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PEDEPAT MATUCTEPCKOWM JTUCCEPTAIIUN

B cTpykTypy Marucrepckod aguccepTali BXOIAT: BBeIEHHUE, 00Ias
XapaKTepUCTUKa paboThl, 3 riaBbl (BKIIOYAIOT 9 pas3zienioB), 3aKII0YEHUE, CIIHCOK
UCIIOJIb30BAHHBIX ~HMCTOYHUKOB, coaepxanmii 70 HaumeHoBanuil. OO0beMm
Maructepckot  guccepranuu  «PempeseHtanus  KUTailckux ~ OpeHJOB B
MeauanpocTpaHcTBe benapycu: cnenuduka CTpaTerH4ecKuX KOMMYHHMKAIUN
COCTaBJISIET 76 CTpaHHUIL.

KioueBbie cJI0Ba: KUTAVCKUE BPEH/IBI,
MEJUAPEIPE3EHTALIS, CTPATETMYECKUE KOMMYHUKAILINN,
MEJUAITIPOCTPAHCTBO BEJIAPYCU, JIOKAJIN3ALINAL,
CTOPUTEJUJIMHT

OO0beKkT HccaenoBaHMs — MEAUANpPOCTpPaHCTBO benapycu u cnenuduxa
OCBEIICHHUS IEITEIIbHOCTH KUTAWCKUX CYOBEKTOB.

IIpeaMer uccaenoBaHusi — OCOOCHHOCTM U TPEHJIIbI KOMMYHHKAIlUUA B
pernpe3eHTalu KUTacKux OpeHI0B B MeAranpocTpaHcTBe benapycu.

Heanb uccienoBaHMs: BBISIBUTH CHEIU(GUKY pPENpPE3CHTAIMU KUTANCKUX
OpeHn0B B MeauanpocTpaHcTBe bemapycu juisi BbIpaOOTKH PEKOMEHIALUNA 10
ONTUMAJIbHOM TPAEKTOPUHU CTPATETNYECKUX KOMMYHUKAIUH.

MeToauka WCCJIeIOBAHUA BKJIIOYAET KAaK KAyeCTBEHHbIE, TaK U
KOJIMYECTBEHHBIE METOJIBl: aHAJIU3 HAy4YHOM JUTepaTypbl, KOHTEHT-aHAJIHU3
nyOnuKamuii, riIyOMHHBIE WHTEPBBIO, CPABHUTEIBHBIA W CHUCTEMHBIN MOJIXOIBI,
HalpaBJICHHbIE  HA  BBIABICHUE  YCTOMYMBBIX  MOJEIEH  MEAHITHOTO
MO3UIIMOHUPOBAHUS OPEHIOB.

IHosryyeHHbIe pe3yabTaThl: IMPOBEACHO KOMIUIEKCHOE HCCIEAOBAaHUE
penpe3eHTauu KuTaickux opensioB B 6enopycckux CMU, BBIsSIBICHBI pa3auyius B
MO3UIIMOHUPOBAHUK TI0 THUIIAM MeEJUa, OMpPENeNIeHbl MPOOJEMbI HEJ0CTATOYHON
JoKanu3anuu, (pparMeHTapHOCTH cTpaTeruii u ciaboro antukpusucHoro PR.
ChopmynupoBanbl  PEKOMEHAAIMM 1O  YIYYIICHHIO KOMMYHUKAITMOHHOU
CTpaTeruy, BKJIOUYAsl AaKUEHT Ha KyJIbTYpHBIM CTOPUTEJUIMHI, PaCIIMPEHUE
MPUCYTCTBHUSI B HOBBIX MEJMAa W AaKTUBHOE MCIOJIb30BAHUE WHTEPAKTUBHBIX
dbopmaToB. IIpennoxxena MOJIETTb s pexTuBHOM JIOKaJIN3aIuu u
MYyJIBTUMEIUMHOTO  COMPOBOXKIEHUS OpeHJa ¢ y4eTOM KYJIbTYpHBIX H
UH(OPMAITMOHHBIX 0COOCHHOCTEH OEI0PYCCKOM ay TUTOPHUH.

Hayunast HOBU3HA ucCIIEOBaHUS 3aKIIOYAETCS B IIEPBOM CPABHUTEIBHOM
aHaIM3€ PEMpPEe3CHTAMN KUTAHCKUX OpEeHIOB B OCIOPYCCKOM IEYaTHOM,
uppoBoi W TEICBU3MOHHON cpele, a TakKe B CHCTEMHOH OIICHKE UX
CTPAaTETHYECKUX KOMMYHUKALIMOHHBIX TOAXOJOB B KOHTEKCTE KYJIBTYPHOU
ajanTanuu u muQpoBoi TpaHCcHOpMaIUH.



O0s1acThb BO3MOKHOTIO NPAKTHYECKOr0 NPHUMEHEHHMSl — pe3yJbTaThl
MOTYT OBITH UCITOJIb30BaHBI PR-arentcrBamuy, MapKETUHTOBBIMU
NOJAPA3ICICHUSIMA  KUTACKUX KOMIIAHWH, a Takke HCCIEIOBaTEISIMHU,
U3YYalOIMMU  MEKKYJIbTYpHbIE  KOMMYHUKAallMMd W  MEIUAcTpaTerud B
TPAHCHALIMOHAILHOM CpeJie.

ABTOp pabOThI MOATBEPKIAET JTOCTOBEPHOCTh MAaTEPUAIIOB U PE3YJIbTATOB
MarucTepcKoi padoThl, a TAKXKE CAMOCTOSTENBHOCTD €€ BBIITOJIHEHHUS.



ABSTRACT OF MASTER'S THESIS

The structure of the master's thesis includes: introduction, general overview
of the study, three chapters (divided into nine sections), conclusion, and a list of
70 references. The volume of the master's thesis “Representation of Chinese
Brands in the Media Space of Belarus: Specifics of Strategic Communication” is
76 pages.

Keywords: CHINESE BRANDS, MEDIA REPRESENTATION,
STRATEGIC COMMUNICATION, BELARUSIAN MEDIA SPACE,
LOCALIZATION, STORYTELLING

Object of the study — the media space of Belarus and the specifics of
coverage of Chinese entities.

Subject of the study — features and trends of communication in the
representation of Chinese brands in Belarusian media.

Research aim: to identify the specifics of Chinese brand representation in
the Belarusian media space and to develop recommendations for an optimal
strategic communication trajectory.

Methodology: a combination of qualitative and quantitative methods was
used, including analysis of academic literature, content analysis of publications,
in-depth interviews, as well as comparative and systemic approaches to identify
stable media positioning models of brands.

Main findings: the study presents a comprehensive analysis of the
representation of Chinese brands in Belarusian media, highlights differences in
positioning across media types, and identifies key challenges such as insufficient
localization, fragmented strategies, and weak crisis communication.
Recommendations were developed to enhance brand communication, including
cultural storytelling, presence in new media, and the use of interactive content
formats. An effective model for localizing and multimedia-supporting brand
strategies was proposed, tailored to the cultural and informational context of the
Belarusian audience.

Scientific novelty lies in the first comparative analysis of how Chinese
brands are represented in Belarusian print, digital, and television media, and in the
systemic evaluation of their strategic communication approaches in the context of
cultural adaptation and digital transformation.

Practical significance: the results can be applied by PR agencies,
marketing departments of Chinese companies, and researchers in the field of
intercultural communication and media strategy in transnational contexts.

The author confirms the authenticity of the materials and results of the
thesis, as well as the independent nature of the work.
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