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Abstract

The article discusses the characteristics of the key information in Chinese advertising discourse.
The perception of commercial radio advertising by native speakers of Chinese is studied from
anthropocentric angles of modern linguistics based on the informational approach, which allows
to determine the key points of discourse of advertising, i.e. useful information, which in the
perception of radio advertising has gone through physical, verbal-semantic and pragmatic filters
of information processing. The quantitative results of the verbal-semantic analysis are compared
to similar results obtained for German, Russian, and English. The similarity is in the highest
frequency of occurrence of nouns, numerals and adjectives in the four languages, while the
differences lie in functional word frequency of occurrence.
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