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The relevance of the article is due to the development of economic relations between the Republic
of Belarus and China. This trend makes marketing of products and brands of Belarusian companies in
China undoubtedly relevant. The article considers the task of implementing international digital marke-
ting of Belarusian exports in China. Three alternative options are considered. The first option is to use
the already established infrastructure of international marketing in the Republic of Belarus. The second
is to use the already established infrastructure of digital marketing in China. Based on the SWOT analysis,
the disadvantages of these two options are identified, which can be overcome by the proposed solution
for the third option. The third option is to create an innovative cross-border digital ecosystem for marke-
ting Belarusian goods in China. Based on the process approach, a model of such a digital ecosystem is
proposed. The model has the form of a set of life situations that develop between companies supplying
products in the Republic of Belarus and their customers in China, and many business processes of digital
ecosystem services to resolve these situations. The advantages of the proposed solution and possible ways
to expand its capabilities are indicated. The practical significance of the study is that it can be used as the
basis for a project that may be of interest to a number of institutions specified in the article.
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Xyan Mbanpe, C. A. lllaBpoB
benopycckuii rocyjapcTBEHHBIA TEXHOJIOTHYECKUN YHUBEPCUTET

O LIU®POBOM MAPKETHUHI'E BEJIOPYCCKHX KOMITAHU
HA PBIHKE KUTASA

AKTyaIlbHOCTB TEMBI CTaTbH 00YCIIOBIICHA pa3BUTHEM SKOHOMUYECKHUX OTHOMEeHNH PecryOnnku be-
napych u Kuras. Tako#t TpeHA nmpumaeT MapKeTHHTY MPOAYKIHUH U OPEHIOB OEIOPYyCCKIX KOMITAHUH B
Kunrae HecoMHEHHYI0 ICHHOCTh. B cTaThe paccMoTpeHa 3a/1a4a OCyIECTBICHHS MEXIyHapOIHOTO (-
pOBOrO MapKeTuHra 0esnopycckoro 3kcropra B Kurae, a Takke TpH alnbTepHATUBHBIX BAPHAHTA CUCTEM
TaKOT0 MapKeTHHIa. [1epBblil BApHAHT — HCIIOJIB30BAHUE Y)KE CIOKHBIICHCS HHPPACTPYKTYPBI MEXKITY-
HapoaHOTo MapkeTuHra B PecrryOimke benapyck. BTopoii — ncnons3oBaHne yxe ClokuBIIencs nappa-
CTpyKTYphI nuppoBoro mapkerunra B Kurae. Ha ocHoBe nposeneHHoro SWOT-aHanu3a 00603HaueHbBI
HCAOCTATKU OTHUX ABYX BApHUAHTOB, KOTOPLIC MOT'YT 6]>ITI) MMPpCOA0JICHBI Npe€aIaracMbiM pCUHICHUEM T10
TpeTbeMy BapuaHTy. TpeTuil BapuaHT — co3/laHie HHHOBAIIMOHHOW TPaHCIPaHUYHOHW 1IM(POBOM IKOCH-
CTEeMBI MapKeTHHTa Oenopycckux ToBapoB B Kurae. Ha ocHOBe nponeccHOro noaxoza npeioskeHa Mo-
JIeTIb TaKoi ¢ poBoi 3KocucTeMbl. Moziens nMeeT popMy COBOKYITHOCTH KHU3HEHHBIX CUTYaIMi, CKIIa-
JBIBAIOIIMXCS MEXKAY KOMIIAaHUSIMU — MOCTAaBIIMKaMK Mpoxykuuu B Pecyoinke benapychk u ux kimen-
tamu B Kutae, 1 MHOXecTBa OM3HEC-TIPOIIECCOB CEPBHUCOB U(PPOBOH SKOCHCTEMBI ITO Pa3pEIICHHIO STHX
CUTyaIi. YKa3aHbl JOCTOMHCTBA IPEIUIOKEHHOTO PEIICHNSI H 0003HAYCHBI Iy TH PACIIUPEHNUS €TI0 BO3-
MokHOCTel. OCOOEHHOCTD MpeIaraeMoi MOJIENH 3aKII0YaeTCs B TOM, YTO OHA IPEyCMaTpHUBAET HC-
MI0JIb30BaHUE KOMILJIEKCA Pa3IHYHBIX METOAOB MapKETHHTa NMPOAYKTOB U OpEHIOB HAa €JMHOW IIIaT-
¢bopme ¢ yueToM 0coOeHHOCTEH 3aKoHOAaTeNIbcTBa KuTas (B acTHOCTH, METOa HUIIEBOTO MapKETHHIa,
SEO-mapkeTHHIa, KOPOTKOTO BUEOMAPKETHHTa, IEPCOHN(HIIMPOBAHHOTO, KOHTEHTHOTO MapKETHHIa, Map-
KETHHTa C UCTIOIb30BaHUEM JIONIOJIHEHHOM U BUPTYaIbHOM peanbHOCTH). MoJenb IpenoiaraeT UCIOTHEHE
Ou3Hec-Tpolecca CoBepLIeHHs Ha TIaT(GopMe TpaHCIPaHUYHBIX AJIEKTPOHHBIX C/IENIOK C MCIIOJIBE30BaHHEM
COBPEMECHHBIX TEXHOJIOTI 15178 HpaKT NYCCKasd 3HAYUMOCTDb UCCIICIO0OBAaHUA COCTOUT B TOM, YTO OHO MOXKET 6I)ITb
MIOJIO’KEHO B OCHOBY COBMECTHOTO ITPOEKTA PAZIa YKAa3aHHBIX B CTAThe 3aUHTEPECOBAHHBIX MHCTUTYTOB.

KuroueBbie ciioBa: MeXIyHapOIHbIA MapKETHHT, IU(POBOH MapKeTHHT, MapkeTuHr B Kurae, mugpo-
BbI€ SKOCHCTEMbI MapKeTHHTa, VIHTepHeT-MapKeTHHT, POLIeCCHasi MOJIesb, OM3HEC-TIPOLIECChl MApKETHHTA.
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Introduction. A significant result of bilateral
cooperation between the Republic of Belarus and
China has been the growth of trade turnover. In 2023,
the total amount of trade turnover reached almost
$8 billion. In relation to 2022, the growth was 20%.
In 2022, China became Belarus’ second trade part-
ner after the Russian Federation. Exports of Bela-
rusian companies reached $1.6 billion back in 2021.
In 2023, exports from Belarus to China increased by
23% compared to 2022. In 2023, 330 different com-
modity items were supplied from Belarus to China.
About 148 Belarusian enterprises in 171 categories
of goods are accredited to work in the Chinese mar-
ket. The export potential is high, and the systematic
work of Belarusian enterprises in the Chinese mar-
ket continues. Therefore, their activities in the so-
called international digital marketing of their pro-
ducts in the Chinese market are of particular rele-
vance. The relevance of digital marketing is charac-
terized by the fact that as of June 2024, there were
about 1.1 billion Internet users in China, which is
7.42 million more than in December 2023, with an
Internet penetration rate of 78%.

The article discusses three possible options for
international digital marketing of Belarusian pro-
ducts and brands in China. The first option is to uti-
lize the existing international marketing infrastruc-
ture in Belarus. The second option is to use the
existing digital marketing infrastructure in China.
The third option is to use the proposed innovative
infrastructure in the form of a specialized cross-bor-
der digital ecosystem. The last option is the result of
the author’s master thesis.

Main part.

Option 1. Digital marketing of Belarusian pro-
ducts and brands using the existing international
marketing infrastructure in Belarus.

The State Unitary Enterprise “National Centre
for Marketing and Price Study” of the Ministry of
Foreign Affairs of the Republic of Belarus operates
in the sphere of international marketing in the Re-
public of Belarus. The enterprise fulfils the func-
tions of the national export support institute of the
Republic of Belarus. It provides a range of marke-
ting services in such areas as research of foreign
markets, analysis of their indicators, analysis of
the competitive environment, consumer research,
search for business partners, monitoring, analysis
and review of prices, procurement management,
analysis of marketing information on the results of
procurement, etc. The enterprise provides a range of
marketing services. The company conducts up to
280 marketing researches per year. Following the
principles of the digital economy, the National Cen-
tre for Marketing and Price Study is the operator of
a number of Internet platforms, namely:

—www.Export.by — a portal of information sup-
port for exports;

— www.Icetrade.by — a portal for placing infor-
mation on procurement in Belarus and abroad;

— www.Goszakupki.by — an electronic trading
platform containing information on public procure-
ment in Belarus;

— www.Ca.ncmps.by — a certification center;

—www.Gias.by — a portal of the state information
and analytical system of reviews, development of
presentations of enterprises and investment projects.

Special mention should be made of the
www.Export.by portal, the main purpose of which
is to support exports and promote Belarusian goods
and services abroad. The portal presents goods and
services on the Internet; provides search for the ne-
cessary goods, services; allows establishing direct
contact with the platform user, i. e. with producers
and suppliers of goods and services; allows identi-
fying promising markets; contains information
about marketing tools. The audience of the portal is
670,000 subjects per year from 200 countries. In fact,
the portal serves as an electronic showcase of Bela-
rusian goods. The portal presents catalogues with de-
scriptions of more than 6,000 companies, Belarusian
and foreign, catalogues of more than 22,000 goods and
services in two languages — Russian and English.

Nevertheless, this infrastructure cannot yet be con-
sidered a full-fledged digital marketing ecosystem, as
it does not implement most digital marketing techno-
logies [1, 2]. In particular, content marketing, perfor-
mance marketing, targeted advertising, CRM marke-
ting, email marketing, SMS marketing, SEO (Search
Engine Optimization), affiliate marketing, influencer
marketing, niche marketing, social media marke-
ting, e-commerce marketing, artificial intelligen-
ce (Al) marketing, virtual reality (VR), augmented
reality (AR), personalized marketing, pay-per-click
marketing (Pay-Per-Click Marketing). All of the above
technologies are successfully implemented by the
existing digital marketing infrastructure in China.

Option 2. Digital marketing of Belarusian pro-
ducts and brands using the international marketing
infrastructure already existing in China.

Digital marketing in China has received signifi-
cant development, which, in principle, can be used by
Belarusian enterprises [3—13]. Many well-known
platforms form the digital marketing ecosystem.

WeChat marketing — marketing based on the
ecosystem of WeChat, the largest social network
with 1.29 billion monthly users. Practices various
forms of advertising on a paid basis. Including for
foreign companies. Allows brands to publish con-
tent for their subscribers in the form of WeChat
newsletters. Allows real-time interaction with audi-
ences and potential customers and answers ques-
tions about the supplier’s brand and products. Regis-
tration is required to register a company on the plat-
form. It is carried out on the basis of a certificate
confirming the ownership of the trademark, nPassport
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(you can have a foreign passport) of the main ac-
count administrator, mobile phone number, email,
bank documents — confirmation of opening an ac-
count in your country.

Another major social network Xiaohongshu is
one of the key platforms in the digital marketing
ecosystem. Combines elements of user-generated
content, product reviews and e-commerce. For in-
ternational brands, it creates their accounts that host
content, e-stores. Brands get to track consumer data,
buy content for promotion, live streaming, which is
considered a growing channel of commerce. KOL in-
fluencer marketing takes place on the platform.

Bilibi is a Chinese video sharing platform. Po-
pular in the youth niche. Offers traditional display
advertising options, integrated marketing, with
KOL promotion. Marketing services are paid for.

Pinduoduo — the platform is unique because of
the integration of social media into the online shop-
ping process. Foreign companies can set up their
own shops on the platform.

Baidu Statistics is a tool that allows you to track
key SEO ranking metrics such as keyword rankings,
website traffic, user behavior and more.

Marketing on niche platforms is becoming a
trend for enterprises seeking to enter the Chinese
market. For example, through the “Hot Mum” plat-
form of baby products.

HI-COM is a digital marketing agency that pre-
sents e-commerce marketing services to large com-
panies. It works with more than 100 brands and is
considered a preferred partner.

Belt Road Consulting is a China-based digital
marketing and content marketing company, helping
foreign companies generate revenue in China.

Marketing using Al. The application of Al in
marketing is related to the analysis of big data.
A number of brands are using Al to create persona-
lized recommendations based on previous customer
orders, for an innovative way of communicating
with customers.

The characteristic of foreign brand localization
in China is the characteristic of the brand name in
hieroglyphic. This is an official requirement.

Nevertheless, in digital marketing, Belarusian
products face many challenges in entering the Chi-
nese market. These challenges are not only due to
cultural differences and diverse consumer behavior,
but also due to the complexity of laws and regula-
tions and rapid changes in technological develop-
ments. The problems are caused, in particular, by
the following reasons:

1. Cultural differences. There are significant dif-
ferences in values, consumption habits and tradi-
tions between China and other countries. Belarusian
companies need to understand the preferences and
needs of Chinese consumers in order to effectively
adapt their products and marketing strategies.
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2. Language barriers. Ensuring that the target
audience correctly understands all marketing mate-
rials and messages is a major challenge.

3. Laws and regulations. China’s legal environ-
ment imposes strict requirements on foreign compa-
nies, especially in the areas of data protection, cy-
bersecurity and advertising content. Foreign compa-
nies must ensure that their marketing activities
comply with Chinese laws and regulations or they
may face fines or other legal consequences.

4. Stiff competition. The Chinese market al-
ready has many well-known local and international
brands with strong market presence and brand
loyalty. Belarusian companies need to look for a
unique market niche to stand out among competitors.

5. Technological Adaptability. Digital marketing
tools and platforms are rapidly evolving in China and
are constantly changing. Belarusian companies need
to constantly monitor the latest technological trends
and flexibly adapt their marketing strategies to take ad-
vantage of new digital marketing tools.

6. Building consumer confidence. For Belaru-
sian companies, as players in an emerging market,
building and maintaining consumer trust is another
major challenge. It is crucial to gradually build brand
trust through high quality products and services, as
well as an effective communication strategy.

7. Data Analysis and Exploitation. China’s big
data market provides many resources for digital mar-
keting, but how to effectively collect analyze and ex-
ploit this data to optimize marketing strategies remains
a challenge for many Belarusian companies.

The above-mentioned complexities determine
the relevance of creating a dedicated transnational
digital ecosystem as proposed below.

Option 3. Digital marketing of Belarusian pro-
ducts and brands using an innovative specialized
cross-border digital marketing ecosystem.

The model of such a digital ecosystem can be
represented in the form of external and internal in-
frastructure and in the form of a set of business pro-
cesses (hereinafter referred to as BP) of its digital
marketing services created according to the process
approach [14, 15].

The basis of the ecosystem is the IT platforms.
The platform’s external environment is formed by
potential and actual suppliers (companies) of Bela-
rus products and consumers of these products in
China (clients). Suppliers and customers interact
with each other on the platform using the Internet.
Information intermediaries authorized by suppliers
and customers can be participants of the BP. The ex-
ternal environment of the platform is also social net-
works popular in China.

The internal structure is formed by web pages
(hereinafter referred to as showcases), automated plat-
form information system, platform administrator, in-
ternal data, not excluding artificial intelligence agents.
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The main function of the digital ecosystem is to
promote the products of the Republic of Belarus to
the Chinese market. For this purpose, its platform
provides almost all types of marketing of products
and brands with due regard to the peculiarities of
China, establishing communication between sup-
pliers of products and their consumers, concluding
transactions between them electronically, and, if
necessary, tracking the movement of goods along
logistics chains. The platform uses two languages,
Russian and Chinese, and is created taking into ac-
count the regulatory and legal framework of China.

The proposed tentative composition of the plat-
form showcases:

— showcase of supplier companies brands;

— showcase of offers to supply products and ser-
vices from Belarus;

— showcase of customers’ evaluations (feed-
back) of Belarusian product supplies and company
brands;

— showcase of customers’ appeals (offers) to Be-
larusian supplier companies;

— showcase of loyalty;

— showcase of market participants;

— showcase of online media;

— showcase of electronic transactions;

— showcase of traceability of goods movement;

— showcase of news.

The process model of the platform takes the
form of a set of BPs of its services rendered in cer-
tain life situations. In particular:

1. Life situation: a Belarusian supplier company
has an offer for Chinese consumer customers. The plat-
form provides the BP service of entering and dis-
playing the data of the suppliers offer for customers
through the suppliers’ offer showcase. In this way, mar-
keting aimed at creating awareness is carried out.

2. Life situation: a customer intends to obtain a
supply offer for a product according to its needs.
The platform provides the service by executing the
BP of editing and visualizing the showcase of market
participants based on the supply offer. Thus, it be-
comes possible to analyze the target audience, cus-
tomer demand and launch a new product on the market.

3. Life situation: suppliers and customers-con-
sumers intend to perform mutual dialogue and be-
nefit sharing between them. The platform provides
an appropriate service by executing a BP of direct
communication between them for dialogue through
channels declared in advance by the supplier.
For example, email, interactive dashboard. In this
way, direct effective relationships between produ-
cers and consumer clients are formed.

4. Life situation: a manufacturer-supplier intends
to cause trust to its brand or product and to interest
customers. The platform at the initiative of the sup-
plier ensures the execution of the BP of formation
on the showcase of offers or brands of supplier’s

advertisements in the form of text, video, audio, de-
fining the content of the brand or product content.
This ensures content marketing, creating a positive
brand image, increasing brand awareness in China,
expanding the reach of potential customers and in-
creasing their loyalty.

5. Life situation: customers intend to establish a
connection with manufacturers-suppliers unknown
to them so far. The platform on the showcase of cus-
tomer requests (offers) to Belarusian supplier com-
panies provides the BP of collecting, processing and
storing information about customers who are poten-
tially interested in goods and services of manufac-
turers in Belarus. Thus, CRM marketing of cus-
tomer relationship management is realized.

6. Life situation: a manufacturer from Belarus
intends to inform the target audience of the Chinese
market about the launch of a new product, promo-
tions, sales, and other significant events. The plat-
form at the showcase of offers of products and ser-
vices from Belarus realizes the BP of advertising the
new product. This ensures marketing of the brand
and products at all stages of the life cycle of the sup-
plier company.

7. Life situation: the client intends to express
his/her assessment, give feedback on specific pro-
ducts of a particular manufacturer. The platform on
the showcase of evaluations (feedback) of custo-
mers of Belarusian product supplies and brands of
companies provides the service of BP communica-
tion with new and existing customers, feedback and
feedback on products with data reflection (results).
In this way, proper CRM marketing is ensured.

8. Life situation: a supplier intends to inform po-
tential customers about a news item relevant to the
China market. The platform, as the data on the news
showcase is updated, implements the BP of infor-
ming potential customers about it, including email
services and services in social networks. For this
purpose, the BP of collecting addresses of potential
customers is implemented beforehand. This is how
the so-called email marketing and marketing via so-
cial networks is realized.

9. Life situation: a platform operator intends
to have digital marketing metrics for the platform.
The platform implements a BP of defining key indi-
cators of its activity. In particular, page loads (page
view); site traffic; time spent on web pages; number
of interactions with the site per visit (Bounce Rate);
subscription and subscription rates, size of target au-
dience, etc. This is how key indicators (KPIs) of
marketing quality are defined.

10. Life situation: the platform operator intends
to combine online promotion of goods with offline
events (exhibitions, forums, conferences). The plat-
form operator organizes an offline event with the
subsequent realization on the online media show-
case of the BP publishing the video of the event on
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a special page of the portal. In this way, marketing
is ensured by combining online promotion with of-
fline events.

11. Life situation: a platform operator intends to
organize an online exhibition and/or online auction.
The platform realizes the BP of an online Internet
exhibition or online auction on the online media
showcase. In this way, marketing via an online ex-
hibition and via online auctions is ensured.

12. Life situation: a supplier intends to carry out
targeted advertising. The platform provides the ser-
vice of BP identification of the target audience with
the right interests, age, and gender for the subse-
quent execution of BP establishment of direct com-
munication and dialogue through channels, chat fo-
rums on websites or social networks. This is how
targeted advertising is realized through SMM and
SEO promotion.

In principle, it is reasonable to combine the BP of
marketing problem solving in the digital ecosystem
with the BP of procurement and supply management.
For example, to solve the following life situations:

— Life situation: suppliers and customers intend
to place an order for the delivery of goods. The plat-
form for this purpose provides the BP service of
concluding an e-transaction on the platform show-
case in the form of an electronic document with the
participation of a third trusted party, information in-
termediaries, EDI providers. As a result, the marke-
ting of attractive relationships between Chinese cus-
tomers and producers in Belarus becomes available;

— Life situation: manufacturers-suppliers and cus-
tomers intend to trace the delivery of goods along

the logistics chain. The platform provides a BP ser-
vice for tracking the movement of labelled goods on
the way from the manufacturer to the user using
electronic waybills and with the participation of cer-
tified EDI providers. Traceability results are dis-
played on a special showcase.

Conclusion. This study has identified three
main options for the further development of digital
marketing of Belarusian products and brands in
China. As a result, the project of creating a special
cross-border digital marketing ecosystem recom-
mended for practical implementation. The project is
undoubtedly relevant, corresponds to the modern
strategy of digital transformation of the economy,
joint policy of co-operation between the two coun-
tries, and promotes Belarusian products in China.

In accordance with the current legislation of
Belarus, the conducted research can be used as a ba-
sis for the development of a technical passport for
the creation of a digital ecosystem for inclusion of
the project implementation in the State Program of
Digital Development of the Republic of Belarus for
2025-2030.

Possible operators of the digital ecosystem
could be the State Unitary Enterprise “National
Centre for Marketing and Price Study” of the Mi-
nistry of Foreign Affairs of the Republic of Belarus
or the Belarusian-Chinese Industrial Park “Great
Stone”. In the latter case, the functions of the digital
ecosystem could be extended to promote goods and
brands in both directions: both in the Chinese mar-
ket for Belarusian enterprises and in the Belarusian
market for Chinese enterprises.
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