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PED®EPAT MATUCTEPCKOWM IUCCEPTAIIUM

B cTpykTypy Maructepckoil amccepTaniid BXOAST: BBEACHHE, OOIIas
XapaKTEPUCTHKA padoThl, 3 TIaBbl (B KAKIO0M 1O 3 pa3zena), 3aKki0UeHUe, CIIHCOK
UCITOJIb30BAaHHBIX MCTOYHUKOB, KOTOPBIA COACPKUT 67 HAMMEHOBAaHUH, a TaKXe 5
npunoxkeHuii. O0beM MarucTepckoi auccepTanuu «PexinamMHas KOMMYHHKAIUS
KATaCKUX OpeHaoB B Mmeanachepe bemapycu» coctasnser 80 ctpaHwmil.

KimroueBsie cnoBa: PEKJIAMHASA KOMMVYHUKALIUA, BPEH/IBI,
MEJIMAC®DEPA, HOBBIE MEJIUA, TPAANLNOHHBIE CMU,
MNPPOBU3ALNA, HALTUOHAJIBHAA KVYJIBTYPA, ITIPOABWXEHUE.

Obvexm uccnedo6anus — KOMMYHUKALIMS B pEKJIAME KUTAaUCKUX OpEHJIOB.

Ilpeomem uccnedosanus — pekiIaMHOE COOOIIEHHE, BBICTYMAIOIIee, Kak
CPEICTBO KOMMYHHUKAIIMM, HA MPUMEPE PEKIAMHOM KOMMYHHMKAIUU KUTANCKUX
OopennoB B meauachepe benapycu.

Llenvio uccneoosanusi ABISETCS aHAIU3 KOMMYHHKAaUMOHHBIX MOJENEH Ha
IpUMEpEe pPEKIaMHOW KOMMYHHUKALlMM KWUTaWCKMX OpeHIoB B Meauacdepe
benapycwu.

Memoouka uccrnedoganus BKIIOYAET aHAIU3 PEKJIAMHBIX MaTEpHaJIOB
(TeIeBU3MOHHBIX POJIMKOB, MIEYATHON pEKIaMbl, IU(POBBIX KaMIAHUN) KUTAMCKUX
OpeH/I0B, OPUEHTUPOBAHHBIX Ha OEIOpYyCCKUM phIHOK. MCMoab30BaHbl Memooul.
MPUHIUIBI TAAIEKTUKHA (BCEOOIEe CBA3M U B3aMMOOOYCIOBJICHHOCTH MPOILIECCOB
U SBJICHUH) WM CUCTEMHOCTH. B CBSi3M C 3TUM B KayecTBE .Menodog B paboTe
OPUMEHSJICS CTPYKTYPHO-(DYHKIIMOHAJIBHBIA METOJI, KOMITAPATUBHBIA aHaJIM3,
aHAIMTHUYECKUI METOJI, METOJ] LIEJIEBOTO MPOEKTUPOBAHUS, & TAK)KE OOLIEHAYYHbIE
MeTOAbl (aHaJU3 M CHUHTE3, HHIAYKUUA W JACAYyKIHs, aOCcTparupoBaHue U
00o011eHne).

Llonyuennvie pe3yrbmamol: pa3zpaboTaHbl HaIpaBJIeHUs
COBEPILIEHCTBOBAHMS PEKJIAMHON KOMMYHUKAIIMN KUTANCKUX PEKJIAMHBIX OpEHI0B
B benapycu.

Hayunas nosusna onpenensieTcst TeM, 4TO peiCTaBlIeHHas padoTa sBIIsIeTCS
CUCTEMHO-KOMIUIEKCHBIM HCCIEAOBaHUEM CleUUPUKHA mpolecca (HOpMUPOBAHUS
pPEKJIaMHOM KOMMYHMKAllMM B BOCHpUATUM xkuTened Pecnyonuku benapych B
YCIIOBUSIX TI€pexoAa JBYCTOPOHHUX OTHOILIECHUW HA YPOBEHb CTPATETUYECKOTO
napTHEPCTBA.

Obnacmb  803MOJNCHO20 — NPAKMUYECKO20  NPUMEHEHUs:  PEe3yNbTaThl,
MOJIy4YeHHbIE B  XOJE€ HCCIENOBAaHMS, MOTyT OBbITh  HUCIIOJIb30BAHbI B
o0pa3oBaTeIbHOM  TPOLECCE  YUPEXKACHUM  BBICIIEr0O  O0Opa3oBaHUs IO
CHEUATBHOCTAM HH(OPMAIMOHHO-KOMMYHUKATUBHOM HANpaBiIeHHOCTU (B TOM
YlyCJie HAa YPOBHE MOBBILIECHUS KBAIM(DHUKAUMKA U MEPENOArOTOBKM KaJpoB), a



TaK)K€ B IMPAKTUYECKON JEATENBHOCTH KYPHAINCTOB, CIELUAIUCTOB IO CBA3SM C
OO0I1IECTBEHHOCTbIO, CIEIMATIMCTOB B c(pepe MapKeTHHTa.

ABTOp pabOTHI MOATBEPKIAET JOCTOBEPHOCTh MATEPUATIOB U PE3yJIbTAaTOB
MarucTepcKoi paboThl, a TAKKE CAMOCTOSATEILHOCTh €€ BHITIOJIHCHHUS.



ABSTRACT OF MASTER'S THESIS

The structure of the master's thesis includes: introduction, general
characteristics of the work, 3 chapters (each with 3 sections), conclusion, list of
sources used, which contains 67 titles, as well as 5 appendices. The volume of the
master's thesis "Advertising Communication of Chinese Brands in the Media
Sphere of Belarus" is 80 pages.

Keywords: ADVERTISING COMMUNICATION, BRANDS, MEDIA
SPHERE, NEW MEDIA, TRADITIONAL MEDIA, DIGITALIZATION,
NATIONAL CULTURE, PROMOTION.

The object of this research is communication in advertising of Chinese
brands.

The subject of the research is the advertising message, which acts as a means
of communication, on the example of advertising communication of Chinese
brands in the media sphere of Belarus.

The aim of the study is to analyze communication models on the example of
advertising communication of Chinese brands in the media sphere of Belarus.

The research methodology includes the analysis of advertising materials (TV
commercials, print advertising, digital campaigns) of Chinese brands focused on
the Belarusian market. The following methods are used: the principles of dialectics
(universal connection and interdependence of processes and phenomena) and
systematicity. In this regard, the methods used in the work are the structural-
functional method, comparative analysis, analytical method, method of target
design, as well as general scientific methods (analysis and synthesis, induction and
deduction, abstraction and generalization).

Results: directions for improving the advertising communication of Chinese
advertising brands in Belarus have been developed.

The scientific novelty is determined by the fact that the presented work is a
system-comprehensive study of the specifics of the process of formation of
advertising communication in the perception of the residents of the Republic of
Belarus in the context of the transition of bilateral relations to the level of strategic
partnership.

Area of possible practical application: the results obtained in the course of
the study can be used in the educational process of higher education institutions in
the specialties of information and communication orientation (including at the
level of advanced training and retraining of personnel), as well as in the practical
activities of journalists, public relations specialists, and marketing specialists.

The author of the work confirms the reliability of the materials and results of
the master's thesis, as well as the independence of its implementation.
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