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PE®EPAT

Jurmomuast pabota: 57 cTpaHull, 56 UCMOIB30BaHHBIX UCTOYHUKOB.

KuroueBble cioBa. pexkiama, OpeHOumHe, NCUXONO2US — PEKIAMDI,
HAYUOHANbHAA cheyugpura, mpaouyus, Kyiemypa.

OO0beKT: HCKYyCCTBO KUTANCKON pekiambl KoHIa 20 — Hayana 21 BeKoB.

IIpenmer: HaIMOHANTBHBIE OCOOEHHOCTH OCHOBHBIX THIIOB pEKIaMbl
JAHHOTO MEPHUOJIA.

Heas padoThl: BBHISBICHUE HAIMOHATBHON CHEHU(PUKH KHUTANCKON
PEKIIaMBI.

MeToabl MCCIeIOBAHUA. CTPYKTYPHO-TUIIOJOTHUECKUN, aHATUTUYECKHM,
KOHKPETHO-UCTOPUYECKUW,  Mopdoaornyeckuid, Meton  (opMaibHOro U
CTWJIMCTHYECKOTO AHAJIN3A.

JlunimomHas paboTa MOCBsIIeHa KUTaiickol pekyiame KoHia 20 — Hadana 21
BEKOB. B 1aHHOM wuccieqoBaHWM NPOAHAIW3UPOBAHO HCTOPUYECKOE PA3BUTHE
pEKJIaMbl, BBISBICHBl HAI[MOHAJBHBIE OCOOEHHOCTH KHUTAWCKOW pEeKIambl,
OTpeIeJIEHBl OCHOBHBIE THUITBI pekjaMbl B Kutae.

Tema pexnamHoro nena B Kwurae B OTE€YECTBEHHOM U 3apyOeKHOM
BOCTOKOBEJICHUH SIBJIAETCS aKTyalbHOM M Manou3ydyeHHoW. Hamu BrepBbie ObLIO
OTMEYEHO, YTO KHWTaWCKasg peKjJaMa CBA3aHa C COLMAJIbHBIMA W JAPYTMMU
npo0eMaMu CTpaHbl, IO3TOMY CYIIECTBYET HEOOXOAUMOCTh CUCTEMHO U3YUUTh U
JIaTh XApaKTEPUCTUKY NOCTHKEHUSAM KHTAMCKOW peknambl KoHHa 20 - Hayana 21
BEKA.

[lony4yeHHble CBeIEHHUS MOTYT OBITh HCIOJIB30BaHbl MPU CO3JaHUU
PEKIIAMHBIX TEKCTOB B Kwutae, a BbIIBICHHbIE MNPUEMBI MOTYT IIOMOYb B
OTEUECTBEHHOM peKjaMHOUN nearenbHOCTH. COoOpaHHBI MaTepuan MOXKET UMETh
MIPAKTUYECKOE MPUMEHEHUE B NPENOJABAHUM CHEUUAIBHBIX IPEAMETOB WU B
JEKIIMOHHOM JEeATEIbHOCTH, a TakKKe NpH HANMCaHUUM Hay4dHbIX padoT u
JaNbHEHIIero U3y4eHusl 3asBJICHHON NpOoOJIeMBbl.

ABTOp TOATBEPKIAET JOCTOBEPHOCTh MATEPHAIOB W PE3YJIBTATOB
JTUTIIIOMHOM pabOoThI, 8 TAKXKE CAMOCTOSITEIBHOCTD €€ BBITIOJHEHUS.



POD®EPAT

JlpimuiomHas pabora: 57 ctapoHak, 56 BRIKAphICTAHBIX KPBIHIII.

KarwuaBbisi CJI0BBIL: pakaama, Op3HObIHE, NCIXAN02IS PIKILAMbL, HAYbIHAb-
Has cneywvlhixa, mpaoviywls, KyIibmypd.

AD'eKT: MacTallTBa KiTaiickail pakiamsel kaHia 20 - mavatky 21 craromizsy.

IIpaamer: HalbISIHAIBHBIA —aca0iiBacIll ACHOYHBIX ThIMAY POIKIAMBI
Jaj3eHara nepoisiy.

MbaTa paGoThl: BbIAYICHHE HAIlbISTHAJIbHAN CIienbI(iKl KiTaliCKal PIKIaMBbl.

Metaabl  gaciefaBaHHSl:  CTPYKTYpHa-THINAJAriyHbl,  aHAJITHIYHBI,
KaHKPATHA-TICTapbIYHBI, Mapdaiariunbl, Metaj ¢dapMaiabHara i CThUIICTHIYHAra
aHayizy.

JpirnomHast paboTa mpbicBevaHa Kitaickail pakiame kanna 20 - madatky 21
craroy3sy. Y Jaa3eHbIM JaciieflaBaHHI IpaaHali3aBaHa TicTapblyHAe pa3BIlLE
PAKJIaMBbl, BBISYJICHBI HAIIBISTHATBHBIS acabiiBacili KiTalickail paKJiaMbl, BbI3HAYaHBI
ACHOYHBISI IPBHIEMBI CTBApHHS pakyiaMbl ¥ Kitai.

Toma poxmamnaii m3edinacii ¥ Kitai § alyblHHBIM 1 3aMEXHBIM
yCXOJa3HayCTBE 3'synsella akTyalbHail 1 MayiaBbiBydaHail. Hawmi ymepiibiaio
ObLTIO aJ3HAYaHa, ITO KiTalcKas pdIKiaMma 3Bs3aHa 3 CalbIUIBHBIMI 1 1HIIBIMI
npabiemMaMi KpaiHbl, TaMmMy iCHye HeaOXoJHAacllb CICTOMHAa BBIBYYBIIb 1 Jallb
XapaKTapbICTHIKy JacsTHEHHSM KiTalckail pakiambl kaHna 20 - magatky 21
CTaroyI3s.

ATpbIMaHbI 3BECTKI MOTYIb OBIIb BBIKAPHICTAHBI TIPBI CTBAPAIHHI PIK-
JamMHbIX TAKcTay y KiTal, a BbISAYICHBIS TPBHIEMBI MOTYIIH JlariaMardbl ¥ aliubIHHAN
pakiamHai n3eitHaciii. CabpaHbl MaTIPHISIT MOXKa MEIlb TPAKThIYHAE TPHIMSIHEHHE
¥ BBIKJIQ/IaHHI CHCTBISUTBHBIX MPaaMeTay 1 ¥ JeKIbIitHAN A3eHHaCIIl, a TaKcaMa MPhbI
HaITiCaHH1 HABYKOBBIX ITpall 1 Jajieliara BEIByYdHHs 3asyieHail mpadiieMsl.

A¥Tap manBsipKae myHacih MaTIphIsiiay 1 BeIHIKAY IbITUIOMHAN paboThI, a
Takcama caMacCTOWHACIIb si¢ BRIKAHAHHS.



ABSTRACT
Thesis: 57 pages, 56 sources.

Keywords: advertising, branding, advertising psychology, national
specificity, tradition, culture.

Object: the art of Chinese advertising in the end of 20th — in the beginning
of 21st centuries.

Subject: national features of the main types of advertising of this period.

Objective: to identify the national specifics of Chinese advertising.

Methods: structural-typological, analytical, concrete-historical,
morphological, method of formal and stylistic analysis.

The thesis is devoted to Chinese advertising in the late 20th - early 21st
centuries. This study analyzes the historical development of advertising, identifies
the national features of Chinese advertising and detects the main methods of
creating advertising in China.

The topic of advertising in China in the domestic and foreign orientalism is
relevant and not well-researched. We for the first time noted that Chinese
advertising is connected with social and other problems of the country, and so
there is a need to study systematically and characterize the achievements of
Chinese advertising of the late 20th - early 21st centuries.

The obtained information can be used in creating advertisement in China,
and the detected techniques can help in domestic advertising activity. The collected
material may have practical application in the teaching of special subjects and in
lecture activities, as well as in the writing of scientific papers and further study of
the stated problem.

The author confirms the authenticity of information and results of the thesis,
as well as the independence of its performance.



