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PEDEPAT MATUCTEPCKOWM JTUCCEPTAIIUN

B crpykTypy Marucrepckod aMccepTaludyd BXOIAT: BBEACHHE, 0O0IIas
XapakTepucTuka padoThl, 3 TJIaBbl (B K10 10 3 pasjena), 3aKJII0UeHHEe, CITUCOK
UCIIOJIb30BAaHHBIX UCTOYHUKOB, KOTOPBIN COJAEPKUT 62 HAMMEHOBaHUS, a Takxke 3
npuwioxkeHus. O0beM Marucrepckoid amccepranuu «Pempe3eHTanus KUTaCKUX
OpeHIOoB B O€IOPYyCCKHMX Meaua: crenuduka, NnpoOdjJeMbl U CTPaTeruH
ONTUMM3ALMK» COCTaBIsAET 69 cTpaHul.

Knoueswie ciosa: KATAUCKUE BPEH/bBL, MEJJUAIIPOCTPAHCTBO,
BEJIAPYCbH, PR-CTPATETMH, I[M®POBOM MAPKETHUHI, TIKTOK,
TELEGRAM, GEELY, XIAOMI, ALIEXPRESS

Obvexm ucciedoanusi — PEOPE3CHTAIUS KUTANMCKUX OpEeHIOB B
0eJIopyCCKHUX CpecTBaX MacCOBOM MH(MOpMAIUH.

Ilpeomem uccnedosanusi — OCOOCHHOCTH M MEXaHU3MBI peIpe3eHTAIlUN
KUTAMCKUX OPEHJIOB B NIEYATHBIX, MHTEPHET U TejaeBu3noHHbIX CMMU PecryOnuku
benapycs.

Llenv uccnedoganus. Ha OCHOBE aHaldW3a pPENpPE3CHTAIMU KHUTAMCKUX
OpEHII0B B pa3JIMYHBIX OEIOPYCCKUX MeJra BBIABUTH KIIOYEBbIE OCOOCHHOCTH MX
BOCIIPUATHS u paspaboTratb pEeKOMEeHIaluu o ONTUMU3AIIUU
KOMMYHUKAIIMOHHBIX CTPATErHii, HAIIPaBJICHHBIX Ha MOBbIIEHUE Y(P(HEKTUBHOCTH
B3aMMOJICUCTBUS C OETIOPYCCKOM ayIUTOPUEH.

Memoouka uccredosanus 6xaouaem TEOPETUUYECKUN aHAM3 Hay4yHOU
JUTEPATYphl MO TEeMe OpPEeHIOB U MEAMAKOMMYHUKAIIUM, CHUCTEeMAaTH3alluI0 U
000011IeHHEe CYIIECTBYIOIMMUX TOAXO0/I0B, METOJ] KOHTEHT-aHajdu3a MyOJuKaruii
2024-2025 romoB, BHU3yallbHO-KOMMYHUKATHBHBIM aHAM3 MeEIMaMaTepUasioB
(TikTok, Telegram, Instagram), a Takxe CpaBHUTEIbHBIM aHAIU3 CTpaTETUl
npoaBuxkenus OpennoB Geely, Xiaomi u AliExpress. Vcnonps3oBaimuchk gaHHBIE
opuIMaNbHBIX OTYETOB, BKItouas Digital 2024 u aHanUTHYECKUE MaTepuabl
HNucTuryTa snektponHor kommeprun KHP.

Ilonyuennvie  pesynomamei: B~ paboTe  CHUCTEMHO  PacCMOTPEHBI
TEOPETUYECKHEe  achekThl  (GopMUpoBaHMs  OpEHIOB W UX  MEIUHHOU
penpeseHTtanuu. [IpoBeeH KOMIUIEKCHBIM aHajdvu3 IPUCYTCTBUS KUTAMCKUX
OpeHIO0B B pa3auuHbIX TUNax Oenopycckux CMU. BreisiBieHbl OCHOBHBIC
OCOOCHHOCTH W TPOOJIEMBl PEMpPE3eHTAIlMM Ha MPUMEpPE TPeX MOMYyJISIPHBIX
kuTaiickux OpenzoB. Oco0oe BHUMaHHME VYACJICHO HOBBIM MeauadopMaram
(conmasbHBIC CETH, MECCEHDKEPHI), UMEIOIIMM BBICOKHH YPOBEHb BOBJICUCHHS
aynurtopun. Pa3paboTaHbl MPAKTHKO-OPUEHTUPOBAHHBIC PEKOMEHIAIUUA TI0
coBepieHCcTBOBaHUIO PR-cTpareruit kutaiickux OpeHIOB ¢ y4€TOM crienu(puKu
MeauanoTpebnenus B benapycu.



Hayunasa noeusna uccinedoéanus 3akan04aemcs B BBIBICHUM B3aUMOCBSI3U
Mexay GopMaMu MEAMIHON penpe3eHTAlluU U BOCIIPUSATHEM KUTAWCKUX OpEeHJIOB
B JIOKQJIbHOM WH(GOPMAIIMOHHOM TMPOCTPAHCTBE, a Takke B OOOCHOBAaHUH
pexoMeHanui mo 3(pQPEeKTUBHOMY HCIIOJIB30BAHUIO HOBBIX IH(PPOBBIX KAHAJOB
KOMMYHHKAIIH JIsl YKPETUICHNUS UMUKa OpeHia Ha 3apyO0eKHbIX pPhIHKAX.

Obaacmv  803MOJCHO20 — NPAKMUYECKO20  NPUMEHEHUS  Pe3)bmamos:
PazpaboTranHpie B paMKax HCCIEJOBAaHMS PEKOMEHIAIMU MOTYT  OBITh
UCTIONIb30BaHbl KUTANCKUMU KOMIITAHUSIMA M areHTCTBaMH, 3aHUMAIOIUMUCS
BHemHUM PR w  mapketmHrom, s moBbImeHUS 3¢ (EKTUBHOCTH
JIOKAJIM30BaHHOTO TMpoJBIKeHUs OpeHnoB B bemapycu. Matepuansl paOoThI
TakKe  MOJE3Hbl  CHeHaJIucTaM B 00JacTH  OpeHI-KOMMYHHKAIIHA,
MEXIyHApOJIHOTO MapKETHHTa M TPAHCTPAHUYHOTO OM3HEC-B3aMMOICHCTBHSL.

ABTOp paboThl TOATBEPKIACT JOCTOBEPHOCTh M3JIOKEHHBIX B HEH
MaTepUuajoB U pE3yNbTaTOB, a TaKKe CaMOCTOSTEIBHOCTh BBITIOJHEHUS
UCCIIEIOBAHMS.



ABSTRACT OF MASTER'S THESIS

The structure of the master’s thesis includes: an introduction, general
characteristics of the work, three chapters (each with three sections), a conclusion,
a list of references containing 62 sources, and three appendices. The total length of
the master’s thesis titled “Representation of Chinese Brands in Belarusian Media:
Specifics, Challenges, and Optimization Strategies” 1S 69 pages.

Keywords: CHINESE BRANDS, MEDIA SPACE, BELARUS, PR
STRATEGIES, DIGITAL MARKETING, TIKTOK, TELEGRAM, GEELY,
XIAOMI, ALIEXPRESS

Object of the research — the representation of Chinese brands in Belarusian
mass media.

Subject of the research — the features and mechanisms of representing
Chinese brands in print, online, and television media in the Republic of Belarus.

Purpose of the research: Based on the analysis of how Chinese brands are
represented in various Belarusian media, the goal is to identify key characteristics
of audience perception and develop recommendations to optimize communication
strategies for more effective engagement with the Belarusian audience.

Research methodology includes theoretical analysis of academic literature on
branding and media communications, systematization and generalization of
existing approaches, content analysis of publications from 2024-2025, visual-
communicative analysis of media materials (TikTok, Telegram, Instagram), as well
as comparative analysis of the promotion strategies of Geely, Xiaomi, and
AliExpress. Official reports such as Digital 2024 and research from the E-
Commerce Institute under the Ministry of Commerce of China were also used.

Research findings: The study thoroughly examines the theoretical
foundations of branding and media representation. A comprehensive analysis of
the presence of Chinese brands across different Belarusian media formats was
conducted. Key features and challenges in their representation were identified
through the case studies of three major Chinese brands. Special attention was given
to new media formats (social networks, messaging platforms) that exhibit high
audience engagement. Practical recommendations were developed to improve PR
strategies for Chinese brands, tailored to the specifics of media consumption in
Belarus.

Scientific novelty of the research lies in establishing the relationship between
forms of media representation and public perception of Chinese brands within the
local information space, as well as in substantiating recommendations for the



effective use of digital communication channels to enhance brand image in foreign
markets.

Potential practical application: The recommendations developed in this
research may be used by Chinese companies and PR/marketing agencies to
increase the effectiveness of localized brand promotion in Belarus. The results are
particularly relevant for professionals working in brand communication,
international marketing, and cross-border business development.

The author confirms the accuracy and reliability of the presented materials
and results, as well as the independent nature of the work.
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