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PE®EPAT

Hy6onen Nanuna CepreeBud

MaHl/IHyJIHTI/IBHOCTL B PEKJIaM€ Ha MaTepHuaJi€ pyCCKoro u KHTAalCKOro
AI3BIKOB

CTpykrypa M 00bemM padoThI: paboTa COCTOUT U3 BBEACHUS, TPEX TJIaB,
3aKJIFOUEHHMS], CITUCKA UCITOJIb30BAHHBIX NCTOYHUKOB, IPUIIOKEHUS.

O0beM: 58 cTpaHull, CIMCOK MCIIOIb30BAHHBIX UICTOYHUKOB — 32 MO3UIIUH.

KiawueBble  cioBa: MAHUITYJIATUBHOCTHE B PEKJIAME,
MAHUITYJIMPOBAHUE, PEKJIAMHBI JUCKYPC, PEUYEBBLIE AKThI,
KVIJIbTYPHAA KOMMVYHUKALIMA, CPEACTBA MAHUITYJIALINN,
KVIJIbTYPA, MEXKVYJIbTYPHAA KOMMYHUKALUSL.

Hear aumjioMHOH PpadoOThI: HCCIEIOBAaTh CHOCOOBI MaHUMYJIATUBHOTO
BO3JICIICTBUS B pEKJIaM€ Ha MaTEpHalle PyCCKOT0 U KUTAMCKOTO SA3bIKOB.

OO0beKkT wuccIeq0BaHUA: CIIOCOOBI MAHUMYJISTUBHOIO BO3JEHCTBUS B
pPEKJIIaMHOM AUCKYpCE.

IIpeaMer ucciienoBaHusA: 0COOCHHOCTH MAHUITYJISITABHOTO BO3JCHCTBUS B
PYCCKHUX U KUTAWCKUX PEKJIAMHBIX TEKCTaX.

MeTtoabl HCCJICIOBAHMA: JIMHTBOKYJIBTYPOJIOTUYECKUM aHanus,
MparMaTUYECKUil aHAIN3, KOMIIOHEHTHBIN aHAJIU3.

Ilonydyennble pe3yabTaThl MW HX HOBU3HA: H3YUYEHBI CIIOCOOBI
MaHHUIYJATUBHOTO BO3JIEUCTBUS B PEKJIAME HAa MaTE€pHUaJe PyCCKOro0 U KUTAWCKOTO
A3bIKOB, KYJIBTYPHBIE UYEPThl KUTAWCKOM M PYCCKOM peKJIambl. B xoxe maHHOro
HAyYHOTO MCCIICIOBAaHUSI OBLIN BBISBICHBI OCHOBHBIC XapPaKTEPUCTUKUA U MPUEMBI
pPEUYEBOTO BO3JICUCTBUS B COBPEMEHHOM PEKIIAMHOM JHUCKypce. BriBoasl u
peKoMeHaIuu, pa3paboTaHHble B JaHHOW paboTe, MO3BOJIAT MOBBICUTH Ka4€CTBO
MEXKYJIbTYPHOTO B3aMMOJICHCTBUSI B 001aCTH MApKETHHTA.

PexoMeHmanum N0 HCHOJb30BAHMI) Pe3yJabTATOB: MaTepHalbl U
pe3yabTaThl HKCCIEIOBAHUS MOTYT NPUMEHSTHCA IMPU HANUCAHUM U TEPEBOJIC
pPEKJIaMHBIX TEKCTOB, MPU OOYYEHHH CTYJICHTOB chenuaibHocTh «BocTouHas
dbunonorus» (unonorudeckoro ¢GakyiabTeTa, MPU COCTABICHUH METOIUYECKUX
nocoOuil ¥ y4eOHUKOB TI0 MEPEBOYy U MEKKYJIbTYPHOW KOMMYHHUKAIIUUA B paMKax
y4eOHON TpOorpaMMbl ISl CTYJIGHTOB CIeluaabHOCTH «BocTtounas dumomorusy.
Taxke wMarepuanbl MPEACTABISIOT WHTEPEC I CICIHAINCTOB B 00JIACTH
MapKETHUHTA.

O6siacTh NMpUMEHEHHMs: MaTepHabl MOTYT OBITh WCIOJB30BaHbl TIPH
MOATOTOBKE 3aHSTUI MO MEXKKYJIbTYPHOM KOMMYHHMKAIIMM U MEPEBOJYy B paMKax
y4eOHOM TIPOrpaMMBbl JUTs CTYAEHTOB CHEIHAIBHOCTH «BocTouHasT (DUITOIOTHS.



PODEPAT

Hy6anzen Jlanina CsapreeBiu
MaHinyJsTbIyHACHb Yy PIKJIaMe HA MAaTIPbIsje pycKai i Kiralickaii Moy

CTpykrypa i a6'ém nmpaubl: mpama cKiagaeriia 3 yBoa3iHay, TpoxX JacTak,
3aKJIFOY3HHS, CIlica BBIKAPBICTAHBIX KPBIHIL, Aa/IaTKYy.

AG'ém: 58 cTapoHak, CITiCc BBIKAPBHICTAHBIX KPBIHII — 32 ma3ilbli.

KirouyaBbisi CJI0BBI: MAHIITYJISITBIVHACIHB Y POKIIAME,
MAHIITYJISBAHHE, PAKJIAMHBI JIBICKYPC, MAVJIEHYBISI AKTBI,
KVJIbBTYPHASA KAMVYHIKALBIA, CPOAKI MAHIITYJIALBIL, KYJIBTYPA,
MDKKVYJIbTYPHAA KAMYHIKAILIBIA.

Mbdta ablvIOMHAH mpanbl:  JaciefaBalb CHocadbl MaHIMyJSIThIYHara
V3I3€siHHS § paKlaMe Ha MaTAPbIsJIe pycKai 1 KiTallcKaid MOY .

AO'ekT JaciemaBaHHsi: crocaObl MAaHINYJIATBIYHAra y3I3esiHHA ¥
PAKJIAMHBIM JIBICKYPCE.

IIpagmer npacienaBaHHsA: aca0OiiBacll MaHINYJSATBIYHAra y3A3€sHHA Y
PYCKIX 1 KITAHCKIX PIKJIAMHBIX TIKCTaX.

Metaabl aacjiefaBaHHA: JIHIBaKyJIbTypajariuHbl aHajl3, MparMaThlYHBI
aHaIl3, KaMITAaHCHTHEI aHaJi3.

ATpbIMaHbIA BbIHIKI I IX HABI3HA: BBIByYaHbI CIIOCA0BI MAHIMTYJISITBIYHATa
V3I3€siHHS ¥ paKiIaMe Ha MaT3pblsiie pycKail 1 KiTailckaid MOY, KyJIbTYPHBISI PhICHI
KiTalickall 1 pyckail pakiiambl. Y X0/3€ JlaJ3eHara HaByKoBara Jacjie/laBaHHs ObLI1
BBISIYJICHBl ACHOYHBIS XapaKTapbICTBIKI 1 MPbIEMBI MayjieH4yara y3a3esiHHA ¥
CYy4YacCHBIM P3KJIAMHBIM JIBICKYpce. BBICHOBBI 1 paKaMeHalibli, pacrpanaBaHblsl ¥
pabore, 1aaylb MardybMacilh MaBbICILb SIKACLb MDKKYJIbTYpHara y3aemMaa3essHus y
raJliHe MAPKETHIHTY.

PakamMenaanpli na BBIKAPBICTAHHI BBIHIKAY: MaTIpbIsUIbl 1 BBIHIKI
JacieaBaHHsl MOTYLb NpPbIMSAHSIIA Tpbl HaMICaHHI 1 NEpakiaa3e PiIKIaMHBIX
TAKCTAY, Mpbhl HaBYYaHHI CTYJPHTAY CHEUbIsUIbHACII «YCXOAHAS (uiamoris»
¢dbinanariyHara QakyabTATa, MOpbl CKIAJaHHI METAAbIUYHBIX JlallAMOXKHIKAY 1
najpyvyHikay na mnepakiaj3e 1 MDKKYJIbTYpHal KaMyHIKallbll ¥ paMKax By4sOHai
nparpambl JUisl  CTYJPHTay croeupisuibHacIl «YcxomHss @inanoris». Takcama
MaTAPbISIIbI YAVIISIIOLb [IKAaBACUb JUIs CIELBIIIICTAY Y TaJliIHE MAPKETHIHTY.

l'ajnina nNpbIMSHEHHSI: MaTAPBIUIBL MOTYIL OBILb BBIKAPBICTAHBI TP
NaJPBIXTOVIBI 3aHATKAY Ma MDKKYJIBTYpHAl KaMyHIKalbll 1 Iepakiaa3e ¥ paMmKax
By4Y20Hal mparpamsl JjIsl CTyAPHTAY CHEIbIUTbHACI «Y CXOAHs (DiTanorisny



ABSTRACT
Dubodel Danila

Manipulativeness in advertising on the example of the Russian and Chinese
languages

Structure and scope of the work: the work consists of an introduction,
three chapters, a conclusion, a list of references, and an appendix.

Volume: 58 pages, list of sources used — 32 items.

Key words: MANIPULATION IN ADVERTISING, MANIPULATION,
ADVERTISING DISCOURSE, SPEECH ACTS, CULTURAL
COMMUNICATION, MEANS OF MANIPULATION, CULTURE,
INTERCULTURAL COMMUNICATION.

The purpose of the research: to explore the ways of manipulative influence
in advertising on the material of Russian and Chinese languages.

The object of the research: methods of manipulative influence in
advertising discourse.

The subject of the research: features of manipulative influence in Russian
and Chinese advertising texts.

The methods of the research: linguoculturological analysis, pragmatic
analysis, component analysis.

The results and their their novelty: methods of manipulative influence in
advertising on the material of Russian and Chinese languages, cultural features of
Chinese and Russian advertising are studied. In the course of this scientific study,
the main characteristics and methods of speech influence in the modern advertising
discourse of China were identified. The conclusions and recommendations
developed in the course of this work will improve the quality of intercultural
interaction in the field of marketing.

Recommendations for using the results: the materials and results of the
study can be used in writing and translating advertising texts, in teaching students
of the specialty «Oriental Philology» of the Faculty of Philology, in compiling
teaching aids and textbooks on translation and intercultural communication as part
of the curriculum for students of the specialty «Oriental Philology». Also, the
materials are of interest to specialists in the field of marketing.

Field of appllication: materials can be used in the preparation of classes on
intercultural communication and translation as part of the curriculum for students
of the specialty «Oriental Philology».






