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AKTyanbHOCTb paboTbl. Pa3Burrve  MeXIyHapOgHbIX  3IKOHOMUYECKHUX
OTHOUICHUI MPUBOAUT K TOMY, YTO MPOU3BOJMTEM TOBAPOB BbIHYXK/EHbI YUUTHIBATh
KPOCC-KYJbTYPHYIO CeUM(pUKY U TpaMUMy MPU OPraHM3aALMU MPOJIBUXKEHUSI CBOEM
OPOAYKIMA HA 3apyOeXKHbIX pPbIHKAaX. OCOOEHHO 3HAYMMBIMU 3TH MOJOXEHUS
BBICTYMAIOT B CUTYyalMM PEKJIaMbl OCOOBIX I'PYMI TOBAPOB (B YACTHOCTH, AJKOTOJIs),
KOTOpbI€  TMOABEP>KEHbI  JIONMOJHUTEJLHON  3aKOHOJATEJbHOM  peryJjisiuu B
OOJIBLIMHCTBE CTPaH.

OOBeKT UCCIeNOBaHMUSA : BOCIIPUSITUE CKPBITON PEKJIAMbl aJIKOTOJISI

IIpenMer wMcclefoBaHUS: KPOCC-KYJIbTYPHbIE OCOOEHHOCTH  BOCHPUSITHS
CKPbITOI  peKJaMbl aJKOTOJbHbIX HAMUTKOB KUTAWCKUMU U  OEIOPYCCKUMHU
CTYyJICHTaMH

Ilenpb  paboOTBI:  OXapakTEepU30BaThb  KPOCC-KYJbTYPHbIE  OCOOEHHOCTH
BOCIIPUSITASL ~ CKPBITOM  PEKJIaMbl  AJKOTOJIbHBIX ~ HAMUTKOB  KUTAWCKUMU U
0€JIOpYCCKUMHU CTYJIEHTAMA

CTpykTypa paboThbl: MarucTepckasi JUCCepTaLysl COCTOUT U3 BBEJIEHUs, OOLLEN
XapakTEPUCTUKU PpaboThl, ABYX TIJaB, pa3fIeJIeHHbIX Ha mnaparpadml, 3aKItOUYEHMs,
CMKCKA UCMOJIb30BaHHbIX UCTOYHUKOB U MPUIIOXKEHUIA.

Pe3ynbTaThbl: AHanu3 CTaTUCTUYECKHX JAHHBIX BBISBWII JIMIIb OYEHb HEOO
JBIINE TE€HJEPHBIE Pa3auyusi B BOCHPHUITUU TANHOW pEeKJIaMbl AJKOTOJsl KUTaHCK
UMU U OEJOPYCCKUMHU CTYJIEHTAaMHU, OJHAKO MEXKCTPAHOBBIC pa3iuyuus ObUIA 3HA
yuTenbHBIMU. CTpaHOBBIE paznuyus 1Mo (aKTopamM CHUIBI U CIOXHOCTA OBLIM 00
HapyX€Hbl B TPEX CEKPETHBIX PEKJIaMax ajKoroys, a CTPAHOBBIE Pa3IUYUs IO
dakTopy orneHkn ObUTM OOHApy>KEHBI B JABYX CEKPETHBIX peKiiamMax ajkoroms. M
€XKCTPAHOBBIE pa3lnyus MO (PAKTOPy AKTUBHOCTH BO BCEX YETBHIPEX peKiIamMax o
TCYTCTBOBAJIM, YTO TOBOPUT O TOM, UYTO MEXKYJIbTYpPHbIE (PAKTOpbl MOTYT HE BII
UATh Ha OIEHKY ¢akTtopa aktuBHOCTH. [locrme aHanmu3a, OCHOBHBIMH MPHUYMHAMHU
BapUATUBHOCTU BOCTIPUATHS CTyIACHTaAaMHU Tpex (PaKTOpOB B IBYX CTpaHax ObLIN
paszinuus B KyJbTYpPHOW M COLMAIBHOW Cpefie ABYX CTpaH, BKJIKOYas BAapUATUBH
OCTh B CTENEHU MY>KECTBEHHOCTHU, PA3JIMUUsl MEXK]Y BBICOKOKOHTEKCTHBIMH KYJIb
Typamu, pa3jiudusl B OMNPEACIICHHBIX TPAJAUIMOHHBIX MPAKTHUKAX, PA3JIU4YUs B IO
HUMaHUM KYJbTYPHBIX CHUMBOJIOB, Pa3jiMyMsl B MOHUMAHUU JUHTBUCTHUYECKUX CHU
MBOJIOB U TaK JaJiee.

KJTIOYEBBIE CJIOBA: PEKJIAMHOE BO3JENCTBUE, CKPBITAS
PEKJIAMA, AJIKOI'OJlb, BEJIAPYChb, KWUTAWN, KPOCC-KYJIbTYPHBIE
OCOBEHHOCTH BOCITPUSITHS CKPBITOU PEKJIAMBI.



Topicality of the work. Development of international economic relations leads
to the fact that producers of goods have to take into account cross-cultural specifics
and traditions when organizing promotion of their products on foreign markets. These
provisions are especially important in the advertising of special groups of goods
(including alcohol), which are subject to additional legal regulation in most countries.

Object of study: perception of covert alcohol advertising

Subject of study: cross-cultural peculiarities of Chinese and Belarusian
students' perception of covert advertising of alcoholic beverages

The aim of the work: to characterize cross-cultural peculiarities of Chinese
and Belarusian students' perception of hidden alcoholic beverages advertising

Structure of the work: master's thesis consists of an introduction, general
description of the work, two chapters divided into paragraphs, conclusion, list of used
sources and appendices.

Results: Analysis of statistical data revealed only very small gender
differences in Chinese and Belarusian students' perceptions of covert alcohol
advertising, but cross-country differences were significant. Cross-country differences
on the potency and complexity factors were found in three covert alcohol
advertisements, and cross-country differences on the evaluation factor were found in
two covert alcohol advertisements. There were no cross-country differences for the
activity factor in all four ads, suggesting that cross-cultural factors may not influence
the activity factor score. After analysis, the main reasons for variation in students'
perceptions of the three factors in the two countries were differences in the cultural
and social environments of the two countries, including variation in the degree of
masculinity, differences between high-context cultures, differences in certain
traditional practices, differences in understanding of cultural symbols, differences in
understanding of linguistic symbols, and so on.

KEYWORDS: ADVERTISING IMPACT, COVERT ADVERTISING,
ALCOHOL, BELARUS, CHINA, CROSS-CULTURAL FEATURES OF COVERT
ADVERTISING PERCEPTION.
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