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Pe3rome

B nmanHO# paboTe paccMaTpHBArOTCS OCOOCHHOCTHM MapKeTHHra W (OpMUpOBaHUs OpeHIa
BUHOJCIIBYCCKUX  TPEANPUATHA B  PETMOHE BOCTOYHBIX NPEATOpUH  TOpel  Xd3JaHb
Huncs-Xyalickoro aBToHOMHOro paniona Kuras. Ha ocHOBe coueTaHusi TEOPETUUYECKOTO aHaIu3a
U SMIIUPUYECKUX HUCCIICIOBAHUIN aHAM3UPYETCS TEKYIIEe COCTOSHNE BUHOMCIBICCKON OTpaciiu,
MapKeTUHIOBas cpeaa M MpoOJieMbl pa3BUTHS OpEHIOB HA YpOBHE MPEANPUSTHH U
peruoHajgbHOrO aneiacboHa. B uccnenoBannu npumensarorcs Meroasl SWOT- u STP-ananu3sa,
a TaK)Ke CpPaBHUTENbHBI aHAJIN3 MAapKETUHIOBBIX CTPATeTUH BEIYIIUX BHUHOEJICH PErHOHA.
Oco00e¢ BHHMaHHE YIENSACTCS POJIM PETHMOHAJIBHOTO OpeHza, KYJIBTYpHOH HACHTHYHOCTH W
U(POBBIX MAPKETUHTOBBIX KaHAJIOB B IMOBHIIICHUHA KOHKYPEHTOCIIOCOOHOCTH BUHOCITBUECKHUX
npeanpuatuii. Ha ocHOBe NPOBENEHHOTO aHaIM3a BBISIBICHBI KJIIOYEBBIC OrPAaHUYCHUS,
CBS3aHHBIE C Y3HABAEMOCTHIO OpeHma, auddepeHnuanueid MpoayKIUH W MEXITyHApOIHBIM
NPOABIKEHHEM. B  3akiiodueHHe TNPeIIoKEHbl CTPAaTerdyd ONTHMH3AIMM  MapKeTUHra U
OpeHIMHTra, HaNpaBlIE€HHbIE HA YCTOMYMBOE pPa3BUTHE BHUHOACIBYCCKUX MPEANPUITHI U

YCHUIICHUEC MCKAYHAPOAHOI'O UMHUJIDKA pEruoHa Huncs Xonansb.

KaroueBbie ciioBa: MAapKCTUHT, 6p€H,Z[I/IHF, BHHOACIIBYCCKHUC IIPCAIIPHUATHA, peFI/IOHaJ'ILHHﬁ

openn, Huncsa Xoananb



Abstract

This study examines the specific features of marketing and brand development of wine
enterprises located in the eastern foothills of the Helan Mountains in the Ningxia Hui
Autonomous Region of China. Based on a combination of theoretical analysis and empirical
research, the paper analyzes the current state of the wine industry, the marketing environment,
and the challenges of brand development at both enterprise and regional appellation levels. The
research applies literature analysis, case studies, and SWOT analysis to systematically
investigate the marketing practices and brand-building approaches of representative wineries in
the region. Particular attention is paid to the role of regional branding, cultural identity, and
digital marketing channels in enhancing the competitiveness of wine enterprises. The findings
indicate that wineries in the Helan Mountain region continue to face issues such as low brand
recognition, brand homogenization, and limited international influence. Finally, the study
highlights the significant potential of the Helan Mountain appellation in brand culture
development, digital communication, and the integration of wine tourism, and proposes

strategies to support the sustainable development of regional wine enterprises.

Keywords: marketing, branding, wineries, regional brand, Ningxia Helan Mount
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Beenenue

B nmnocnenHue roxmpl BUHOAENBUECKas IpoMbIILIeHHOCTh Kwutas BeTynmia B 3T1anl
KaueCTBEHHOH TpaHC(hOpMaluu, IpU KOTOPOM IPUOPUTET CMELIAETCS OT PAcCIIUpEeHus oO0bEeMOB
MPOU3BOJCTBA K IMOBBIIMICHUIO Ka4eCcTBA MPOAYKIHH, (OPMUPOBAHHIO YCTOWYHMBBIX OpPEHIIOB U
YKPEIUIEHNUIO PBIHOYHON KOHKYpeHTOCIocoOHOCTH. [Io Mepe u3MeHeHus: CTpyKTyphl OTpeOieHus
BUHA MOTPEOUTENN BCE Yallle OPUEHTHPYIOTCS Ha OpeHJ, UMUK MPOUCXOKICHHUS U KYIbTYPHYIO
LEHHOCTh NPOAYKLHHU, YTO [JEJIAeT MApKETUHI M OPEeHIUHI KJIIOYEBBIMU (aKTOpPaMU DPa3BUTHSA
BUHOJICTTBYECKUX MPEANpUATHA. B 3THX YCIOBUSX CIOCOOHOCTh BHHOJICNBIECKHX PETHOHOB M
OTAEIBbHBIX NPEANpUATHH 3PPEeKTUBHO (GOpPMUPOBATH M MPOABUraTh OPEHJ CTAHOBUTCS BaXKHBIM
YCJIIOBUEM MX JIOJITOCPOYHOIO YCTOMYUBOTO PA3BUTHS.

BuHOzEnBUECKUIT PETHMOH BOCTOYHBIX IPEArOpHi Topbl X3JaHb B aBTOHOMHOM paiioHe
Huncst B mocnennue ronsl chOpMHUpPOBAIICS KaK ONWH M3 HamOOJee TMEpPCIEeKTUBHBIX PETHOHOB
IIPOM3BOZACTBA BUH NpeMHUanbHOro cerMmeHra B Kurae. biaronpustable IpupoaHO-KIMMAaTHYECKHE
YCIIOBHSI, TOCYIAapCTBEHHAsl TOAJEPXKKAa M IOCTEIEHHOE (OPMHUPOBAHUE OTPACIEBOTO KiacTepa
CO3J1aJIM NPOYHYI0 OCHOBY ISl Pa3BUTHS BUHOIPAagapcTBa U BUHOZAEHUA. Bmecre ¢ TeM, HECMOTps
Ha pacTyllee NpU3HAHUE KauyecTBAa BUH PETMOHA HA HAI[MOHAJBbHOM M MEXIYHAPOJHOM YPOBHSX,
MapKETHUHIOBbIE BO3MOXKHOCTM U YPOBEHb pa3BUTHs OpEHJIOB BUHOMAENBUECKUX MPEANPHUITUN
MO-TIPE)KHEMY OCTAlOTCSl OTPAaHMYEHHBIMU [0 CPAaBHEHUIO C 3PEIbIMU  MEXIYHapOIHBIMU
aneyIacbOHaMH.

OcHoBHOH Mpo0sIeMOil, paccmMarpuBaeMoil B JaHHOW paloTe, SBISETCS HECOOTBETCTBUE
MEXJYy BBICOKMM IIPOM3BOJACTBEHHBIM ITOTEHLMAJIOM BHHOJEIBYECKUX MPEANPUATHI peruoHa
XnanaHblIaHb U HEAOCTATOYHON 3(PPEKTUBHOCTHIO UX MApKETUHIOBBIX U OpeHIOBBIX cTpareruil. B
YCIIOBUSIX YCWICHHS KOHKYPEHIMH KaK Ha BHYTPEHHEM, TaK U Ha MEXIyHapOJHOM PBIHKAX BHHA,
cimabas y3HaBaeMOCTb OpeHI0B, GparMeHTUPOBAHHOCTh MAPKETUHTOBBIX MPAKTUK M HETOCTATOYHAS
CHUHEPIusi MEXAy PErHOHaJbHBIM OpeHJOM W OpeHJaMM OTAEIbHBIX BHUHOJEIEH OIPaHUYMBAIOT
BO3MOKHOCTH PacCIIUPEHHs PhIHKA U MOBBIILIEHUS 100aBIEHHON CTOMMOCTH MPOTYKIUH.

[lenpto naHHOW paboTHI SBISETCS MCCIEOBAaHUE MAapKeTHHra W pa3BUTHS OpeH/I0B
BUHOJIETIBYECKUX TPEeanpuaTuil B ropHoi 3oHe HuHcs XoanmaHb, a Takke BBIABIECHHE (DAKTOPOB,
BIMAIOMMX Ha (OPMHUPOBAHHE KOHKYPEHTOCIIOCOOHBIX OpEHJOB Ha KOPIOPAaTHBHOM U

PErMOHAIBHOM YPOBHSX
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