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PE®EPAT MATUCTEPCKOM JUCCEPTALIUU

B crpykTypy Marucrtepckoil AuccepTallud BXOJSAT: BBEACHHE, 0O0IIas
XapaKTepUCTUKa padoThl, 3 MIaBbl (B KaXI0M MO 2 paszena), 3aKII0YEHHUE, CIUCOK
WCIIOIb30BaHHBIX HCTOYHUKOB, conxepxamuid S50 HaMMEHOBaHUM, a Takxke 2
npwiokenus. OObeM Marucrepckoil auccepraumu «Bupgeopeknama B Kurae u
benapycu kak HHCTPYMEHT BOBJICUEHUS ayIUTOPUN» COCTABIIAECT 77 CTPAHULL.

KmwueBbie caosa: BUJIEOPEKJIAMA, MEJIMAKOMMYHUKALWU,
BOBJIEUEHUE AYJIUTOPUM, KPOCCKVIIBTYPHAA KOMMYHUKALNA,
[II®POBOM MAPKETUHT

O0beKT nccjefoBaHus — BUACOPEKIIaMa Kak (pOpMa HHTEPHET-PEKIIAMBI.

IIpeamer mccieqoBaHMsA — METOABI M CTPAaTErMU BOBIICUYCHHUS AyIUTOPUU C
MOMOIIBIO BUAcOpekiaMbl B Kurae u bemapycu.

Heap uccieqoBaHus — KOMIUIEKCHBIA aHAIW3 BUIACOpEKIaMbl B Kutae u
bemapycu Kak MHCTpyMEHTa BOBIICUYCHHS ayIUTOPUHU, BBISIBIECHUE KIIFOYEBBIX
dakTopoB ee 3h(HEKTUBHOCTU U BBIPAOOTKA ONTUMAIBHBIX CTpPATErvil C y4eTOM
KYJIBTYPHBIX, TEXHOJIOTHYECKUX U MENAIIOBEICHUECKUX PA3INYUN.

Mertoauka ucCCJIeI0BAaHUSI BKIIOYAET OOIICHAyYHbIE METONIbl aHalu3a |
CUHTE3a, CPaBHUTEIbHBIA, CTPYKTYPHO-(DYHKIIMOHAJIBHBI M KYJIBTYpOJIOTHYECKUN
ITOIXO/BI, EMEHTHI IICUXOJIMHTBUCTAYECKOTO aHAJIM3a BOCIPUATHSI MEIHUAKOHTEHTA,
a TaK)K€ KOHTEHT-aHAJIU3 BUJCOPOJIMKOB, PA3MEIIEHHBIX Ha LU(PPOBBIX IMIargopmax
Kwuras u benapycu.

HHonyuyennsnie pesyiabrarbl. lloydeHHBIE B XOAE€ UCCIEAOBAHUS PE3YJIBTATHI
MO3BOJIMJIA  O0OOUIUTh TEOPETUYECKHE TMPEJICTABICHUS O BHJEOpEKIaMe KakK o
CaMOCTOATENIbHOM  (popME MEIUAaKOMMYHHUKAIIMM C BBICOKMM  BOBJIEKAIOIIUM
NOTEHIMAIOM. bBbIIM BBIABIECHBI KJIIOUEBBbIE OCOOEHHOCTH MeauapblHka Kwuras,
BKJIIOYass  BBICOKMH  ypOBEHb  UU(pPOBU3ALMH, AaKTUBHOE  MCIOJb30BaHUE
ANTOPUTMUYECKOTO MApKETWHIa M JTOMWHHPOBAHHE BHJICOKOHTEHTA B PEKIIAMHOU
DKOCUCTEME. YCTAHOBIIEHO, YTO KHUTAWCKas ayIUTOpPUS OTHAET MPEANOYTCHHE
JVHAMUYHOMY, BH3yaJIbHO HACBIIIEHHOMY H 3MOLMOHAJIBHOMY BHUICOKOHTEHTY,
O0COOEHHO MPHU HAJUYHUH BJIEMEHTOB CTOPHUTEIUIMHIA M KYJbTYPHO 3HAYMMBIX KOJOB,
TaKMX KaK KOJUIGKTUBU3M W YBaXEHHE K TpaauuusaM. B pamkax aHanmsa
0eopyCcCKOro MeauapblHKa BBISBICHO, YTO BUIECOPEKIaMa B CTPAHE Pa3BUBAETCS Ha
CTBIKE TPAJUIMOHHBIX U IU(PPOBBIX MIAT(GOPM, MPU 3TOM COXPAHSAETCS OPUEHTAMUS
Ha BU3YyaJbHbId pealiu3M, CIACPKAHHYIO TNOJa4yy M LEHHOCTH COLHAIBHOU
ctabmibHOCTU. CpaBHEHHE JIByX CTPaH MO3BOJUIIO OMPEICIUTh KAK YHUBEPCAIbHbBIE
OpUHIUOBL  3()PEKTUBHON BUIEOPEKIaMbl, TaK M KYyJIbTYPHO OOYCIIOBJIECHHBIE
CTpPAaT€rMy BOBJICYEHMS, YTO CTAJI0 OCHOBOM JuIsi pa3pabOTKH MPaKTUYECKHUX
PEKOMEHIALN 110 CO3[JTaHUI0 KPOCC-KYIbTYPHBIX PEKIAMHBIX KaMITaHHM.

HayuyHnasi HOBM3HA HCCIIEOBAHUS 3aKIOYAETCSA B CONOCTABUTENIBHOM aHAJIN3€E



BUJICOPEKJIAaMBl B JIByX CTpaHax C pasHOM MENMAKYJIbTYpOM, BbIABICHUHU
YHHUBEPCAJIbHBIX U KYJIBTYPHO OOYCJIOBJICHHBIX MEXaHH3MOB BOBJICUEHUS, a TaKXKe
(bOpMYIMPOBKE CTPATErHUECKUX PEKOMEHAALNI 1JIs1 PEKJIAMHOM MPAaKTHKHU.

O0s1acTh  BO3MOXKHOIO NPAKTHYECKOT0 TNpPUMEHEeHHusl — pa3paboTka
KPEaTUBHBIX CTpAaTeruil BHUJCOMAPKETHHIAa I  MEXKIYyHApOIHBIX OpEHIOB,
oOpa3oBareibHbIE  KypChl MO  HU(PPOBBIM  KOMMYHHKAIUsIM,  peKjama,
MeIMaIlJIaHUPOBAaHNE, KPOCCKYNIbTypHast PR-nipakTurka.

ABTOp  NOATBEPXKIACT  JOCTOBEPHOCTb  MATEPUANIOB W PE3YJBTATOB
MarucTepCcKoi paboThl, a TAKKE CAMOCTOSATEIHHOCTD €€ BBIIOIHEHUSI.



ABSTRACT OF MASTER'S THESIS

The structure of the master's thesis includes: an introduction, general
characteristics of the work, three chapters (each consisting of two sections), a
conclusion, a list of references containing 50 titles, and two appendices. The total
length of the master's thesis titled "Video Advertising in China and Belarus as a Tool
for Audience Engagement" is 77 pages.

Keywords: VIDEO ADVERTISING, MEDIA COMMUNICATIONS,
AUDIENCE ENGAGEMENT, CROSS-CULTURAL COMMUNICATION,
DIGITAL MARKETING

Object of the study — video advertising as a form of internet advertising.

Subject of the study — methods and strategies of audience engagement
through video advertising in China and Belarus.

Purpose of the study — to conduct a comprehensive analysis of video
advertising in China and Belarus as a tool for audience engagement, to identify key
factors of its effectiveness, and to develop optimal strategies considering cultural,
technological, and media-behavioral differences.

Research methodology includes general scientific methods of analysis and
synthesis, comparative, structural-functional, and cultural approaches, elements of
psycholinguistic analysis of media content perception, as well as content analysis of
video materials published on digital platforms in China and Belarus.

Research results. The findings obtained during the study allowed for the
generalization of theoretical ideas about video advertising as an independent form of
media communication with high engagement potential. Key features of the Chinese
media market were identified, including a high level of digitalization, active use of
algorithmic marketing, and the dominance of video content in the advertising
ecosystem. It was established that the Chinese audience prefers dynamic, visually
rich, and emotionally charged video content, especially when it incorporates
storytelling and culturally significant codes such as collectivism and respect for
traditions. In the analysis of the Belarusian media market, it was found that video
advertising in the country is developing at the intersection of traditional and digital
platforms, with a continued focus on visual realism, moderate emotional presentation,
and value structures centered on family, social stability, and local identity. Comparing
the two countries made it possible to identify both universal principles of effective
video advertising and culturally conditioned engagement strategies, forming the basis
for practical recommendations for cross-cultural advertising campaigns.

Scientific novelty of the study lies in the comparative analysis of video
advertising in two countries with different media cultures, the identification of
universal and culturally conditioned mechanisms of engagement, and the formulation
of strategic recommendations for advertising practice.



Potential areas of practical application include the development of creative
video marketing strategies for international brands, educational programs in digital
communications, advertising, media planning, and cross-cultural PR practices.

The author 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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