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一、论文选题的动因（背景或意义）

	（文字使用小四号或五号字体，1.5倍行距，首行缩进2个中文字符）
Consumer psychology and behavior are reflective of a country’s cultural traits. During the rapid globalization process, multi-national corporations need to obtain a better understanding of a country’s culture before developing their advertising strategies in order to solicit more responses from audience. Among diverse formats of advertising, video advertising storytelling is becoming increasingly prevalent and influential owing to its sophisticated design of plots and great appeal. Therefore, this thesis aims to analyze the different techniques and contents of video advertising storytelling under various cultural backgrounds and to provide insights for global companies to launch effective video advertising storytelling in different societies.                                                                                                                                                                                                                                                                                                                                                                                                                                                                                             


二、论文拟阐明的主要问题

	（文字使用小四号或五号字体，1.5倍行距，首行缩进2个中文字符）
This thesis attempts to analyze and compare video advertising storytelling in different cultural contexts. Specific methods are to examine the characters, appeal and important elements in the selected video advertising examples in different countries. Hofstede’s Five Dimensions of National Culture, Schwartz’s Seven Value Types, Kluckhohn’s and Frederic’s activity orientation as well as Hall’s context culture are utilized to analyze cultural traits in different societies. The conclusion is that in order to elicit resonance among audience, the storytelling in video advertisements should be closely linked with a country’s unique cultural background.


三、论文提纲（二级标题比一级标题缩进）
	1.  Introduction

Background: the globalization and the increasing importance of understanding cross-cultural communication in advertisements; the research method; introduction to three parts of video advertising storytelling: characters、appeal and important elements; analysis of the three parts in various video advertisements in different cultural contexts

2.  Characters in video advertising storytelling

2.1 Female roles in different cultural contexts

2.2 Different physical space among characters

3.  Appeal of video advertising storytelling

     3.1 Uniqueness VS conformity

     3.2 Intuitive expression VS logical reasoning
     3.3Sex appeal

 4.  Important elements in video advertising storytelling

     4.1 Different use of humor

     4.2 Use of suspense: resolved ending VS unresolved ending

     4.3 Nostalgia and tradition VS vision and future
5.  Conclusion

         The thesis concludes that the storytelling of video advertising is closely related to the unique cultural background of a country or region, which affects the characters, appeal and typical elements in the advertisements. Therefore, before launching advertisements in different counties, global companies need to take cultural differences into account and tailor the design of plots in order to maximize appeal in their video advertisements.


四、论文工作进度安排

	序号
	论文各阶段内容
	时间节点

	1
	First meeting with the supervisor
	18/10/2019

	2
	Choice of topic
	25/10/2019

	3
	Outline and thesis proposal
	22/11/2019

	4
	First draft of thesis
	27/12/2019

	5
	Second draft of thesis
	17/01/2020

	6
	Third draft of thesis
	07/02/2020

	7
	Finalized version of thesis
	06/03/2020
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