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PE®EPAT

JunnomHuas pabota 63 ¢., MICTOYHUKOB 55, MpHIIoxKeHUi 9.

COLIMAJIBHAA PEKIJIAMA, IICUXOJIOI'NA PEKIIAMBI, CIIOCOBbI
BO3JIECTBUSA PEKJIAMBI, UHTEPHET-PEKJIAMA, COLIUAJILHBIE CETH,
HOBBIE MEJIHNA, NTHOOPMALMOHHAA CTPATEI'MA, ITPOOUIAKTHUKA
BUY U CIIMJA, MACTEPCKAA COUMAJIBHOI'O KMHO.

B aumiomHOM paboTe MOCPEACTBOM aHaIW3a JESITEIbHOCTH B HHTEPHETE
oenopycckoi 1iomaaku «Mactepekas conuanbHoro kuHo» u npoektoB [TPOOH mo
BUY/CIIUy (B uwactHOcTH, MHpopmanmonnoit crparerun no BUY/CIIU/ly B
PecnyOnuke benapych) packpbiBaeTcsi OCOOCHHOCTh COLIMAIBHOTO HWHTEPHET-
mapketudra B bemapycu. MHcecnemyrorcss mocieaHue KamMIaHUU M TPOEKTHI
OpraHu3alluii, aHaTU3UPYyeTCsl OOMUPHBIA TeopeTndeckuil Matepuan. OCHOBHasI 11€J1b
TaHHOM  paboOTBl —  OTpa3WTh JOCTOMHCTBA M  HEIOCTAaTKA  CIIOCOOOB
MICUXOJIOTUYECKOTO  BO3JICHCTBUSA  COLMAIBHOM  pEKJIaMbl,  HCIOJIb3YEMBbIX
0€JIOPYCCKUMHU UHTEPHET-PECYPCaMU.

[TomoGubie wuccrnenoBanus B bemapycu He BenuCh paHee, YTO JTOKa3bIBACT
HOBU3HY BBIOpaHHOU 151 uccienoBaHusi TeMbl. OOBEKT HCCIICIOBAHUS JIUIIOMHOM
paboThl — co3daHHas HEKOMMEPYECKMMH OpTraHW3alUsIMH COIMAJIbHAs peKjama,
pa3MeléHHas B MUHTEpHETE, MPeAMET — crennuduKa crioco00B BO3ICUCTBHS PEKIIAMBI
B HMHTEpHETE. AKTyaJlbHOCTh JAaHHOW TEMBI B TOM, YTO COIMAJbHAs peKjiIaMa B
benapycu TOMbKO HaYMHAET Pa3BUBATHCA KaK KAYECTBECHHBIM MPOIYKT, M WHTEPHET
KaK KaHaJl pacTipOCTPAHECHHUSI SIBIISIETCS TIEPCTICKTUBHBIM.

ABTOp pabOTBI  MOATBEP)KIACT, UYTO HCIIOJB30BAHHBIC TEOPETHUYCCKHE

HCTOYHHUKH U MHBIC MATCPHUaAJIbl COIIPOBOXKIAOTCA CChIJIKAMHU Ha UX aBTOPOB.



PODEPAT

Jlprmumomuast mpara 63 c., KpbeiHin 55, gagatkay 9.

CALBIAJIBHAA POKIIAMA, ITICIXAJIOI'TA POKIIAMBI, CPOJKI
V3I3ESAHHS POKJIAMBI, THTOPHOT-POKIIAMA, CALBISJIBHBISA CETKI,
HOBBISI MEJIBIS, IHOAPMAIIBIMHA S CTPATII'LA, [TIPA®IITAKTHIKA BIY I
CHIZIY, MAVICTOPHS CALIBISIZIBHAT A KIHO.

VY aplomMHai npaibl npa3 aHaii3 J3elHactll y IHT3pHAIE Oenapyckai IIsIoyKi
«MaiictapHsi canpisuibHara kiHo» 1 mnpaektay I[IPAAH nma BIY/CHIdy (y
npbiBaTHac, [Hdapmanpiiinait ctpatarii na BIY / CHIAy ¥ Pacny6miner benapycn)
pacublHs€LIa acalmiBaclpb calplsUIbHAra I1HTIPHAT-MApKeThIHTY Y bemapyci.
Jlacnenyroliiia amomiHisl KammaHil 1 MpaeKThl apraHi3allblii, aHajizyela MIbIPOoKi
TIAPITHIYHBI MATAPBISLT. ACHOYHAsI MATa J1aJ[3€HAM Mpallbl - aJIF0CTpaBallb BapTaciii i
HEJaxolbl CpOAKay IcCiXajariyHara Y3A3€sHHA CalblJIbHAH PAKJIAMBbl, SKIS
BBIKAPBICTOYBAIOIIIa OeIapyCKiMi IHTIPHAIT-PAICYPCaMI.

[TamoOHBIsS nacnenaBanHi ¥ bemapyci He Bsulicsi paHeM, IITO Jaka3Bae HaBI3HY
abpaHaii Juisi naciefaBaHHS TAMBI. AOQ'eKT JaciegaBaHHS ABIUIOMHAN TMpambl —
CTBOpaHAasi HEKaMEPIIbIMHBIMI apraHi3allisiMi calblsibHAs pIKiIaMa, pa3MenrdaHas ¥
IHTIpHAIE, TMpaaMeT — crhelnpidika crocabay Y3a3esHHS pIKIamMbl Yy 1HTIPHOIIE.
AKTyanpHACIb JAa/i3¢Hail TOMBI ¥ ThIM, IITO CallblsUIbHAS pakiama ¥ bemapyci Tonbki
nayblHae pa3BiBallla K SKACHBI MPAAYKT, 1 IHTIPHAT AK KaHaj pacraycCroJKBaHHS
3'syIsenua NepCreKThIy HbIM.

A¥Tap mpanbl TanBSIpXKae, IITO BBHIKAPBICTAHBIS TIAPATHIUYHBIS KPBIHIIBI 1

THIIBIS MAT3PBISUIBI CYIIPABAJKAIOLIIA CIIACBUIKAMI Ha 1X ayTapay.



SUMMARY

Thesis 63p. 55 sources, applications 9.

SOCIAL ADVERTISING, ADVERTISING PSYCHOLOGY, METHODS OF
INFLUENCE OF ADVERTISING, ONLINE ADVERTISING, SOCIAL MEDIA,
NEW MEDIA, INFORMATION STRATEGIES, HIV AND AIDS, SOCIAL FILM
STUDIO.

The research paper by analyzing the activities in the Internet of the Belarusian
cultural information establishment «Social film studio» and UNDP Project on HIV /
AIDS (in particular, the Information Strategy on HIV / AIDS in the Republic of
Belarus) revealed feature of social internet marketing in Belarus. We study past
campaigns and projects of the organizations, analyze extensive theoretical material.
The main purpose of this work - to reflect the advantages and disadvantages of the
psychological impact of the social advertising used by the Belarusian Internet
resources.

Similar studies weren’t conducted in Belarus before, which proves the novelty
selected for the study subjects. The object of the thesis — a non-profit organization of
web-based social advertising, the subject — the specificity of the ways the impact of
advertising on the Internet. The relevance of this topic is that social advertising in
Belarus is only beginning to develop as a high-quality product, and the Internet as a
distribution channel is promising.

The author of the work confirms that the use theoretical sources and other

materials accompanied by references to their authors.



