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Abstract. “The Belt and Road Initiative” is a new cooperation model proposed by China, the
construction of “the Belt and Road Initiative” has provided greater space for Chinese culture to the
world. An important commodity in China’s ancient Silk Road is Chinese tea, the trade of Chinese
tea has promoted the spread of Chinese culture. It is said that tea culture has always held a unique
position under the background of “the Belt and Road Initiative”. The construction of the tea culture
communication system has injected new vitality into the international communication of Chinese
culture. However, the construction of the system with Chinese characteristics is difficult at present,
and the spread of tea culture is faced with a series of difficulties. This paper based on the
perspective of “the Belt and Road Initiative” to build a system with Chinese characteristics with
advanced technical means and novel system concepts, so as to enhance the influence of the
international spread of Chinese tea culture.

‘—F R MA THEPLEEFER LA BER
HHE
W E R OR A, YD B,
1316572043@qg.com
RE

R i KRR, AR IR R

O E. i R RERR M SRR, a7 B RO PR SCE SR
TERE T TR 2 e B v 22 98 2 B 5 B P K R ot 2 TR I O, TR SRS S et T BRI
SACHIXAMESE . fE “ 3 —B” SN, ROCHIRA SRR, RS0 R ik &
f s g e SO AMEFRIE N T 77 (B 2 i [ R € 28 SCAAR AR SR R A LB,

ROAALTEFN T IGE — KAV AT REA U R, BT <" M, Wi
BORF Bt . ARSI & WA o RS ok UL SRR R, USRI iR AR5 SCAL IR B A 1% 1k
RI2 77 o

1. 5l

T IURIRGE e, HEEPrERERE S, YHF EE, mtE R RIS ESL. 5L
R E . SEELF E REE K MAMN BER SE TR E R SR AT R e R R, R SErh E T i
G SAIPHERE IR R “ 3 — 7 AB VO ST R T FALRE R4 78T L& . s A 4eks

Copyright © 2019 The Authors. Published by Atlantis Press SARL.
Thisis an open access article distributed under the CC BY-NC 4.0 license (http://creativecommons.org/licenses/by-nc/4.0/). 636


mailto:1316572043@qq.com

ATLANTIS Advances in Economics, Business and Management Research, volume 109

PRESS

ORSAR RAERR R, ARITAE “ a7 @Rrrh J S Roth i A R I R RIS A
P sLrRE A ST AL, T HES SO R R A B R . SR, ATy R e 7R S
WALSRIA 2, AROUERE T E RS0, Ca oy ARy i ok i AR

2. “—H—B” MATHRFTERERUAERERIRX

BRI, SR NSRS B D EEARE, Hbhr Hai Rl ERBUR . 25Fn5%
FIVRE AR I A 3EF, RA KBS T aE A, A REORIIE I X5 RO K SR (K AT
Rt (56, 2019) o ZROCAUIRBILE th EAL G CALBORGRE, A th ey R ST HR 1A &
FORPE A A E KU S TE R R BT

LR ACTE N, B TR ARG RR R U o SR RA RSO AL
e — B AL F AR X AT N HERE A “ il 7 I IRREE LR
AE T S A B S o AR R STAG g AME R RENS A BT ST [ (STt st g, et
AR SCAE P MY R R B A KT, AR XA PR R KB AR BEON 3 i B IR B
R B DR A2 ST R ERAE, 3 nox o A ST AL R ALK

3. FRAERFEIRLIEIMERR I

2GS AT AN o, o RSO AME SRR IR, AR RRRE 1R T B
KiTt. i —B7 BB —NEHAR, FHAL 2 T3RIE I LA SER oL, et
fili B ST R SO IR R AT BN OB S . %7 A ) S 4R R AR
TR SR IMERR RIFT &, (B Seks G 2k SCAA% 3k b AR SR T e 5 DS 1 1R 35

3.1 SREHNFIEHINT SMERE A R

B E ot FEE AMOASEI R, R AR 1 KT S R A R S R, T
AL g s ctb it fE v, S OCRINIR 7 R E AR BEFRE. TR X B
B4k, REMN LT ZRFFEFEUTERITRANMZ R, KEURBERAE, HE
RAEEAFH R E—. TS FEWAE PSR LR ZEERL, PESCICEAERE E5Eas)
MEGASEREM S, MORER R AR ERE. BEMS, XK E R
KPHX AR, HGHEF ST IR. HRE KBEE R SCb /A 3%, ok
PR R BRI, SERNGERRIMER B R, AEXHTHFREZTSTT. kE
EINAN BRRERBERFRLHBIRKHE, B FAERE WERERERTE SR A
2 (5K E A, 2011)

3. 2 EAAETAR AN EEHLH]

—ANE AR R I AZ R AR KRR B IR T2 AR B A, ISR 2 2R 5T
MEALAR I B AE R T, P HRF (o SOAAE A A% 3 LT I 6 AR OB AL AT 5 i . AR R
HEIE BT ARBK, FREFNNMERZRE. BELTERLBRAKE, £S5
XHAMERRIA R CAELL AR B WERE XA SRR . A RSO SMERR 2 1R A B
fefik o SRTTC IR ML R 2 BURN B ET], ARIEFEAEUSEEI NS, KERREN
g EN ARG R B . ELBRERTEUSNEATHEERREXT, HA—SEAT
RARRMARNEIR. BHTR. RBRRERE RS FASERKNEL. CIBUF AT S L%
A G TR RMETAF MR A F RN F, BUR £ SCHAR SR B 3 1 4955 [ 7R 5
GAEEE S

637



ATLANTIS Advances in Economics, Business and Management Research, volume 109

PRESS

3.3 BEEEHHENNEBE R TR Thee

FE PRSI AMERE R, SRR R NV R AN SR “HFRE” , B e
SCAGE R E T AT E MRS R KRR S RO 20 TSR e N A0 A
BEAGHTER, R EFERENEX ML BE, ER AR A E 2 i T7.
b, BEFRERIRSMER T MmN, EREERSRE—M “REMAL” , GRS
RIBAFR—MER “RSLS” BEEEI . RO AL RRR R R 78 7 5)
ZICC AR, (EAE T ARS8 SO AME 3R I RS o ey 1 2 s AT e N 32tk
BRAL” Thig, o e A [ B A4 op SRRy Gk SOAE P il LR P

4. “—IH—B” WA THRPER AR SRR R IR

T B IS R ST A I S AR R SCAR R AME R GG T R IR, L —
B RIOIRTE, FE PRI T ER SRR R, R R R R SO R R R T <
B AT PR R SR IR R R, REDH LR AT BeE S
HU ST LB T R SRSt SO AR R R R A SRR A FE AR A R N1 3
" fEM . DUIESh 25 A, 2 R IR SRRr R SO IR IR R AL, SR PRt
R IMEIREIRE ST, JIRAETH AL Re e Wr 2110 HLBE W8 HLR 552 b [ A 7= 3

4.1 MR aR AR E R IR

5 B2 ARRE J R, @ X AL BRI EE . KA « BRI,  “—
AR JE A% OO, A A B SRR 5] 1, IS AN, e, B NESE. 7
IX ) 1% BT B TR R M A T SRR A, BDESE. AMYERIR T . DRk, T UM A B IE A
SCAK A BB LR DA AR TS SO R, R A SCAR P RN, 38 S AATT AR
51 770 BTG A SCARIE AR, TT R RIS SRS s R B S s R . SO S
AT G, STETCIE 2 Hr DL S S A

“ a7 AB USR] E KA RS AN E, MmN T IE A o R L A S
b b B TS I BR AT SCAL P b IR A, R RS IR S AN A, RSO A E H R E S K
AT B =, HIGEsEY BRI BRI BESRm ) . Ed R
mEEE, MITXHFERFAREMRS, RO RS . 2004 &8 3 nldid g 5T
o [E R SO ER T, R EWRAR SRR TG, FRER M ERTR S, FINZA
FETE R E ARG, A BB TR v B A% G SCAk B B AR

W AR SO AR R R 2R IE AR AT A B T P AR Rr AL B I E H T . FRE S0tk
FEMVAR S AN AT ML 2, AT AR IR GAA T B, RAIZIE  EAL S UL G e, B s A
IR ST T o TR R SR E SCAAL TR AR R I E AR, BURER 1N T B S 7=l
SERL, BIEEFRNSUEFELRBIREE; U sC IR ENH SBURMS, BEAF
ANERSCHF=IREE, SEHE XM REEAFTWRS KR, TEX IR E
Hu CEMWOB, 2017) .

4.2 QIR A

AL S ASCAE R B AL 3R I B gl am i BB AME SRR o X R A AR
Frt R STE R AMESRIERE T, RSN E 53520530, Rk i R . B 24
Ky FEARTFBASCA S EHETTEZEE . SENBE R T AR Kk R R
AR, HIAGARIRLG QG T — TR AERETE AR, T H 38 in bR o 2 0 Y 4
SACKRRZIR (424, 2017) o H RO MABHEATBL B2V afLkiE, Eid
ZMIE /A . B EEREEAN, FEMREE, HR20MH 2K A FFRHET M
FRARIICE, I 24 HARKIRAL T ) “FR” 2. sbah, # EREAIEAT S s,

638



ATLANTIS Advances in Economics, Business and Management Research, volume 109

PRESS

Pl iksofe “GEm %7 o X EmRES) . 7S 5T S; gilthe
MAAERRRTEX, R TERBIENBHE KT, Wb Ik aese b

4.3 RIFEHGFHENE SR fEH

et N Ta A2 AL [ AR b ORGSR N SR . BEE ] Bt
AR H 2 d2 T, EAMEAAM A ARIE B 1 [ AS AR ST SO . FTRAUE, AN AR T
o [ (R sk AR B AT SRR G, AT e AR BB R SRS B A, G A
[ Z R E A o ARTERA SR E AL, (B RARAE o FE A A TR 2t A2 rh 45 SCAL IR AR 3
QUTE LR L . & B R ANRBOR A A WG R, BB BRI, R
RCMALIRR RABAEZHTHIP . SRR EAREOR A S AR P EA gL BIR, A
e SO R BB R STl T H W BT 975 30, bt i ney 2 07 s s
[ A% e SCAL IR R SCAARRRAT MR S R 30 R H R A AE, ARSI I RN LAt N R 3
FEESCAL R AIURT A 775 AL RS TA) R SO AR SR A 2 S ) 2 2 A ALK

5. g

A — AN IEAE MR R, 4 TR 5% & RRIUILTS I et g0 A . My rh ARy
TR SAALTRAR R EHOCT B H BRI AL, “ i — 7 @ vt — 23 K4
A G IR T EE KM . A HT T a7 TR TR AR R U R R R R
SCUA S SRy SO AL I AME SR K IR S, 5 A2 TSR ME TR AR B 2R SO R IR R DM, 32
AR R SO AME R ) BE I AN SRR i 7

4 — 7 IS SN, oM AP T B sn RS SME SRR AR, IR
AR RS B e 1 . PRMESCHE L, BUBHERE T AMTNE, SRS eI g BmLE], &
SESCAR SR REBILA TR SRS L SO AR R R R A, B8 RAFRAE SIS, K
RGN “SUOHF R AR, M@ R ok U AR 3 R &

References

[1] Cailiang. An exploration of the mode of communication of Chinese culture for foreigners in
China, China Radio& TV Academic Journal, pp. 60-62, 2015.

[2] Guan Wenhu. National Image Theory[M]. University of Electronic Science and Technology
Press, 2000.

[3] He Mingxing. Build a communication system for Chinese culture to enhance its communication
capability, China Publishing Journal, pp.6-8, 2013.

[4] Liang Huaixing. Study on overseas communication of Chinese culture from the perspective of
“the Belt and Road Initiative”, ZHONGGONG SHIJIAZHUANG SHIWEI DANGXIAO
XUEBAO, vol.19, pp. 35-38, 2017.

[5] Liu Weidong, Linjing. Build a communication system of strategic culture with Chinese
characteristics. Modern Communication, vol. 185, pp. 17-21, 2018.

[6] Sun Haiyi. Study on the communication and translation of tea culture under the background of
“the Belt and Road Initiative”, Tea in Fujian, pp.17-21, 2019.

[7] Wang Lingling. How to construct Chinese cultural communication system under “the Belt and
Road Initiative”, Peoples Tribune, vol. 59, pp. 136-137, 2016.

639



ATLANTIS Advances in Economics, Business and Management Research, volume 109

PRESS

[8] Wangdong. Study on overseas communication of Chinese characteristic culture from the
perspective of “the Belt and Road Initiative”, Education Modernization, vol. 102, pp. 222-223,
pp.248, 2016.

[9] Yang Tianyu. Translation of Rites[M]. Shanghai : Shanghai Classics Publishing House, 2014.

[10] Yang Tongjun. The construction of Chinese cultural communication system under the
background of “the Belt and Road Initiative”. People’s Tribune, vol. 65, pp. 140-141, 2017.

[11] Zhang Xuehui, Jiang Zuodong. A study on the role of overseas Chinese in China, Overseas
Chinese Journal of BaGui, pp. 18-22,1997.

[12] Zhang Guozuo. Chinese cultural soft power research report[M]. Beijing : Social Sciences
Academic Press (China), 2011.

640



