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PED®EPAT MATUCTEPCKOM JUCCEPTAIIUN

B crpykTypy Marucrepckod aMccepTaludyd BXOIAT: BBEACHHE, 0O0IIas
XapakTepucTuka paboThl, 3 TJIaBbl (B KaXI0M 10 2 pasjena), 3aKJII0UeHHe, CIIUCOK
UCIIOJIb30BAHHBIX MCTOYHUKOB, KOTOPBIA cOmepkUT 57 HaumeHoBaHUU. OObeM
Maructepcko nuccepranuu «PekiamHas KOMMYHUKAIMs KWATalcKoro OpeHaa
Haier B Menuacdepe benapycu» cocrapinser 73 cTpaHUIbI.

Krnioueswie crosa: HAIER, KUTAU, BEJIAPYCh, PEKJIAMA, MEJIUA,
KOMMVYHUKAILIMA, COUUAJIBHBIE CETHU, BPEH/, JIOKAJIM3ALINAI,
«OJJUH TTOAC, OUH ITYTb»

Obvexm ucciedosanus — peKiiaMHasi KOMMYHUKAIIUS KUTaHCKUX OPEHJIOB B
Menuachepe Pecryonuku benapych.

Ilpeomem uccnedoeanusi — OCOOCHHOCTHM M TIEPCIIEKTHUBBI PEKJIAMHOM
KOMMYyHUKaruu Openaa Haier Ha Genopycckom MeanapbIHKe.
Llenv  uccneoosanusi — TPOAHANTM3UPOBATH CHEMU(DUKY pPEKIaMHOM

ctpareruu Openna Haier B Mequacpene benapycu, BbISIBUTH €€ CHIIbHBIE U clla0bie
CTOPOHBI M pa3paboTaTh PEKOMEHJAIMU MO ONTUMH3AIMHA KOMMYHHKAIMOHHOM
MOJIMTUKU KUTAHCKUX OpEeHJOB C YYETOM JIOKAIBHOTO M MEXIYyHAPOJIHOIO
KOHTEKCTA.

Memoouka uccredosanus BKIIOYAET aHAIN3 PEKIIAMHOTO KOHTEHTa OpeH/ia
Haier, MenuactpaTteruii ¥ MpUCYTCTBHSI B HOBBIX MEJIMA, OIEHKY JIOKAJTU3AINU
peksiaMHbIX cooOmieHud, mnpoeaeHne SWOT-ananmza, a Takke H3yUYCHUE
peakuuu 1enaeBoil  ayauTopuu. MCMonab30BaHBI  METOJbI: KOHTEHT-aHAJU3,
CPaBHUTEJIbHBIA  aHamu3, KeHc-CTaiu U DJIEMEHThl  MapKETUHTOBOIO
UCCJICIOBAHUS.

Ilonyuennvie pe3yabmamai’ UCCIIEJIOBAHbI OCOOEHHOCTH
no3unonupoBanus Openaa Haier B menuacpene bemapycu, mpoaHanu3upoBaHbI
CTpaTeTUu JIOKAJIM3AIlNK, BBISABICHBI TMPOOJIEMBbI, TaKWe KaK HeI0CTaTOuHas
ajganTanys KOHTEHTA M OrPAaHMYEHHOE NPHCYTCTBHE B IHHU(POBBHIX KaHajax.
Pa3paboTanbsl pexkoMEHAANMHU T[I0 YIYYIICHUIO PEKIAMHOW KOMMYHUKAIIUH
KUTACKUX OpPEHJIOB B KOHTEKCTE OEJOPYCcCKOro WHOOPMAIMOHHOTO TIOJNS H
uHUIIMATUBBI «OJIUH MOSIC, OJTUH MY ThY.

Hayunasa  nosusna  uccneoosamuss — 3aKIOYAaeTcd B KOMIUIEKCHOM
pPaCCMOTPEHUU PEKJIAMHONM KOMMYHUKAIIMM KUTAaHCKOro OpeHaa B YCIOBHUSX
OeopyCcCKOU Mearacpe/ibl, a TAKXKE B CUCTEMaTH3aIluu (PaKTOPOB, BIUSIONIMX HA
3G (HEKTUBHOCTh OPEHI-TIPOJIBIDKCHUSI B MEXKKYJIBTYPHOW HH(POPMAIIMOHHON
cpeze.

Obnacmv  803MONCHO20 — NPAKMUYECKO20 NPUMEHeHUs — Pe3yJbTaThl
UCCJIEIOBAHMSI MOTYT OBITh MCIIOJIb30BaHbI CIICIIHAIIMCTAMUA B 00JIACTH PEKIIAMBI,
PR u Mex1yHapOJHOr0 MapKETHUHTA IPU BBICTPAUBAHUH CTPATETUK MPOIBUKECHUS



KUTalCKux OpeHnoB Ha pbiHKax bemapycu u ctpan CHI', ¢ yuérom noxanbHBIX
0COOEHHOCTEN MeauanoTpeOaeHus U KyIbTYPHOU CHEIIU(PUKY.

ABTOp pabOThI MOATBEPKIAET TOCTOBEPHOCTh MAaTEPUAJIOB U PE3YyJIbTAaTOB
MarucTepcKou IuccepTanuu, a TAKXKe CAMOCTOSATEIbHOCTD €€ BHITTOJTHEHHUS.



ABSTRACT OF MASTER'S THESIS

The structure of the master’s thesis includes: introduction, general
characteristics of the work, 3 chapters (each with 2 sections), conclusion, and a list
of references comprising 57 sources. The total length of the thesis titled
“Advertising Communication of the Chinese Brand Haier in the Media Sphere of
Belarus” is 73 pages.

Keywords: HAIER, CHINA, BELARUS, ADVERTISING, MEDIA,
COMMUNICATION, SOCIAL MEDIA, BRAND, LOCALIZATION, “BELT
AND ROAD INITIATIVE”

Object of the research — advertising communication of Chinese brands in
the media space of the Republic of Belarus.

Subject of the research — features and prospects of advertising
communication of the Haier brand in the Belarusian media market.

Research objective — to analyze the specifics of Haier’s advertising strategy
in the Belarusian media environment, identify its strengths and weaknesses, and
develop recommendations for optimizing the communication policies of Chinese
brands, considering both local and international contexts.

Research methodology includes analysis of Haier’s advertising content,
media strategies, presence in new media, evaluation of advertising message
localization, SWOT analysis, and audience response studies. The methods used:
content analysis, comparative analysis, case studies, and elements of marketing
research.

Results obtained: the study examined the brand positioning of Haier in the
Belarusian media, analyzed localization strategies, and identified problems such as
insufficient cultural adaptation and limited presence in digital channels.
Recommendations were developed to improve the advertising communication of
Chinese brands within the Belarusian information environment and in the context
of the Belt and Road Initiative.

Scientific novelty of the research lies in the comprehensive study of the
advertising communication of a Chinese brand within the Belarusian media sphere,
as well as in the systematization of factors influencing the effectiveness of brand
promotion in a cross-cultural information environment.

Potential practical application — the research findings can be used by
professionals in advertising, PR, and international marketing to develop strategies
for promoting Chinese brands in the Belarusian and CIS markets, taking into
account local media consumption patterns and cultural specifics.

The author confirms the authenticity of the materials and results presented in
the master's thesis, as well as the independent nature of the research.
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