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THE REFLECTION OF ANTIENT CHINESE TRADITIONS IN
MODERN CULTURE OF CONSUMPTION
3umoscwkou []. C.,Haymenxo C.C.

Modern Chinese culture is a sophisticated mix of ancient traditions and
the latest innovations of the world.
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Nowadays China is growing into an enormous market for global products and
services and Chinese consumers are destined to take center stage in the global
market. China’s middle class has started showing its hunger for consumer goods
and products, and both Chinese and international companies are betting on the
rise of middle-class consumers in China [1]. And to see it possible not only in
economical surveys, but also in the way modern Chinese people conducts
traditional rituals. All this diversity was captured by British photographer of
Chinese origin, Kurt Tong, in his series of photos entitled “In case it rains in
Heaven.”

Traditionally, many Chinese believe that when a person dies, he leaves
with no earthly possessions and it’s up to their descendants to provide for them
in their afterlife until their reincarnation [2].

Joss paper, made from coarse bamboo paper, is burnt as offerings for the
dead. Depending on the region, joss paper is decorated with seals, stamps, silver
or gold paint. These are often folded into the shape of gold or silver ingots. Plain
joss paper is offered to newly deceased spirits and spirits of the unknown. Silver
IS given to ancestral spirits as well as spirits of local deities. Gold spirit money is
given to higher gods such as the Jade Emperor. Some believe that the money
will enable their ancestors to live lavishly in the afterlife. Others believe that the
money is used to bribe the guards and the Black judge of the afterlife in order to
escape early. More contemporary/westernized varieties of joss paper include
Hell Bank Notes and paper credit cards [3].

In the last fifty years, more and more elaborate items are made out of
paper as offerings for the dead. Cars, servants, and houses were common sights
at funerals. As consumer culture takes over China, joss products have become
more and more outrageous. While this practice is officially banned in China, it
has always been tolerated.

And it is not just a weird tradition; it is the reflection of the values of the living
In modern Asian society.
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