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OBIIAA XAPAKTEPUCTHUKA PABOTbI

KroueBblie cJIoBa: MAPKETHHI, CTPATEI'UA, PBIHOK,
[MTO3NLNOHMPOBAHUE, COBEPIHIEHCTBOBAHUE

lenp paboTel - pa3zpaboTKa NPEUIOKEHUM [0 COBEPILIECHCTBOBAHUIO
MapKETHUHIOBBIX CTpareruil kuraiickux kommanuii Huawei u Lenovo Ha ocHOBe
BBISIBJICHUS  ClEUM(UKH pbIHKA CMapTGOHOB M  CPaBHUTEIBHOTO aHalu3a
NO3UIMOHUPOBAHNS KOHKYPHUPYIOIIUX OPEHI0B.

OOBbeKT nccienoBanus - kuraiickue komnanuu Huawei u Lenovo.

[IpeameT uccnenoBaHus - MapKETUHIOBBIE CTPATerHy YKAa3aHHBIX KOMIIAHUUN
Ha PhIHKE CMapT(HOHOB.

Hcxons W3 1enu ucclieIoBaHUs, aBTOPOM IMOCTABJICHBI CIEIYIOLIUE 3aJauM -
PaccMOTpUM aKTyaJbHYH0 TEOPETHYECKYID OCHOBY MApPKETHHIOBBIX CTpaTerui
cMapT(OHOB; MPOAHAIM3UPYEM MAapKETUHTOBBIE CTpAaTeTMH MUPOBBIX JHAECPOB HA
peIHKE  cMapTGOHOB; HA OCHOBE OINPOCOB  NOTPEOUTENCH,BBIACIUT  UX
NOBEJICHUYECKUE XApPaKTEPUCTUKH, OIPEACIUTh YPOBHH HM3BECTHOCTH KHTaWCKUX
OpeHZI0B U  YAOBIETBOPEHHOCTU MOTpeOUTENed HTUMH OpeHJaMu, BBIIBUTH
NOKEIaHMs TOTpeduTenel no aTpudyraM cMapTPOHOB.

MeTtoapl uccnenoBaHus: OOIIEHAYyYHbIE U CHEIHAIbHBIE METO/bI MO3HAHUS:
CUCTEMHBIN, CTPYKTYpHBIH M 3KOHOMMYECKMI AaHAJIN3, AHAIN3 JIyYIIUX IPAKTUK
(OEHUMApKUHI), KOHKYPEHTHBIH aHaJu3 M IONAapHOE CpPAaBHEHUE KOHKYPEHTOB,
OHJIAaliH OMpOC MOTpeOHUTENel MO CIEeHUaTbHO pa3padOTaHHOW AaHKETe, METOJBI
NOCTPOEHUS TO3ULIMOHHBIX KapT.

Hayunasi HOBHU3HA HCCIIEJIOBaHMS 3aKIIFOUAETCS B pa3pabOTKe METOIUYECKOTO
MOIX0Ja K TMO3WIIMOHUPOBAHHIO CMapTPOHOB M pPa3pabOTKe Ha O5TOM OCHOBE
MPAKTHYECKUX PEKOMEHIAINH 10 MAPKETUHTY KUTAaHCKUX CMapT(OHOB HA PHIHKE.

TeopeTnyeckas 3HAUUMOCTh PE3YJIbTATOB UCCIENOBAHUS COCTOUT B TOM, UTO
BBIBOJIbI HCCJIEIOBAaHUS MHYT OBITh HCIIOJIb30BaHBI B Yy4ye€OHOM IIpolecce Npu
COBEPLICHCTBOBAHUH MPOTPAMM KYpPCOB IO JUCLUUIUIMHAM, pa3paboTKe CleUaIbHbIX
IIPAKTUYECKHUX KYPCOB.

[IpakTHueckass 3HAYUMOCTb MCCIIEOBAaHUS 3aKJIIOYaeTcs B TOM, YTO
Ope/UIoKEHHbIE B paldoTe HampaBieHHs] LENecOO0pa3sHO MCMONb30BaTh  AJis
COBEPLIECHCTBOBAHUS MAPKETUHIOBBIX CTPAaTErvii Ha PbIHKE CaMPT(OHOB.

CTpykTypa MarucTepckoil auccepTalMy MpPECTaBIEHA BBEICHUEM, TpPEMs
IJIaBaMU, 3aKJIIOYEHUEM M CIIMCKOM HCIOJIb30BAaHHBIX MCTOYHHUKOB. I10oyHBIN 00BbEM
paboTsl coctaBisieT 69 c. Pabora comepxkut 1 Tabnuity, 5 pucyHKOB, 38 HCTOUHUKOB.

ABTOp pabOThl MOATBEPKAAET, YTO IPUBEICHHBIA B HEW pacyeTHO-
AHATMTUYECKUI MaTepuan TMpPaBUIBHO M OOBEKTUBHO OTPAXKAET COCTOSIHHE
UCCJIEIYyEMOT0 MpOLEcca, a BCE 3aMMCTBOBAaHHBIE W3 JIUTEPATYPHBIX M JPYrUX
VUCTOYHHUKOB TEOPETHYECKUE, METOJOJIOTUYECKHE U METOAUYECKUE IOJOKECHHUS
CONPOBOXKIAKOTCS CChUIKAMU Ha UX aBTOPOB.
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GENERAL CHARACTERISTICS OF THE WORK

Keywords: MARKETING, STRATEGY, MARKET, POSITIONING,
IMPROVEMENT

The purpose of the work is to develop proposals for improving the marketing
strategies of Chinese companies Huawei and Lenovo based on identifying the
specifics of the smartphone market and a comparative analysis of the positioning of
competing brands.

The object of the study is the Chinese companies Huawei and Lenovo.

The subject of the study is the marketing strategies of these companies in the
smartphone market.

Based on the purpose of the study, the author has set the following tasks -
Consider the current theoretical basis of smartphone marketing strategies; analyze the
marketing strategies of world leaders in the smartphone market; on the basis of
consumer surveys, to highlight their behavioral characteristics, to determine the
levels of popularity of Chinese brands and consumer satisfaction with these brands, to
identify the wishes of consumers by the attributes of smartphones.

Research methods: general scientific and special methods of cognition: system,
structural and economic analysis, analysis of best practices (benchmarking),
competitive analysis and pairwise comparison of competitors, online survey of
consumers using a specially designed questionnaire, methods of constructing
positional maps.

The scientific novelty of the research lies in the development of a
methodological approach to the positioning of smartphones and the development of
practical recommendations on the marketing of Chinese smartphones in the market
on this basis.

The theoretical significance of the results of the study is that the conclusions of
the study can be used in the educational process when improving the course programs
in the disciplines, developing special practical courses.

The practical significance of the research lies in the fact that the directions
proposed in the work should be used to improve marketing strategies in the
samrtphone market.

The structure of the master's thesis is represented by an introduction, three
chapters, a conclusion and a list of sources used. The total volume of work is 69 s.
The work contains 1 table, 5 figures, 38 sources.

The author of the work confirms that the computational and analytical material
presented in it correctly and objectively reflects the state of the process under study,
and all theoretical, methodological and methodological provisions borrowed from
literary and other sources are accompanied by references to their authors.
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