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maintaining local appeal. Practical significance. Xiaomi’s case highlights the irreplaceable value
of localization in global business strategies and provides strong evidence for companies to succeed
in competing in the international market.
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ANALYTICAL MARKETING RESEARCH FOR SUBCULTURAL GROUP OF CHINESE
STUDENTS IN RUSSIA

This paper focuses on the consumer behaviour of a group of Chinese students in the territory
of Russia, with a special focus on a sample of 50 Chinese students located at Tomsk State
University in Russia. The study meticulously analyses the unique consumption patterns and
consumption habits of this particular group due to their cultural background, shared experiences
and adaptation to a foreign living environment. The study explores in detail the expenditures
of Chinese international students in various areas, such as food, clothing, entertainment and
travelling, in an attempt to reveal how these factors shape their consumption habits. In addition,
the study examines the impact of Chinese students’ level of interaction with the local Russian
community on their consumption behaviour.

As more and more Chinese students choose to study in Russia, especially in the Tomsk region,
this particular subculture is becoming noticeable. While Chinese students show clear differences in
their consumption needs and purchasing behaviour during their social integration in Russia, this
group is currently under-researched. In view of this, this study aims to fill this gap by providing
an in-depth understanding of the subcultures formed by Chinese students in Russia and their
daily lives, social interactions, and unique experiences through an examination of the historical
relationship between China and Russia, the policies and measures of the two governments, and
the individual experiences of Chinese students.

The main concerns of this study are: what are the main consumption characteristics of
Chinese students in Russia? What factors drive their consumption behaviour? To what extent
are their consumption habits influenced by their cultural background, experiences in Russia,
and interactions with the local community? How can effective marketing strategies be developed
based on these characteristics?

Currently, Chinese students in Russia have developed a consumption model that is influenced
by both Chinese cultural traits and the Russian environment. They come from a high-power-
distance, collectivist-oriented Chinese cultural background, value authority and social status,
and are more inclined to act for the benefit of the team or the collective than for the individual.
At the same time, they pay particular attention to academic performance and ranking during
their studies in Russia, as this directly affects their future competitiveness in employment
after returning home. However, they also face many challenges after returning home, such as
difficulties in adapting to the domestic culture and the job market. For this reason, many Chinese
students actively build professional networks and join industry associations so that they can use
these resources to obtain better job opportunities when they return home.

The goal of this research work is to clearly identify the key needs and consumption behavioural
characteristics of Chinese students in Russia, with a view to providing targeted market strategy
recommendations for companies and policy makers.

In conclusion, although Chinese students face many challenges during their studies in Russia
and upon their return home, they are able to effectively transform their study abroad experience
into a valuable asset for their career development through appropriate mindset adjustments
and utilisation of various supportive resources. To adapt to the demands of the globalisation
era, Chinese students need to maintain a high degree of adaptability and cultural sensitivity,
while proactively pursuing career development. From a marketing perspective, companies should
understand and grasp the consumption characteristics and needs of this group and provide services
and products in a targeted manner so as to seize the opportunities in this market segment and
achieve win-win cooperation. At the same time, this study highlights the importance of Chinese
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students’ social interactions in Russia and their intermingling with the local culture in shaping
their consumption behaviours, which is instructive for the development of effective marketing
strategies.
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PA3BUTHE MHAYCTPHUU TYPU3MA B YCAOBUAX UNPPOBU3ALINN

Wunycrpus typuama mperepiieBaer dgyHIaMeHTaIbHbBIe N3MEeHEeHNsI, CBSI3aHHBIE ¢ TeXHOJIO-
rusaMu. 3a MmocjeqHee TeCATUIIETHE PA3BUTHE TEXHOJIOTHH CYIIeCTBEHHO IIPeodpas3oBatio mpoIece
W3yJYeHUS U OPOHUPOBAHUA TypUCTUUECKHUX ycayr. [{udpoBsie TEXHOIOTMHU CTAHOBATCS TAKKe
TJIABHBIM HATIPABJIEHUEM CTPATETHN PA3BUTUS KYJIBTYPHI U TypuaMa roposos Oyayirero. [ludpo-
BBI€ TEXHOJIOTUH B TOPOJCKOM IIPOCTPAHCTEE CIIOCOOCTBYIOT MOMEHTAJBHON MHTETPAIINHN TYPUCTA
B TOPOJICKYIO CPeJy U ITO3BOJISIOT €My CaMOCTOSATEJIFHO IJIAHUPOBATH IIyTeIlecTBHe, O0IAaThCs
C MECTHBIMHU KUTEJIIMU Yepe3 HAYITHUK ¢ CHHXPOHHBIM II€PEeBOJIOM, MOJIyYaTh IMePCOHATbLHBIE
PEKOMEHIAIINH 10 TTOCEIIeHHI0 My3€e€eB 1 MeCT JIJIs OT/JbIXa U PA3BJIEYEHUN C YIeTOM €ro IIPeJIIo-
YTeHUH.

I'nmobanpHas mudpoBU3ausa KapAUHAIHLHBIM 00pa30M BJIHSET HA WHIYCTPHUIO TypU3Ma B Iie-
JIOM ¥ HA TYPUCTHUECKYIO JeSITeJIbHOCTb, B YACTHOCTH, H3MEHSIeT [IPUHITUITE €€ OPraHU3alliy, UH-
dopMaIoHHOEe COIPOBOKIEHNE TYpHU3Ma U CAMOTO IIyTellleCTBeHHUKA. B ycioBusx mudposusa-
IIUY PA3BUTHE TYPU3Ma XapaKTePU3yeTCs YCUJIeHHEM KOHKYDPEHIIMH MEKIy BCeMH YIaCTHUKAMU
TYPUCTUYECKOTO PHIHKA.

K HoBemmm 1udpoBbIM TEXHOJIOTUAM, KOTOPHIE BHICTYIIAIOT B KAYECTBE OCHOBBI ITM(POBU3A-
UM TYPUCTUYECKON IesTeJIbHOCTH, OTHOCATCS TeXHOJoruu OoJibinux maHaeix (Big Data), 6sok-
YeliH, HCKYCCTBEHHBIN nHTe IeKT, nHTepHeT Bemel (Internet of Things — IoT, Industrial Internet
of Things — IToT), MoGuIIBHBIE YCTPOMCTBA U MHOTOE JIPYTOe.

Hawubosee BaskHBIME «<ITHUQPOBBIMID PEIIEHUSIMHU SBIISIOTCS:

—  co3TaHMe TYPUCTHUECKOr0 MAPKEeTILIeNca U IeHTPAIU3AaTIUs YCUIUM 10 TIPOABUKEHUIO TY-
PUCTAYECKOTO TIPOIYKTA;

— BHeJpeHWe W Pa3BUTHE MYJIbTUSI3BIYHBIX CEPBUCOB ITOMOIIU TYPUCTAM, BKJIOUYAs UHQDOP-
MAITHOHHBIE CEPBUCHI, CEPBUCH HABUTAIINH ¥ CAMOOOCIIYKUBAHUS, C IEJIBbI0 TIOBBIIITEHUS JIOCTYITHO-
CTH, KAUeCTBA U IPUBJIEKATEILHOCTH TYPUCTUYECKUX YCJYT, pocTa aeKTUBHOCTH MCIIOIb30BAa-
HUS TYPUCTUYECKUX PECYPCOB;

— paspaboTka ¥ peasnus3ars dJIEKTPOHHOM TYPUCTUYECKON KaPThI TOCTSI U aHAJIOTUYHOI'O MO-
OMJIBHOTO TIPUJIOKEHST;

—  IIpeJoCTaBJICEHHE IPO3PAYHON 2JIEKTPOHHOM CUCTEMBI OIIEHKH KauecTBa IIPe/IJIaraeMbIX Ty-
PUCTUYECKUX YCIIYT,

— obecrreueHne BO3MOKHOCTH O3HAKOMJIEHUS C KYJIBTYPHBIMU U IIPUPOTHBIMU JOCTOIIPUME-
YaTeJIbHOCTAMH, dKCIIOSUIIUSAMHI MYy3eeB, TYPUCTCKUMH MAapIIPyTAMHU B OHJIAWH-PESKIME C UCIIOJIb-
30BAHUEM TEXHOJIOTUH BU3YyaJU3AllNH, BUPTYAJBHBIX dKCKYPCHUMN, TEXHOJOIUH JIOTOJHEHHOMN pe-
aJIbHOCTH,

— Cco3JlaHVe W PA3BUTHE CEPBUCOB JIOTIOJHEHHON peasIbHOCTH [IJIsI HABHUTAIMU TI0 TOPOIAM
¥ 00beKTaM MMoKa3a (MyaesM, BBICTABOYHBIM IIEHTPAM, Xy/I0KECTBEHHBIM TajiepesiM | Jp.) JJIs I10-
BBIIIEHUS IIPUBJIEKATEIBHOCTH TYPUCTUYECKUX 00BEKTOB 1 o(pEeKTUBHOCTH UCITOIb30BAHUS TYPH-
CTUYECKUX PECYPCOB;

— pa3BUTHE CHUCTEMBI OTKPBITHIX JTAHHBIX B cepe Typruama st IOBBIIIIEHNUS TPO3PAYHOCTH
pabGoThl OPraHU3AIUN U CUCTEMBI YIIPABJIEHUS OTPACIIBIO, CO3[aHUe YCIIOBUM JIJIsI PASBUTHUS HOBBIX
BUJOB TYPUCTUYECKUX YCIIYT;

—  BHeJpeHWe U Pa3BUTHE TEXHOJIOTUN OOJIBIINX JTAHHBIX U UCKYCCTBEHHOTO MHTEJIJIEKTA JIJIs
cOopa ¥ aHaM3a 9TUX JTaHHBIX, 4 TAKKE PA3BUTHE CUCTEMBbI IIPOABUIKEHUS TYPUCTUIECKUX YCIIYT,
dopmupoBanme HanboIee AKTYAIBHBIX JIJISI TYPUCTA PEJIOMKEHUNA ¢ YIETOM ero MOMKeJIaHnH, T10-
TOJHBIX YCJIOBHH, JJOPOMKHON CUTYAIIAH U JIP.



