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INTRODUCTION

In the contemporary era of globalization and technological advancement,
traditional cultures worldwide are facing challenges and opportunities alike. Traditional
culture centers play a crucial role in preserving and promoting cultural heritage.
However, in digital age, reaching audiences and effectively communicating value of
traditional culture presents unique challenges. China, with its rich and diverse cultural
heritage, has been actively exploring ways to promote and preserve its traditions. Media
promotion has emerged as a critical tool in this endeavor, especially while it comes to
traditional culture centers like Hongya Dong Culture Center. This study aims to find
answer about communication characteristics and strategies employed by such culture
centers, using Hongya Dong Culture Center as a case.

Scientific Significance. This study contributes to understanding of how traditional
culture centers utilize modern media for effective communication. By analyzing
Hongya Dong Center's media promotion strategies, we are able to gain insights into
best practices and challenges faced when utilizing digital platforms for cultural
dissemination.

The research bridges gap between traditional culture practices and modern
communication methods. It explores how traditional culture centers manage to adapt
new media technologies while maintaining authenticity and integrity of their cultural
messages.

The study enriches field of media studies by providing a real-world example of
how a cultural center navigates complexities of media promotion. It offers valuable data
and insights for scholars studying media use in cultural preservation and traditional
culture promotion.

The aim of research is to determine media promotion strategies of traditional
culture centers in China.

The specific objectives of research are.

- to analyze media promotion practices and strategies of traditional culture centers
in China;

- to explore communicative characteristics of media promotion;

- to determine communication strategies used by Hongya Dong Culture Center;

- to estimate the impact of these strategies on audience engagement and cultural
dissemination;

- to provide recommendations for improving media promotion strategies of
traditional culture centers.

The state of existing research on the topic. J. Burgess and J. Green focus on the
culture and dynamics of YouTube, investigating its participatory culture. Their work
supplies insights into how social media platforms can be used to promote traditional
culture centers [1]. L. Guo et al. analyzed the role of multimedia tools in representing
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cultural heritage. They discussed how integrating different media forms like text,
images, audio, and video can enhance audience engagement and understanding of
cultural heritage [2]. H. Jenkins explored the intersection of old and new media in his
book Convergence Culture. He emphasized the importance of interactivity in media
communication, fostering a participatory culture that is important in promoting
traditional culture centers [3]. N. Couldry examined the relationship between media,
society, and the world in his work. He underscored the significance of localizing content
to engage specific audiences, an important consideration in promoting traditional
culture centers to diverse audiences [4]. J. Van Dijck provided a critical history of social
media, emphasizing the role of storytelling or narrativity in the digital age. She explored
how social media platforms use stories to engage users, a strategy that can be effectively
used in promoting traditional culture centers [5]. A. Navar-Gill and M. Stanfill
discussed the dynamics of online curation and creation. They emphasized the
importance of carefully curating content to ensure its relevance and appeal to target
audiences, a strategy that can impact audience engagement [6]. A. Marwick and D.
Boyd analyzed the practices of celebrities on Twitter. They highlighted how
collaborating with influencers and artists can broaden the reach and impact of
promotional efforts, a strategy that can be applied to promoting traditional culture
centers [7]. D. Kidd explored the role of art in fostering community engagement in
Black Chicago. His work underscores the importance of community engagement as a
strategy for promoting traditional culture centers [8].

The structure of the dissertation is outlined as follows.

Chapter 1. The Theoretical Basis of Media Publicity of the Centers of Chinese
Traditional Culture; Chapter 2. Case Study of Hongya Dong Traditional Culture
Center's Media Promotion; Chapter 3. Media Promotion Strategy of Chinese
Traditional Culture Centers.

The main problem under discussion in this thesis is the peculiar communication
characteristics and strategies used for media promotion and the phenomenon of media
promotion applied for propagation of traditional culture in the modern technological
world, with a focus on the Hongya Dong Center as a case study.

The research methods used in this thesis include literature review, case study,
social media audit, secondary data analysis, self-completion survey.

Literature Review includes examining existing studies and reports on media
promotion and cultural communication strategies. Case study presupposes conducting
an appraisal of Hongya Dong Center's media promotion activities, including their social
media presence, website content, and any other digital marketing efforts. Social media
audit presupposes gathering quantitative data on engagement metrics (e.qg., likes, shares,
comments) and survey collects the data by questionnaires filled in by the center visitors.

Practical Significance. The findings of this study can serve as a practical guide
for other traditional culture centers seeking to enhance their media presence and



outreach. It supplies concrete strategies and examples that can be adapted to different
contexts.

Effective media promotion can significantly boost cultural tourism, which in turn
benefits local economies. This study offers insights into how to attract visitors by
targeted media campaigns, thereby contributing to sustainable cultural heritage tourism.

This research highlights the role of media in maintaining and strengthening
cultural identity, providing practical tools and strategies for cultural centers to achieve
this goal.

Generally, the study of media-promotion of traditional culture centers in China,
exemplified by the Hongya Dong Center, holds both scientific and practical
significance. It not only advances our understanding of modern communication
strategies and media promotion, it as well supplies valuable insights for cultural
preservation and promotion in the digital age.



ABSTRACT

Keywords: TRADITIONAL CULTURE, COMMUNICATION
CHARACTERISTICS, COMMUNICATION STRATEGIES, HONGYA DONG
CULTURE CENTER, MEDIA-PROMOTION.

The relevance of the topic: with the increasing use of social media and digital
platforms, it becomes important for traditional culture centers to adapt their media
promotion strategies to reach a wider audience. Studying the media promotion of
Hongya Dong Culture Center as a case, the work supplies valuable insights into
effective promotional methods of traditional culture.

The aim of the research is to determine the media promotion strategies of
traditional culture centers in China.

Research objectives are the following:

- to analyze the media promotion practices and strategies of traditional culture centers
in China;

- to explore the communicative characteristics of media promotion;

- to determine the communication strategies used by the Hongya Dong Culture Center;
- to estimate the impact of these strategies on audience engagement and cultural
dissemination;

- to provide recommendations for improving media promotion strategies of traditional
culture centers.

Research methods: literature review, case study, social media audit, secondary
data analysis, self-completion survey.

The object of this research is the media activities of the traditional culture center
Hongya Dong.

The subject of the research is media promotion strategies employed by the
Hongya Dong Center.

The research results, the thesis provides an appraisal of media promotion of
traditional culture centers in China, particularly the Hongya Dong Center. The key
strategies are multi-platform approach, content diversification, storytelling, influencer
marketing, community engagement, data-driven approach, and technological
innovations. It identifies uniqgue communication characteristics, such as authenticity,
accessibility, relevance, interactivity, emotional engagement, and cultural sensitivity.
The thesis recommends developing a comprehensive media plan, investing in high-
quality content, utilizing social media effectively, collaborating with influencers,
tracking data, staying updated with technology, building community relationships for
Improving media promotion strategies of traditional culture centers.

Areas of possible practical application of the results are media planning, social
media campaigning, promotion of cultural heritage, PR studies, media studies.

The length of the thesis is 65 pages. It contains 2 figures, 5 tables, and 56 sources.



OBILIASA XAPAKTEPUCTUKA PABOTHI

KiroueBbie cJIioBa: TPAAULMOHHAA KVIJIBTYPA,
KOMMVYHUKATHUBHBIE ~ XAPAKTEPUCTUKY, KOMMYHHUKATHBHBIE
CTPATEI'MN, KYJIBTYPHBIN HEHTP XOHBAJOH, MEJUA-TTPOABMXEHUE.

AKTYaJlbHOCTh Te€MbI: C POCTOM WCIIOJIb30BaHUSI COLIMAIBHBIX CETEed U
MppoBbIX MmIaTGoOpM sl LEHTPOB TPAIUIIMOHHOM KYJIbTYPhl CTAHOBHUTCS KpaifHe
BRXHBIM aJlallTUPOBATh CBOM CTpPAaTErMM MEIHUA-TIPOJIBMXKEHMS Il OxBaTa Ooliee
mupoKor ayauropuu. M3yduenne meaua-npoasuxenns Llentpa KynbTypsl XOHBSII0H
B KayecTBE IMpHMeEpa IO3BOJISIET MOJY4YUTh IIEHHBbIE CBeACHUSI 00 A(PGhEeKTUBHBIX
MeToAaX MPOABUKEHHUS TPATUIIMOHHON KYJIbTYPHI.

Heab wuccnenoBaHusi — BBIIBUTh CTpPaTErMy MeEAHA-TIPOABUKEHUSI LEHTPOB
TpaAULMOHHOMN KyIbTypbl B Kutae.

3agaum vccieq0BaHus ClIeIyOUUe:

- MpPOAHATM3UPOBATh TMPAKTUKHM U CTPATErMU MEAWa-TPOJIBXKEHUS IICHTPOB
TpaAULMOHHOMN KylIbTyphl B Kutae;

- U3yYUTh KOMMYHUKATUBHbBIC XapaKTEPUCTUKHU MEIUA-TTPOIBUKEHNUS;

- ONIPEJICTUTh KOMMYHUKATUBHBIC CTPATEruu, UCHOIb3yeMble LleHTpoM TpaauiinoHHON
KYJIbTYpbl X OHBSJIOH;

- OLICHUTH BJIMSTHUE DTUX CTPATETUI HA BOBJICUCHHOCTh ayJUTOPUH U PACIPOCTPAHEHUE
KYJIbTYPHI;

- JaTh PEKOMEHJALMU MO VYJIYYIICHUIO CTpaTeruii MeIua-pOABUIKEHUS IIEHTPOB
TPaJAUITMOHHON KYJIbTYpPHI.

MeTtoabl uccienoBanus: 0030p JUTEPATyphl, KEHC-CTaau, ayquT COIUATBHBIX
CeTel, aHaJu3 BTOPUYHBIX TAHHBIX, AHKETUPOBAHUE.

OO0beKkT wucclegoBaHUS — MEAWiTHAS aKTUBHOCTh IIEHTpa TPaJIUIIMOHHOU
KYJbTYpPbl X OHBSJIOH.

IIpeamer wuccnenoBaHvsi — CTpPaTEruyd MEAUA-TIPOJBHIKECHUS, HCIIOJIb3YEMBIE
LHEHTPOM TPATULIMOHHOU KYJIBTYpPbl XOHBSIIOH.

[lo pesyabraTaM HCCIEAOBaHUS B JUCCEPTALMM JaHAa OLEHKA MEIUHHOIO
IPOJIBMXKEHUSI LIEHTPOB TPAAWLIMOHHOW KyJbTypel B KuTae, B 4acTHOCTH, LIEHTpa
XoHbsioH. KitoueBbIMU CTpaTerusiMu SIBJISIIOTCS MYJIbTUILUIAT(QOPMEHHBIN MOAXO,
nuBepcu(PUKAINS KOHTEHTA, PACCKA3bIBAHUE HWCTOPHUI, MapKETUHI C TOMOIIbIO
JUIEPOB MHEHUMN, BOBJICUEHHE COOOIIECTBA, IMOAXOJ, OCHOBAHHBIM Ha NAaHHBIX, U
TEXHOJIOTMYECKHEe HWHHOBaMu. OmnpeneneHbl YHUKAJIbHbIE KOMMYHHKATHUBHBIC
XapaKTePUCTUKHU, TaKhWe KaK ayTeHTUYHOCTb, JOCTYIHOCTb, aKTyaJlbHOCTb,
WHTEPAKTUBHOCTh, SMOLMOHAIbHAS BOBJIECYEHHOCTh U KYJIbTYpHAas BOCIIPUUMYUBOCTD.
B nuccepranuu pekomeHayercs pa3padoTarh KOMIUIEKCHBIN MeIuariad AJis LIEHTPOB
TPaAUIIMOHHON KYJIbTYpPbl, HWHBECTUPOBaTh B BBICOKOKAYECTBEHHBIA KOHTEHT,
3((PEeKTUBHO HCMONH30BATH COLUAIBHBIE CETH, COTPYIHUYATH C JUJAEpaMU MHEHHMH,
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OTCJIC)KMBATh CBOU JaHHBIE, TOCTOSIHHO OOHOBJISITh TEXHOJIOTHUH, HATAXKUBATh CBSI3U C
COOOIIIECTBOM U COBEPIICHCTBOBATH CBOM CTPATEr MeANa-TIPOIBUKCHUS.

Chepsl BO3MOXKHOTO NPAKTHYECKOr0 NPHUMEHEHUs PE3YJIbTAaTOB: Meaua-
IJIAHUPOBAHUE, TPOBEJCHUE KaMMaHUW B COLMAIBHBIX CETAX, MOMYJIApU3aIus
KyJIbTYpHOTO HACJIeIus, HCCIEAOBaHUS B O0JACTH CBSI3€M C OOIIECTBEHHOCTHIO,
MeJIha-uCCaeI0BaHuUs.

O6bem auccepranuu coctaBisger 65 crpanunl. OHa COAEPKUT 2 PUCYHKA, 5
TaOJIUI U 56 UCTOYHUKOB.



