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OBIIIAA XAPAKTEPUCTHUKA PABOTbI

KVJIBTYPA, IIEHHOCTHBIM IIOTEHIIMAJI, HAIIMOHAJIBHAS
KVJIIBTYPA, BUAEOKOHTEHT, TPAJIUIITMOHHASL  KUTANCKAS
KVJIBTYPA, KOMMYHUKAILMA.

Obvexm ucciedoganusi — TpaJUIIMOHHAS HAIlMOHANIbHAS KyabTypa Kurtas kak
O0OBEKT IIPOJIBUKEHUSI HA MEXITYHAPOTHOM PBIHKE.

Ilpeomem uccneoosanusi — pecypchl BHJIEOKOHTEHTa B MPOABUKCHUU
TPaJULIMOHHON KUTAWCKOU KYJIBTYPBI.

Llenv uccnedoganus COCTOUT B OIPEACICHHMH M aHAIM3€ PECYPCOB
BHJICOKOHTEHTA B MPOJBUKEHUU TPAJULIUOHHON KUTAUCKON KYJIBTYPBI.

3aoauu uccredosanus:

1. PaccMoTpeTh II€HHOCTHBIM NOTEHIMAN HAIMOHAIBHOU KYyJIbTYphl B
MHPOBOM U3MEPEHUH;

2. [IpoBecTr aHAIA3 MEXKTYHAPOTHOTO OMBITA TPOABHUKCHUS TPATUIIHOHHON
HAIlMOHAJIBHOU KYJIBTYPhl HA MEXKAYHAPOIHOM PBIHKE;

3. [Ipoananm3upoBaTh  UCHOJB30BAaHUE PECYpCOB  BHUACOKOHTCHTA B
MPOJIBUKECHUH TPATUIIMOHHON KUTANCKON KYJIBTYPHI.

Ilonyuennwvie pe3yromamaoi.

Kynbrypa Kuras paccmoTpena kak ¢eHOMeH, o0ianaroniuii cOOCTBEHHBIM
YHUKQJIBHBIM COJIEpKAHUEM, KOTOPOE MPOSIBIISIETCS Yepe3 €ro CBOMCTBa, PyHKIUU
U I[IEHHOCTHO-CMBICIIOBYIO (MICOJIOTHYECKYI0) Harpy3ky. KynbTypa wumeer
UJCOJIOTUYECKHE  aTPUOYThl, OOYCIOBJIEHHBIE KYJIbTYPHO-UIEOJIOTHYECKUMU
KOHIIEMIMAMH. BBISICHWIN, 4TO B OCHOBE MOMYJISIPU3alMU KyJIbTypbl Kuras yepes
pecypcbl  BHJEOKOHTEHTA JIEKAT MPOLECCHl WHTEPUOPU3ALUM  KYJIBTYPHBIX
LEHHOCTEW, HCMOJB3YIOTCA (OpMBI KYJIbTYpHOM Mpe3eHTauuu (3puUTelibHasl,
TaKTUJIbHAsS, ayJuajibHasl, TEKCTOBAsI, peUeBasi; CECMUOTUYECKAsI U JUCKYPCUBHAs) U
MEXaHU3Mbl KYJIBTYPHON pENpEe3CHTAUUH MaTEPUAIBHOTO M HEMATEPHATBHOTO
KYJIbTYPHOT'O HaCIICIHSI.

Hayunas nosusna. Jlnana3oH BONpOCOB, pACCMOTPEHHBIX B JTaHHOU padoTe
JIOCTaTOYHO MIHUPOK. M3ydeHa oO1mMpHas nurepatypa, rie 0003HauYeHbl U aKTUBHO
pa3paboTaHbl TE€Mbl MEIMATH3aLMK  KYJIbTYPHBIX  IPOILIECCOB,  BOIPOCHI
MEXJIYHApPOJHOW M KYJIbTYpHOM KOMMYHUKAIIMU, MPOOJIEMbl IIEHHOCTHOTO
MOTEHIIMAaNa KyJIbTypbl B  MHPOBOM HM3MEPEHUH, TMPOU3BEICHA OLECHKA
BHJICOKOHTEHTA B MPOJBUKEHUN KUTAUCKOW TPAIUIIMOHHON KYJIBTYPBI.

Marucrepckasi 1uccepTanusi COAEpKUT 74 CTpaHUII U COCTOUT U3 OO0uIeH
XapaKTEPUCTUKW, BBEICHUS, JBYX TJIaB, BKJIIOUYAKOIIHNX YETBIPE paslena,
3aKJTFOYCHMS, CIIMCKAa HWCIOJB30BAHHBIX HWCTOYHWKOB, BKJIIOYArOMIETo 82
HAaNMMEHOBAHUsA, U 7 NPUIOKECHUN.



GENERAL DESCRIPTION OF WORK

CULTURE, VALUE POTENTIAL, NATIONAL CULTURE,
VIDEO CONTENT, TRADITIONAL CHINESE CULTURE,
COMMUNICATION.

The object of research is the traditional national culture of China as an object
of promotion in the international market.

The subject of research is video content resources in promoting traditional
Chinese culture.

The purpose of the study is to identify and analyze video content resources in
promoting traditional Chinese culture.

Research objectives:

1. Consider the value potential of national culture in the global dimension;

2. Conduct an analysis of international experience in promoting traditional
national culture in the international market;

3. Analyze the use of video content resources in promoting traditional Chinese
culture.

Results:

Chinese culture is a phenomenon that has its own unique content, which is
manifested through its properties, functions and value-semantic (ideological) load.
Culture has ideological attributes determined by cultural and ideological concepts.

Popularization of Chinese culture through video content resources is based on
the processes of internalization of cultural values, forms of cultural presentation
(visual, tactile, auditory, textual, speech; semiotic and discursive) and mechanisms
of cultural representation of tangible and intangible cultural heritage.

Scientific novelty. The range of issues considered in this paper is quite wide.
Extensive literature has been studied, where the topics of mediatization of cultural
processes, issues of international and cultural communication, problems of the value
potential of culture in the global dimension have been identified and actively
developed, and video content has been assessed in promoting Chinese traditional
culture.

The master's thesis contains 74 pages and consists of a general description, an
introduction, two chapters, including four sections, a conclusion, a list of references,
including 82 titles, and 7 appendices.



BBEJAEHHUE

AxmyanbHocms membl UCCIE008AHUSL.

Berymnenre nuBMIM30BaHHOTO MUpa B UHGOPMAIIMOHHYIO 3TI0XY, PA3BUTHE
KOMIBIOTEPHBIX TEXHOJIOTUN U MTPOIIECCOB IrI100aIM3alll1, BEI3BABIINX BO3PACTAHUE
posu nHGOpMaITUK BO BceX chepax 0OIeCTBEHHON KU3HHU, TTOCTABUIIN HAa TTOBECTKY
JIHSL BOIIPOC O pa3paboTKe M MPUMEHEHUU HOBBIX MHCTPYMEHTOB KOHKYPEHTHOI'O
pPa3BUTHUSA JJIs1 TOCYJAPCTB, COOTBETCTBYIOIIMX PE3KO U3MEHUBIIUMCS 32 TIOCJICTHHE
50 et yCnoBUSIM OKPYKAIOIIETO MHUPA.

OnHuM U3 TakuX MHCTPYMEHTOB B HACTOSIIIEE BPEMS SBISIETCS CO3JaHUE U
MPOJIBMKEHUE TOJIOKUTEIBHOIO MUMUJKa CTPAaHbl KaK KOMIIOHEHTa €€ «MSTKOU
cuibl» (soft power), OCHOBaHHOI Ha MPUTSITATEIBHOCTH LIEHHOCTEH U KYJIbTYphI
Hauuu. OcHOBY (OpPMHpPOBAHUS MEXKIYHApPOJHOTO HMHUIXKa COBPEMEHHOIO
rocyJJapcTBa MOTYT COCTAaBIISATh Pa3IMYHbIE KOMIIOHEHTHI — Y9KOHOMUKA, TIOJIUTHKA,
BOGHHass Moilb U T.0. OJHAKO B YCIOBUAX BCE€ BO3pACTAIOLUIMX TEMIIOB
rino0anu3amnuy, KoTopas, IO TPU3HAHUIO SKCIEPTOB, HECET ¢ COoO0OH yrposy
yracaHusi CaMOOBITHBIX HALMOHAJIBHBIX KYJIbTYp, o0co0as pojib B YHCIE
UMHUJIKEe00pa3yomuX (HakTopoB NPUHAMICKUT KYJIbTYPHOMY MOTEHIMANTY HaIUH,
MPUTATATEIbHOCTH HPABCTBEHHBIX U UHBIX €€ TYMAHUTAPHBIX IIEHHOCTEH.

Kynbrypa mnpoHusbiBaeT Bce cepbl OOIMIECTBEHHOW M WHIWBHUAYaJbHO-
JTUYHOCTHOM KU3HU; B KYJIbTYPHOW MACHTUYHOCTHU BOIUIONIAIOTCS HAI[MOHAIbHAsS
uaes, NPEeACTaBICHUS O BHYTPEHHEW CHJIe M CIUIOYEHHOCTH TOCYJ1apCTBa;
KyJbTYpHBIE pa3iuuus, 0OyCIOBICHHbIE YHUKAIbHOCThIO UCTOPUUECKOTO MYTH U
CaMOOBITHOCTH TOTO WM HWHOTO Hapojda, oO0eclneuyuBaloT BKJIAJ HAIMU B
COKPOBUIIHUIY MUPOBOM KYJIbTYPBHI.

Jns  crpan 3amajga  MUMUKEBas IpoOjeMaTuka mpuodpena ocolyro
3HAYMMOCTh B KOHIIE XX CTOJIETHS B CBSI3M C PA3BUTHEM TIJI00ATU3AIMOHHBIX
MPOLIECCOB U POCTOM MEXKIAYHAPOJHOM KOHKYpeHUMU. Mexay Tem, MOTEHIHA
HallMOHAJILHOW KYJBTYPhI, KHTAWUCKOTO UCTOPUYECKOTO HACIEAUS MOXKET U JOJKEH
OBITH UCTIOJIB30BAH 1T POPMUPOBAHKS TTO3UTUBHOTO UMHUKA CTPAHBI.

Nmenno kynbrypa Kutasi, mpeacTtaBieHHass BBHICOKUMH JIOCTHXKEHUSIMU B
0o0JaCTH JUTEpaTyphl, HCKYCCTBA, HAyKH W OO0pa3oBaHUs, TO3BOJSAET CHSITh
OBITYIOIIIEE B CO3HAHWM 3aIMaJHBIX OOBIBATEICH MPOTHBOPEYHE MEXIY BBICOKOM
JIyXOBHOCTBIO KUTANIEB U HU3KUM YPOBHEM «IIMBHIIM30BAaHHOCTH» 0oOmiecTBa. He
CIy4yallHO KyJbTypa HAllUM W TMOCTPOEHHBIE HAa €€ OCHOBE KPOCC-KYJIbTYpPHBIE
KOMMYHMKAIIMU OLIEHUBAIOTCS SKCIIEpTaMU Kak HanOosee 3(pPeKTUBHbBIE CpEeICTBA
MPEOJOJCHUS TMOJIUTUYECKUX MNPeayOex qeHUN, KPOCC-KYJIbTYPHBIX pa3IMudil U
SI3BIKOBOTO Oapbepa.



Cmenenb HayyHOU paspabomarHHocmu npooaeml.

Jluana3oH BOIPOCOB, pACCMOTPEHHBIX B IAHHOW pabOTe JOCTATOUYHO HIUPOK.
N3yuena oOumpHas nutepaTypa, rie 0003Ha4eHbl U aKTUBHO pa3pabOTaHbl TEMbI
MeIMAaTU3alUN KYJIbTYPHBIX IIPOILIECCOB, BOMPOCKH! MEKIYHAPOIHOU U KYJIbTYPHOU
KOMMYHHKAIIMKU, MPOOJIEMbl I[IEHHOCTHOTO TMOTEHIMala KyJIbTypbl B MHUPOBOM
W3MEPEHUH, MPOU3BEJCHA OIEHKAa BUJECOKOHTEHTA B MPOJBIKEHUH KUTAWCKOU
TPAAUIIMOHHON KYJIbTYPHI.

Imnupuyeckyro 6a3y ucciredo8auusi COCTABIAIOT MyOJUWKAIMW WHTEPHET-
pPECYpCOB.

B xonme paboThl HMCHONB30BAIUCH MemoObl KOMIUIEKCHOTO aHalau3a u
CHUCTEMHOI0 MOJX0JIa K U3YUYCHUIO TEOPETUUECKUX UCTOUHUKOB U AIMIUPUYECKOTO
MaTepuaia, a TaKkKe 00padoTKa CTATUCTHYECKUX JTaHHBIX MEIMApPECypPCOB.

Ilpakmuueckas 3Hauumocms pabdomsl CBSI3aHA C TEM, UYTO PE3YIbTaThI
MPOBEJECHHOIO aHalll3a MOTYT OBITh UCIIOJIB30BAHBI B XOJI€ UTEHUS CICIKypca Ha
(dakynbpTeTe XKXypHAIMCTUKH TO Teme 3apyoexknsix CMU, a Takxke B oOnactu
BIUAHUS Meaua Ha (OPMUPOBAHHE TOJOKUTEIBHOIO 00pa3a ToCyAapcTBa,
KOMMYHHUKAIIMOHHBIX CTPAaTeTH MO YIYUYIICHUI0 MMUXKa HAa MEXIyHapOIHOM
YpOBHE.

Cmpykmypa pabomsi. Pabota coctour wu3 o0O0IIEeH XapaKTEPUCTUKH,
BBEJCHUS, JIBYX TJIaB, BKJIIOYAIOIIMX YEThIpE pazjena, 3aKIYEHUs, CIHUCKa
WCTIOJIb30BAHHBIX ~MCTOYHMKOB, BKJIIOYamOIIEro 82 HaWMEHOBaHWs, U 7
MPUIIOKEHU.
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