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OBIIAA XAPAKTEPUCTHUKA PABOTbBI

MEJIMAC®EPA, KUTAWCKUE BPEHJbI, KAHAJIBI PEKJIAMBI,
PEKJTAMHBIE KOMMYHUKAILINN

Llenv pabomwvl — aHaNM3 WUCIOJIB30BAHUS METOJOB W KAHAIOB PEKIAMHOM
KOMMYHUKAIMHN KATalCKuX OpeHmoB B menuachepe bemapycu.

[TocTaBneHHas UEIb JOCTUTAETCS PEIIEHUEM CIEAYIOIINX 3a0ay.

1. paccMOTpeTh HCTOPHUYECKME W 3aKOHOJATEIbHBIE OCHOBAaHUS PEKIAMHOU
KOMMYHHKAIINH KUTalcKkuX OpeHaoB B menuacgepe benapycu;

2. MPOAHATU3UPOBATH HCIIOJB30BAHME METOJOB U  KaHAJIOB  PEKIAMHOMN
KOMMYHUKAIMN KATalCKuX OpeHmoB B menuachepe bemapycu.

Obvexm uccnedoanus — peKinama KUTaiCKuX OpeH10B.

IIpeomem uccnedoéanuss — XapaKTEPUCTUKH PEKIAMHOM KOMMYHUKALUH
KuTaiickux OpeHaoB B Mmeaunacdepe benapycu.

llonyuennvie  pe3ynbmamvl:  TPOBEAEH  aHAJU3  HUCTOPUYECKUX U
3aKOHOJATEIbHBIX OCHOBAaHUM PEKJIAMHONM KOMMYHUKAIIMM KHTAMCKUX OpEHIIOB B
Meauachepe benapycu; M3yd4eHO HCIOJIB30BAaHUE METOJOB M KaHAJIOB PEKIAMHOU
KOMMYHHUKAIIMU KUTalickux OpeH0B B Meanachepe benapycu.

Hayunas mnoeusna wccnefoBaHusl 3akioyaeTcs B (OPMYJIUMPOBaHUU U
000CHOBaHUM OCHOBHBIX MOJIOXKEHUI U PE3yJIbTaTOB UCCIEI0BaHNS, OCHOBAHHBIX HA
OINPEIENICHUH MPEUIOKEHUHN N0 yayuleHuto Meauachepsl Pecniyonuku benapycs.

Marucrepckasi auccepTanus COAEpKUT 69 CTpaHWIl W COCTOMT W3 OOIIeH
XapaKTEPUCTHKH, BBEACHUS, JBYX TJIaB, BKIIOYAIOIIMX YETHIPE pa3jiesa, 3aKI0YeHUs
U CTIMCKA MCTIOIh30BAHHBIX NCTOUYHUKOB, COCTOSIIETO U3 58 HanMeHOBaHMIA.



AT'YJIBHAS XAPAKTAPBICTBIKA ITPAILBI

MEJBISIC®EPEI,  KITAMCKI bPOH/Jl, ¥ KAHAJIE  POKJIAMBI,
PEKJIAMHBIE KAMVYHIKAIIBII

Mbta paboThl - aHami3 BBIKAPBICTAHHA METaAay 1 KaHajay poKIamMHail
KaMyHIKallbll KiTalickix OpaHaay y menpisicdeps! bemapyeci.

[TacTaynenas maTa qacsraenia pamiHHEM HACTYITHBIX 3a7a4:

1.paccMOTpeTh TICTapbhIUHBISA 1 3aKaHaIayublsl MaJACTaBbl PIKJIaMHAl KaMyHIKallbIl
KiTaiickix Opanaay y measiacheps benapyci;

2.1IpOaHATM3UPOBATh BRIKAPHICTAHHE METAay 1 KaHanay pIKjIaMHail KamMyHiKarlbli
KiTalickix OpaHAay y measisicdepsl benapyci.

AO'ekT nacieaBaHHs - pIKJIaMa KiTalCKix OpaHaay.

[IpagmeT naciienaBaHHs - XapaKTapbICThIKI pIKJIAMHANA KaMyHIKallbll KITAWCKIX
Opanaay y measisicepsl benapyci.

ATppIMaHbld BBIHIKI: MPaBEI3€Hbl aHaJI3 TICTAPBIYHBIX 1 3aKaHaJay4dbIX
najcray poikiIamMHall KaMyHIKalbll KiTaickix OpaHmay y mensisichepsl benmapyci;
BBIByYaHa BBIKapbICTAHHE MeETajay 1 KaHajllay pIKJIaMHAl KaMyHIKalbll KITaCKIX
Opaunay y measisacdepsl benapyci.

HaBykoBass HaBi3Ha JaciiefaBaHHs 3aKioudaenuna y (apMmynsBaHHI 1
aOrpyHTaBaHHI aCHOYHBIX MaJlAXXIHHSY 1 BBIHIKAY Jaciie/laBaHHS, 3aCHaBaHbIX Ha
BBI3HAYRHHI IIpanaHoy na najasniHHI0 Meabisichepsl PaciyOmiki benapychs.

Maricrapckast apiceprarbis 3Msmgae 69 crapoHak 1 cKiagaeliia 3 aryibHal
XapaKTapbICThIKI, YBAA3EHHS, ABYX KIPayHIKOY, KISl YKIIOUAIOUb YaThIPbl pa3/a3eibl,
3aKJTFOUIHHS 1 CIICY BBIKAPBICTAHBIX KPBIHIII, K1 CKJIajaernia 3 58 HaiitMeHHSY .



GENERAL CHARACTERISTICS OF THE WORK

MEDIA SPHERE, CHINESE BRANDS, ADVERTISING CHANNELS,
ADVERTISING COMMUNICATIONS

The objective of the work is to analyze the use of methods and channels of
advertising communication of Chinese brands in the media sphere of Belarus.

It is achieved by solving the following tasks:

1. consider the historical and legislative bases of advertising communication of
Chinese brands in the media sphere of Belarus;

2. analyze the use of methods and channels of advertising communication of
Chinese brands in the media sphere of Belarus.

The object of research is adverising used by Chinese brands.

The subject of the research is advertising communication features of Chinese
brands in the media sphere of Belarus.

The results obtained: the analysis of historical and legislative bases of
advertising communication of Chinese brands in the media sphere of Belarus was
carried out; the use of methods and channels of advertising communication of
Chinese brands in the media sphere of Belarus was studied.

The scientific novelty of the research consists in the formulation and
justification of the main provisions and results of the research, based on the definition
of proposals for improving the media sphere of the Republic of Belarus.

The master's thesis contains 69 pages and consists of a General description, an
introduction, two chapters including four sections, a conclusion and a list of sources
used, consisting of 58 titles.



