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AHHOTALIUA

B cTpykTypy Maructepckod auccepTaliud  BXOJSAT: BBEACHHE, OOIIas
XapaKTEePUCTHKA, TPU [IABbl, BKIIFOUAIOIIME BOCEMb PA3/EIOB, 3aKIFOUEHHUE U CIIHMCOK
UCIIOJIb30BAaHHBIX MCTOYHUKOB Ha 5 CTpaHULAxX, BKIOYAOMMK 50 HaMMEHOBaHMWIA.
Pabota BkitouaeT 8 Tabmuly; 7 pucyHKoB pa3menieHsl B [Ipunoxennn. Marucrepckast
nuccepranus  «bpeHI-KoMMyHUKaIIMM KUTaWCKUX KoMmmaHuii B bemapycu (Ha
npumepe GEELY U XIAOMI)» conepxxut 72 cTpaHUIIBI.

Knouesvle cnosa: bPEH/I; BPEH/I-KOMMYHUKAIINUH;
NHOOPMAIIMOHHO-KOMMYHUKAIIMOHHBIE TEXHOJIOT'UUH;
MAPKETHUHI'OBBIE KAMITAHUN; ATAIITALUA; UHTEPHET-TIIJIAT®OPMBI;
OHJIAUH-AKTUBHOCTbD; IEMOHCTPALIVSI THHOBALIU.

Obvexkm uccneooeanus: OpPraHU3ALMS WU TPAKTUKA OpEHI-KOMMYHUKALIMH
koprnopanuii Geely u Xiaomi.

Ilpeomem uccnedoganus: OCOOEHHOCTH M TpeHAbl OpEHI-KOMMYHUKALIMH
kopnopanuii Geely u Xiaomi B benapycwu.

Llenv pabomwvi: W3ydeHHME TEKYILIETO COCTOSHUS M TPEHIOB OpeHI-
KOMMYHHUKAIIUM KUTaWCKUX KoMIaHui B bemapycu (Ha npumepe kommnanuii Geely u
Xiaomi) B KOHTEKCTE CTPATETHUECKOTO ITAPTHEPCTBA JIByX CTpaH NpPU yueTe
0COOEHHOCTEH HAIMOHAIBHBIX, KYIBTYPHBIX U UHBIX (PAKTOPOB C IEIbI0 BHIPAOOTKU
PEKOMEHJALUNA MO TOBBIEHUI0 PPEKTUBHOCTH KOMMYHHMKAIMM U YCHJICHHUIO
MTO3UITNH OpeHa.

Memoowl uccneoosarnus. J{ns npoBeIeHUs] UCCIIEIOBAHUS ObUTH UCTIOIb30BAHBI
oOlLleHayYHbl€ W YaCTHOHAYYHbIE METOJbl, TAKUX KaK KaOMHETHBIM METON s
aHajau3a JOKYMEHTOB, CTaTHCTHYECKUMX JaHHBIX M OTYETOB, aHAJIU3 Hay4YHBIX
HMCTOYHUKOB, OINpOCHI, MyOJWYyHbIe 3asBieHUd U BboicTymiieHus B CMU
MpelCTaBUTENed  KOMIaHU-TIpaBooOnagareneid  OpeHla, KOMMYHHUKAIIMOHHBIX
areHTCTB, aHAJN3 KEHCOB MapKETHHIOBBIX U OpEeHI-KOMMYHUKaluii kommanuii Geely
u XiaOmi, Ux CpaBHEHHE C KeWCcaMHW HMHBIX MPOMBIIUICHHBIX Kopropauuid. s
BCECTOPOHHETO U 0oJjiee ITyOOKOro U3yueHUs! TEMbI UCCIIEOBAHUS ObUIO IPUMEHEHO
KOMILUIEKCHOE COYE€TaHHE KAYECTBEHHBIX U KOJINYECTBEHHBIX METO/IOB.

Ionyuennvie pezynomamuvl u ux HosusHa. DPGEKTUBHbIE CTpaTeruu OpeH[-
KOMMYHHKAII CIIOCOOCTBYIOT PACIIUPEHUIO KIIMEHTCKON 0a3bl C OMOPOH HA aHAJIU3
NoTpeOHOCTE M TPEANOYTEHUH Ha pPa3HbIX CErMEHTaX phIHKA, a Takke uepes
CO3/IaHME TApPreTHPOBAHHBIX MAPKETUHIOBBIX KaMmmaHuid. B aBroMoOWUIbHON
PaAMO3IEKTPOHHONM MPOMBIIUIEHHOCTH CHCTEMbl KOMMYHHMKAIUM, (HOPMHUPYIOIIUX
OpeHJ, BKJIIOYAIOT TaKHME€ METOJbl KaK: peKjlaMa 4Yepe3 TPaJULMOHHBIE U HOBBIE
KaHaJlbl, y4acTUE B BBICTABKaX M HMHBIX COOBITUAX, CO3JAHUE YBJIEKATEIBHOTO H
MH()OPMATUBHOTO KOHTEHTA, HCIOJIb30BAHUE COLIMAJIBHBIX CETel W WHTEPHEeT-
maatdopM, a Takke Koyutadopanuu s paciupeHus ayautopuu. OCOOCHHOCTH
OpeHa-koMMmyHuKanuii komnanuii Geely m Xiaomi B bemapycu oTpaxamor wux
aJlanTamyio K MECTHhIM ycloBusaM. Geely akiieHTUpyeT BHUMaHUE Ha JIOKAIU3AIUU U
¢bu3nyecKoM MPUCYTCTBUH, YTO oOecreunBaeT JOBEpUE MOKyHareiael U yKperieHue
PBIHOYHBIX TO3ulMiA. B To ke Bpems Xiaomi akTHMBHO HCHOJB3YEeT ITU(POBOE



MPOCTPAHCTBO, MPHUBIEKAss MOTpeOUTeNe depe3 OHIAMH-aKTUBHOCTH, COIHMAJIbHBIC
CETH U IEMOHCTPALINIO NHHOBAIIHIA.

Hayynass HOBM3Ha MAarvcTepcKoi AHMCCEpTAllMM 3aKIIOYaeTCs B TOM, 4YTO
cneunpuka TPEHJAOB KOMMYHHKAlMMd C  [pPUMEHEHHEM HWH(POPMAalMOHHO-
KOMMYHUKAIIHOHHBIX TEXHOJOTHH JI0 CHX TOp HE HCCileqoBajach B JOCTAaTOYHON
Mepe. PexomeHpmanuu 1O  COBEpIICHCTBOBAHWIO METOJOB  PacHpOCTPaHEHHUs
KUTalickuX OpeHJ0B Ha pbIHKe bemapycu mpenctaBisioT co0oil HOBBIM BKIaJ B
MPAKTHKY MapKETHHTa U PEKJIaMbl KUTalCKUX OPEH/IOB.

Hocmoseprnocms mamepuanos u pe3yivmamos MasucmepcKol OUccepmayuiu.

ABTOp pPalOTHI MOATBEPXKAAECT IJOCTOBEPHOCTH MAaTEepUajOB U PE3yIbTATOB
MarucTepcKoi paboThl, a TAKKE CAMOCTOATEIHLHOCTD €€ BHIMIOJTHEHUS.

Obnacms  803MONCHO20 NPAKMUYECKO20 npumeHenus. Marepuanbsl paOoThI
MOTYT OBITh TNpPUMEHEHbl B Y4eOHOM TMpoIlecceé B paMKax CIEUUaJIbHOCTU
KommyHnukamuu. Pa3paboTaHHble pEKOMEHAALMU MO IO COBEPIICHCTBOBAHHIO
METOZIOB pPaclpOCTpaHEHUsI KUTAaHCKHUX OpEHJ0B Ha OEJI0PYCCKOM PBIHKE MOTYT OBITh
NOJIe3HBI B pa0oTe NPEACTaBUTENLCTB M JWIEPOB KHUTAWCKUX KOMIAHHM,
MPOABUTAIOIIUX OpEH/IbI aBTOMOOUIIBHON U PaIu03IEKTPOHHON OTpacIeH.



ANNOTATION

Structure and scope of the master's thesis. The structure of the master's thesis
includes: introduction, general overview, 3 chapters, inclusing 8 sections, conclusion,
references list, comprising 50 sources, 8 tables. 7 figures are placed in the
Appendix.The Master's thesis "Brand communications of Chinese companies in
Belarus (using the example of GEELY and XIAOMI)" contains 72 pages.

Keywords: BRAND; BRAND COMMUNICATIONS; INFORMATION AND
COMMUNICATION TECHNOLOGIES; MARKETING CAMPAIGNS;
ADAPTATION; INTERNET PLATFORMS; ONLINE ACTIVITY;
DEMONSTRATION OF INNOVATIONS.

Object of the research: organization and practice of brand communication
between Geely and Xiaomi corporations.

Subject of the research: features and trends of brand communication between
Geely and Xiaomi corporations in Belarus.

Purpose of the research: The study of the current state and trends of brand
communication of Chinese companies in Belarus (using the example of Geely and
Xiaomi companies) in the context of the strategic partnership between the two
countries, taking into account the peculiarities of national, cultural and other factors
in order to develop recommendations for improving the effectiveness of
communications and strengthening brand positions.

Methodes of research.General scientific and private scientific methods were
used to conduct the research, such as the desk method for analyzing documents,
statistical data and reports, analyzing scientific sources, surveys, public statements
and media appearances by representatives of brand copyright holders, communication
agencies, case analysis of marketing and brand communications companies Geely
and Xiaomi, and their comparison with cases other industrial corporations. For a
comprehensive and deeper study of the research topic, a comprehensive combination
of qualitative and quantitative methods was applied.

The results of the work and their novelty.Effective brand communication
strategies contribute to the expansion of the customer base based on the analysis of
needs and preferences in different market segments, as well as through the creation of
targeted marketing campaigns. In the automotive and electronics industries, brand-
forming communication systems include methods such as advertising through
traditional and new channels, participation in exhibitions and other events, creating
engaging and informative content, using social media and Internet platforms, and
collaborating to expand the audience. The specifics of Geely and Xiaomi brand
communications in Belarus reflect their adaptation to local conditions. Geely focuses
on localization and physical presence, which ensures customer trust and strengthens
market positions. At the same time, Xiaomi is actively using the digital space,
attracting consumers through online activities, social media, and innovation
demonstrations. The scientific novelty of the master's thesis lies in the fact that the
specifics of communication trends using information and communication
technologies have not yet been sufficiently investigated. Recommendations on
improving the methods of distributing Chinese brands in the Belarusian market



represent a new contribution to the practice of marketing and advertising Chinese
brands.

Authenticity of the materials and results of the master's thesis. 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.

The area of possible practical application. The materials of the work can be
applied in the educational process within the framework of the specialty of
Communication. The developed recommendations on improving the methods of
distributing Chinese brands in the Belarusian market can be useful in the work of
representative offices and dealers of Chinese companies promoting brands in the
automotive and electronic industries.
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