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PED®EPAT

Junimomuas padota: 61 crpanuiia, 105 HCTOUHHUKOB.

ITIOTPEBUTEJIbCKAA KVIJIbTYPA, COUMOAMHAMUKA, OBIIECTBO
ITIOTPEBJIEHNA, JEMOHCTPATHBHOE I[TIOTPEBJIEHME,
I[TOAPAKATEJIBHOE ITOTPEBJIEHUE

OO0bekT ucciieoBaHuA: NoTpeduTENbCcKas KyiabTypa Pecyonuku Kopes.

IIpeamer mcciaegoBaHusi: 0COOCHHOCTU TpaHChHOPMAIMK TOTPEOUTEIbCKOM
KynbTypsl PeciyOnuku Kopest.

LHeab pabdoTbl: TPOAHATU3UPOBATH COIMOJWHAMHUKY TMOTPEOUTEIHCKOM
KynbTypsl PeciyOnuku Kopest.

MeTtoabl uccienoBanusi: B xoze wuccienoBaHus Mbl  MCIOJb30BAIA
COLMAIBHO-D)KOHOMUYECKUH MOAX0/I, KYJIbTYPOJIOTUYECKUN NOAXO0 U UCTOPUUECKUI
MOAXO0JM, a TAKXKE METOJ UCTOPUYECKON PEKOHCTPYKLHMH, KOMIApPaTUBHBIA METOI U
CTaTUCTUYECKUUA METOJ.

Pabota Gasupyercss Ha aHamM3€ €XKETOAHBIX HccieaoBaHui HarmoHanbHOTO
craTucTudeckoro komurtera PecnyOnuku Kopess m maTepualioB ucCCielOBaHUN
MOBEICHUS TOTPEOUTENICH, TPOBEACHHBIX PA3IMUYHBIMU HAYYHBIMU ITKOIaMu HOKHOM
Kopeu. B cBoeit paGoTre ™Mbl oONMpamuch Ha pe3yibTaThl HUCCIEIOBAHUN
102KHOKOpenickoro couuosiora Ham bIHEH m cuHramypckoro couumosnora Yya benr-
Xyar.

HayuyHnasi HOBU3HA HCCJIeI0BAHMS 3aKJIIOYAETCS B TOM, YTO JIaHHAs padoTa, B
OTIIMYUE OT Y3KOMPO(MUIBHBIX HCCIEIOBAHUMN, IEMOHCTPUPYET OOIIYI0 KapTUHY
cranoBiienust B FOxHoit Kopee oOmiecTBa nmoTpedieHUs U OMKUCHIBAET 0OCOOCHHOCTU
MOTPEOUTEIHCKOTO TIOBEACHHS, KOTOPbIE CTall OCHOBOM COBPEMEHHON MOJEH
noBezeHus B Pecriyonuke Kopes.

ABTOp paboThl TOATBEPKIAECT, YTO MPUBEICHHBIA B HEHl TEOPETHUYECKUU U
AHATUTUYECKUI Marepual OOBEKTUBHO OTPAKAET COCTOSHHUE HCCIEAYEeMOTO
BOIIPOCA, a BCE 3aMMCTBOBAHHBIE W3 JUTEPATYPHBIX M JPYTMX HCTOYHUKOB
MTOJIOKEHHUS M KOHIIEIIINHU COMTPOBOXKIAOTCA CChUIKAMU HA UX aBTOPOB.



PODEPAT

Jpiruiomuas pa6ora: 61 ctaponka, 105 kpbiHii.

CITAKBIBELIKAA KVIJIBTYPA, CALBIAIABIHAMIKA, TPAMAZICTBA
CIHAXBIBAHHS, TOMAHCTPATBIVHAE CITAXKBIBAHHE, IMITAILIBIMHAE
CITA’KbIBAHHE

AD'eKT JacjeqaBaHHs: ClIaXbIBelKas KyJabTypa Pacryoumiki Kaposi.

Ipagmer paciaenaBanHsi: acabimiBaciii  TpaHc(apmaleli  CHaXKbIBElKai
KynbTyphl Pacy6miki Kapas.

MbsTta paGoThl: TpaaHali3aBallb CallbISIBIHAMIKY CHAXbIBEI[Kall KYJIbTYpPbI
Pacmy6miki Kapost.

Metaabl naciaegaBaHHs: Y XOJ3€ JacielaBaHHs, Mbl BBIKAPBICTOYBAIl
calblsUIbHA-dKaHAMIYHBl TAABIXOJl, KYJbTYpaJariyHbl MaJbIX0A 1 TICTapbIYHBI
MajbIX0/, a TaKkcama METaJ TiCTapbluHail PIKAHCTPYKIIbI, KaMIapaTblyHbl METal 1
CTaTBICTBIYHBI META.

[Ipama rpyHTyelia Ha aHaii3e ITOTAMOBBIX JaaciefaBaHHsy HarpisHanpHara
cTaThICThIYHAra kamitdata Pacry6miki Kapast 1 maTapelsiay gacienaBaHHsy MaBOA3IH
CHaXBIYIIOY, TMPaBEA3EHBIX PO3HBIMI HaBYKOBBIMI mikojami [laymauésait Kapoi, a
Takcama BBIHIKaX JacienaBaHHsy Kapaiickara campiénara Ham bluén 1 cinramypckara
caupiénara Yya benr-Xyar.

HaBykoBasi HaBi3Ha jacjegaBaHHsl 3aKjioyaeliia ¥ ThIM, IITO Jaj3eHas
mparia, y agpo3HeHHE aJ] By3Kanpo(UIbHBIX JaclieJaBaHHSY, JIMAHCTPYE aryJbHYIO
Kapuiny cranaynenns Yy I[laynuésait Kapsi rpamaacTBa cnaxwsiBaHHS 1 aricBae
aca0OiiBacIli CHaXBIBEIIKIX IMaBOJ3IHAY, SKisS CTaJdl acHOBal cydyacHal Majpii
naBoj3iHay y PacmyOminer Kapas.

A¥yTap manBspjkae, MITO MPBIBEI3CHBI Y €Ml TIAPITHIYHBI 1 aHAITHIYHBI
MaTIPBITT  a0'eKThIYHA aJIIOCTpOYBae CTaH JIOCJIeNHara TBITaHHS, a Yce
3ama3pluaHblsl 3 JITApaTypHBIX 1 1HIIBIX KPBIHII TalaXdHHI 1 KaHIPMIBI
CyIpaBaKaroIlia CrachliIkaMi Ha ixX ayTapay.



ABSTRACT

Quialification work: 61 pages, 105 sources.

CONSUMER CULTURE, SOCIODYNAMICS, CONSUMER SOCIETY,
CONSPICUOUS CONSUMPTION, IMITATIVE CONSUMPTION

The Object of the research is the consumer culture of the Republic of Korea.

The Subject of the research are characteristics of the transformation of the
consumer culture in the Republic of Korea.

The Aim is to analyze the sociodynamics of consumer culture in the Republic
of Korea.

Methods: In the research we used socio-economic approach, cultural approach
and historical approach, as well as method of historical reconstruction, comparative
method and statistical method.

The work is based on the analysis of the annual studies of the National
Statistics Committee of the Republic of Korea and materials of consumer behavior
studies conducted by various scientific schools of South Korea. In our work, we
relied on the research results of the Korean sociologist Nam Eunyeon and the
Singaporean sociologist Chua Beng-Huat.

The scientific novelty of the research lies in the fact that this work, in contrast
to narrow-profile studies, demonstrates the general picture of the formation of a
consumer society in South Korea and describes the features of consumer behavior
that have become the basis of the modern model of behavior in the Republic of Korea.

The author of the work confirms that described theoretical and analytical
material objectively reflects the state of the studied problem, and all terms and
concepts borrowed from the literary and other sources are accompanied by references
to their authors.






