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Reflection and Enlightenment: Chinese Social Media Studies in Anglo-American Academic Circles from the Perspective of Overseas
Sinology Cao Yina

The paper studies Chinese social media research in the Anglo-Aesthetic world under the perspective of overseas Sinology
and believes that these studies are subject to the established academic discourse regulations of overseas Sinology to a considera-
ble extent, and are essentially the result of a modeled academic reproduction, reflecting the thematic focus brought by the ideo-
logical position, the inherent bias of case attention, and the dual cognitive opposition between tradition and modernity. Mean-
while, these studies have the characteristics of communication empirical functionalism, reflecting the explicit utilitarian purpose

‘

of exploiting the Chinese market through social media and the hidden cultural bias of the game between “self” and “others”. In

addition, these studies take “mirror China” as the point of view, and the explosion of methodology in these studies also provide

4]

positive and negative implications and warnings for domestic social media research and “overseas Sinology” research.

On Chinese Traditional Cultural in Age Appellation Ma Huiling

Age appellation is a specific appellation that is not an actual number expression of age in ancient China. The naming
process is not arbitrary but is deeply imprinted with marks of ancient Chinese society, history, and culture. These age appella-
tions are provided with knowledge, meanwhile reflecting the cognition of the ancient Chinese, the ancient social life and cultural
concepts of the Han ethnic group. Age appellations can be explained and interpreted from the four dimensions,namely thinking,eti-
quette, value, and communication. The main manifestations are intuition and understanding, traditional way of concretely car-
rying thoughts and feelings, etiquette of prioritizing the elderly and differentiating genders, value orientation of quoting the
classics and favoring the anciency, and euphemistic and implicit communication strategies that avoids bluntness. The research
and discussion of ancient age appellations is not only of great significance for understanding Chinese historical and cultural
knowledge and inheriting Chinese traditional culture, but also important in strengthening the language application in interper-

sonal communication and improving cross-cultural communication skills.

The Construction of Brand Value Evaluation Model of Academic Journals Based on Academic Community Jiang Bo

In the era of converged media, it is the inevitable requirement for the development of Chinese academic periodicals to build
first-class academic periodicals and cultivate first-class brand of academic periodicals. A good brand value evaluation system of
academic periodicals can lead the development of academic periodicals. Reviewing the evolution and development of brand value
evaluation of academic journals at home and abroad, the evaluation of academic journals has gradually turned from a single aca-
demic quality evaluation to a diversified comprehensive evaluation. However, the evaluation system mostly adopts the top-down
quantitative research of bibliometrics, lacks the perspective of consumers, and ignores the importance of academic community
in the evaluation system of academic journals’ brand value. The brand value of academic journals is established in the mind of
the academic community. And the evaluation of the brand value of academic journals should return to the academic community.
Finally, in order to evaluate the brand value of academic journals, a brand value evaluation model of academic journals based on
academic community is constructed. According to the four indexes of consumer brand acceptance model, namely, cognition, as-
sociation, emotion and preference, four dimensions of academic journal brand value are put forward, namely, periodical aware-
ness, periodical authority, periodical recognition and periodical loyalty. They are interrelated and work together to accumulate

the brand value of academic journals.

Communicating Chinese Discourse in the Dialogic Production:on the Internal Mechanism and Media Paths of Internationalization of
Social Science Journals in the New Era Yang Wenhuan

Academic discourse is the construction practice of subjective knowledge production and meaning interpretation, and the
production logic of Chinese academic discourse needs to be concretized and established in the process of international communi-
cation. As a systematic project, the international communication of philosophical and social science discourse needs social sci-
ence journals to deeply participate and promote in the way of internationalization as academic media, in which they integrate the
internal mechanism of discourse production and communication. In order to promote the dialogic production and communication
of Chinese discourse systematically, social science journals should focus on participating in the international academic frontier
dialogue in an organized way firstly, and then deepen the comparative dialogue periodically and long-term to lead international
dialogue with integrated and iconic academic topics gradually. Social science journals should strengthen the transformation of
language as media systematically to promote translingual practice and multilingual communication, and then realize efficient and
intensive cross space-time communication through the transformation of digital technology media. Also, social science journals
should integrate the mass media to carry out cross-channel discourse reproduction, and then expand the comprehensive influ-

ence through branding.
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