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OBIIAA XAPAKTEPUCTUKA PABOTDI

BPEH/I, KOMMYHUKAILINN BPEH/IA, [NMPOABMXXEHMUE,
COLMAJIBHBIE CETH, XIAOMI, HUAWEI, KOHTEHT, IIOTPEBUTEJIA

Obvexkm uccie0o8anss — HOBBIE MEIHA.

Ilpeomem uccneoosanuss — MEXaHU3M HCMOJb30BAaHUS HOBBIX MeEaHa B
KOMMYHHUKAIIMU 1 KOMMYHHKAaTUBHOMN CTpPaTErMH KUTAUCKUX OPEHIOB.

Llenv uccnedosanus 3aKiOYaeTCs B BBISIBJICHUU OCHOBHBIX HaIlpaBJICHHUI
HCIIOJIb30BaHMUs HOBBIX MeJIMa KaK KaHaJIOB KOMMYHHUKAIIUU KUTAUCKUX OpPEHIOB U
pa3paboTKe HAIpaBJICHUM 11O UX COBEPIIICHCTBOBAHUIO.

3aoauu uccnedosanus:

1) wuccaenoBaTh 0COOCHHOCTEH HOBBIX MEIMa KaK KaHalla KOMMYHHKAIIHUH,

2) omucaTh CTpaTerMM MPOJABIJKECHHS KHTAWCKHMX OpEeHIOB  depes
COLIMAJILHBIC CETH;

3) HU3yYUThH POJIb DICKTPOHHOW KOMMEPIMH W MOOMIIBHBIX MPHIIOKECHUH B
MIPOJIBUKEHUH OPEHIOB;

4) npoBecTH aHAJIM3 KOMMYHHUKATHBHOH crpareruu Openga «Huawei» u ee
OCHOBHBIX HampaBJICHUH;

5) u3yYnTh MHHOBAIIMOHHBIC MOAXO/bI M CTPATETHH MPOABIKECHUS OpeHIa
«Xiaomi» B HOBBIX MEJIHA;

6) BBIIBHTH BO3MOXKHBIC CTPATEIMU COBEPIICHCTBOBAHUS KOMMYHHMKAI[UH
KUTalCKUX OPEHI0B B HOBBIX ME/IHA.

Ilonyuennvie pe3yromamvl U UX HOBU3HA 3AKIIOYACTCS B BBISIBICHHHU
YHUKQJIBHBIX WHHOBAITMOHHBIX TIOAXOJOB M CTPATeTHH MPOABMIKEHUS] DTHUX
OpeHIOB B HOBBIX MeaMa, a Takke pa3paboTka HOBBIX  CTpaTErHid
COBEPIIICHCTBOBAHHUS KOMMYHHUKAIIMN KUTAUCKUX OPEHIOB B HOBBIX MEHa.

Obnacms  803MOJCHO20 — NPAKMUYECKO20 — NPUMEHeHUs.  PEe3YyIbTaThl
HCCIICIOBAHUSI MOTYT CIIY’KHUTh OCHOBOM MOTYT IOMOYb KHUTAaHCKUM KOMIIAHHUSIM
PacCUIMPUTh CBOM PBIHOK M MPUBJICYh HOBBIX KIMEHTOB, MCIIOIB3Ysl HOBBIC Meua
KaK KaHaJ KOMMYHHKAIIUH.

O0bem maructepckoi paboThl cocraBisier 74 crpaHunsl. B cTpykTypy
MarvcTepCcKoOM auccepTallid BXOJAT BBEJICHHE, TPH TJIaBbl, BHIBOJBI IO TJIaBaM,
3aKJIFOYEHHUE, CIHMCOK  MCIIOJb30BAHHBIX  HCTOYHMKOB, coaepxkamui 61
HaNMCHOBAHHUE, U MPUIIOKCHUS.



GENERAL CHARACTERISTICS OF THE WORK

BRAND, BRAND COMMUNICATIONS, PROMOTION, SOCIAL
NETWORKS, XIAOMI, HUAWEI, CONTENT, CONSUMERS

The object of research is new media.

The subject of research is the mechanism of using new media in
communication and communicative strategy of Chinese brands.

The aim of the research is to identify the main directions of using new media
as communication channels of Chinese brands and to develop directions for their
improvement.

Research tasks:

1) to investigate the features of new media as a communication channel;

2) to describe the strategies of promoting Chinese brands through social
networks;

3) to study the role of e-commerce and mobile applications in brand
promotion;

4) to analyze the communicative strategy of the “Huawei” brand and its
main directions;

5) to study innovative approaches and strategies for promoting the
“Xiaomi1” brand in new media;

6) to identify possible strategies for improving the communication of
Chinese brands in new media.

The results obtained and their novelty consist in identifying unique
innovative approaches and strategies for promoting these brands in new media, as
well as developing new strategies for improving the communication of Chinese
brands in new media.

The area of possible practical application: the results of the research can
serve as a basis can help Chinese companies expand their market and attract new
customers, using new media as a communication channel. The volume of the
master’s thesis is 74 pages. The structure of the master’s dissertation includes an
introduction, three chapters, conclusions by chapters, a conclusion, a list of used
sources containing 61 items, and appendices.



BBEJAEHHUE

Hcnonb3oBaHre HOBBIX M€/ OKa3ajlo OTPOMHOE BJIMSHUE HA TO, KaK MbI
o0IaeMcss Ha MECTHOM U MEXIyHapOJAHOM YpPOBHE B COBPEMEHHYIO LH(POBYIO
moxy. Bo3MOXHOCTH MEXIyHApOAHOU U TJIO0AThHON KOMMYHUKAIIUU CTald Kak
HUKOT/Ia Pa3HOOOPa3HBIMU U JOCTYIHBIMHU: OT IIaTGOPM CONUAIBHBIX CETeH
NPWIOKEHUH 11 oOMeHa  cooOmeHusMH 70  OOOpyJOBaHUS IS
BUJICOKOH(MEPEHITMH W BUPTYAIbHOW peabHOCTH. [7100ambHbIE KOMMYHUKAIIH
nperepnenu riyOOKHMe HM3MEHEHHUsI B pe3yJibTaTe IMOSBJICHUS HOBBIX Meua.
Bpemena, koraa MOKHO OBIJIO MPOCTO OOINATHCS C JIOABMH U3 JAPYTUX PErHOHOB
MHUpa C TIOMONIBIO TPAJAUIIMOHHBIX CPEJCTB CBSI3M, TaKUX Kak IHUCbMa U
TeredOHHBIC 3BOHKH, TABHO MPOIILIH.

Coznanue teneBugeHus u MuatepHeta B XX BEKe yBEIUYUIO MOTEHIHAAI
HOBBIX Meqina. TeleBUICHNE CTaja0 BaXXHBIM MCTOYHUKOM HOBOCTEM, pa3BJICUYEHU
U pEeKJIaMbl, TIOCKOJIbKY MO3BOJIUIIO TIepeaBaTh U300pakKeHUs U 3BYKH B PEXKHUME
peanbHOoro BpemeHU. PazButue HMuTepHera B XX BEKe H3MEHUIIO CIIOCOOBI
oOmenuss u aocryna Kk uHpopmanuu. OH co3znan riao0ajJbHYH CEThb CBA3AaHHBIX
MEXAy CcO0Oil KOMIIBIOTEPOB, TO3BOJIAIONIMX OBICTPO MeEpeaaBaTh TEKCT,
n3o0paxkenus u Bunaeo. llosnenne MHTepHETa cTano, noxamyi, caMbIM BasKHBIM
MPOPHIBOM B UICTOPUU HOBBIX M€JIUA.

AxmyanbHocms memvl ucciedosanus. ViccienoBaHue HOBBIX MeAua Kak
KaHaja KOMMYHHMKAIIMM KUTAHCKUX OpEHIOB HMMEET OOJIBbIIYI0 aKTyaJlbHOCTh B
COBpEMEHHOM Mmupe. B smoxy nudpoBuzanuu u riobanu3aliyd, HOBbIE Meaua
UTPAIOT BAXKHYIO POJib B POPMHUPOBAHUU BHYTPEHHUX M BHEITHUX KOMMYHUKAIUN
npeanpustuii. Komnanuu, takue kak Huawei u Xiaomi, SBISIOTCS JHAEpamMu B
OTpaciau  DJIEKTPOHHOW  KomMepuuu Kwurtas W yCcmemHO  MCIHOJB3YIOT
KOMMYHUKAIIMOHHBIE CTPATETUM JIJIsi TTIOCTPOCHUSI CBOUX OPEHAOB M YKpPEIUICHUS
cBOEro BiMsHUA. Takum 00pa3oM, 3TO HCCIEAOBAHHE IOMOTAET MOHATH, Kak
HOBBIE MeJMa MOTYT OBITh HCIOJB30BaHbI ISl YCWJICHUS OpeHaa W yJIydIIeHUs
KOMMYHUKAIIMU C IIEJICBON ayAUTOPUECH.

Memoouxa ucciedosarnuss COCTOUT U3 CHCTEMHOI'0 aHajn3a, 0COOCHHOCTEH
HAIOJHEHUSI COBPEMEHHBIX KUTAMCKUX W HMHOCTPAHHBIX YyueHbIX. [Ipumensercs
MeTOJ] HAaOJIOACHUS NIJIsi ONpENENeHUs] Pa3BUTHSI HOBBIX MeAua Kak SIBJICHUS, U
CHUCTEMATH3allMM TIOJYYEHHBIX JAaHHBIX W3 HAyYHO-METOJAMYECKON JIMTEepaTyphl,
JUIS JadbHEWIero M3y4eHUs BO3MOXKHOCTEM Meaua ¢ TOYKU 3PEHUS CO3JaHus
OPUTMHAJIBHOTO KYPHAJIUCTCKOTO KOHTEHTAa. [IpUCYTCTBYIOT METOJIbI OMHCAHUS
1151 000011IeHNs cOOpaHHOM nH(pOpMaIHy.

Teopemuueckyto 6a3y Hay4HO-UCCAE008AMENLCKOU PAOOMbL  COCMABUIU
mpyowt: J1. Aakepa, E. C. I'puropsina, ®@. Kotnepa, [I. Mwunepa, A. Psosix., H.
3e6psl, 1. B. Twopuna, Jlecnu ne Yepnaronu, ®@.U. lllapkosa u B. U. ApHbIX.



Cpenu KWTaWCKUX YUYEHBIX clefayeT BbIIeAuTbh padoTel Jlunp IOimions, JIoii
JIudons, Y Unxysii, Jlu I'oseit 1 Wkan Xynizu, Ju HOxosup, Wxan Llycions u
JIunp [[3t0HBYAH.

Cmpykmypa pabomul.

B mepBoil rinaBe MCCIEMyIOTCSI OCHOBHBIE IMOHATHUS M OINPEIEICHUsST HOBBIX
MeAHra, a TaKKE WX OCOOCHHOCTH KaK KaHalla KOMMYHHUKAlUW. AHaIU3UPyeTCs
BIIMSIHUE LIU(POBOI SMIOXHU HA MPOLIECC KOMMYHHUKAIIUU U OPEHIMHTA, U U3y4atoTCs
CYILIECTBYIOINE TEOPETUYECKUE MOAECIN KOMMYHUKAIUN Y€PE3 HOBBIE MEIHA.

Bo BTOpOM rnaBe aHANM3HUPYIOTCS CTPATErMU IPOABMKEHUS KHUTAWCKHAX
OpeHIOB  4Yepe3  COLMAIbHBIE  CETH,  HCCIEAYIOTCS  HMCIOJb30BaHHE
BUJICOMApKETUHTa M CTPUMMHIA B CTpATETHsX OpEHAMHra, W HM3y4aeTcsl poiib
AIIEKTPOHHON KOMMEPLUHU U MOOMJIBHBIX MTPUJIOKEHUHN B IPOJBUKEHUH OPEHJIOB.

B Ttpetheil rnaBe aHaNM3UPYIOTCSI KOMMYHHUKATHBHbBIE CTpaTeruu OpeHIIOB
«Huawei» u «Xiaomi», UCCIEAYIOTCS WHHOBALIMOHHBIC MOJXOAbl M CTpaTEruu
OPOABMKEHUST ATHX OpEHJOB B HOBBIX MEAMA, M H3Y4arOTCsl TNEPCHEKTUBBI U
BO3MOYHBIE CTPATErMM COBEPIIEHCTBOBAHUS KOMMYHHMKAIIMM KUTAMCKUX OpEHIOB
B HOBBIX MeJua



