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PaccMatpuBaloTcss HEKOTOpBIE TEOPETUUECKHUE BOIIPOCHl PEKIIAMBI U TEKYIIEe COCTOSHHE €€ U3yde-
HUS B TUHTBUCTHKE. KOHKpETH3NpyeTCs 3HAaUeHUE PEKIIaMbl B MPOLIECCE MEKHAITMOHALHOTO COMMKEHUS U
SKOHOMHMYECKOH MHTErpanuy. BeIsBiseTcst poib peKkJIaMHBIX TEKCTOB aBTOMOOMIBHOM TEMAaTHUKU B KOHTEK-
CT€ COBPEMEHHOW SKOHOMHUKH, a TaKK€ B MEXIYHapOJHOM peKJaMHOM guckypce. [loHsTne «aBTOMOOHMIIB-
Has peKjaMa» BOCIpPUHUMAeETCd KaKk COCTaBHasl 4acTh MAacCMEIMaKOMMYHHUKAIIUY; JIENaeTCsl aKLeHT Ha JIMH-
I'BOKYJIBTYPOJIOTHYECKOM aCIEKTe M3yYeHHs TEKCTOB aBTOMOOMJIHOW peknamsbl. [IpuBoasTcst pe3ynbTaTbl
COLIMOJIOTHYECKOTO OMPOCa HOCUTENEH PYCCKOM M KUTaUCKOW SI3BIKOBOM KYJBTYPBI, UTO MO3BOJISIET OIpEe-
JINTh 30HBI KYJIBTYPHOI'O COBIAACHUA U paCXO)K)ICHI/Iﬂ: 0COOEHHOCTH BOCIIPUATHUA aBTOMOOUIIA PYCCKHUMHU U
KUTalIIaM#i JIEMOHCTPHUPYIOT HAI[MOHAIBHO 3HAUYMMBbIe (TIPUOPUTETHBIE) M BTOPOCTETIEHHBIE KayecTBa 3TOT0
o0bekTa Uil Kaxkaoro Hapoga. OOHapyXuBaeMble pa3indus OOBACHIIOTCA ClelM(UKON HalMOHAIBHBIX
KapTUH MHpa DTUX JBYX HApOJOB.
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The article discusses some theoretical issues of advertising and the current state of its study in
linguistics. Advertising value in the process of international convergence and economic integration is
revealed. The role of advertising texts devoted to automotive subjects in the context of modern economy and
in the international advertising discourse is described. The concept of "automotive advertising" is regarded as
a component of mass media communication; emphasis is made on the linguocultural aspect of the study of
automotive advertising texts. The results of the survey of bearers of Russian and Chinese linguistic cultures
are given; they allow identify the areas of cultural similarities and discrepancies. The survey determines the
peculiarities of the perception of Russians and the Chinese of the automotive advertising texts in terms of
priority for each of the people the qualities of the object. The differences are determined by the specificity of
the world views of Russian and Chinese cultures.
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