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OI'JIABJIEHHUE

BBEIEHHUE..............ocooeee e, Ommoka! 3akiagka He onpeeseHa.

['JIABA 1. TEOPETUYECKUE ACIEKTBI PEKJIAMHOU KOMMYHUKALIMN
KUTAUCKUX BPEHJIOB B MEJIJUAC®EPE ..................... Omuodka! 3aknaaka He
omnpe/eseHa.

1.1 IlonsiTHE peKIaMHON KOMMYHHUKALWH .... Omuoka! 3akiaaka He onpeaeieHa.

1.2 Bnusitnue 0coOEHHOCTEN KUTANCKUX KYJbTYPHBIX TPAJIUIIMN HA PEKIAMHYIO
D1 (32 4 X0 023 & (0 Yo 1 S Ommuodka! 3akaaaka He onpeaeieHa.

1.3 PeknaMHble cTpaTeruy KUTalCKUX OPEHI0B B MEXKIyHApOAHOU Meauachepe
....................................................................... Ommuodka! 3akaaaka He onpeaeieHa.

T'JIABA 2 AHAJIN3 OCOBEHHOCTEMN PEKJIAMHOM KOMMYHUKAITN
KUTAVNCKNX BPEH/IOB B MEJIUAC®EPE BEJIAPY CUOmm6ka! 3ak1aaka He
orpejaeJieHa.

2.1 OcHOBHBbIE KUTaliCK1e OpeH bl Ha OEIOPYCCKOM phIHKE ....Ommoka! 3akaagka
He olpe/iesIeHa.

2.2 OcoOEHHOCTH MPOJBUKEHUSI KUTACKUX OpeHI0B B Oeopycckoit meaunacdepe
....................................................................... Ommuodka! 3aknaaka He onpeaeseHa.

2.3 PexoMeHIalMK IO COBEPILIEHCTBOBAHUIO PEKJIAMHOM KOMMYHUKAIIUU

KuTalickux OpeHaoB B Meanachepe bemapycu .................... Ommoka! 3akinagka He
ompejeseHa.
SBAKIIFOUEHUE ........o oo Omuodka! 3akaaaka He onpeaeeHa.
CIIMCOK UCIIOJIB3OBAHHBIX UCTOYHUKOB ............ Ommnoka! 3akiaaaka He
ompe/eseHa.
[TPUJIOXKEHUE A ... Omuodka! 3akiaaka He onpejaeieHa.

[TPUJIOXKEHUE B......oieee Ommuodka! 3akiaaka He onpegeieHa.



PE®EPAT

JumioMHas padota 83 cTpaHulbl, 77 HICTOYHUKOB, 2 MPUIOKEHUS.

Kimouessie cioa: PEKJIIAMA, BPEH]], KUTAU, CPEJJICTBA MACCOBOI
NMHO®OPMALIMN, KOMMYHUKATUBHASI CTPATEIUS

OOBeKT HCCIeAOBaHUA: NEATEIBHOCTh U CTPATEeTUsl MPOJBUKEHUS KUTAUCKHUX
komnanuii B Pecriyonnke benapyce.

[IpeameT wuccienoBaHUs: CHOCOOBI M METOIBI MOMYJSIpU3ALUsl KUTAWCKOTO
OpeHza B O€JI0PYCCKOM MEIUANPOCTPAHCTBE.

[lens maHHOW pabOTHI 3aKJIIOYAETCS B BBISIBICHUM OCHOBHBIX OCOOCHHOCTEH
pPEKJIAMHON KOMMYHUKAIIUM KUTAUCKUX OpeH10B B Meauachepe benapycu.

B pabGore omnpeneneHo MOHATHE PEKIAMHOW KOMMYHHMKALUH; TOKa3aHO
BIUSIHUE OCOOCHHOCTEH KHUTAMCKUX KYyJIbTYPHBIX TpAaJULUA Ha PEKIAMHYIO
NeATEIbHOCTb; MCCIIEIOBaHbl PEKJIAMHBIE CTpPaTerMH KUTAHUCKUX OpEeHIIOB B
MEXIYHApOJHOM Meauachepe; MNpoaHAIU3UPOBAHBI OCOOEHHOCTH PEKJIAMHOM
KOMMYHUKAIIMM KUTaiickux OpeHaoB B Meauachepe benapycu; paspaboTaHbl
PEKOMEHJAMU [0 COBEPIICHCTBOBAHUIO PEKIAMHOM KOMMYHUKALIMM KHTAUCKUX
opennoB B meauachepe benapycu.

HaydHast HOBU3HA HMCClIeJOBaHUSI ONPENEseTCa TEM, YTO B paboTe MpOBEIAEH
JeTalbHBIA aHaJIN3 PEKJIaMHOW KOMMYHHKAIIUU KUTAaHCKUX OpEHIOB B Meauacdepe
benapycwu.

JIoCTOBEpHOCTh, ~ MaTepuagoB W  PE3yJbTATOB  JUIJIOMHON  paOOTHI.
Hcnonb3oBaHHbIE MaTepuaibl M pPE3yJbTaTbl JTUIIOMHOW pabOThl SIBISIOTCA
JIOCTOBEpHBIMU. PaboTa BHITIOJIHEHA CAMOCTOSITENBHO.



ABSTRACT
Thesis 83 pages, 77 sources, 2 appendices.

Keywords: ADVERTISING, BRAND, CHINA, MASS MEDIA,
COMMUNICATIVE STRATEGY

Object of research: activities and promotion strategy of Chinese companies in
the Republic of Belarus.

Subject of research: ways and methods of popularizing the Chinese brand in
the Belarusian media space.

The purpose of this work is to identify the main features of the advertising
communication of Chinese brands in the media sphere of Belarus.

The work defines the concept of advertising communication; shows the
influence of the characteristics of Chinese cultural traditions on advertising;
researched advertising strategies of Chinese brands in the international media sphere;
the features of advertising communication of Chinese brands in the media sphere of
Belarus have been analyzed; recommendations were developed to improve the
advertising communication of Chinese brands in the media sphere of Belarus.

The scientific novelty of the research is determined by the fact that the work
carried out a detailed analysis of the advertising communication of Chinese brands in
the media sphere of Belarus.

The reliability of the materials and results of the thesis. The materials used and
the results of the thesis are reliable. The work was done independently.



