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Connotation of Sakya Maxims and its Ethnic Educational Values

Wang Yi', Wu Ying?
(1.School of Education, Tibet Institute for Nationalities; Xianyang, Shaanxi, 712082)
(2.Admission and Employment Office, Tibet Institute for Nationalities; Xianyang, Shaanxi, 712082)

Abstract: As a famous classical work of Tibetan culture, the political and ethic thoughts in Sakya
Maxims have exerted an extensive influence on Tibetan social life. This paper expounds the connotation of
Sakya Maxims and its ethnic educational values in order to highlight the wisdom contained in it.

Key words: Sakya Maxims; connotation; educational values

Study on TV Media Brands in Tibet

Chen Gang', Wang Miaomiao®
(1. College of Business, Renmin University of China, Beijing, 100872; School of Management, Tibet Institute
for Nationalities, Xianyang, Shaanxi, 712082)
(2. College of Business, Renmin University of China, Beijing, 100872; Department of Economics and Trade,
Henan Industrial and Trade Vocational College, Zhengzhou, Henan, 451191)

Abstract: The competition among TV Medias is becoming extremely fierce in the current social
background due to the overload of information and imbalance between supply and demand. TV brand, as a
symbol of competitiveness, attraction, affinity and level of credibility, has developed into an important
channel for the survival and development of Medias. This is also true with TV Media Brands in Tibet. Only
by introducing strategic brand management and providing quality products and services, can they develop
themselves and fulfill the functions of social service.

Key words: Tibet; TV Medias; brand strategy

Review of the Studies on Tibet Demographic Dividend

Wang Jianwei
(School of Management, Tibet Institute for Nationalities, Xianyang, Shaanxi, 712082)

Abstract: The trend of demographic development in Tibet is different from that of the whole country. The
review of relevant studies shows that the research in this regard is still in its initial stage and is subject to
many limitations. This article points out that further studies should cover its premise, basis, functional
mechanism, policies and its impact on the economic growth of Tibet.

Key words: Tibet; changes of population structure; demographic dividend opportunity period;
demographic dividend

Translation and Annotation of garma—-gam-tshang in mkas—pavi—-dgav-ston(VI)

Written by dpav—bo—gtsug—lag—phreng—ba; Translated by Zhou Runnian and Zhang Yi
(School of Tibetology, Minzu University of China, Beijing 100081)

Abstract: This translated chapter tells the stories about the Fifth Karmapa Living Buddha Debzhing
Shegspa, such as his ordination, religious preaching, activities in Han areas under the invitation of Ming
Emperor Yongle, and particularly the activities in Ming Imperial Palace.

Key words: mkas—pavi—dgav—ston; translation and annotation; Debzhing Shegspa
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