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CraThs MOCBSIIIEHA PACCMOTPEHUIO HEKOTOPBIX TEOPETUYECKUX ACIEKTOB PEKIAMHON KOMMYHHKa-
UM KaK OJTHOTO M3 BUOB MEKKYJIBTYPHOTO B3aUMOJICHUCTBHSL. Y TBEPIKAAETCS, YTO PeKilama — 3TO OCOOBIN
BUJ TyMaHMTapHO-?KOHOMHUYECKOH [esTenbHOCTH, BOHparomed B ceds 4epThl HALMOHAIBHO-
CHenu(UIECKOro ¥ 00IMEMHUPOBOTO (TII00ATFHOTO) CBOMCTB, KOTOPBhIE HEN30EKHO PEeai3yroTCs B SI3bIKOBOM
TKaHH TEKCTA. HpaKTI/I‘{CCKaH 4acCTb UCCJICAOBAHUS BBIITOJIHCHA Ha MaTCpHAJIC PEKIIAMHBIX TEKCTOB aBTOMO-
OUIBHOM TeMaTHKH, QYHKIMOHUPYIOLUINX B PYCCKOM M KHTalCKOM pEKJIaMHOM Menuaauckypcee. Creunans-
HBIM OOBEKTOM aHaJIM3a SIBJISIOTCS CIIOTaHbl KaK LEHTPaJbHbIE M CaMble SIPKUE KOMIIOHEHTHI COICPIKaHHS
3TUX TEKCTOB. HpI/IBOI[ﬂTCSI PE3YIbTAThI COLUOJIMHIBUCTUYCCKOTIO UCCIICAOBAaHUA, HAIPABJICHHOI'O HAa BbIAB-
JICHUEC 30H KYJIbBTYPHOI'O COBIAJACHUA U KYJIbLTYPHOI'0O HCCOBIAJACHUA B BOCHPUATHN U IMIOHUMAaHUU TCKCTOB
aBTOMOOMJIBHOM pekiambl. ONpenensoTcsl IeHHOCTHbIE IPEAIOYTEHUS! U BKYCOBBIE OPUEHTUPHI IO OTHO-
LICHUIO K aBTOMOOMIIIO, MpelonpeaesiEHHbIe STHUIECKUMH PUUYMHAMU — YCIIOBHSAMH >KHU3HH, reorpaduet,
KYJIETYPHBIMH TPAJUIHSIMHU, OCOOCHHOCTSIMH OBITA PYCCKOTO W KUTAHCKOTro HapoAoB. CXOACTBA U Pa3IHyus
B OTHOLICHUH K aBTOMOOWITIO, OOHAPYKEHHBIE B PYCCKON M KMTAICKON KapTHHAX MUPA, CUCTEMaTH3UPYIOTCS
M0 CTENEHH 3HAYMMOCTH U B TE€HIEPHOM aclekTe. B 3akitoueHune Jenaercss BHIBOJ O TOM, YTO BOCHIPHSITHE
PEKIIaMHOTO COOOIIEHHSI, C OJJTHOM CTOPOHBI, HEMIOCPEICTBEHHO BILIETEHO B KYJIBTYPY HapoOJa U €ro KapTHHY
MHUpa, a C JIPYrodl — CBS3aHO C OOLIEMUPOBBIM PEKJIAMHBIM JAMCKYPCOM, C MPABMIIAMH M TEHICHIMSIMHU HH-
(hopMHPOBaHUS O TOM HJIM HHOM HPOJIYKTE, IOATOMY PEKIaMHBINA TEKCT 3aHUMAET CETOAHS OJTHO U3 CYLIeCT-
BEHHBIX MECT B TJI00ATbHOM MEIHAIIPOCTPAHCTBE M MPECTABISIET COO0H OZMH U3 CIIOCOO0B MEKKYIBTYPHO-
IO B3aUMOJIeHiCTBHS.
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The article considers some of the theoretical aspects of advertising communication as a form of in-
tercultural interaction. It is argued that advertising is a special type of humanitarian-economic activity, being
a mixture of national-specific and global features, which inevitably manifest themselves in texts. The prac-
tical part of the research is performed for texts advertising automobiles from Russian and Chinese advertis-
ing media discourse. The special subject of the analysis is slogans as central and most prominent components
of the content of these texts. The results of sociolinguistic research aimed at identifying areas of cultural
convergence and divergence in the perception and understanding of texts of car advertisements are provided.
The value preferences and taste orientations concerning automobiles that are predetermined by ethnic
grounds — living conditions, geography, cultural traditions, peculiarities of life of Russian and Chinese
peoples - are identified. The similarities and differences in the attitude towards automobiles detected in Rus-



sian and Chinese world-views are classified according to their importance and in terms of gender. It is con-
cluded that the perception of advertising messages is, on the one hand, inseparably linked with the culture of
the nation and its world-view, and on the other hand, is connected with the global advertising discourse, its
rules and trends of informing about a particular product. Therefore, nowadays the advertising text is of great
significance in the global media space and is one of the ways of intercultural interaction.
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