19 6 ( ) Vol 19 Na 6
2019 11 Journal of China University of Geosciences (Social Sciences Edition) Nowv. 2019
13 2
’
. 2018 « ” s
. G206, 3 A : 1671-0169(2019)06-0114-14
DOI:10.16493/j.cnki.42-1627/c.2019.06.011
2019 3 20 , { >
@
b o
®
b ) b
’ . ®
, 2019 4 17 , ,
2017 , “ 2 @ “ 2
, , 2018
* 7 (18]ZD012)
s 100029) ; s
® p- { Ys » 5 , 2019 3 21
o] : s « » 14 , 2017 12 19 N
©)] : ( bR , http: //www. stats gov. en/tjsj/sjjd/2019
04/t20190418 1660386. html, 2019 4 18
@ : ( “ 7 — < >y, y 02, 2017
11 27 R

— 114



b o
AY
C D
, « ” (Contra Flow)!,
[27(P295)
b o
, 32 , s
[} H ’
“ ”» “ » “ ”»”
b b ’
[3] “ ”
o b
b o
Television & New Media 2019 4 s “
(Global South) , ” “ 7L
, “ ? (De-Colonialize) L4l
b b
“ 2 5]
(BRICS) ’ 4
b
[6]
b
b b
[5]
o b ’
» « ) o s
. (Hybrid) s
s \ N N 16
. N b b
b o b
b b N
’ b .
o b b
[9]
(G :
20 70 , (E. Goffman) “ ” (Framing) ,
[10](P6,38—39) . 90 . (R. Entman)
b b
[11]
b o b
b b o
b b
b b



CNN,

[,
b
’
b AY
b
b
’
b
(151,
’ A
)
A b
QD)
Ay b
b b

[20]

“ ”»
b
“ ”
b
”»”
b
b
[22] ,
b
’
“ ”»”
b
’
AY
b

BBC

’
AY
’
’
[17]
°
°
o
”
A
[23]
°
’

“

(

Alizila,

(137,
H
12]
[14]
’
»
§ )] (
’
[18]
[19]
o ’
”
«“
b
“ 9[24]

I

(§



. § s )
“ ” , “ 99[26](P121) ,
C )
. o { DI
, (Keyness) . ) “
[27] R
(2]
{ » 10 ) )
[28] X
(Theme) , (Tone) (Source) o
¢ )
, “Alibaba” “shopping event or spree” “singles day” ,
, 2018 10 9 11 13
, 2018 10 10 11 11
, Factiva , “Alibaba” “shopping event”
aba” “shopping spree” “singles day”, — %2018 10
11 11 7, 586 N s ,
103 . 71977 o
2. o ( G8 ).
( ) , “ ”» “
[30]
54 N \ N N N
49 . R “ ” . y
[15] . ,

»[25](P12)
’

»

[29]

“Alib-



1;

3. . , AntConc", BNC ,
, (Keyness) s
AntConc tesl “said”, “say”.
“saying” , , [31] .
4, , “ ”  (Promotional) .
” (Neutral) “ ” (Conservative)
[91[19] . (1) ’
(2) 25 (3) ,
, 0, s
Kappa 0, 847032)Pin | , i
C )
b
Hl: “ ”
HZ: “ ”»
HB: “ ”»
AY
«C )
Antconc ( 1 ), N be
R (Keyness) 100 35 o
l 1] ”
Rank Freq Keyness Effect Keyword
1 788 1010 1 0. 0217 day
2 568 724, 04 0. 0157 year
3 530 687. 8 0. 014 6 Alibaba
4 530 674. 72 0. 014 6 China
5 515 655. 26 0.014 2 singles
6 475 603. 39 0.013 1 sales
7 473 600. 8 0. 0131 shopping
8 336 414. 05 0. 009 3 online
9 318 400. 18 0. 008 8 billion
10 295 370. 47 0. 008 2 said
11 291 365. 3 0. 008 1 Chinese
12 290 364. 01 0. 008 e
13 280 3511 0. 007 8 commerce
14 273 342. 07 0. 007 6 more
15 236 294. 35 0. 006 5 event
16 218 271. 16 0. 006 than
17 217 269. 87 0. 006 new
18 206 255. 71 0. 005 7 last
19 196 242. 84 0. 005 4 up

118




1
Rank Freq Keyness Effect Keyword
20 191 236. 41 0. 005 3 company
21 174 214. 55 0. 004 8 first
22 167 205. 56 0. 004 6 world
23 159 195. 28 0. 004 4 retail
24 150 194. 28 0. 004 2 T-mall
25 149 182. 45 0. 004 1 market
26 145 177. 32 0. 004 festival
27 150 175. 94 0. 004 2 products
28 149 174. 68 0. 004 1 consumers
29 142 173. 47 0. 003 9 Friday
30 139 169. 63 0. 003 9 million
31 136 165. 78 0. 003 8 global
32 134 163. 22 0. 003 7 black
33 132 153. 12 0. 003 7 brands
34 118 142, 74 0. 003 3 November
35 102 122. 3 0. 002 8 growth
Concordance , 7 R
“ ” (singles/day/online/shopping/event/festival/black/Friday/No-
vember), “ ” (sales/billion/million/first) ., “ ” (e/commerce)
“ ” (Alibaba/company/more/than/up/new/growth/last), *
2018 . ” (China/Chinese/year) ., “ ” (world/market/retail/global) .
“ ” (T-mall/products/consumers/brands) 7 ,
103 s 1 o
WhE20184E 2 5 . TR T 3
pmernsnee| 0 @
S+ — T YD AE XK A A u 13 [ 3]
ot—atem | S 16
memsscess| (G
wawmns| WS
BT BB E 2 R R 3 35 4t T 44 L e s ]
16 12 8 4 0 4 8 12 16
74 77 WA HE 7 J5 i
1 1] ”
0} : 1 R “e” “commerce”, s
“e-commerce”

— 119 —



“

b

2018 N

(32.7%), ,
(18 4%), H1 .

“

76 %

”»

“Cyber Monday’

9

“ YT TP, 7 (24. 1%)
7 (12 9%) )
“ ”» (26. 5%) “ ’”

’ Y Y o
”»
o ’
“ 7 Adweek
, “Prime Day”. “Black Friday”

) ) AliExpress
”»
b b o
“ »
b b b
) o { »
b b ’ ’

, “ ” . STT

“ ” (Yual’l) “ ” (Yel’l) . s

“ ”

Intellasia ( )N

o Lazada ( )

. The Star “ ” “ ”
. << >> “ 2” “ ”»
. ProPakistani , 2018



Daraz, s , ’
4. y “ ” ,
o £ ) N “ ? )
“ ”»
s 3 « ) (
“ ”» “ ”»”
b b
, N 3 « ) ( ) “ ”
. << >> “ ”»” “
AY b b
”
b b o
“ ”» “ ”
b Y
C D
“ ”» “ ”
b
0 ) ( )
. b
(" =10. 763, p=
0. 005<C0. 01), H2 o
2 [13 ”
( )
(promotional) (neutral) (conservative)
10 30 14 54
22 23 4 49
( ) 32 53 18 103
£ =10.763. p=0 005<C0, 01
b
1 “ ” “ ”»
. b N o
, . . Green
Peace NGO o The
Jerusalem Post , ” , o
, , CNBC “
”»
b o
2. . The Conversation “ ”
“
b b o
7 “AliExpress” ( ) o
“ ” . The Nation .
b
1. , o LKBN Antarag
“ 2 , “ » o The

121



Star “ ” Vietnam News Summary
Intellasia “ ”
2 3 ” ) ° b
3 { » ,
(G
. ( 2 ).
| 24 LR¥EHE
| 24 =&MW A A
[ 18 E%%Eﬁﬁiﬁﬁﬁﬁﬂaﬁﬁﬁ%%/\ﬂ
N 30 [n] /NES] 1N
TR 'S8 Aty 41 LB 14
I 1 A A 4R
22 ™A
12 HER S U8
017 EREE
17 BB MAE
B2 ERSSANEBURIHITE R
V4 7 Ak | 36 Ff HEE AR KT EMA
136 HAth2H ML
2 A HT [ A R
9 MA
0 18 36 54 72 BN (A4S
2 [13 ”
“ 7 (X2:17' 415, p=0. 015<C0. 05),
H3
1' s “ ’?o
(AFP) \ )
. The Gold Coast Bulletin
2. CEO., * ” (Daniel Zhang) .

— 122 —



CNBC “ ” , . (Jack Ma)
3. R . “ 9
, , Criteo Alban Villani, “
7 , . Essano
Anthony Gadsdon, “ ” 20 . Loadstar
Yodel , , ”
1' Y ) o
Digital Street “ SO 2018 6
. ) ) .
p) . Beijing Review .
2. . “ 7 .
» , )
. « »
, o Business
Times Singapore o
3. , (20 60 ), (
N N N N ) ( ;
).
4, , Bloomberg, CNN, CNBC
(G
. Alizila
, Alizila B2C , ,
. , Alizila \
, “ 7 Alizila
” , Alizila , “
7 ) . , Alizila
s 2015 << >> “ ” “ ”»

“

123



( )
( ) “ ”»
«“ ” [©) “ ”
b )
b A} o
“
b b b H
” (37 5%), ¢ ” (37 5%)., ¢ 7 (12.5%) “
” (12 5%), , Tech4iTea  Channel NewsAsia “
” R “ ” Qo010 Shopee
. Business Times Singapore , “ ?
) ) “ ” . »
“ ”
Y b o
s s “ ’” 50% s “« 2
37.5%, ) { ) “ 7 N
. ( Business Times Singapore) (12 5%), “ 7
o ) ) (D
, s (2) 3 (3D
b o b
Y
( ) “ ” “ »
“ 99[33](P255—256)
b
, { » ) “ ?
“ ”» “
» “ ”» “ ”» “ ”»
Y Y b
““ ”
b o
b b
b o b A
b b
“ ” “ ”» [337(P267—276)
’
“ ”
o b
“ ”
“ ”» “ »
R “ ”»” . “ 6 1 8 ”» y
¢ .
“ ”»
©) ” Y, http: //sg xinhuanet com/2018-11/11/c 1123696275.
htm, 2018 11 .

124



[1]

i

“
, :
’
o ’ ’ ’ ’
’ ’ o
. " ¢ »
“ ”
o
« ”
. o
“ »”
’ h |
’ N
°
°
) . ) . “
, ’
) . “ ”
’
. ’
’
“
o ’ 0
7 )
N ’ o
“ ”
, o
AY ’ ’
. R APP N > h
o ’ ) ’ ’
“ ”
’ ’ 7
”
’ A )
“
’
« ”
. H
, )
’ > A ' ’
“ ”»
. ’
) . “
’ o
”
, °
’
. . “
’ O ‘
« ”»
’ ’
« ”
; ’
« ”»
P )
. . .2014(5).



[2] Thussu,D. K. International Communication ; Continuity and Change[ M]. New York:Bloomsbury Academic,
2018.

[3] . ; . : [l ,
2015(9).

[47] Couldry,N. ,U. A. Mejias. Data colonialism: Rethinking big data’s relation to the contemporary subject[ J].
Television and New Media ,2019(4).

[5] Obijiofor, L. ,R. Murray. S. B. Singh. Changes in journalism in two post-authoritarian non-western countries
[J]. International Communication Gazette ,2017(4).

[6] de Albuquerque, A. ,D. Lycariao. Winds of change BRICS as a perspective in international media research
[J]. International Journal of Communication ,2018(12).

[7] ) . — § »
[1]. ,2013(17).

[8] Wu,S. Uncovering alternative “journalism crisis”narratives in Singapore and Hong Kong: When state influ-
ences interact with Western liberal ideals in a changing media landscape[ J]. Journalism,2018(9-10).

[9] . — 1. .2011(7).

[10]Goffman, E. Framing Analysis:An Essay on the Organization of Experience[ M]. New York: Harper &
Row,1974.

[11]Entman, R. M. Framing: Toward clarification of a fractured paradigm[]J]. Journal of Communication
1993(4).

[12]Barkho, L. The discursive and social power of news discourse: The case of Aljazeera in comparison and paral-
lel with the BBC[J]. Communication Studies ,2011(1).

[13]Barkho, L. Unpacking the discursive and social links in BBC, CNN and Al-Jazeera’s Middle East reporting
L. Journal of Arab and Muslim Media Research ,2007(1).

[14] , . LIl ,2015(3).
[15] . A P ) “ ” (1] (
),2010(10).
[16] , . — ( )« ) (2007—
2016)[]]. ,2017(3).
[17] . — [I]. ,2018(18).

[18]Lee, M. A review of communication scholarship on the financial markets and the financial medial J ]. Interna-
tional Journal of Communication ,2014(8).

[19]Wang,]. “Stir-Frying” Internet finance: Financialization and the institutional role of financial news in China
LJ 1. International Journal of Communication ,2017(11).

[20]James, E. K. , M. Boukes. Framing the economy of the East African Community: A decade of disparities and
similarities found in Chinese and Western news media’s reporting on the East African Community[ J]. Inter-

national Communication Gazette ,2017(5).

[21] . “ ” [J]. ,2016(1).
[22] . ) —— 2015 “ ”
[Jl. .2016(14).
(23] . . : “ "L ( ),2017(4).
[24] , ) [NJ. ,2019-04-15(8).
[25] , , . — ( y L
( ),2017(3).



[26] . . — L.
( ),2017(1).

[27] . — “ 7 [J].
( ),2015(6).
[28] . . ( ) (2007—2016)[J 7. ,2017(6).
[29] , . “ 7 — (r].
( ),2018(6).

[30]Vos,D. ,P. Van Aelst. Does the political system determine media visibility of politicians A comparative a-
nalysis of political functions in the news in sixteen countries| J]. Political Communication ,2018(3).
[31] , . — v v 7
[, ,2016(3).
[ 32 ]Neuendorf, K. The Content Analysis Guidebook[ M ]. Los Angeles, SAGE Publications,2002.
[33][ ] . . : [M]. ) . : ,2004.,

The Global Media Story-Telling Characteristics of Alibaba’ s
Double 11: A Comparative Study on Western and
Non-Western Media Reporting
QIAN Jing-jing. ZHANG Han-zhi

Abstract: Against the backdrop of the prevailing protectionism in the West and the intensification of
global trade frictions, China’ s economy, which is particularly remarkable in the consumption field,
has shown its energy and potential. Chinese enterprises represented by Alibaba, with their outstanding
achievements, have been repeatedly reported by international media, playing an important role in eco-
nomic public opinion around the world In this context, from the perspective of international business
journalism, this research intends to study the information flow from non-Western to Western countries,
and to provide suggestions for China telling economic stories following the development trend of econom-
ic public opinion. Based on the international news reporting of the “Double 11 Shopping Spree” of Alib-
aba in 2018, the study conducts a comparative approach with frame analysis and corpus analysis as the
main research methods to view the reporting feature of Western and non-Western media. This study finds
that non-Western media’ s report shows a high level of professionalism and insights, which can create a
“community of shared destiny” from the field of international business journalism and inject positive en-
ergy into the world economy thus explore an effective breakthrough for China’ s international business
communication,

Key words: Double 11; global communication; non-Western and Western media; business journalism
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