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OO0bexTOM AUIUIOMHON paboThl siBisieTcs Product placement xkak TexHOJIOTHS
CKPBITOTO PEKJIAMHOTO BO3ACHCTBUA U A(PGEKTUBHOE CPEACTBO B CHUCTEME
peKJIaMHbIX ~ KOMMyHHKauuid. I[IpenMerom  mumiaoMHONW — pabOThI  SBISETCS
UCIIONIb30BaHUE pekiaMHON TexHonorun Product placement B Xymo)ecTBEHHOM
kuHeMartorpade. llenapto aummoMHON paboThl BBICTyMaeT paccMmoTpenue Product
placement kak cpeicTBa pEeKJIaMHBIX KOMMYHHKAIlMii B KHHOMHAYCTPHUH, Kak
Haubosee MomyJsipHOM TuTomIanke pasmemieHus Product placement — mocnanwuii, a
TaK)K€ MPOBEJCHUE CPABHUTEIBHOIO aHAIN3a aMEPUKAHCKOTO M POCCUHCKOTO KUHO,
KaK IJIOMIAJKN pa3MEIICHHs] CKPBITON peKjambl. BbII0 BBISBICHO, YTO KOJIUYECTBO
Product placement — Bkmouenuii B Poccuiickom kunemarorpade Oosibilie, 4eM B
Awmepukanckom. HauOonee nomynsipHbIMH >kaHpamu Uil pasmerieHust Product
placement — BxitoueHuil B AMepuke sBISOTCS O0eBUKHM, B Poccun — xomenuu-
HauOosiee MOMyJSpHBIE YKaHPbl y MacCOBOTO 3pUTENs JaHHOM cTpaHbl. CambIMu
HOIMYJISIPHBIMU  TOBapaMu, KOTOpbIE PEKIAMUPYIOTCSI B KUHO(UIbMAaX, SBISAIOTCA
aBTOMOOMJIM U LU(PpPOBas TEXHUKA, KOTOpbIE SBISIOTCS TOBAapaMH MacCOBOIO
noTpedJeHUsT U JEMOHCTPUPYIOT OIpelNeleHHbI craryc ux obmnanarens. Cpeau
tunoB Product placement caMbIM MONyJISIPHBIM SIBJIIETCA BU3YaJlbHBIN, Kak HauboJee
JIeTKO BHEApsAEeMbIi u Hemoporoi. CyliecTByeT TEHISHIUS Pa3BUTHS HOBOTO BHA
Product placement — co3ganue cro’kera BOKPYT pEeKIAMHUPYEMOT0O OpeH/1a, KOTOPBIU
OyzeT BKJIIOYaTh B ce€0s U BU3YAJbHYIO JIEMOHCTpAIMIO, U UCMOJb30BAHUE TOBapa
repoem.

Knioueevie cnoea: product placement, pexnama, xkumemamoepagh, ckpvimas
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The object of diploma work is the Product placement as a technology of the
hidden advertising exposure and an effective tool in the advertising communications.
The subject of diploma work is the use of advertising technology Product placement
in the art cinema. The aim of diploma work is the consideration of the Product
placement as mean of advertising communications in the industry as the most popular
area of the Product placement messages, as well as a comparative analysis of US and
Russian movie as a Product placements platform.It was found that the number of
Product placement - inclusions in Russian cinema is greater than in the American.
The most popular genres to accommodate Product placement - inclusions in America
are actions in Russia - comedy. - I.e. the most popular among the mass audience of
the country genres. The most popular products that are advertised in the movies are
cars and digital products, which are the products of mass consumption and
demonstrate a particular status of their owner. Among the types of Product
placements the most popular is visual as the most easy to implement and inexpensive.



There is a trend in the development of a new type Product placement - the creation
story about the advertised brand, which will also include a visual demonstration and
use of the product.
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