教科文组织发现国际新闻传播为少数发达国家的新闻机构垄断。最先出现的以CNN为代表的卫星新闻频道似乎为西方世界统治国际新闻议程的说法提供了佐证。位于发达国家的新闻机构决定了谁被报道、什么事件被报道，一个事件如何被报道以及如何理解该事件。但是，在过去二十年中，这种垄断受到了来自新兴媒体的挑战。其中首推位于卡塔尔的半岛电视台，其阿拉伯语频道招募大量有西方媒体工作经验的记者，并遵循西方新闻采编手法。该频道立刻在阿拉伯世界引起了广泛关注，在重大事件报道中挑战了曾为西方新闻机构所垄断的话语权。随后半岛电视台创办英语频道，旨在“报道不为西方媒体关注的事件、促进讨论、挑战偏见”。在过去十年中，俄罗斯、伊朗和中国也开播了类似频道。中国中央电视台英语频道重新整合并且获得了更多资金支持；2010年，新华社创办国际卫星频道。在短期内，这些新兴媒体的声音可能还无法与CNN和BBC等老牌媒体抗衡，但是他们的出现为世界各地的人们提供了更多获取信息的选择。

其他领域出现的变革也同样显著。尽管美国依旧在全球电视节目交易中占据王者地位，但是来自拉丁美洲和东亚等个别地区的节目也在市场上表现出强劲势头。节目交易量的增加也体现了电视工作者在外来成功节目本地化过程中体现的创造性。源于哥伦比亚的Yo Soy Betty, la Fea在世界各地出现不同版本，例如印度的Jassi Jaissi Koi Nahin、美国的Ugly Betty和中国的《丑女无敌》。无一例外，为了适应不同文化和不同观众的口味，这些节目在本地化过程中做了大篇幅修改。
印刷媒体尽管不如电视节目那样全球化，但是《金融时报》和《华尔街时报》等主流报刊也在海外吸引了一批精英读者。中国的印刷媒体也在国际化道路上更进一步。《环球时报》推出英文版，试图把中国对国际事件的解读传递给英语读者。在杂志发行领域，重要的国际性杂志在世界各地纷纷成立分公司或者合资公司，他们所制作的内容非常注重本地化。

与此同时，新媒体越来越多的成为文化传播的载体。世界各地的人们下载音乐、电影和电视节目。电脑游戏的制作凝聚了世界各个方面的力量。技术上，一个成功的游戏由一个国际软件公司开发，但是，内容上却高度本地化，并且游戏运营和市场运作委托给本地公司完成。世界各地的人们利用社会化媒体制作各式各样新颖的内容供人浏览。

综上所述，当今的世界媒体版图呈现出高度多元化的趋势。本地制作与国际制作共存，改编节目与直译节目并存，甚至有些媒体产品旨在吸引全球观众。

本次会议诚邀关注全球媒体传播的学术论文，新旧媒体亦可。我们特别希望本次投稿可以阐述下列问题：

· 国际新闻频道的发展

· 国际新闻频道与受众

· 新闻采编和新闻价值的变化

· 节目交易的发展趋势
· 外来节目本地化的挑战

· 本地节目和频道如何进军国际市场

· 网络媒介内容收视及其知识产权影响

· 电子游戏的制作和消费

· 社会化媒体及其内容制作创新

来稿可关注以上问题的国际发展趋势，也可以关注某一特定国家的变化。我们特别欢迎来稿阐述中国日益强大的经济与政治力量对中国国内文化生活和国际文化传播交流产生的影响。

本次会议来稿评审接受文章摘要，中英文亦可，字数在250字左右。中文摘要请发至中国人民大学 雷蔚真 副教授（cnglobalcom2011@gmail.com ），英文摘要请发至英国威斯敏斯特大学Colin Sparks教授（sparksc@wmin.ac.uk ）。截稿日期为2011年2月1日，我们将在3月1日前向投稿者发出是否通过评审的通知。
会议组委会
2010年11月

