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OObexkT wuccienoBaHus: Oenopycckas couuaigbHas pekiama. I[Ipeamer
WCCJICIOBAHUS: PENpe3eHTallMsl CEMEHHBIX NpoOsieM B OENIOPYCCKOM COIMabHON
pekiiame. Llenb uccienoBanus: onpeneaTuTh 0COOCHHOCTH PEIPE3CHTAIIMU CEMENHBIX
po0sieM B OEOPYCCKOM COIMAIbHOM pekiiaMe. bbutr cienanbl CIeayIonue BhIBOIBI
10 IPOBEACHHOMY UCCJIE0OBAHUIO:

1. Pecnonmentsl 0€3 cemMbHM MIAAIICH BO3PACTHOM TPyHIbl 0Oo0jee OCTPO
BOCIIPUHUMAIOT OEIOPYCCKYIO COIMMAIbHYIO PEKJIaMy MaTepUHCTBA U JIETCTBA.

2. Jlns pecroHJIEHTOB CTapIIeW BO3PACTHOM KAaTETOPUHU, WMEIOIIUE CEMBIO,
MIPUOPUTETHOE 3HAUYCHHE HUMeEET Oejiopycckas colMalibHas pekjiamMa JAETCTBA U
POXKIAEMOCTH.

3. PecnonneHThl cTapiield BO3PACTHOM TpPYIIbI, HMEIOIIME CeMblo Ooliee
«OCTPO» BOCIPUHUMAIOT COIIMAIBHYIO pEKIaMy, TaK KaK HEMOCPEACTBEHHO 3HAKOMBI
C XapaKTEepOM BO3HUKAIOIIUX CEMEWHBIX MPOoOJeM, UMEIOT JeTed MO0 TIaHUPYIOT
POXKJIEHHE B CEMbE peOCHKA.

4. PecioOHIEHTBI MJIaJIIIEH BO3PACTHOM I'PYIIIbl CKIIOHHBI BOCIPUHUMATD JIYYIIIE
U OCTpee «IO3UTHUBHYIO» pEKJIaMy, HECYIIyl0 B ce0e ONTUMHUCTUYHBIA HAaCTPOH, U
WHTEPIIPETUPOBATH €€ COJIepPKaHUE.

5. ConmanbHas pekjiaMa, MMerouas MIOKOBBIA 3(PQPexT BO3AEHCTBUA, OCTPO
BOCIIPUHUMAETCS B3POCJIBIMU PECTIOH/ICHTAMU KaK CUJIbHASI U aKTUBHAs peKJiama.

[TonyueHHbIe B XOJI€ MCCJIEIOBAHUS JJAaHHBIE MOTYT OBITh MCIOJIb30BaHbI MPHU
OpraHu3alyd OOIIECTBEHHO 3HAYMMBIX KaMITaHUM, HaMpaBJICHHBIX Ha 3 ()EKTUBHOE
BHEJIPCHHE PEKJIAMHBIMU areéHTCTBAMU TEXHOJIOTHH COIUAIbHON PEKJIaMbl CEMENHOM
TEMAaTUKHU B PabOTy C MOJIOJIEKBIO.

Knioueevle cnosa: Oenopycckas coyuanvHas pekiamd, cemelinvie YeHHOCMmU,
npooaeMbl MamepuHcmed, npooiemvl 0emcmead, NPoodembl POHCOAeMOCHIU.

Represenpation of Family Problems in the Belarusian Social Advertising:
abstract of the graduate work / Anna Petrovitch; Faculty of Philosophy and
Social Sciences; Department of Social Communication; supervisor:
Irina I. Kalachova

The object of research: Belarusian social advertising. The subject of research:
representation of family problems in the belarusian social advertising. The purpose of
research: to determine the features of the representation of family problems in the
Belarusian social advertising.The research used a method of photofixing social
advertising and a method of semantic differential (Charles Osgood questionnaire).

I have made the following conclusions of the conducted research:

1. Respondents without a family of the younger age groups perceive Belarusian
social advertising of motherhood and childhood more acutely.

2. Belarusian social advertising of childhood and birthrate is priority for
respondents of the eldest age group with a family.



3. Respondents of the eldest age group with a family perceive social advertising
acutely, because they know the nature of arising family problems, have children or
are planning the birth of a child in the family.

4. Respondents of the younger age group tend to take better and sharper
"positive" advertising, which carries the optimistic spirit, and they interpret its
content.

5. Social advertising, which has the effect of shock, is acutely perceived by the
adult respondents as a strong and active advertising.

Obtained during the research data can be used in the organization of socially
significant campaigns directed on the effective implementation of social family
advertising technology by advertising agencies in work with the youth.
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