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KnroueBble cnoBa: Macc-megua, 6peHa, MeHeaXMeHT 6peHaa, MapKeTUHIoBble
cTpaternn, macc-meauna KHP, TenekomnaHna XyHaHb.

AKTyanbHOCTb uccnegoBaHMA oOycnoBrneHa TeM, 4TO B YCMOBUSX
WHTEHCUBHOW KOHKypeHumn CMW n akTMBHOro pasBuUTMS MHTEpHETa nosiBNseTcs
HeobXoQMMOCTb B COBEPLUEHCTBOBAHMM TEXHOMOMMIN YynpaeneHus ©OpeHaom Macc-
mMeaua.

O6beKToM uccnenoBaHus siBUNUCbL  OpeHabl  Macc-megua  Kutamckon
HapogHon Pecnybnuku.

NMpepameToM uccnenoBaHUsA CTann MapKeTUHIOBbIE CTpaTeErmm oopMmMpoBaHUs
6peHpoB macc-meana B KHP.

Lenb paboTbl — BbIsIBUTb U onucaTtb OCOBEHHOCTM CTpaTernin ynpaBneHus
6peHpoom macc-megma B KHP Ha npumepe TeniekoMmnaHnm XyHaHb.

[na [oCTMXKEHMS yKa3aHHOW Lienun Gbinn NoCTaBnNeHbl crefyowme 3agaYu:

1) 0606WwMTE K cucTeMaTusnpoBaTb TeOpeTUYEeCKoe codepXXaHue MNOHATUA
OpeHaa, xapaktepucTuk bpengoB macc-meama un 6peHaos TB;

2) paspabotatb U obocHoBaTb Noaxodbl K ynpaeneHuto BpeHaoM B npouecce
NO3NLMOHMPOBAHUS, NPOABMKEHUS U paclumpeHuns bpeHaa macc-meana;

3) um3yuntb  YHKUMOHMpPOBaHWE kutamckmx CMW, Bknovaa OpeHabl
HaLUMOHanNbHbIX TENEBU3NOHHbBIX KOMMaHWA, a Takke OCHOBHblE CMOCOObl ynpaBneHus
6pengamu TB B Kutae;

4) paccmoTpeTb BHELWHNE W BHYTPEHHME acnekTbl YHKLNOHNPOBAHMS
TenekoMnaHmm XyHaHb U BbiiBUTb €€ CYyLLIECTBEHHbIE NPENMYLLECTBA U HEQOCTATKY;

5) npoaHanuanpoBaTb OCHOBHble CMOCOObLI, UCMOMb3yeMble TenekoMmnaHuemn
XyHaHb 418 NO3ULMOHNPOBAHNSA, NPOABMXKEHUSA N paswumpeHnsa bpeHga B megmacdepe
Kntas;

6) onncaTb NpoLecchl Bbixoda TPaaULMOHHbBIX TENEBU3NOHHLIX CMW B oHnanH n
cneumduky nx agantaumm K guHaMmke COBPEMEHHON MeanacmucTeMs.

[na npoBefeHus nccneaoBaHus U pelleHns chopMynmMpoBaHHbIX 3agad Obinu
MCcnonb3oBaHbl crnegywwune mMetoabl: 0600LeHMe HayyYHOro cogepxaHusa paboT no
AaHHon npobnematuke, PEST-aHann3, SWOT-aHanus, aHanu3 no mogenu 3C.

TeopeTuko-meTogonormyeckas 6asa MccregoBaHUS OCHOBaHa Ha Tpygax no
dyHKumoHunposaHuio CMW B KHP, ctpaterndeckomy mMeHemKMeHTy, ©peHaam macc-
mMeama u npoueccam mx gopmuposanus ( O. A. Aakep, XK.-H. Kandepep, ®. Kotnep, A.
A. TomncoH, bx. Tpayt, 3. Painc, B. H. JomHuH, K. Kennep, FOn MuHaH, BaHb
YaHbxyn, YxaHb XyH, Lssa JlexyH, H.B. TkauyeB, YxaH JluryaH, KyaH BaHb60, BaHb
BaHb 1 gp).

AmMmnupuyeckon 6as3on wnccnegoBaHUs SBUNUCb  CTaTUCTUYECKME [OaHHble
odouumanbHbIX OpraHoB rocygapCTBEHHOW U pernoHanbHOM BRacTu, rocy4apCTBEHHOMO
yrnpaBneHns no agenam wusgatenbcTBa, neyaTtn, KuHemaTtorpadun, TeneBuaeHus u
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paguosewaHms KHP, a Takke martepmansl Hay4yHO-UCCreaoBaTeNbCKUX OpraHn3auun
«CSM», «CVSC-TNS RESEARCH», HopmaTtuBHbIX akToB KHP, OT4eTOB KMTaMCKMX
TENEBM3NOHHbIX NPeAnpUATUA N NEPUOONYECKON nevaTu.

B pesynbTate npoBedEHHOr0 MCCNegoBaHUS aBTOP BbIHOCUT Ha  3alyuTy
cnegyoLwme nonoXxeHus.

1. bpeng «kak 3Hak, o6nagalowmi KOHKPETHBIMU  XapakKTepUCTUKaMMU,
npegnonaraetr Habop o0cCA3aeMblX WM HEOCA3aeMbIX BbIr04, pauMOHarnbHbIX U
9MOLMOHAsbHbIX MPEUMYLLLECTB, NOAAANLNXCA HAYYHOMY U3YYEHUIO U NUCMOSb30BaHMIO
B MeguamHgyctpun. CyTb OpeHOoOB Macc-mMeama 3akfiyaeTcs B AEMOHCTpauuu
ayauTopum OTBETCTBEHHOCTU, 3aEKTUBHOCTU, NOANBHOCTM U penyTauuun.

2. BONbWWHCTBO perMoHarbHbiX TENEBU3NOHHBIX KaHanoB Kutasa, HecMoTps Ha
oOLyt0 HaueneHHOCTb Ha pasBrieKkaTeNlbHbI KOHTEHT, OTfMYalTca Apyr oT Agpyra
aKL,EHTOM Ha MECTHYI0 TPagULUMOHHYIO KyNbTypy Npu Nno3numMoHnposaHum bpeHagos TB.

3. KoHKypeHTHble npeumyulectBa 6OpeHga kKaHana XyHaHb Ha KUTaMCKOM
TENEBU3NOHHOM PbIHKE 3aKM4yalTCcs B MONYNSAPHbIX pas3BriekaTernbHbIX nepegavax,
M3BECTHbIX TeneBeaywmnx, KOMMETEHTHbIX Tenenpoatcepax, BbICOKMX PENTUHrax Wu
yCnewHoOM AOHECEHUN NHpOPMaLIMK U TENENPOAYKTOB 4O CBOUX LIENEBLIX ayauTOPUN.

4. OcHoBble npobnemsl B ynpasneHun bpeHaom TB XyHaHb 0OycrnoBneHbl Tem,
YTO  KOHTEHTbl €ero  TEeNEBM3NOHHbLIX  MNPOorpaMMm  cyYMTalTCA  Ype3MepHOom
pasBnekaTernbHbIMU. [loMMMO 3TOro B psge cnyyaeB HabnogaeTcss HeaddpekTBHOE
ynpaeneHue noptdenem OpeHaa, OTTOK NpodecCUoHanbHbIX TPYLOBbLIX PECYPCOB B
HOBble Meauna.

5. B uenom, ynpaeneHue pAdaHHbIM ©OpeHgom TB goctatoyHO ycnewHo,
MapKeTUHIOBbIE CTpaTerMm, UCMNofnb3yeMble TenekomnaHmen XyHaHb OTn4YarTCs
obwen adpdekTmBHOCTbO. B ynpaBneHun 6peHgom TB 4é€Tkoe MO3MLMOHMPOBaHME U
MapKeTUHIroBble CcTpaTernn, COOTBETCTBYIOLLUME €€ MO3ULMOHUpOBaHUKD 6bpeHaa,
ABMAKTCA HeobXxoauMbIM 4N co3daHna ycnelwwHoro 6penga TB.

6. Mpn koHBepreHumn TB n MHTepHET Ha KUTANCKOM TENEBUM3NOHHOM PbIHKE
npoaBuXeHne TOBApOB N YCNyr 4epe3 BO3MOXHOCTU couumanbHbIX ceTen paboTaeT Ha
nepcrnekTuBy pasBuUTUs Macc-meauma.

Crtpyktypa. Pabota cocTtouT w3 BBEAEHUS, YETbIPEX TEOPETUYECKUX U
SMMUPUYECKUX [NaB, 3aKMOYEHNS, CNINCKA MCTOYHMUKOB M NnTepaTypbl.
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The relevance of the research lies in the fact that the intense media competition
and the active development of Internet make it necessary to improve the technologies of
brand management of mass media.

The object of the research was brands of mass media in China.

The subject of the research was marketing strategies in forming brands of mass
media in China.

The purpose of the work - to identify and describe features of strategies of brand
management of mass media in China in the case of Hunan TV.

To achieve this purpose the following objectives have been set:

1) to generalize and systematize theoretical contents of brand concept, the
characteristics of mass media brands and TV brands;

2) to investigate and substantiate approaches to brand management in the
process of positioning, promoting and expanding brand of mass media;

3) to study the functioning of mass media in China, including brands of national
television companies, as well as the main ways to manage TV brands in China;

4) to analyze the external and internal aspects of the functioning of Hunan TV and
to identify its advantages and disadvantages;

5) to research the main ways used by Hunan TV to position, promote and expand
its brand in media sphere of China;

6) to describe the process of transferring of the traditional television media to
online and the specifics of their adaptation to dynamics of the modern media systems.

The following methods have been used for performance of the research and
achievement of the set objectives: generalization of content of scientific works on this
issue, SWOT analysis, PEST analysis, 3C’s Model.

Theoretical and methodological framework is based on the works about the
operations of mass media of China, brand management, strategic management, brand
of mass media and process of its formation (D. A. Aaker, Jean-Noel Kapferer, P. Kotler,
A. Thompson, J. Trout, A. Rice, V. N. Domnin, K. Keller, Yu Mingyang, Wen Changhui,
Zhang Hong, N.V. Tkacheva, Jia leirong, zhang liguang, Kuang Wenbo, Wen Wen and
others).

The empirical base was statistical data of national and original Statistics
departments, the State Administration of Radio Film and Television of China (SARFT).
AS well as materials from scientific research organizations "CSM", "CVSC-TNS
RESEARCH", the normative acts of the People's Republic of China, reports of Chinese
television companies and periodicals.

As a result of the conducted research the author submits the following conclusions
for the defense.
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1. Brand as a sign with specific characteristics provides a set of tangible and
intangible benefits, rational and emotional advantages which can be scientifically studied
and used in the media industry. The essence of the media brands is to demonstrate
responsibility, efficiency, loyalty and reputation to audience.

2. Most of Chinese regional television channels, despite the general focus on
entertainment content, differ from each other with an emphasis on local traditional
culture in positioning TV brands.

3. On the Chinese television market the competitive advantages of Hunan TV
brand lie in its popular entertainment TV programs, well-known TV hosts, competent
television producers, high ratings and successful delivery of information and TV products
to its target audiences.

4. The main problems of brand management of Hunan TV are due to the contents
of its TV programs considered excessive entertainment. In addition, in some cases,
there is ineffective management of brand portfolio, the outflow of professional labor to
New media.

5. In general, the brand management of Hunan TV is quite successfully, the
marketing strategies used by company Hunan TV are characterized by overall efficiency.
In the management of the TV brand, clear positioning and marketing strategies
appropriate to its brand positioning are necessary to create a successful TV brand.

6. With the convergence of TV and Internet on the Chinese television market, the
promotion of products and services through the potential social networks opens a new
prospect of the development of media brand.

Structure. The work consists of introduction, four chapters, conclusion,
bibliography.



