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PE®EPAT MATUCTEPCKOH

JANCCEPTALINN
B cTpykTypy Marucrepckoil aMccepTaldd BXOIAT: BBEJAEHHUE, O0O0Ias
XapakTepucTUKa paboThl, 3 maBkl (B 1-i 1 3-i1 m1aBax mo Tpu pasnaena, Bo 2-i —2
pasnena), 3aKJII0YeHUE, CIIMCOK UCTIOIb30BAHHBIX UCTOYHUKOB, KOTOPBIN COMEPIKUT
87 wnaumMeHoBaHuil. OObeM Marucrepckor nuccepranuu «HanuoHanbHO-
KyJbTypHbIE IIEHHOCTM B COUHaIbHOW pekname bemapycu wu  Kuras

(CpaBHUTEINIBHBIN aCEKT)» cocTaBisieT 96 cTpaHull.

KiroueBbie cmoBa: COLMAJIBHASA PEKIIAMA, HALIMMOHAJIBHO-
KYJIBTYPHBIE IIEHHOCTH. KWMTAW, BEJIAPYChH, TEJIEBUJEHUE,
TPAIAMIIMOHHAA KVJIBTYPA, MEJIMAKOMMVYHUKALUMA.

Obvexm uccnedosanus — couranbHas pexiama benapycu u Kurasi.

IIpeomem uccnedosanuss — OCOOCHHOCTM HAUMOHAIBHBIX U KYIBTYPHBIX
LIEHHOCTEN B colmaibHOM pexitame benapycn n Kuras.

Llenv uccnedosanus: PacKpeITh MNOTEHUMAN COLMAIBHOW pEKJIaMbl B
IIPOJIBM>KEHUH HAlIMOHAJIBHO-KYJIBTYPHBIX LIEHHOCTEN bemapycu u Kuras.

MeTtoauka nccineaoBaHus BKIOYAET cOOp U aHAIU3 OAHHbIX O HALIMOHAJIBHO-
KyJBTYpPHBIX IEHHOCTAX B COLMaIbHOM pekname bemapycu wu  Kwuras.
Vcnonp30BaHbl METOBL: CPAGHUMENbHO-CONOCMABUMENbHBIIL MEMOO, KOHMEeHM-
aHaiy3 ~ BU3YaJbHBIX W ayIUMOBU3YaJbHBIX  MaTEpPUAJOB,  CMPYKMYPHO-
QYHKYUOHANbHOIL U ceMUoOmu4eckuil  aHaiu3, a  TaKKe  DIEMEHTBI
COYUOKYILIMYPHO20 U NOIUMUKO-KOMMYHUKAYUOHHO20 AHANU3A.

llonyuennvie  pezyibmamvl.  ONMCAaHbBl ~ KOMMYHUKAaTUBHBIE  ACTIEKTHI
MCITOJIb30BAHUS HALIMOHAJIBHBIX U KYJIBTYPHBIX LIEHHOCTEW B COLMAJIBHON peKiaMe
benapycn n Kutas; npoBeneHO CONOCTABICHUE MOJEIECH COUMATBHOM PEKIIAMBI
Kuras u benapycu; BbISIBICHBI KyJbTYpHbIE M CTPYKTYpHBIE OTIMYHS B
TPAHCISILMM HAlMOHAIBHBIX LIEHHOCTEW; IIPEJCTaBICHbl HOBBIE MOAXOAbl K
aJanTalvu TPAJULMOHHON KyJbTYphl B COBPEMEHHBIX Meauadopmarax, B TOM
yucie ¢ ucnonb3oBaHueM TexHoiorui AIGC; BbeipaOoTaHbl pEeKOMEHAALMH IO
ONTUMAJILHOMY  TMPOJABMKEHUIO  HAIMOHAIBHO-KYJIBTYPHBIX  LEHHOCTEH B
COLMAJIBHOM pEKJIame.

Hayunass  nosusna  WCCIENOBAaHMS  3AKIIOYAETCS B KOMIUIEKCHOM
CPABHUTEJIBHOM aHAJIM3€ MEXAHU3MOB IMPOJBUKEHUS KYJIBTYPHBIX KOJOB 4Yepes
COLIMAIIBHYIO pEKJIamMy B JBYX CTpaHaXx C pa3JIMYHbIMU MEIUAMOJEISIMU U
rocyaapCTBEHHBIM MOAXOAO0M K KYJIBTYPHOUH MOJUTHUKE.

Obnacmv ~ 603MOJCHO20 — NPAKMUYECKO20 — npumeHeHus.  Pe3ynprarsl
UCCJIEIOBaHUA MOTYT OBbITh  HMCIIOJIb30BaHbl B pa3paboTKe Iporpamm
rocyJapCTBEHHOW KyIbTYpPHOW IMOJMTHUKHU, CO3AAHUM MEAHANPOEKTOB, a TAKXKE B
00pa3oBaTeNbHON U HAYYHOU JIEATETbHOCTH.

ABTOp paboThl MOATBEPKAAET JOCTOBEPHOCTh MATEPHUANIOB U PE3YJILTATOB
MarucTepckoi padoThl, a TAKKE CAMOCTOATENLHOCTD €€ BhITIOJTHEHUSI.



ABSTRACT OF MASTER'S
THESIS

The structure of the master's thesis includes: introduction, general
characteristics of the work, 3 chapters (in the 1st and 3rd chapters there are three
sections, in the 2nd - 2 sections), conclusion, a list of references, which contains 87
titles. The volume of the master's thesis "National and cultural values in social
advertising of Belarus and China (comparative aspect)"” is 96 pages.

Keywords: SOCIAL ADVERTISING, NATIONAL AND CULTURAL
VALUES, CHINA, BELARUS, TELEVISION, TRADITIONAL CULTURE,
MEDIA COMMUNICATION.

Obiject of the research: social advertising in Belarus and China.

Subject of the research: features of national and cultural values in the social
advertising of Belarus and China.

Research objective: to reveal the potential of social advertising in promoting
national and cultural values in Belarus and China. The research methodology
includes the collection and analysis of data on national and cultural values in social
advertising of Belarus and China. The following methods were used: comparative
and contrastive method, content analysis of visual and audiovisual materials,
structural and functional and semiotic analysis, as well as elements of socio-
cultural and political and communication analysis.

Findings and novelty. The thesis presents a comparative analysis of the
models of social advertising in China and Belarus based on visual examples,
legislative frameworks, and media strategies. Cultural and structural differences in
the transmission of national values are identified. New approaches to the
adaptation of traditional culture in modern media formats are presented, including
the use of AIGC technologies. Recommendations have been developed for the
optimal promotion of national and cultural values in social advertising.

Scientific novelty lies in the comprehensive comparative analysis of
mechanisms for promoting cultural codes through social advertising in two
countries with differing media models and state approaches to cultural policy.

Scope of practical application. The results of the study may be used in the
development of state cultural policy programs, media project planning, as well as
in educational and academic activities in the fields of journalism, public relations,
advertising, and media communications.

The author confirms that the material presented in this thesis accurately and
objectively reflects the state of the studied process, and that all theoretical and
methodological concepts borrowed from literary and other sources are properly
cited.
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