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PEDEPAT MATUCTEPCKOWM JTUCCEPTAIIUN

CtpykTypa maructepckoil aucceprauuu «KoMMyHUKAaTUBHbIE CTPATETHUU U
TaKTHUKWA TPOABMKEHUS KUTAUCKOW KyXHHM B MUHCKe» BKIIIOYAET: BBEICHHUE,
OOIIyI0 XapaKTepUCTUKY paboThl, 3 TiaBbl (7 pa3nenoB), 3aKIIOYEHUE, CIHUCOK
HCIIOJIb30BaHHBIX UICTOYHUKOB U3 50 HaumMeHoBaHui. Q01U 00beM padoThl — 62
CTPaHMUIIBI.

KroueBnlie cJIOBa: KUTAVCKAS KYXHAI, CTPATEI'I1
[MPOABWXEHUSA, MEXKVYJIBTYPHASA KOMMVYHUKALIUA, BPEH/,
COLMAJIBHBIE CETHU

Obvexm ucciedosanuss — KOMMYHUKAIIMOHHBIE TMPAKTUKU MHUHCKUX Kade
KUTAMCKOM KYXHU B VYCIOBHSIX MEXKYJIbTYPHOM CpeAabl M WX BIHSHHE Ha
BOCIPUSTHE TIOTPEOUTEIIEH.

IIpeomem uccnedogarnuss — OCOOCHHOCTH CTPATETUl U TAKTHK MPOJABMKCHUS
KUTAMCKON KyXHM Ha OEJOPYCCKOM pBIHKE, HalpaBJICeHHbIE HAa (OPMUPOBAHUE
JIOBEPHSI 1 UIHTEPECa CO CTOPOHBI PA3JIMYHBIX [EJIEBBIX ayAUTOPHUH.

Llenv uccnedoganus — BBIICIUTh OCHOBHBIE MHCTPYMEHTHI MPOJBHKCHUS
KUTAMCKOM KyXHH C YYE€TOM MEXKYJIbTYPHBIX (DAaKTOPOB U COBPEMEHHBIX
TEHJECHIIMA MEIMaKOMMYHHKAIlMK, a TaKke pa3padoTrarb NPaKTUYECKUE
peKOMeH U Mo (OPMHUPOBAHUIO YCTOMUMBOIO UMHUIKA PECTOPAHOB KUTAWCKON
KyXHH.

Merononorus UCCJIeIOBaHUS BKJIIOYAET MeIMaKOHTEHT-aHaJu3,
HaOJIoICHUE, KEeWC-aHaJIu3 U CPAaBHUTENIbHBIA METOJ; HCCIIEIOBAHUE TPAKTHK
WCIIOJIb30BAHUSI BU3YAJIbHBIX W SI3BIKOBBIX PEIIEHUWH B MapKETHUHTE, a TakkKe
METO/IOB SMOITMOHAIBHOTO BOBJICUEHUS Ay TUTOPHH.

B pesynbrare uccienoBanus BeIsIBICHBI Hanbosee 3 PeKTUBHBIE CTPATETHH
B3aMMOJICUCTBUS C KUTAWCKOW M OEIOPYCCKOM ayIUTOpHEH, oXapaKTepU30BaHbI
KIIOUEBbIC  MEJIMAMHCTPYMEHTHI  TPOJBIIKEHHUSA, OOOCHOBAHBI  TPHUHIIUIIBI
KyJIbTYPHOUM aJanTanud KOHTEHTA W MPEIIOKEHBl PEKOMEHIAINH NIl Pa3BUTHUS
MMHJIKA KuTalckux kade B MUHCKe.

Haydnast HOBM3HA 3aKII0YaeTCsl B CHUCTEMATHU3AIlMH METOJIOB MPOJIBIKECHHUS
KUTAMCKOM KyXHH B MEXKYJIbTYPHOU Cpele U BBIPAOOTKE MPEAJIOKEHUN TI0
YCWJICHHIO TTO3UIIMN OPEHI0B KUTAMCKON KyXHU Ha OEIOPYCCKOM PhIHKE.

[IpakTUueckoe MpPUMEHEHUE Pe3yJbTATOB BO3MOXKHO B JearenbHOCTH PR-
oTnenoB Kade, B TypUCTUUECKON U KYJIBTYPHOU cdepe, a TakKe B MPEToIaBaHUH
KYPCOB 10 MEXKYJIbTYPHON KOMMYHHUKAIIUH.

ABTOp MOATBEPKAAECT JOCTOBEPHOCTh MH(MOPMAIIUU M CAMOCTOSITEIHLHOCTD
BBITIOJIHEHUS PAOOTHI.



ABSTRACT OF MASTER'S THESIS

The structure of the master’s thesis titled “Communicative Strategies and
Tactics for Promoting Chinese Cuisine in Minsk” includes: an introduction, a
general overview, three chapters (seven sections), a conclusion, and a list of 50
references. The total length of the thesis is 62 pages.

Keywords: Chinese cuisine, promotion strategy, intercultural communication,
branding, social media marketing

The object of the study is the communication practices of Chinese restaurants in
Minsk in the context of intercultural interaction and brand perception.

The subject is the specific communicative strategies and tactics employed in
promoting Chinese cuisine on the Belarusian market, aiming to build trust,
recognition, and audience interest.

The goal of the research is to identify and systematize effective communication
tools used to promote Chinese food, with a focus on intercultural specificity, and to
offer strategic recommendations for developing a sustainable brand image.

The methodology includes media content analysis, field observations, case
studies, and comparative methods to examine language adaptation, visual identity,
emotional marketing, and the role of social media in outreach.

The study reveals differentiated strategies for Chinese and Belarusian target
groups, describes media tools and visual elements used in branding, and provides
suggestions for culturally adapted content. It highlights the influence of emotional
marketing and cultural symbolism in food-related communication.

Scientific novelty lies in the integration of communication theory with Chinese
gastronomic cultural practices, offering actionable strategies for building brand
identity in a foreign cultural context.

The practical value of the research can be applied in PR activities of restaurants,
tourism promotion, cultural marketing, and intercultural communication training.

The author confirms the authenticity and independent execution of the research.
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