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FE. A9 AW FFARABF 2020 5 5k 151 B XHTEA0MELA, AXEA
Eh“H oWt L EEFRER BXEZE REAR HELRE A28 AREE .
RNERETBREEL TSN BEREEANRKRES, BEAESEHE KELK.
NRFE ARBEEAE TIEE AREE L2 E2EFTHAR R PAITRRME,
WAEFREREIH L TR “MIE" ST T T ARFRARKE, A" RN AL
“AMRKREMAZOHREARE HLRE FENASAEANGHXERMD B AX
MAMEN FHE2FE; ARRAESEMPATHEXL EARL AL B AERRHESR
FELTNHBEFTEREEN, “RZAFA"NAENRRELRE, ARXRFAREB LN ES
HaR B AR R A ERNE T R ERTHEEN TN TS FFLHE
B EMUEMTER ENEEAEIXNNAREFRAXRZES P AES AR K fo
BARBWIER .

KEBIR. A ESEE, RBEAR, AR AR AL, AIEFH, A HA, L2
B

FESZES.C912.3 XHERARIRED : A XEHES:2096-5443(2021)06-0105-11

MEES . A FH T FH B FHRERRMALKXTAE (17JZD038) ; F £ & £ 5
&3 5 4 d BBk 3R 3L 2 3 B BT E (2020D07)

FESEA 21 a2y 20 4F B IR B EE ) 2R BUR L TF A R B84 N H R 5 HHR B 2Bk sh, |
I X R A A AR 1Y) BB | 23R | 22 ) AR 3B BIM T4t & s0fb 22 55 I I R ki i N T3 e &
B EE PR R B R SR AT RE SR B AR ULAY 2 By PO 0 R KM B AR AL B 2 < MR AT K
| e R o8 < i s 1 MR/ F- 3 e 7 g [ L R R NI AR /B S B =08 5 .2 o
XHE R —Fp e« BOE R R ERME L A 56 R T AUOR A K225 5 Mol # B ng, B2 H
15 2 TOA A2 AT ) A PR R 22 5%, Bk 8 T 78 1 2 BRAE 25 5 [ BR 5 25 AN 7 I I X — 40038 1) 52 3 |, X
e B N 5 22 AR (A AF 9T DR R T 1

AWFFE EE T 2020 FFIE TP 9 REFEARBFIP A LR AR, HNES S 530
WA 5 i, ELAR S P20 B8 . i S AR A K LR AR 2 7R SSCI 1 F1] (PRR \JPRR) Fl 53 4) 2
ALV FI(PRI PR B 7 IS5 1% 2020 4F B (1) 43838 50 ; Lk LA e 34 aIF 58 & U 9% de
PR 5 A2 AT (JMCQ ,CCIT1JSC JCM MCQ) M FEAE | LA LA hR 36 SChR 1 4 28 OC
18] AL 75 “ public relations” 3¢ “ public relationships” &% “ PR” JJy fifi P bR ESE AT 4R . R HIRASE P 9
AZEARIAFID L) 151 Fi 28 K22 RIS SC, N AR - BRI — 5 ¥ BF 58 = MM b A7 £ R840 B, TC A 48 7

D9 A FEA S P T4 5 4 : Public Relations Review( PRR) (SSCI) , Journal of Public Relations Research ( JPRR) ( SSCI) , Public Re-
lations Journal ( PRJ) , Public Relations Inquiry ( PRI) , Journalism & Mass Communication Quarterly (JMCQ) ( SSCI) , Corporate Communica-
tions; An International Journal ( CCIJ) , International Journal of Strategic Communication( IJSC) , Journal of Communication Management( JCM) ,
Management Communication Quarterly( MCQ) .
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T A FE R WIFE L R PBCE, LU N A RS S B i i B A R 2%
— MIESHE

XF i (dialogue ) J& H FA% RLIE AR LR P 22 05 18 ) H s 3 8, i A% bR XS iR i~ 2 5 5 2
[F] F) — 2R 2] S 1) 401 0] 220 20 5 3] 20 22, DLESRR & A (A S5 AR B —HE 22 3 B 4L 1 X — 22 S 22
IR R WA LA 258 Z 3T 0 3Ua 580, 1R R UL, M6 & et 5 F R ice i
R AE R ) X AR AR T 1205 S ARFEAT R 5 Bz R BR E— D 4 H IR — Fh 447 4 LR AR 22 8] 56 &R
)3 PV S o R 5 OC R M 0 6B X 1 5 8 SQ B SR PR AT B i 5 B A T I 1Y) A AR T Ol A% 1
AR JBE A8 S SR X i B VR 0 i e Ay 3 ok IO 24 i G AR R 1 RS HE 2 5 B & 2002 4R R 5 )
T4 ik — 20 B 2 SO Y L IE AR A B T TR S B v 5 AR A 1 O R R O X 1 T
W . A6 5 ( mutuality) 3235V (propinquity) \3:1% (empathy ) XU ( risk ) F17& 3% ( commitment ) 1), 7E
Z G 20 4E ) 2] 41— A i (organization-public dialogue, OPD) 1%, Ay 23 I 4538k + 40 A5 52 Wi F1 4 F
FEBEL, B BRSO [ “ 2 57 (engagement) HES BT A, LR SRR B A Z A B30 XHi&
BBTEVY 7 A KA AR AT |, IF W 5 | b B 2 8 0 e AT 4 AR (B A AT A 241 [7)
R, FE RN N ZH 2 ER R X 15 18 38 AR S — B T EOR AR R A AR R Bk 2 5 1R FE 4 42 4 X
ZHLURNAN AR R 2 S, “ SR XT3 7 (mandated dialogue) | “ 324 PEXT 1 ” (agonistic dialogue ) 5587 7l
XU AR I 9 A DG TR BRI 7 A TR BB 7 2 A BRI X35 B B9 AL ) AN S5 105 1 i i i v 22
SO M Z U E AETE . X TR NS S B T B i SR R 45 S AT AR T B A 3 O R
£ (a positive public relations theory) "' | IZBEISAKIE T B L BEAF BB IR DL AR Y =X, 3 08 1
LA (B AL, 55 TG 5 4 < TR S R T

FAE 1977 4 “AFAE” (trust) BEBECS MR - AROC R (OPR) B8 R Z — $EATHR 1T (5 AT 9%
FE SR — T 5 — T WG AT AR BE A ) S5 — 5 OO B A B R G IE B ( integrity ) JALE ( depend-
ability) FHE J7 ( competence) =AN4EEET 5 HJEFE R —Fh & F N AT B (51T ( cognitive foundations ) , It
Gb  IBAFAE R T AL (5 AT (affective foundations ) , Hi i F X5 G AR Ak £ 1) B 1E &0 A B 2 8] (1)
HIRE SN, MR T G G XX G 18380 Al 4k 23 T AT AT AP 7= A 50 e R
TEHERE XS JE 2 H F ALY R v, 28 AT 2 2L AN [] 45 AT Bl JHG 9@ 300 o 7S o A (] A 0SB AT 20
HAE MG A5 B FR B B BORUAS BB TS AR BRI AN LGBTQ 28 Ak 22 8] 1Y Xof 4% 75 2 M U A4
Ty T FREAT  SCIRRE T ORTERFIARRE ) (A 2 — B0k (H LN B 5 AN 2 oo 245 %% 1 Z 1]
G AL ) LS (B SR | S B i) RURI 25 M 0GB AN L FE AR 2% A G IS 2 5 B
BL IR 22 b2 XP IR RS 0 35 2640 5 8 Al i FE S 5T 5T A SR X1 5 1E
A A A ) 45 32 AU SR B0 22 OC U T |7 B B | L SR A OC B A T B — 2D RS (5 AT
AT RE T SR AR OCOC AR R G R NI, O TR RIHE J Y I A, Sy R 2N 06 S B A B e 1Y
55,

ZHIRAX . ARBIESES AREBSSALINZT

A RIS AR JEAE SR R AR E K 2R & —MEgh, DA HA HR T2
PR #RTE BRAT & BUR A R 2, D NZ M, “ A REUA 2 K7 (citizens” political public rela-
tions ) WL TE AN AN AP LB A0 5N Bl 5 v B BE b < BOR AR TH 2 T80 3 7 (politicized con-
sumer activism ) FEAA B3 15 BB IA | BIZE 0% BEACTE v B SCAE BEACHT SRR AR o 1 7 R R
6 FRE 2 X7 B S G TR AN B T 2L 2 402 1A Ak BUIR 4B R (corporate political advocacy, CPA ) Fll
Ak 4t 2318 % (corporate social advocacy, CSA ) 15 2| 5¢ T , B I1#0 45 17 4 SUE A F i A+ 25 BUA 7] &L
PSRBT Y, LIRS A AR SRR o R, CPA SR E L BUAR S 51— B,
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I AYAE T-38 5K T REA A T30 20 ) i AH 5C AYEYE AR &5 T CSA SR MU AN T 2% 1 J7 i, S OG e
SEIE SR w55 50, AR Al AR T S HL 2 T BORTR] 9 28 AR B A5t T (BB 3 Sl AL | A s 5K
L RE TS L 15 ATE SO Aol i) BRI 25 BE AN AT Ry B L, R & 32 Sl R 4 40 OC # 3R sl s HL A%
SRR Bt IE R FECMR M mR T A RIS, 416 AR FE (elaboration , 4>
WS 5EEE R " BSREE( advocacy fit, RE{ bk 55 5 HAB T 59 4t 25 0] 8 2 [A] (1) — 2
‘I‘i) uﬁfﬂk{%j%k*nil\:lﬂﬁnk( consensus heuristic, Eﬂ&ﬂ*ﬁ%f&kﬁ@l?{ﬁ{ﬁﬁ#”%ﬁ) A NE =R/ O R4
BN Z 5B EAEL

e ZZ 2 T, v B TS (B0 T8 G BE 88 1S R AL, B BOAE R SR (R MR BOA %R
I8 ) IE T AT T BUR R RAFAE A 52 ma 305 Ak« B AL AT (5B YRR i
il A B 22 B4 P MR A PR H 5 8 RBODF UL e e S 51, w8 5 AL 2R 22 )l
o 3 A DX TS AN RIS s R S RN REE R TR BURAH A -ARKRT
(POPRs) W 32 SN 0] | 5 IR BORAME S8 M 6 N RRAE S5 R g e - o 76 [ B 22 1, LA B R BUR
N FEF RN SIS TE R N AL B AL s B A A 5 b e, A A A B
12 DA J2 5 ) 4 B[] V)3 0 T 2 7 A G 3R R ) T 2T T, ik S R ICE Z R S R
ARG, A R E BREE G B C NN 2 5 8 KAGE BAEA RIS AR S HEZ (B AT I R 38
(3 BT , 26 5% ST (T =l BUIA SO B2 3T 1 ) B R Hb 52 W) 45 [ IBORE % 5 — 61 B = 2 URR 1 R A1
X PR AP A [R] 9 [ A0 2 AR 7 2 e R BEIK (reputational relationship group, Bl R A5 AR 18 FE —F 450
HYFENAR ) F14T M & R BEAK (behavioral relationship group, Bl 5 458 B & B4 MR RN ) , T B 6l E 2
SAL A SEAI A2 S | QAT 5 B Y G2 i S R I I3 HL 8 0

FARPGIT AT RN T AR 2 AN R4 Y BOA 2 56 BATHAR B0 0 i — M & il ge — e
WFFE I S AN 5 X A R A2 SOl A IR R (SRR SR 2L 7 ST R R DG B 2
2R AFAE” “ X5 7 “ B EE” “ 257 SO0 R AR A2 500 &, HEUZ I ERA A KB
R H 2 T AR A £ 2 AR AR BB AT O YOG BR 4B T O ) © BRI R TE Fa-
cebook b HEATHFEVEAL R (1 E S P K 7, B RN A G T LR R BR B2 b 35 B 20 2 42 ik A 25 A8
BN N AP SRR G FR T ] R AT 7 [ R 2 TR AT R R 5 R G Y 06 R A S )
SRR N 2 3 TH I ) B2 5 S R MR

= RAXBE.BRER SHEERERXREITE

D3 5 S — PP B A AN R R At 2 a (R 25 R 2R D o B I 0 A B B 1 A R —
Fh T Gk Ak T ae AV 2 B0RH 1 B A e T AR A 0] 0 2 G R < AR (HAR R A
B R D7 AR AR AR AT 5 A S R EAE R A A BT 7R3 W R P E 15 S SRk Z A,
NN E R v RGN R SRR AR5 RALEL A o Sk 00— 3o M As 2 % (A2 ) hr 3 o [
Tl A E PR S RS SR G AR A A B, B BA B i E RRE me) [E rERLe ff E B A
KA — AP A R A E R R E R R DL R AR BT ICE & A BUR AR A X
T 1, i 20 2 0 PG S 88 AR LA B A el e 25 SRR ek A TR B Ak 5 5 2 s A 9 s RN ) Jr i, 8 S )
IR — & RIS IS5 Jm < B 78 22 UM Ve B 75 R F 5 DL R RO SO AR T S T 1 B
GBS TR e T L R N 1) S G o X (o R A A NS S R =0 o o G 4
ST B = R A D 3 U e 2 S SR s 7 31 2 b BURE 5 e T A A R R ) BTG 9 7 [
Br55 24 M A SCHLAG B B 0T HESl T R SR BUA H B (5 00 At [ B AT 3R AR L) 5 & T R
(R il 5 46 U IS B AR BT oK) P I A S a2 sl 0 R AL B R
UCTHE Ao AR E ML TR B SUE B R & SO LA B SR A K g
WSS H b, a0 20 et — = AR E FREE % ( League of Nations) (728 I ZE ) | 9 [ 3 74 1y
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IR 433 is S R F-Bedfed 7« F AN 2E” (open diplomacy ) , B A% AS [\ F HiAth 26 75 37 3= Ly« Fnf &
S 20 4D 50 AR, 96 I O R B [ TR AR P 23 UM ABLY 2 DG SR Mg 43 5 4 2 T R M ABAE
BEAE S [ Y A3 A, DA & ARAE S R T A 35 S Ak 1 R 2 AL R BE
KAIRZ —" s B Pa T - FE4E/R - %% (Francis Xavier Carty ) TEH 25 SE A A T ,%ETI%%Z\%
FAES M, IO BB A T TSI 1944 4EAE A AT 5 4 MR BN B A A R - B
4] ( Mabel Flanley) FIBEAT - (A5 IK 74 ( Sally Woodward ) S/ S Bl H (1 40 M HF B T — 4538 I, dib A7)
JERNG BT R 2R B 2R AT SR BR Y L IR A JESBEK T D LA ( Cardinal Maza-
rin) SR U i AMEIE SAE B SV T8 DL AR BB TR S AL | R AR v A T B 7 ORI R
PRAUEA) B , % 0 Hr A B 1 BRA V6 07 BU (CANRe A 2958 ih 35 ) 1Y F2 5K - R R ARG FLAH 2 3R
PR WA 3R T B

A FR ML IC I SRR 43 S TEAS T 28 W ) B2 S 45 A A ) Js Bl SR R IR TSR S
TS 0 AT, PR e SR AR AT Bl = 4> BRWL BT 55 R (A0, W1 5% 8 DBl 22 ML %) g s 4 5 e A2 4 L R B2 B
GERMLT- I 804 5803 RAFHGI ARE VER . 280 U, 4 K il At 25 5348 07 R R R B
0 B T ARG B AT B el T D s b i SR < AR R Bk B XU 3 ATl Y 3 R g | R A
ARSI, D3 5 1E SCRY AP B PR SE A A AT g o B80T, 2 S S BT Dy sl A, 2 G Dy o B
RS R R AL B R R OB AU R R

M AXKEAE. KA ABRSEAR

FAE 20 42 80 4RA, 5L A DI H B BR 4 [ tHE 558 A 23 5C RV 3 457 FHL %) B Jr YR SO T B
%5 2 20 22 90 AR WFFEE NI A1 1R Wom ME - 1 M i o) DA AR A 88 JEL % G 1 A
S 2007 4F (SIS AL R [ PR 24 &5 ) (International Journal of Strategic Communication ) FAAY T Ay fi% i
5 SIS AGREWT S TERE T R BE - 5 2011 AR7E 208 43 TF 1Y [ R A% 496 27 2% — SN A% 1 791 28 2 U] B 42
B2 ST ] AR, SERA R R R - AR 22 3L 5 2 b B S 2R 4T 1 3l o0 A e Ok
MRS (grand strategy ) —* Mg (strategy) —*“ AR " (tacties) =2 Y . KRB T HOR 2 0, &
—ANHL T H bR R AR DL R 5 0 AR 8 OC F R T ) oA A A TR e 1 40 A IR OR
FINE A2 DOl 25 %58 737 1] OC 2R R, i 98 A 25 2 AR ATE SR F R 1) O R MR 8 SR B AR 110 IR R o gt
2 T B R HE RN TE LA B ZH 205 it DA A s 8 48 1) 4% 96 196 2l , A B B ) 2 SR I BIE 5 v 2
FAHT T 5 B 451 (informational ) 52 5 ((engagement ) X I Fh {5 B A% 35 ik % v A7 78 10 “ 1B TR 187
( B 435 00 TE T 2 PT RE 2377 AR B R ik e M S0) IR IR R B AR BUA R B 5 =T
(shared responsibility ) B iR, B AT X AK A5G RRAE N LB s A~ N ZE 5 AL X ) K40 E Bl
9 S R O ) 8 5 I g ) 5 ik o 75 eIl ISR S AE AR 25 ) T AR XK & 17 (resilience )
W, ALFE A T A X M S SO R AR A X P 56 2R R 4% 5 B 0 ALY IR0 4% %) T R A5 R s 1 i
FAPO S e A 2 5 SR AT A O 4B A AR A 2 L35 38 B AR R AT % 4 1 SCAR B AR o TGN
B AR B — R A TE 0 B T 10 HOR O R WA T 2 AR SR RS 22 50 )
KA S5 Z RIS AR I 1A Y o — B BB ———h 00 07 THD B A%, 2 Hh 1 ARG AR (strategic
silence ) (3 25 SRS AR TR AR SR NS MR TTRR) I OB I 1 b B A7 B R0 A% 4 (0 B 2%, b o f% 3k
G R A BE B R N A RN 28 T — B A R R T 1) AR AR 2 T AR
Z: SRR AUAL XA I AR, DOl 5 TR 7E - H 56 T L S HER R AN SR KBRS AN E T
T R 18R S RN A 4 5 P 2 1 T A R DMl U < A e N —— At S AR 5 I 35 (social media
influencers , SMI) % = B3R WS | 5200 S1 AT F6 bm (ANt sS85 B0 A8 IR (. B ME L rpoo M R
P DL R i 3 M 4 ) R s gy A

e SEER” WA IR L AR 281, B 93 3 OC T B D o7 16 1 AR, B D« M AR 2 TR < Dol
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e feE FE S DAY SE S 3L 55 3 o i 6 10 o0 1 249 s A ) SR A O R4y 3l Oy = BT
B, ST AL BRI RE RSN F AR D O S T RO SR Y < R T A e R T RE A MO
ARAT T KA LU AL AU AR T 00 1 A SR I B A2 56 Ml 35 78 12k« SCAR A7 (eul-
tural intermediary ) , B[} it (o7 14 8 355 35 FIB T 2% 32 SO ) 19 98 din 2 —— A AT T 2007 1 GROW 14 b o1 1 R4S
RERUEE LA P B B FVAGE X AR S AT DL 5 Wb R R L SE I 22 7, B AR RE S A 4R O 5
T2 AR A R (i AT R T — R A R A AR SRR Y S T e

I EifeE. KB TEERE

FEAUAL REDF I 28 U — A2, HEJe e 198 48 52 B2 (IRT) 22 4307 1) 15 355 f DL A% 4
PR (SCCT) iz u T W EW S, 7Eit K —F M aPLA BT, 2% FIE 2L 35 5 i 6 % 1B
SABE RN (B AN GERCGE) 55 H ENE T H (WniE S 530 18 ) 2R A B 0 3% R iR AT
g AL gt , K22 R He R 2 R R R . WA AR GIE X PG B < Rz S0 ik
S5 2 BRAEHL A T R S R ATTE AR A Y T OO [) < 9 A v i FE BIL 75 B 2H SUR I RIS
FE 7 SR, TT A 45 B s oy X FE LT AT A8 Al SR BT 00 . B8 A i A HLIAHR B “ At 2 e 1
HLELHL” (social constructionist crisis model ) , B Y =5 7 SCA | B L FE BT (cause, text, meaning,
context) PUA4EFE 43 BIRIE T AEHLAICAZ i ME 0 5 2 R R DL RS B R Y FE SR
BLr A ZU5 PR AR (G2 1) Z MR8 N B G 22 RN Bk 780 38 RE A% 4 = B T2 04 2 5 18 R0 ] A8, T 53
THRE T OSSR BGA AT A BT 20— R T R AR 1 — 2Rk
{14 1 25 K G35 B TE B BB 05 I R 1 TLAL 20 2 i BT AT Y I 2 AR R SRS ARG
1E SEHLIE RN | RS HIL 5 2 U2 [E] 1 56 50 56 28 A0 A5 R 5 Wi o AL AT X Ak SE HIL R B

GG ARAR G, 4 S IR B A B 0 1) 28 B R R T ) A% 9 9 L AR B A RS B B A B T R AT
Peds A5 BT G RS G > A S0 L8 UBTE AT DL i dk 58 AR 2 AR X 20 ZLAE 1L A FR AR
T2 SRS AT Gn o] He (] S5 <7 b 5% e HLAL R | LA AR B A% o AR e 8 7E 2 KRR I b3 Il S
WU, AR 75 2 AL REOR B )92 A8 S v R T i g e o “IBEHA” (vet information ) O AAL
SEWEARSEHUALABAE L (SMCC) W FE AT A% 3 Z 1, 97 R T2 A6 {5 18 P32 14 40 R R e 6 B B Y7
FEALAL 3G H 0 JBUIME B S G I AE AL T3 A8 5 BN, — 2D B A 405 25 DA s 4 Ak A FR Ak e
NAERE BN AR B TR A S 25 s F it — 2 T HIREE S B (18 515 B i
R Bt R | BRSIfE ML 5w, IF 5% 3 2 R 52 56 7 6 0 UE R 58 fEALIE 358 T, AN TR A HL
SR A A5 o 91 2, = S B AR R B T S A SR S A B 2 S T e AL X RO 5 R B S R R TE
2l IE VA E PR B AR DY 7RSO ER AE AL R U RGA MR AR IA ST AT | R L T R B A
EESEMSHRA B T2 Akt 20 238 MR IA 0 °Y  AF X AL ER 156 IR ( narrative persuasion ) SIS A [A] f F 5%
i T HEA W EM . —Jr i, R4S AEE 2 5 B8 (narrative engagement theory ) X 5 55 A UM 19
A | = B A AL X B UE B AT L 0 X 20 A AT, AR AE HL ST ATR IR Y B — i, ]
CESERTVE NReE | SR E I Sp y§ /NN | RSV O A= N B2 7 | B e Y SNTTE i - s
BERICFR T BeA, X 55 A 2 2 Bl L S BB 58 R 56 1 - R R 25 4 G 3 AE ML S . 15
BTk UL A U B A VRN TG R A Y

N HERAE . TE NS RiE

“ PRV IE R A A TR OC R IR SN H R T M BRI DGR AR AR R A
F AN A B AR P K SR PR i el AU — ., H 2012 4E LR, 5 9 ER I8 38 A O 1Y 2 06 SCRR B R
BB W5 25 A Ac 3 MR Ak 25 A [ BER  R AR 5 20 UL 46 FRIe (AN A & 1k
W UG RE R B ) AT BE 45 5 B A R B B HE LR B9 N 25 2200 KRt N 1) 3 1
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HE S BEAE X Bl A P I 5, I 28 ¥ G 1 PN 7 VA G AT s B T S A UG R xS B T AR E
JELTAERA 25 HLUAR LS 5 TARSS FHII, LT ARKR HE R SH AR
Gy RN RS TT AR ST WAE RN, R A B T R e AR P AR IEAR )
2 AT 38 Ak TR 1 PR 0 V) 388 S ST R 38 W R A %) ST B I D T 0 T &4 5 T A R S B L
Wk R T XA S5 R BOR TR SR A5 o DL 5 (envisioning ) | B ( energizing ) Al
WX BE (enabling ) AR AIE (14 ik 77 U 450 77 V) 38 RE f% 1F 1] 5200 51 10 2 SRR {5 AT K P AR BTl e A8 B
Fioh 3 RE FRARAE R ), S A T B R T X 5L T R R (voicing ) T e BB i 150 2R
2% (discursive psychology ) %1 iH 5 it AL ) G544 A B R PR (0 5 s oy N3 sE S 1t TR B i = .
UG AR B A S TR A 5 T SO BT R T A 1 2H A AR 8 AR E A T SRt
IF e 5 sl 2a5E 7 AR (B I8 A R TR RS Y A5 R, T LA R T UK %
A F 5 PE L (media richness theory ) S8 R8> AN 5 1 FITEE SOXT By (9 1% 5 A 340 1) o 2 1k T )
TET 1) 52 T B T A o e A B | B AL, A5 THT R B B 22, A RO AL 36 5 2R R R e S
155 BOBI P K Cn i 1 8. A5 5 S AN [l 45 2 S B ) AR D T SRk 48 A 38 M E A 4145 % iR T A
THH Hh ARAS e R AW L B NIRRT R e 5B 0, R A R R R — b 5 B
T A 1R 5 T NBR VA8 5 R 0 8 S M A4y . BFSE R WD 5% T P A A A £
FRAE R S 5 AR IR SUE W RE | B XA S A E R R L H Y R R 2 AR E B
T84 T, T SEAT AT RE R IR 1 B 5 41 A0 2k | 3 017 1 5 % 20 A I )00 A S — b dly P i
AN BAERE T 2 DU TAR S Wl o — Fh s Gl L T aE , — MU RAT , AR AR, 6L T
1B S 15 S AL 46 S0 (T4 T -5 4 A2 A ) FE B AL (valence, BV IE T 5 6 AT ) 38 52 52 0 20822 Ak
X 2R 211 LS5 M (authenticity ) BT, I8 5 0 XL SN ANA T o R L AU 19 B AR 5 AT DAHS
BHELUARAG 2, s | e S b N ) BEAR | A 7 SO D R R 7 L

SRULZ , NSV @ B9 DO R B B WL R e ik, R ZIE TS E 50 LM 6
RS E KR, AW IR ITBAR IR T B3R5 | 95 3 0y sh 380 ok i 2 Sk, SR 3E 1 H R By
TEAIR R P& R 5 G0AL , AH2 SCANR] BEAT 0T I8 75 A N AR AR A 2, e S A AT T 5K
Ak 7 ASTa] BRGSO 5 2H 2SR AnaT 52 e 55 98 3 2H 2000 PN B VA 3l S e DA VA 7R e 2 fR) ) PR OR
RESEBACTED LR A2y 5 Z A AR BR IR R | SCARAKNE | T v 2 AR 1 1) A i i — 20 1Y)

t HEEEFT. FHL 5o UHEHE

225 VF 7] (social licence to operate , SLO ) — & I T 20 tH:42 90 44 A 81 54 R 71, F i
14 B SR AR R 25 AR G R |32 A 2 Xt il 7 G i 28 85 1548 19— R A BER R 2R VRS — A
B Pk i AR, SLO 48 1] —F JCTE B FIAS ) ST “ 17 AT 32 M7 B FH >fe 3 38 o 2 20 8 JHG 52 8 1) £ A
Btk SLO By Az BB T 20 215 R £ AH OG5 Z 0] G R A g a7 R4y, AH G SCBRERTT T SLO &
AL BRI 3 —FhJE“ SE AT AL (a pro-self perspective ) , iX — W fIA A SLO J&—Fh“ 38 5 11" %%
AR T ERFLR AR WS XA AR LAEA T B VA B, DA Pl U 251 5 — R R R S 5k
FOTE FEAT A= PR SR 42 W A5 (a pro-social perspective) , 5 SLO & 7 iy —Fi« & R 7 BEA, i 8 B A /Y
“OUME KRR HAMER G AR EE e AR R HE S5 ki
WA DA BT 4R B S SLO, (HIE IR A S 5 oRA S BGE AT RE S — T A A Y TAE, E3hie
1128 (5 BT A7 R A5 oK) S#shiima s (F R Aar fF B ILZAGE RS 5) ol LUt
AEPE R EAL AT (0 3CHE R IE IR 55 FIBUA SCHF) |, 2 ia 3 a] LT g g K7 iy 25 R IR 55,
B B8 AT 0 3 A fE S B0BIA S HET eAh, B IT B SR IE TR — R Ak M I T B AY SLO B
SR Al 2 5L 23 UGS B A S R M S 1R 5 SR AR XTE SR 2 5 0 LA R filt A 0 1Y 5R
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W 2 BRI ISCRIAE 4 | DAY A 4 2 78 R A (0 B ko

{0l 4t 25 TEAT: (CSR) Bl SLO By — N2 ILER 43, B 8 e M k2 557 HE 22 5 i) < k2 (] iz
HEZR | IR G IEPE I St S S IR FF— B, AT R — Mk S 854 2 006 o M Bk 7 5241 19 14
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Academic Frontier of Western Public Relations in 2020

Chen Xianhong , Qin Dongxue( Huazhong University of Science and Technology)

Abstract ; This paper analyzes 151 papers published in nine western academic journals in 2020, finding
that public relations, as " social infrastructure" ,has played an indispensable and constructive role in interna-
tional communication, national construction, national identity, community development, organization advoca-
cy ,public engagement , crisis management and etc. This research focuses on seven hot topics of " dialogue and
trust, political PR, PR history, strategic role of PR, crisis communication, internal communication, and social
license to operate" . The research results reflect the following characteristics ;" dialogue" continues to lead
the upsurge of Western PR research, and " trust" has become the core of the construction of organization-
public relations ; the focus on disaster research, social change, environmental issues and public interests has
increasingly highlighted the altruism and pro-social characteristics of PR ;citizens” political participation and
agenda activism are on the rise,and organizations need to reshape their discourse power in the rebellious e-
conomy and pluralistic politics ; the relationship-oriented public diplomacy has developed in depth, which re-
sults in the increasingly prominent politicization trend of PR studies ;in the wild social public network, social

media influencers, as '

"new gatekeepers" , dominate the dissemination of facts,and thus, rationality gives way
to emotion,and PR, as discourse and culture, plays the role of grand strategy, strategy and tactics in the new
relationship ecology.

Key words : dialogue and trust;political PR ; PR history ; strategic role of PR ; crisis communication ; in-

ternal communication ;social license to operate
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