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PEDEPAT MATUCTEPCKOWM JTUCCEPTAIIUN

Marucrepckasi quccepTaiusi CoAep>KUT 82 CTpaHUIIBl U COCTOUT U3 OOIIei
XapaKTEepUCTUKH, BBEACHHS, TpeX TJiaB, BKIIOYAIOIIUX IIECTh Pa3/elioB,
3aKJIIOYEHUS, CIHUCKA HCIOJIb30BAHHBIX HMCTOYHMKOB, BKJIOYaromero 60
HauMeHOBaHuW, 9  mnpunoxenuit. OObEeM  MarucTepckoil  auccepranuu
«DUpPMEHHBIN CTHIIb OEIOPYCCKUX U KUTAMCKUX OPEHIO0B OAEXKIIBI U aKCECCYyapoB
(BU3yaJIbHBIM U KOMMYHUKATUBHBIN aCTIEKTHI)».

KmroueBsie cioa: OUPMEHHBIN CTWJIb, BPEH/I, A3BIKOBA
KOMMVYHUKAILIMA, BU3YAJIBHAS KOMMVYHUKALIMSA, BEJIAPYCH,
KUTAU

Obvexm uccnedosanus — BHICTyHAaeT KOMMYHHUKAIMU (alJICHTUKA |
BepOaIbHbIE KOMIIOHEHTBI) OEJIOPYCCKUX W KUTAaUCKUX OpEHIOB OACKIbl U
aKceccyapoB B IOCTPOCHUH (POPMEHHOTO CTHIISL.

IIpeomem uccnedosanusi — 0COOEHHOCTH BU3YaJIbHBIX U KOMMYHUKATUBHBIX
aCIEKTOB CO3/IaHus (PUPMEHHOrO CTWJIA B MPAKTUKE OEJOPYCCKUX U KUTAMCKUX
OpEHI0B OJICXK bl U aKCECCYapOoB.

Llenv uccnedosanus’. aHanu3 MPaKTUK OEIOPYCCKUX U KUTAUCKUX OpEHIOB
OJICXkbl U aKCeccyapoB B 00JIACTH BU3YaJIbHOTO JM3aiiHa (JOTOTHUIBI, I[BETOBbIC
NaJIUTPbl) W KOMMYHHUKAIIMOHHBIX  CTpareruil  (pexjamHas  Happalus,
B3aMMOJICUCTBUE B COIMATIBHBIX CETSX, UCIIOIb30BAHNE KYJIbTYPHBIX CHUMBOJIOB) C
MOCJICYIONIUM  BBISBJICHHEM  KYJIbTYpHO-OOYCJIOBJIEHHBIX M PBIHOYHO-
JETEPMUHUPOBAHHBIX  (PAaKTOPOB (QopMupoBaHUsT UX cTwid. [lnaHnupyercs
00OOIIUTh YCHEIIHBI OMBIT M BBIIBUTH MOTCHIIMAIBHBIE PUCKH, C KOTOPBIMH
CTAJIKUBAIOTCSI OPEH/IbI B YCIIOBHSIX TI100aTH3alINN.

Meroapl HCCleOBaHUSI BKJIIOYAIOT TPUMEHEHUE MEKIUCIUTUIMHAPHOTO
MOAXO0/Ja,  COYETAIONIET0  TEOpUI0  OpeHA-MEHEIKMEHTa,  BHU3yaJIbHON
KOMMYHUKAIIMM U KPOCC-KYJIbTYPHBIE UCCIIEeIOBaHUS. VICrONb30BaHHBIE METOJIBI:
MPUMEHSIETCS ONMMCATENbHBIN, COMOCTABUTENIBHBIA METOJbI TPU  BBISBICHUH
MEXaHU3MOB BJMSHUS KYJIbTYPHBIX pa3iuuvii Ha (HOPMHUPOBAHHE CTHIICBBIX
ocoOeHHOCTEeW OpeHmoB, MeToj case-study Ipu pacCMOTPEHHUH OCOOCHHOCTEH
(bUPMEHHOTO CTHIISI BBIJICJICHHBIX OPEH/IOB.

Ionyuennvie pezyromamor; Ha OCHOBaHWUM TIPOBEIEHHOTO HCCIIEIOBAHUS
MOKHO 3aKJIFOUUTh, YTO KIIIOUYEBBIM (DaKTOPOM YCHEIIHOTO MO3UIIMOHUPOBAHUS
OENOpPYCCKMX ¥ KHTAMCKUX OpEeHIOB Ha TJIOOAIHHOM PBIHKE BBICTYIIAET
CTPaTETUYECKOE UCIOJIb30BAHUE HAIMOHAIBHOTO KYJIBTYPHOTO KOJa KaK OCHOBBI
YHUKATBbHON WACHTUYHOCTU. CHUHEprus TiIyOOKO MPOIyMaHHBIX BHU3YAIbHBIX
(BET, CUMBOJIBI, MU3aiiH) W BepOambHBIX (HAPPATUBBI, CJIOTAHBI, JIOKAJTU3AIIHS)
KOMMYHUKAIIMI, TBOPYECKH MEPEOCMBICTUBAIONINX HCTOPUYECKOE HACJIECINE B
KOHTEKCTE COBPEMEHHOM ICTETUKHU U NU(PPOBBIX peanuii, popMUpYyeT y3HABAEMBIi



CTWIb W OMOLMOHAIBHBIM pPE30HAHC C ayauropuen. Uit yKpereHus
KOHKYPEHTOCTIOCOOHOCTH KPUTUYECKU Ba)KHA Tpuaaa CTpaTerui:
CUCTEMATUYECKasl aKTyaJu3alMs KyJIbTYpHOM HMIEHTHUYHOCTH Yepe3 Hacleaue,
UHTCHCU(HKAIMS WMHHOBAallM B Ju3ailHE M TPOU3BOJCTBE, W PACIIMPEHUE
MEXKYJIbTYPHOTO JUAJIOra 4epe3 aJanTUPOBAHHBIE KOMMYHHUKATUBHBIE TPAKTUKH.
HccnenoBanne mOATBEp)KAAeT TpaHCPOPMAIUIO TMApaJurMbl OpeHIUHTa: OT
CTaHJAPTHU3AIMK K KyJIbTYPHOH MeIualuu, I7ie NOJIMHHA Au(depeHunanus u
BHEBpPEMEHHAsI JKU3HECMOCOOHOCTh OpeHAa pPOXKAAIOTCS B AHAIEKTUYECKOM
€IMHCTBE TIIyOMHHOTO NMOHHMMAHUS JOKAJIBHBIX KYJIbTYPHBIX MAaTpHIl U YyTKOTO
pearupoBaHus Ha COBPEMEHHBIE II100aJIbHbIE BHI30BBI.

Hayunas nosusna 3akimiodyaeTcsi B BBISIBJICHHMH OCOOCHHOCTEH (pupMeHHOTO
CTHisi ONOPYCCKMX W KHTAMCKMX OpeHIOB dYepe3 Npu3My HallMOHAIBHOM
CUMBOJIMIKM M COBPEMEHHBIX TPEHAOB MPE3ECHTAUU OAeKAbl. ODUPMEHHBIN CTHIIb
paccMaTpuBaeTcss ~ Kak  CHUCTEMa  BHU3yaJIbHO-BEpOAJIbHBIX  3JIEMEHTOB,
CTaHJApTU3UPOBAHHBIX I KOMMyHHMKauui. bemnopycckue Opennbl (Ramonki,
Milavitsa, ZIBRA) coueTtatoT (oJIbKIOPHBIE MOTHBBI C TJIOOAIBHBIMUA TPEHIAMH,
CO3[aBasi y3HABAaEMbId CTWJIb YEPE3 XPOMATUKY M CEMHOTHKY. Kwuraickue
MPOU3BOJAMTENIM WHTETPUPYIOT TPAJAMIMOHHBIE JIIEMEHTHl B [W3aiiH, codeTas
apXeTUIlbl C COBPEMEHHBIMU (OpMaMHU, YTO OTPAXKAET SCTETUKY BOCTOYHOTO
MUHUMAJIM3Ma U YKPEIUISET KyJIbTYPHYIO HACHTHYHOCTb.

Obaacmvio  803MOJNCHO20 NPAKMUYECKO20 NpUMEHeHUs WNCCIIECJOBAHUS
SABJISIIOTCS. OpeHA-IU3aliH U OpEeHI-MEHEHKMEHT, MPpHU pa3paboTKe MaTepUaoB JJis
MPAKTUYECKUX 3aHIATHI 110 OpEHIUHTY.

ABTOp pabOTHI MOATBEPKIAET JOCTOBEPHOCTh MATEPUATIOB U PE3YyJIbTATOB
MarvucTepcKkou paboThl, a TAKKE CAMOCTOSATEILHOCTh €€ BBITIOJHEHHUS.



ABSTRACT OF MASTER'S THESIS

The master's thesis contains 82 pages and consists of a general description,
introduction, three chapters, including six sections, conclusion, list of references,
including 60 titles, 9 appendices. The volume of the master's thesis is "Corporate
style of Belarusian and Chinese brands of clothing and accessories (visual and
communicative aspects)".

Keywords: CORPORATE STYLE, BRAND, LANGUAGE
COMMUNICATION, VISUAL COMMUNICATION, BELARUS, CHINA

The object of the study is the communications (identity and verbal
components) of Belarusian and Chinese brands of clothing and accessories in the
construction of a uniform style.

The subject of the study is the features of the visual and communicative
aspects of creating a corporate style in the practice of Belarusian and Chinese
brands of clothing and accessories.

The aim of the study: to analyze the practices of Belarusian and Chinese
clothing and accessories brands in the field of visual design (logos, color palettes)
and communication strategies (advertising narrative, interaction in social networks,
use of cultural symbols) with the subsequent identification of culturally determined
and market-determined factors in the formation of their style. It is planned to
summarize successful experience and identify potential risks that brands face in the
context of globalization.

The research methods include the use of an interdisciplinary approach
combining the theory of brand management, visual communication and cross-
cultural research. The methods used: descriptive, comparative methods are used to
identify the mechanisms of influence of cultural differences on the formation of
stylistic features of brands, the case-study method is used to consider the features
of the corporate style of the selected brands.

The obtained results: Based on the conducted research, it can be concluded
that the key factor in the successful positioning of Belarusian and Chinese brands
in the global market is the strategic use of the national cultural code as the basis of
a unique identity. The synergy of deeply thought-out visual (color, symbols,
design) and verbal (narratives, slogans, localization) communications that
creatively rethink the historical heritage in the context of modern aesthetics and
digital realities forms a recognizable style and emotional resonance with the
audience. To strengthen competitiveness, a triad of strategies is critically
important: systematic updating of cultural identity through heritage, intensification
of innovations in design and production, and expansion of intercultural dialogue
through adapted communication practices. The study confirms the transformation



of the branding paradigm: from standardization to cultural mediation, where
genuine differentiation and timeless viability of the brand are born in the
dialectical unity of a deep understanding of local cultural matrices and a sensitive
response to modern global challenges.

The scientific novelty of the study lies in identifying the features of the
corporate style of Belarusian and Chinese brands through the prism of national
symbols and modern trends in clothing presentation. Corporate style is considered
as a system of visual and verbal elements standardized for communications.
Belarusian brands (Ramonki, Milavitsa, ZIBRA) combine folklore motifs with
global trends, creating a recognizable style through chromaticism and semiotics.
Chinese manufacturers integrate traditional elements into design, combining
archetypes with modern forms, which reflects the aesthetics of oriental minimalism
and strengthens cultural identity.

The area of possible practical application of the research is brand design
and management, preservation and promotion of culture, marketing and
internationalization.

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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