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OBIIAA XAPAKTEPUCTHUKA PABOTbI

CPEICTBA MACCOBOM NHOOPMAILINH, MPOABMKEHUE
BPEHJ/IOB, KUTAVICKWI BPEH]I, PIHOK, I'JIOBAJIM3ALIMS, BEJIAPYCD,
CTPAHBI EADC, CHI'

Obvexkm uccneoosanusi MarucTepckod pabOThl — MaTepuagbl CPEACTB
MaccoBoii uapopmanuu benapycu, Poccun n Kazaxcrana.

Ilpeomem uccredosanus — TPOABIKEHUWE KHTAWCKUX OpPEHIOB B OTHX
MaTepHuaiax.

Llenv uccnedosanus — aHaan3 MaTepUaOB CPEACTB MACCOBOW HH(pOpMAaINH,
TEMaTUYECKHU CBSI3aHHBIX C MPOJBIKCHUEM KUTAUCKUX OPEHIOB HAa MEXIyHAPOIHBIX
priHKax (Ha peiHke benapycu u ctpan EADC, CHI).
3aoauu uccnedosanus:
1. u3y4uTh OCOOCHHOCTH TIPOJBHXEHUS OpPEHIOB Ha MEXIYHAPOIHOM
PBIHKE;
2. OMpENeNUTh POJIb CPEACTB MAacCOBOM HWHGOpPMAIUM B TPOJBUKEHUU
OpeHJIOB;
3. IpoaHaJIM3UpOBaTh MaTepuajbl CpPEICTB MaccoBOM uHMOpmauu
benapycu, Poccuu, Kazaxcrana, mnpojBuraroiiue KHTalcKue OpeHIbl Ha
MEXIYHAPOIHBIX PBIHKAX;
4. 0000mHKTh, JaTh OLEHKY TMPOJIBIDKEHUIO KUTAaHCKUX OpEHIIOB B
cpeacTBax maccoBoi nHpopmanuu benapycu, Poccun, Kazaxcrana.
Ionyuennvie pezyromamel. B pabote u3ydeHbl OCOOCHHOCTH MPOABUKECHUS
OpeHII0OB Ha MEXIYHapOIHOM pBIHKE;, OmNpeaelieHa pPOJb CPEJICTB MacCOBOM
uHbOpMAIMK B TPOABMKEHUU OPEHIIOB; MPOAHATU3UPOBAHBI MaTepUabl CPEICTB
maccoBoi nHpopmanuu bemapycu, Poccun, Kazaxcrana, nmpoaBuraromnime KuTaickue
OpeHIbl Ha MEXKIYHApOIHBIX PBIHKAX; JlaHAa OIEHKA MPOJBIKCHUIO KHTANCKUX
OpeHI0B B cpencTBax MaccoBoit mHpopmannu bemapycu, Poccun, Kazaxcrana.

Hayunaa mnosusna wWcCClIeNOBaHHUS COCTOMT B €ro MOparMaTUYeCKOU
HAaMpPABJIECHHOCTH, IIOINBITKE JaTh AKTYAJIbHYIO OLIEHKY IPOABHXKEHUSA KUTAWCKHX
OpeHnoB Ha peiHKax benmapycu, Poccun n Kazaxcrana.

Maructepckasi quccepTanusi COJIEPKHUT 55 CTpaHWI], COCTOMT U3 OOIIeH
XapaKkTEePUCTUKHU, BBEACHHUS, BYX IJ1aB, BKIFOYAIOIINX YETHIPE pa3aena, 3aKI0YCHHS
Y CIIMCKA UCIIOJIb30BAHHBIX HICTOYHUKOB, BKJIIOYAIOIETO 64 HANMEHOBAHUS.



GENERAL CHARACTERISTICS OF THE WORK

MASS MEDIA, BRAND PROMOTION, CHINESE BRAND, MARKET,
GLOBALIZATION, BELARUS, EAEU COUNTRIES, CIS

The object of the study is the mass media of Belarus, Russia and Kazakhstan.

The subject of the study is the promotion of Chinese brands in these materials.

The purpose of the study is to analyze the materials of the mass media that are
thematically related to the promotion of Chinese brands in international markets (in
the market of Belarus and the EAEU and CIS countries).

Research objectives:

1. to study the features of brand promotion in the international market;

2. define the role of mass media in brand promotion;

3. analyze the materials of the mass media of Belarus, Russia, and Kazakhstan
promoting Chinese brands in international markets;

4. summarize and evaluate the promotion of Chinese brands in the media of
Belarus, Russia, and Kazakhstan.

The results obtained. The paper examines the features of brand promotion on
the international market; defines the role of mass media in brand promotion; analyzes
the materials of the mass media of Belarus, Russia, and Kazakhstan that promote
Chinese brands on international markets; evaluates the promotion of Chinese brands
in the mass media of Belarus, Russia, and Kazakhstan.

The scientific novelty of the research consists in its pragmatic orientation-
news, an attempt to give an up-to-date assessment of the promotion of Chinese
brands in the markets of Belarus, Russia and Kazakhstan.

The master's thesis contains 55 pages, consists of a general description, an in-
troduction, two chapters, including four sections, a conclusion and a list of sources
used, including 64 titles.
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