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3 Please translate the following English text into Chinese. (25%)

Imagine a world that considers knowledge to be “elitist”. Imagine a world
in which it is not medical knowledge but a free-for-all opinion market on
Twitter that determines whether a newly emergent strain of avian flu is
really contagious to humans. This dystopian future is still just that—a
possible future. However, there are signs that public discourse is evolving
in this direction: terms sucheas=“pest-truth” and “fake news”, largely
unknown until 2016, haye’ exploded into, media and public discourse. This
article explores the growing abundance of misinformation in the public
sphere, how it"influences people and how to.counter it. We show how
misinformation can have am adverse impact on society, for example by
predisposing parents to make disadvantageous medical decisions for their
children. We argue that for countermeasures 10 be effective, they must be
informed by the larger political, technological, and societal context. The
post-truth world arguably emerged as atesult of societal mega-trends, such
as a decline in| social capital, growing econgmic ificquality, increased
polarization, declining, trust in science, and @an increasingly fractionated
media landscape. Considered against-the background of those overarching
trends, misinformation in the post-truth era can no longer be considered
solely an isolated'failure of individual cognition that can be corrected with
appropriate communiCaton tools. Rather™it should also consider the
influence of alternative epistemologies that defy conventional standards of
evidence. '
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The following paragraph is taken from an academic paper on Muslim women in cultural and creative industries.

lease translate this paragraph to Chinese:

rMuslim lifestyle media and social media channels purport to create spaces of solidarity and belonging for Muslim
women living in the West. Such channels seek to combine Muslimness, womanhood and Western lifestyles and|
values. This aligns notions of what it means to negotiate homogenising representations of the ‘ideal’ Muslim woman
with the contemporary attitude of mainstream bloggers celebrating individual choice and forms of self-expression
mbedded within cultures of consumption. Yet studies on female entrepreneurialism in digital media industries have
shown persistent gender inequalities, and how the valorization of authenticity is not equally rewarded across social
difference e.g. non-white, LGBT+, plus-size. Whilethere-are opportunities provided for women in particular around
flexible working, home-working, and fostering online support networks afforded by digital cultural production,)
loggers are often comparatively poorly rewarded for labour that mostly benefits large multi-national companies.
art of the business mode! for bloggers and vloggers 1s receiving free products, payment for promotions of brands,
nd showing adverts on videos, with minority ethnic.producers typically paid less than their white counterparts.
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