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PEDEPAT MATUCTEPCKOWM JTUCCEPTAIIUN

B cTpykTypy Marucrepckol aumccepTaluu BXOHSAT: BBEJEHHUE, oO0mIas
XapaKTepucTuKa paboThl, 3 TJIaBbl, BKIIOYAIOIIME 7 pa3/iesioB, 3aKJIIOYECHHE,
CIIUCOK MCMOJb30BAHHBIX MCTOYHHKOB, KOTOPBIM COAEPKUT 63 HaMMEHOBAaHHUS, a
Takxke 5 npuioxkeHud. O0beM marucrepckoil nuccepranuu «MHQIIOEHCHHT Kak
TEXHOJIOTUSI MPOJIB)KEHUSI KUTAMCKUX OpPEHJIOB HAa BHYTPEHHEM pPBIHKE CTpaHbI»
COCTAaBJISIET 78 CTpaHHUIL.

KmroueBsie cnoBa: HMH®OJIIIOEHCHUHI', BJIOITHWUHI, MAPKETHWHI
BJIMSHUS, BPEHJ, KJIFOUEBBIE JIMJAEPBI MHEHWI, TEXHOJIOI'MU
[IPOJIBUKEHU S, PEKJIAMA, KUTAU, KHP, PECITYBJIMKA BEJIAPYCb.

Obvexm uccnedoganus — OJIOTH TOMYJSPHBIX UH(IIIOCHCEPOB B BEAYIIUX
ColMaNIbHBIX ceTsax Kuras.

IIpeomem uccneoosanusi — UHQIIOEHCUHT KaK TEXHOJIOTHS TMPOABMKCHUS
KUTAMCKUX OPEH0B HA BHYTPEHHEM PBIHKE CTPAHBI.

Llenv uccneoosanus — wuzyunth ¢peHomeH wuHpumoeHcunra (KOL), wmm
MapKeTUHra BJIMSHHUS, KaK OCHOBHOM HH(POBONM TEXHOJIOTHU MPOJABUKCHUS
KUTalckuX OpeHmoB Ha BHyTpeHHeM poiHke KHP, u paccMoTpers maHHyro Temy
TaKXKe B paKypce 3apyOesKHOTrO OMbITa JJI MPOJIBIXKEHUS OEIOPYCCKUX TOPTOBBIX
Mapok; BbIpabOTaTh pEKOMEH/IAIMH 110 ONITUMH3AIMU WH(IIOCHC-MapKETHHTA.

Meronvka — WcclneOBaHHWS — BKJIIOYACT  MemoO  KOHMEHM-AHANU3A
MOJIb30BATEILCKUX 0030pOB W OpEHAMPOBAHHOTO KOHTEHTAa Ha IIaTdopmax
Xiaohongshu, Douyin u WeChat; memoost cpasHumenvnoco ananusza
sbdextuBHOCTH paznuuHblx  THNoB KOL  (TomoBele, cpemHue, MHKpO-
uH(QIIOCHCEphI) B MPOJBIKCHHHM  HAIMOHAJIBHBIX  OpEHIOB;  Memoo
cmamucmuyecko2o MojaenupoBanus ansi oneHku BiausiHua KOL-mapkernHra Ha
KJIIOUEBBIC TIOKA3aTeM HMMUKA CTPaHbl; Memoo Keluc-cmaou ¢ aHalu30M
npuMepoB ucnoib3oBanus KOL B HalimoHansHOM OpeHIUHTE.

Ilonyuennvie pezynomamvl:  ONpeneieHa CYIIHOCTh HH(IIIOCHCHHTa,
paccMOTpeHa UCTOpUS Pa3BUTHS OJIOTTUHTA W UH(IIIOCHC-MapKETUHTa B MUpPE U
Kurae; u3yueH KWUTaWCKUI PBHIHOK TMOIMYJSIPHOTO OJIOTTUHTA M BBISABICHBI €T0
XapakTEepHbIE  OCOOCHHOCTH;,  TPOAHATU3UPOBAHBI  YCIENIHBIC  KaMIIAHUU
MIPOJIBIKEHUS M3BECTHBIX OpPEHJIOB Ha BHYTpEHHEM pbiHKe Kutas u ompemeneHo
MECTO TE€XHOJIOTUM WH(IIOCHCUHTA B CTPYKTYpE JAHHBIX KaMIAHWUW; TIPUBEIACHBI
pUMEpPHl MapKeTUHTA BIUsHUS B bemapycu u BeIpaOOTaHBl PEKOMEHIAIUH TIO
ONTUMH3AIMN TEXHOJOTUN NH(pI0eHcHHTa ¢ yuerom ombita KOL.

Hayunas noeusna uccinedosanusi 3aKil04aeTCsl B BBISIBICHUN OCOOEHHOCTEM



camMoi 3(p(EKTUBHON COBPEMEHHOM IH(PPOBON TEXHOJOTHUH TPOJBHKEHUS
opennoB B Kutae — undumoenc-mapkerunra (KOL), u pacKkpbITUH €r0 PeKIaMHOTO
noreHuuana s benapycu. MccnenoBanne onpeneiser KI0YeBble 0COOEHHOCTH U
TPEH[IbI, KOTOpPBIE (POPMHUPYIOT KUTANCKUIN PHIHOK HHTEPHET-IIPOIBUKCHHUSL.

IIpakmuueckas 3HayumMocms TACCEPTALUU COCTOUT B TOM, YTO PE3YJILTATHI
JAHHOU pabOThl MOTYT MOCTYKUTh ONTHUMH3aLUWN JEKIMOHHBIX U MPAKTUYECKHX
3aHATAA Ha (aKkyJapTeTe JKYpPHATUCTHKH bemopycckoro rocyaapcTBEHHOTO
yHuBepcureTa. OmnpeneneHHas LEHHOCTb HCCIENOBaHMUS — 3aKIO4aeTcs B
BO3MOXKHOCTH  €r0  HCHOJB30BaHUS  JUIsi  MOBBIMICHUS  3((HEKTUBHOCTH
npoJBHKeHUs OpeHnoB Kak B Kutae, Tak u B benapycu.

ABTOp TOITBEPXKAAET JIOCTOBEPHOCTh MPEACTABICHHBIX MaTEPUAIOB U
CaMOCTOATEIbHOCTh BBINIOJHEHUSI MaruCTEPCKON TUCCepTaLiu.



ABSTRACT OF MASTER'S THESIS

The structure of the master's thesis includes: an introduction, a general
description of the work, 3 chapters comprising 7 sections, a conclusion, a list of
sources used, which contains 63 titles, as well as 5 appendices. The volume of the
master's thesis «Influencing as a technology for promoting Chinese brands in the
domestic market of the country» is 78 pages.

Keywords: INFLUENCING, BLOGGING, INFLUENCER MARKETING,
BRAND, KEY OPINION LEADERS, PROMOTION TECHNOLOGIES,
ADVERTISING, CHINA, PRC, REPUBLIC OF BELARUS

The object of the study is the blogs of popular influencers in China's leading
social networks.

The subject of the research is influencing as a technology for promoting
Chinese brands in the domestic market of the country.

The aim of the study: is to study the phenomenon of influencing (KOL), or
influence marketing, as the main digital technology for promoting Chinese brands
in the domestic market of China, and to consider this topic also from the
perspective of foreign experience for promoting Belarusian brands; to develop
recommendations for optimizing influencer marketing.

The research methodology: the method of content analysis of user reviews
and branded content on the Xiaohongshu, Douyin and WeChat platforms; methods
of comparative analysis of the effectiveness of various types of KOL (top,
medium, micro-influencers) in promoting national brands; statistical modeling
method to assess the impact of KOL marketing on key indicators of the country's
image; case study method with an analysis of examples of the use of KOL in
national branding.

The obtained results: the essence of influencing is determined; the history of
the development of blogging and influencer marketing in the world and China is
considered; the Chinese market of popular blogging is studied and its characteristic
features are revealed; successful campaigns of promotion of well-known brands in
the domestic market of China are analyzed and the place of technology of
influencing in the structure of these campaigns is determined; examples of
marketing influence in Belarus are given and recommendations are developed to
optimize the technology of influencing, taking into account the experience of KOL.

The scientific novelty of the study is to identify the features of the most
effective modern digital technology for brand promotion in China — influencer
marketing (KOL), and to reveal its advertising potential for Belarus. The study



identifies the key features and trends that shape the Chinese Internet promotion
market.

The area of possible practical application this dissertation includes
optimizing journalism education by enhancing the structure and content of lectures
and practical classes at the Faculty of Journalism of Belarusian State University, as
well as strengthening brand promotion strategies through valuable insights for
improving marketing campaign effectiveness in both Chinese and Belarusian
markets. Additionally, the research contributes to cross-cultural media studies by
facilitating comparative analysis of communication practices between the two
countries.

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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