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PE®EPAT

Junnomuas pa6ota — 51 c., uctouHukoB nHGopmanmu — 41.

JNEJIOBAA [TPECCA, SKOHOMUMYECKAA [TPECCA,
BEJIMKOBPUTAHMS, 3ATOJIOBOYHBIMN KOMIUIEKC, XEJJIAWH, «HE
ECONOMIST», 3ATOJIOBOK, TU3AWH I'A3ETHI, JINJ]

Obvexm uccredosanus: MaTepualtsl xKypHana « The Economisty.

Ienv: w3ydeHHWEe OCOOCHHOCTEHW 3aroJ0BOYHOTO KOMIUIEKCAa B KOHTEKCTE
MenuapbiHKa BenmnkoOpuranuu (Ha mpumepe xypHaia « The Economisty).

Memoowl UCCIeO00B8AHUSL. OITMCATEIbHBIN, aHAJUTUIECKUHN U
COIMOCTAaBUTEIbHBIN, a TAK)Ke METOJ| KJIacCU(UKAIUH.

B numnomuoi#l pabote «3arosioBOYHBIA KOMIUIEKC B 3KOHOMUYECKOW Ipecce
Benukobputanun (Ha mnpumepe «The Economist»)» paccMOTpeHBl OCHOBHBIC
MUpPOBbIE  TEHIACHIMM B  HCIOJB30BAaHMM  TAaKUX  CTPYKTYPHBIX  dYacTei
KYPHAJIMCTCKOIO TEKCTa, KaK XeJJIailH, JUa, 3arojloBOK. M3ydeHbl 3Tanbl pa3BUTHUS
JEJIOBOM KYPHAJIUCTUKHA M HEKOTOPBIE aCNEKTHI anu3anHa nedartusix CMU; packpeITs
OCOOCHHOCTH MCIIOJIb30BaHMsI 3arojIOBOYHOrO KomIiekca B KypHaie «The
Economist». B paboTe onucanbl MApKETUHIOBBIE TEXHOJIOTUH, CIOCOOHBIE BBIBECTH
U3JJaHUE Ha HOBBIM ypOBEHb KauyecTBAa M YBEIMUYUTH €ro Tupax. [lomydeHHble
BBIBO/IbI IPUMEHUMBI K IKOHOMUYECKOU npecce PecryOinuku benapychs.

ABTOp pabOThl TNOATBEPKIAET, YTO MCHOJIB30BAHHBIE TEOPETHUYECKUE
MCTOYHUKHU ¥ MHBIE MaTE€PHAIIbI COMTPOBOXKIAIOTCS CCHUTKAMU HA X aBTOPOB.
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Ab'exm dacneoasanns: MaTIpbIstIbl yacomica « The Economisty.

Mb>ma: BBIBydYsHHE acaliliBacisgy 3arajoykaBara KOMIUICKCY Yy KaHTIKCIIE
MenbIIphIHKY BemikaOpreiTanii (Ha npsikiaase gyacomica « The Economisty).

Memaowvl Oacnedasanms. amicallbHbl, AHATMITBIUHBI, CYINACTAYJSJIbHBI, METa]
KJ1acidikarpii.

VY npimiomMHal  mpansl - «3arajioykaBbl  KOMIUIEKC Yy OKaHaMi4HAl mpace
Benikaopeitanii (Ha mnpeikiagze «The Economisty)» pasriemkaHbl aCHOYHBIS
CYCBETHBISI TOHJDHILIBI ¥ BBIKAPBICTAHHI TaKiX CTPYKTYPHBIX YacTakK >KypHaJllCLIKara
TOKCTY, SK XJMJIailH, Jij, 3arajoBak. BbIBydaHbl J3Tambl pasBillsg A3€JIaBOU
JKYPHAJIICTBIKI 1 HEKAaTOpbIsl AaCMEKThl JbI3aiiHy JpykaBaHbix CMI; pacKpbIThl
aca0OiiBacili BBIKApBICTAHHS 3arajJioykaBbIX Komiuiekcay y dacomice «The
Economist». VYV mpampl amicaHbl MapKETBIHTABBIS TAXHAJIOTI, 3/I0JbHBIS BBIBECIII
BbIJJaHHE HA HOBBI Y¥3pOBEHB AKACII 1 MaBSUIIYBIID SITO THIPAXK. ATPHIMAHbIS BHICHOBBI
MOTYI1Ib OBbILIb BBIKAPBICTaHBI ¥ SKaHaMIuHai npace Pacnybiiki benapyce.

A¥Tap mparisl manBspaKae, IMTO BEIKAPBICTAHBISA TIAPATHIYHBIS KPBIHIIIBI 1
THIIBISL MAT3PBISUIBI CYTIPABAKAIOLILA CIIACBUIKAMI Ha 1X ayTapay.
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Diploma work: 51 p., sources — 41.

BUSINESS PRESS, ECONOMIC PRESS, GREAT BRITAIN, HEADLINE
COMPLEX, HEADLINE, THE ECONOMIST, NEWSPAPER DESIGN, TITLE,
LEAD.

Object of research: The Economist magazine materials.

Research aim: to study the peculiarities of a headline complex in the context of
media market in Great Britain (The Economist magazine case study).

Research methods: descriptive, analytical, comparative, method of
classification.

Diploma work “Headline Complex in Economic Press of Great Britain (The
Economist Case Study)” covers major world trends in the use of such parts of
journalist text as a headline, lead, and title. The study of the stages of business
journalism development and certain aspects of print media design was conducted,
with the emphasis falling on the peculiarities of headline complex use in The
Economist. The work describes marketing technologies that help the edition to get to
the new quality level and increase its circulation. The results achieved are applicable
to the economic press of the Republic of Belarus.

The author confirms that the citations and other materials used in the work
have proper name-title references.



