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PE®EPAT MATUCTEPCKOM ITUCCEPTALIUU

B crpykrypy Marucrepckoil IuccepTalii BXOST: BBEACHHE, OOIIas
XapaKTepucTUKa paboThl, 3 MmIaBbl (BKIOHAKIUEe 6 pas3iesioB), 3aKIIOYEHUE,
CIIMCOK HCIIOJIb30BAHHBIX MCTOYHUKOB, cojepxanuii 70 HauMeHoBaHui. OOmuii
o0beM Maructepckoi nuccepraunu «HoBble Menua kak KaHaJl KOMMYHHKAITUH
KUTalCKUX OpeH1oB: Ha mpuMepe Openna Alibaba» cocrasnsier 77 cTpaHuy.

KiroueBrsie cioBa: ALIBABA, KUTAN, HOBBIE MEJUA,
KOMMYVYHUKALNA, MEXJIYHAPOIHAA  CTPATEI'UA, PR,
COLUAJIBHBIE CETH, «OAMH ITOAC OAUH ITYTh»

Obvexkm uccnedosanuss — KOMMYHHUKAIIMOHHAS CTpAaTerusi KHUTANCKUX

OpeHI0B B HOBBIX ME/HA.

IIpeomem uccneoosanusi  —  OCOOEHHOCTH U NEPCHEKTUBBI
KOMMYHUKAIIMOHHOW nonuTuku Openaa Alibaba B MmexxnyHapoaHoit Mmenuacpere.

Llenv uccnedosanusi — TNPOAHAIU3UPOBATH MPOOJEMbI U TMEPCIEKTHBBI
KOMMYHUKalu Openyia Alibaba B HOBbIX Menna U BeIpadOTaTh PEKOMEHIALUU 110
€€ ONTUMH3AUUMU B MEXAYHAPOJHOM KOHTEKCTE, BKIIOYAs pean3aluio
MHULMATUBBI «OJIUH TOSC, OJIUH My Th).

Meronuka HMCCIENOBAHUSA BKJIIOYAET TEOPETHYECKUM AHAIM3 HAYyYHOHM M
po(eCcCHOHANBHON JTUTEPATYPhI 0 KOMMYHUKAIIUAM, MEAHACPEAE U OPEHAUHTY,
Keiic-ananu3 nudpossix crpareruii Alibaba, cpaBHUTENBHBIN aHATU3 MTOAXO0B K
JOKANIM3allMi COOOILEHHM, a TakXe KOHTEHT-aHaJIU3 COLMAJIBHBIX CEeTed U
M0JIb30BATEIBCKOTO KOHTEHTA.

llonyuennvie pesynrbmamvi: B XOJ€ WCCICAOBAHMS OBLIM  BBISBICHBI
CTPYKTYpHBIE U COAEpKaTeIbHbIE OCOOCHHOCTH KOMMYHUKALIMOHHON CTpaTeruu
openna Alibaba B HOBBIX Menua. OmnpenesieHbl €€ CHIbHBIE CTOPOHBI, BKIIFOUAs
aKTUBHOE HCIOJIb30BaHHE LU(MPOBBIX IUIAT(HOPM, MHTETPALMIO C JOKAIbHBIMU
CEepBUCAMU U pPa3BUTHE OMHHUKAHAJIbHBIX KOMMYyHUKauuid. Hapsiny ¢ atum
3a(UKCUPOBaHbI CIA0bIE CTOPOHBI, CPEId KOTOPBIX — CIIOKHOCTH JIOKAJIM3aLUU
KOHTEHTa, HENOCTAaTOYHasi TMEepCOHANIM3alusl COOOIIEHUH ¢ OrpaHu4YeHHOE
VIOPABICEHUE TOJb30BATEIbCKUM KOHTEHTOM. TakKe YCTaHOBJIEHbl BHELIHUE
BO3MOXXHOCTH (pacimuupeHue HHUIMATuBbl «OJIWH TOSC, OOUH MYTh», POCT
uupposoit aynutopun B CHI') u yrpo3sl (MHpOpMalMOHHAs TMeperpyska,
T€OTNOJUTHYECKUE Oaphephl, KyIbTYpHBIC pa3iandus). PaspaboTanbl 000CHOBaHHBIE
PEKOMEHJIallud TI0 TOBBIMIEHUIO 3((HEKTUBHOCTH HUPPOBBIX KOMMYHHUKAIUN
Alibaba Ha MexTyHapOAHBIX PbIHKaX, B TOM uucie benapycu u Poccun, ¢ yuérom
MOJIMTUYECKUX, KYJIbTYPHBIX M TEXHOJOTHYECKHX ocoOeHHocTel. IIpenyoxkeHs
MPaKTUYECKUE PEIIeHUs MO aJanTalid COOOIIEHHM, YCWICHHIO BU3yaJbHOU



UJACHTUYHOCTH U (HOPMUPOBAHUIO YCTOWYMBOTO B3aUMOJCHCTBHS C JIOKAIbHOMN
ayAUTOpUEl Yepe3 HOBbIE MEMa U COLIMATIbHBIC MIaT(HOPMBI.

Hayunas noeuzna uccnenoBaHus 3aKIOYACTCS B KOMIUIEKCHOM ITOAXOIE K
U3YyUYEHUI0 MEXIYHAPOJHOW KOMMYHHUKALMK KHUTaickoro mudpoBoro OpeHaa
yepe3 NpuU3My HOBBIX MeAMa M B pa3pabOTKe MNPaKTUKO-OPHEHTHPOBAHHBIX
peKOMEHAAalMKA TI0 UHTEerpaluu OpeHJa B JIOKaJIbHbIE HH(OpPMalMOHHbBIE
KOHTEKCTBI CTpaH-y4aCTHUL HUHULIMATUBbI « OUH NOSC, OJIUH ITyTh.

lIpakmuueckas 3HaUUMOCMb JTUCCEPTALIMM  COCTOUT B  BO3MOYKHOCTH
WCITIOJIb30BAHUS TPEIJIOKEHHBIX PEKOMEHJIALUA MpU TMOCTPOEHUU LUPPOBBIX
CTpaTeruii TpaHCHAIMOHAIBHBIX KoMIaHui Ha peiHKax CHI. PaboTta MoxeT OBITH
mojie3Ha  coernuanuctamMm B obmactu PR, 1mmdpoBoro MapkeTuHra U
MEKIyHAPOJIHBIX KOMMYHMKALUM, 3aHUMAIOIIMMCS IPOJABHKEHUEM KUTAUCKUX
OpeHJIOB.

ABTOp TIOATBEPKAAET AOCTOBEPHOCTH IPEACTABICHHBIX MAaTepUaloB U
CaMOCTOSITEIIBHOCTD BBINIOJIHEHHSI MAarUCTEPCKOM TUCCEPTALUN.



ABSTRACT OF MASTER'S THESIS

The structure of the master’s thesis includes: an introduction, a general
overview of the study, three chapters (comprising six sections), a conclusion, and a
list of references containing 70 sources. The total length of the thesis “New Media
as a Communication Channel for Chinese Brands: The Case of Alibaba” is 77
pages.

Keywords: ALIBABA, CHINA, NEW MEDIA, COMMUNICATION,
INTERNATIONAL STRATEGY, PR, SOCIAL NETWORKS, “BELT AND
ROAD LNITIATIVE”

Object of research — the communication strategy of Chinese brands in new
media.

Subject of research — the characteristics and prospects of Alibaba’s
communication policy in the international media environment.

Research aim — to analyze the problems and prospects of Alibaba’s
communication in new media and to develop recommendations for its optimization
in the international context, including within the framework of the “Belt and Road
Initiative.”

Research methodology includes theoretical analysis of scholarly and
professional literature on communications, media, and branding; case analysis of
Alibaba’s digital strategies; comparative analysis of message localization
approaches; and content analysis of social media and user-generated content.

Research findings: The study identified the structural and content-related
characteristics of Alibaba’s communication strategy in new media. Its strengths
include active use of digital platforms, integration with local services, and the
development of omnichannel communication. At the same time, weaknesses such
as content localization challenges, insufficient message personalization, and
limited management of user-generated content were revealed. External
opportunities (expansion of the “Belt and Road Initiative,” growth of digital
audiences in the CIS) and threats (information overload, geopolitical barriers,
cultural differences) were also outlined. Evidence-based recommendations were
developed to enhance Alibaba’s digital communications in international markets,
including Belarus and Russia, taking into account political, cultural, and
technological factors. Practical solutions were proposed to adapt messaging,
strengthen visual identity, and build sustainable engagement with local audiences
through new media and social platforms.

Scientific novelty lies in the comprehensive approach to studying the
international communication of a Chinese digital brand through the lens of new
media and in the development of practical recommendations for integrating
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Alibaba into the local information and cultural contexts of countries participating
in the “Belt and Road Initiative.”

Practical significance of the thesis is reflected in the applicability of the
proposed recommendations for building digital strategies of transnational
companies operating in CIS markets. The findings may be useful for PR
professionals, digital marketers, and communication specialists involved in the
international promotion of Chinese brands.

The author confirms the authenticity of the presented materials and the
independent completion of the master’s thesis.
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