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PED®EPAT MATUCTEPCKOM JUCCEPTAIIMN

B crpykTypy Marucrepckoil aumccepTaliMd = BXOJAT: BBEACHHE, OOIIas
XapaKTepUCTHKa pabOThl, 3 TJaBbl, BKIIOUYAIONIME & pa3/eioB, 3aKIIOYEHHUE, CIUCOK
UCITOJIb30BAaHHBIX HCTOYHHUKOB, KOTOpBIM cojepxkutr 50 HauMMeHOBaHWM, a Takxke 4
npunioxkeHusi. O0beM MarucTepckoil auccepranuu « OUPMEHHBIH CTHIIb 0EJIOPYCCKUX H
KUTAWCKUX TMHIIEBBIX OpEHIOB (BU3yaJbHBIH M KOMMYHHUKATUBHBIM aCHEKTHI)»
COCTaBJISICT 85 CTPAHUL.

Kmouessie cmoa: BPEHJI, TTUIIIEBOM BPEHJ, ®HUPMEHHBII CTHWJIb,
KOMMVYHUKAIINW, BUW3YAJIbHBIII  ACIIEKT, KOMMYHHKATHBHBIMI
ACIIEKT, PEKJIAMA, JIM3ANH, KUTAWCKAS HAPOJHAS PECITYBJIUKA,
PECITYBJIMKA BEJIAPYCb

Obvexm uccnedosanusi — OEIOPYCCKUE U KUTAUCKUE MUILIEBbIC OPEH/IBI.

Illpeomem uccneoosanusi — BU3YAIbHBIM U KOMMYHUKATHUBHBIA acCHEKThI
(UpPMEHHOT0 CTHIISI OEIOPYCCKUX M KUTAaUCKUX MUIIEBBIX OPEH]IOB.

Llenv uccnedosanus. M3y4eHUE BHU3YyaIIbHOTO M KOMMYHHUKAaTUBHOI'O AacHEKTOB
(bupmeHHOro cTuiIs nuieBbix OpeHaoB benapycu u Kutas ¢ yueTom ux HallmOHaJIbHBIX
U KyJIbTYpPHBIX OCOOEHHOCTEW; BbIpAaOOTKA pEKOMEHAAIMl 10 ONTUMH3ALUU
MPOJBMKEHUSI COOTBETCTBYIOIIMX OTpaciiel SJKOHOMHUKHA 00E€MX CTpaH M HUX TOPIOBBIX
MapoK.

Meroarka UCCIEIOBaHMS BKIIOYAET aHAIW3 SMIHMPUYECKUX HCTOYHMKOB,
IIPOBEICHHE ONPOCOB W MHTEPBBIO C MPEACTABUTEISIMU NPEINPUATAN MUIIEBOM
OTpaciu, aHaJM3 COOTBETCTBYIOLIMX CTAaTHCTHYECKMX JAHHBIX U OTYETOB B 00€uX
CTpaHax, a TakXke HaOmoneHne 3a (UPMEHHONM KOMMYHHMKAUUMed M METOJAMHU
MPOJBMKEHHUS, HCIONb3YEMBIMU B MNHUIIEBON uHAycTpuu. i Oosiee riiyOOKoro u
BCECTOPOHHETO M3YYEHHUS] TEMbI MCCIEAOBAHMS ObLI MPUMEHEH KOMIUIEKCHBIN MOAXO,
BKJIIOYAIONIMI KaK KaueCTBEHHbIC, TaK M KOJMYECTBEHHbIE HMCCIICIOBAHUSA, U aHAIIU3
CPAaBHUTENbHBIX JAHHBIX NMpuMeHUTeNbHO K bemapycu n Kuraro. BaxkHbIM 351€eMeHTOM
METOJMKH HMCCJEI0BaHMs ObLI TakXe aHaJIN3 COBPEMEHHBIX TPEHJOB M MHHOBAIMI B
chepe OpeHIUHTa B MUILEBOM OTPACIU, TAKUX KaK MCIOJIb30BAHHE COLMAIBHBIX CETEH,
UU(POBBIX TEXHOJOTUM M OHJAWH-TUIATGOpPM JUIsl TNpPUBJICUEHHUS MOTpeOUuTened u
MPOJBUKEHHUS ONPEIETIEHHBIX TOPrOBBIX MapOK.

Ilonyuennvie pezynomamul: ONPENEIEHBI CYIIHOCTh (PUPMEHHOTO CTWIISI U €ro
OCHOBHBIE AJIEMEHTBI U HOCUTEJIH; PACCMOTPEHA UCTOPUS Pa3BUTHUS MUILEBBIX OPEHIOB
Ha 0EJIOpPYCCKOM U KUTalCKOM MOTPEOUTENBCKOM PBIHKAX; U3Y4YE€Hbl COOTBETCTBYIOLIHIM
3apyOeXHbI  ONBIT MO3ULMOHUPOBAHUS, KpeaTuBa, JW3alHAa M OpEHIUHTa;
IPOAHAIU3UPOBAH (PUPMEHHBIM CTUIIb MOMYJISIPHBIX OEIOPYCCKUX MUIIEBBIX OpPEH/OB;
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MPOAHATM3UPOBAH (UPMEHHBIM CTWJIb TOIMYJSIPHBIX KHUTAMCKUAX THINEBBIX OPEHJIOB;
MPOBEJICH CPAaBHUTEIBHBIA AHAIU3 BU3YAJIbHOM M KOMMYHHKATUBHOW COCTABIIAIOILICH
dbupmMeHHOTO CTWIS TNHIMEBBIX OpeHaoB bemapycu wu  Kwutas; paspaboTtansi
PEKOMEHAAIMU MO ONTUMHU3AIMU NPOJBHKEHUSI OPEHIOB MUILEBOM OTPACIUA C YYETOM
OMbITa 00EUX U3YYaEMbIX CTPaH.

Hayunas mnosusma uccnedoganusi 3akiaoyaeTcsi B CPAaBHUTEIBHOM aHAJIN3E
0eIOpyCCKOr0 W KUTAWCKOTO OMBITa CO3JaHus (PMPMEHHOTO CTHJISA OPEHIIOB MHUIIECBOM
OTpaciy; BBISIBICHUM BU3YAJIbBHOTO W KOMMYHUKATMBHOTO TMOTEHIMAIA THUIIEBBIX
OpeHIOB /I TOCTPOEHUS KOPHMOPATUBHONW HUACHTHYHOCTH C IEIbI0 3(PGEeKTHBHOTO
MPOJABHKEHUS.

Obniacmsb 803MOANCHO20 NPAKMUUECKO20 NPUMEHEHUs. TACCEPTALNK 3aKIII04YaeTCs
B BO3MOXHOCTU €€ HCIIOJIb30BaHUU ISl MOBBIMICHUS 3((PEKTUBHOCTH TPOJBUKEHUS
nuieBbix OpennoB bemapycu u Kutas. Pe3ynbraThl uccinenoBaHusi MOTYT ObITh
BHEJPEHBl B CTPATETHI0 MAapKETHMHra COOTBETCTBYIOIIMX KOMIAHHUM, a TaKXKe
MPUMEHEHBI NI ONTHMH3AIMKU TPOLIECCOB CO3/aHusi (PMPMEHHOTO CTHJIS, PEKJIaMHOMU
KOMMYHUKAIIMM ¥  (HOPMUPOBAHMS TO3UTUBHOTO HMHAXKA Ha JIOKAJIBHBIX W
MEXJIYHAPOIHBIX PhIHKAX.

[TonyuenHbsle AaHHBIE O BHU3yaJIbHBIX M KOMMYHHKATHBHBIX OCOOEHHOCTSIX
(UPMEHHOTO CTHUJISI TTO3BOJIAT NPEANPUITUAM aaITUPOBATH MAPKETUHTOBBIC PEIICHUS C
Y4€TOM KYJIbTYPHBIX W  HAIIMOHAIBHBIX OCOOCHHOCTEH II€JIEBOM  ayJUTOPUH.
PazpabotanHbie  peKOMEHAAIMM  TOMOTYT  YKPENUTh  KOHKYPEHTOCIOCOOHOCTH
KOMITAaHUM, MOBBICUTh WX Y3HABA€MOCTb, NPHUBJICYb HOBBIX KIHEHTOB W YKPENUTh
JIOBEpHUE MOTpeOUTENCi.

ABTOp pPabOTHl TOATBEPKAAET JIOCTOBEPHOCTH MATEpUATIOB U PE3yJIbTaTOB
MarvucTepcKkoi padoThl, a TAKKE CAMOCTOSATEILHOCTh €€ BBITIOJHEHHUS.



ABSTRACT OF MASTER'S THESIS

The structure of the master's thesis includes: introduction, general characteristics
of the work, 3 chapters, including 8 sections, conclusion, list of references, which
contains 50 titles, and 4 appendices. The volume of the master's thesis "Corporate style
of Belarusian and Chinese food brands (visual and communicative aspects)"” is 85 pages.

Keywords: BRAND, FOOD BRAND, CORPORATE  STYLE,
COMMUNICATIONS, VISUAL ASPECT, COMMUNICATIVE ASPECT,
ADVERTISING, DESIGN, PEOPLE'S REPUBLIC OF CHINA, REPUBLIC OF
BELARUS

The object of study - Belarusian and Chinese food brands.

The subject of study - visual and communicative aspects of the corporate style of
Belarusian and Chinese food brands.

The objective of the study: to study the visual and communicative aspects of the
corporate identity of food brands in Belarus and China, taking into account their national
and cultural characteristics; to develop recommendations for optimizing the promotion
of the relevant sectors of the economy of both countries and their trademarks.

The research methodology includes the analysis of empirical sources, surveys and
interviews with representatives of food industry enterprises, analysis of relevant
statistical data and reports in both countries, as well as observation of corporate
communication and promotion methods used in the food industry. For a more in-depth
and comprehensive study of the research topic, an integrated approach was used,
including both qualitative and quantitative research, and analysis of comparative data
applicable to Belarus and China. An important element of the research methodology was
also the analysis of modern trends and innovations in the field of branding in the food
industry, such as the use of social networks, digital technologies and online platforms to
attract consumers and promote certain brands.

The results obtained: the essence of the corporate identity and its main elements
and carriers were determined; the history of the development of food brands in the
Belarusian and Chinese consumer markets was considered; the relevant foreign
experience of positioning, creativity, design and branding was studied; the corporate
identity of popular Belarusian food brands was analyzed; the corporate identity of
popular Chinese food brands was analyzed; a comparative analysis of the visual and
communicative components of the corporate identity of food brands in Belarus and
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China was conducted; recommendations were developed for optimizing the promotion
of food industry brands taking into account the experience of both countries studied.

The scientific novelty of the study lies in the comparative analysis of the
Belarusian and Chinese experience of creating a corporate identity for brands in the food
industry; identifying the visual and communicative potential of food brands for building
a corporate identity for the purpose of effective promotion.

The area of possible practical application of the dissertation lies in the possibility
of its use to improve the effectiveness of promoting food brands in Belarus and China.
The results of the study can be implemented in the marketing strategy of the relevant
companies, as well as applied to optimize the processes of creating a corporate identity,
advertising communications and forming a positive image in local and international
markets.

The obtained data on the visual and communicative features of the corporate
identity will allow enterprises to adapt marketing solutions taking into account the
cultural and national characteristics of the target audience. The developed
recommendations will help strengthen the competitiveness of companies, increase their
recognition, attract new customers and strengthen consumer confidence.

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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