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COJIEP)KAHME
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HMCTOUHHMKOB .....uuiiiiiieiiiiiiiiiniieereeernniinieeeeesessisnnnseessenns Ommoka! 3akaaaka He onpejaeseHa.
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OBIIAA XAPAKTEPUCTHUKA PABOTbBI

BPEH/JIMHI, BPEH/I, ®UPMEHHbBI CTWJIb, JTN3AIH,
KVIJIBTYPA, KVJIbTYPHBIE OTHOUIEHUW A

Heab uccaenoBanus: BhISIBJICHUE MOTEHIIMATa MHOTOOOpa3us
pa3paboOTKH GUPMEHHOTO CTUJISA B CO3/IaHUH OEJIOPYCCKUX M KHTAUCKUX
OpEH/I0B B KOHTEKCTE Pa3BUTHS KYJBTYPHBIX OTHOIIICHUH.

3agaum uccjie0BaHuUA.

° OTIPEICIIUTH OOIIMEe HATIPABJICHUS K TCOPETUUSCKHUE MO IXO/IbI

K M3yYCHHIO (DUPMEHHOTO CTHJIS C TMO3WIHUKA ero (PyHKIIMOHMPOBAHUS B
KYJBTYPHOM IIPOCTPAHCTBE;

J 000CHOBaTh TPHUYUHBI, YCJIOBUS U (DAKTOPHI TOSIBICHUS U
pacnpocTpaHeHus KyJIbTYpPHBIX OPEH/IOB KaK MPOYKTOB KYJIbTYPHI,
o BBISIBUTh COOTHOIIEHUE (UPMEHHOTO CTWISI B CHCTEMax

JTM3aMHEPCKON TPAKTUKU U (YHKIHMHA B COBPEMEHHBIX OEJIOPYCCKUX H
KUTaCKUX OpeHaax;
o YCTAaHOBUTH OCHOBHBIC XapaKTEPUCTUKU (DUPMEHHOTO CTHUJIS

HanOoJIee U3BECTHBIX OEMOPYCCKUX U KUTAUCKUX OpPEH/IOB;
OO0bekT wuccienoBaHus. GUPMEHHBIN CTWIb OEIOPYCCKUX U

KUTaUCKUX OpEH/IOB.

IIpeamer  mccieqoBaHUsA.  OCOOCHHOCTH  XapaKTEPUCTHUK
(upMEHHOro CTHIISL OEJOPYCCKUX M KUTAHCKUX OpEeHI0B.

3HAYMMOCTb  MCCIIEIOBAaHUSA  MMEET  TEOPETHUYECKUU U
NPAKTHYECKUN acCHeKThl, KOTOPbIE OIpPENessoTcs cpepaMu HaydHOIro
U3ydeHus (UPMEHHOIO CTUJIS U Pa3BUTHUS KYJIbTYPHOTO OEIOPYCCKOTO U
KUTAUCKOTO  OpeHOuHra UM  BO3MOXKHOCTBIO  Pa3BUTUSl  INPAKTHUK
Opou3BOACTBA M (YHKIMOHHUPOBAHUS KYJBTYpPHOIO MPOAYKTa Kak
BAXXHOTO 7JJIEMEHTa NO3WIMOHUPOBAHMS HAIMOHAIBHOW KYJIBTYphl B
00IIEMHUPOBOM KYJbTYPHOM MPOCTPAHCTBRE.

ITony4yeHHble pE3yJbTaThl MOLYT MCHOJB30BaTbCS B HAay4HBIX
HCCIIETOBaHMSIX KYJIbTYpPOJIOTHUECKOTO, dunocodcekoro,
HCKYCCTBOBEIYECKOTO, SKOHOMHUYECKOTO, TM3aHEPCKOro,
ACTETUYECKOT 0, HCTOPUUECKOTO HAIIPABJICHUIA.
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GENERAL DESCRIPTION OF WORK

BRANDING, BRAND, FIRM STYLE, DESIGN, CULTURE,
CULTURAL RELATIONSHIP

Purpose of the study: to identify the potential of the diversity of
corporate identity development in the creation of Belarusian and Chinese
brands in the context of the development of cultural relations.

Research objectives:

* to determine the general directions and theoretical approaches to
the study of corporate identity from the standpoint of its functioning in the
cultural space;

substantiate the reasons, conditions and factors for the emergence
and spread of cultural brands as cultural products;

* to reveal the correlation of corporate identity in the systems of
design practice and function in modern Belarusian and Chinese brands;

* to establish the main characteristics of the corporate identity of
the most famous Belarusian and Chinese brands;

Research object: corporate identity of Belarusian and Chinese
brands.

Subject of research: features of the characteristics of the corporate
identity of Belarusian and Chinese brands.

The significance of the research has theoretical and practical
aspects, which are determined by the spheres of scientific study of
corporate identity and the development of cultural Belarusian and Chinese
branding and the possibility of developing production practices and the
functioning of a cultural product as an important element of positioning
national culture in the global cultural space.

The results obtained can be used in scientific research of cultural,
philosophical, art history, economic, design, aesthetic, historical
directions.






