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PE®EPAT

Jummomaast — pabota  comepXUT 53  CTpaHUIlBl, BKJIIOYas  CIIHCOK
WCITOJIb30BAHHBIX NCTOYHHUKOB.

CPEJCTBA MACCOBOM WH®OPMAIINU, AYVJIMOBU3YAJILHAS
PEKJIAMA, T[POJAKIIH-XAYC PARTIZAN, PEKIIAMHOE AI'EHTCTBO
IIPAUMTANM, IEJIEBASI AVYJUTOPUS, CO3JAHHUE, CIIEIIU®UKA
BO3JIEMCTBUS PEKJIAMBI HA AVJUTOPUIO PAJIMO U TEJIEBUJEHINS,
PEKJIAMHBIN PBIHOK, METO/IbI BJINSTHUSI.

OO0bexTOM HMCCIEAOBAaHUSI B JIaHHOM pabOTE BBICTYNAET ayAUOBHU3yalbHas
pekiama.

IIpenmeTom mccieIOBAHUSA CIYXXUT crieluduKa €€ cCo3AaHus U BO3JEHCTBUE
Ha ayJUTOPUIO paguo U TeneBuAeHUs. Llenpro 1aHHON paOOThI SBISETCSA BBISBICHUE
cnenu(UKU BO3JEHCTBUSA pEKJIaMbl Ha ayJUTOPHUIO PAaWO W TeneBuaeHus. Jlus
JOCTHKEHHUSI IOCTABJICHHOM 11€JIM PEIIAOTCS CIEAYIOIIUE 3a/1a4uu:

1. IlpoBeneHrne MCTOPUYECKOIO aHaIM3a, M3ydyeHHE (DAKTOPOB M YCIOBHIA,
CIIOCOOCTBOBABILIMX BO3HMKHOBEHUIO W PA3BUTHUIO ayJUMOBU3YaJIbHOU pEKJIaMbl B
CIIIA, Poccun n benapycu.

2. N3yuenue ¢akTopoB M YCIOBUH, CIOCOOCTBOBABIINX BO3HUKHOBEHHUIO U
pa3BUTHIO ayinoBu3yanbHOM pekiaMsl B CIIIA, Poccuun n benapycn.

3. N3ydenue cnenuduky co3aaHus ayIMOBU3yalIbHOH pekiiambl B benapycu.

4. Ananu3 BuAeoposiukoB mnpopakimH-xayca PARTIZAN u ayamoponukoB
peknamMHoro areHtctBa IIpaitMTailM ¢ TOYKM 3peHHUs] KayecTBa, a TAKKE HAIUYUA
PUEMOB BO3JEHCTBUS Ha MOTEHIMAIbHBIX MOKYTATENEH.

AKTYaJIbHOCTh PadOThl 3aKIIOYAE€TCd B HHTEHCUBHOM paclIpOCTpaHEHUH
pEKJIaMbl M PEKJIaMbl U €€ B3aMMOJICEUCTBUM CO MHOTHMHM OOJIACTSIMH COLIMATIbHBIX
OTHOUIEHHUI.

B nmpouecce aHamuza  ayIMOBU3YyaJlbHOW  PEKJIIAMBI,  OPOU3BOJAUMOMN
OTEYECTBEHHBIMU PEKJIAMHBIMU areHTCTBaMH, U METOJOB BIMSHHUS €€ Ha LIEJEBYIO
ayJIMTOPHUIO UCCIEIOBAIUCH ATAbl CO3/IaHUs AyJUO- U BUACOPOJIMKOB, CTPYKTypa U
COJIep)KaHUE MaTepHalioB, 3BYKOBOE U TOJIOCOBOE COIPOBOXIEHUE, padoTa
TBOPYECKOW Tpynmbl, OCHOBHBIE MPUEMBI ICUXOJOTHUYECKOrO0 BO3ICHCTBUS Ha
MOTEHIIUAJIBHBIX TTOTPEOUTENECH.

B pesynpraTe mnpojenaHHON pabOTHl YCTAHOBJICEHO, YTO Oejopycckas
ayMoBU3yaJibHAsA peKjiamMa JUHAMUYHO pa3BUBAETCs, MNpPU €€ MPOU3BOJICTBE
UCIIOJIB3YIOTCSl KJIACCUYECKHE METOJbl BO3CHCTBUS Ha LIENEBYIO ayIUTOPHIO.
OTedecTBEHHBIM pEKJIaMHBI PBIHOK PAacTeT, YyBEJIMYMBAas KAadeCTBEHHBIE U
KOJIMYECTBEHHBIE MTOKA3aTEelH.



PO®EPAT

JIpITioMHast mpana 3msiuae 53 CTapoHKi, YKIIIOUaloubl CIIC BBIKAPBICTAHBIX
KPBIHILI.

CPOJIKI MACABAM THOAPMALIBII, AVIBIEBI3VAJIBHASI POKJIIAMA,
MPAJJAKIIIH-XAYC PARTIZAN, POKJIAMHAE ATEHLTBA IPAUMTANM,
MOTABAS  AVJBITOPBLIS, CTBAPOHHE, CIIELBI®IKA  VIIJIBIBY
POKJIAMBI HA AVJBITOPBIIO PAJBIE I TOJIEBAYAHHS, POKJIAMHEI
PBIHAK, METAJIBI VITJIBIBY.

A0'ekTamM JaacjielaBaHHS Y Jaa3eHail Mpailbl BBICTyNAae ayabIéBi3yanbHas
poKIIaMa.

IIpagmeram paciemaBaHHSI CIYXXbILb cHelblpika sie CTBApIHHS 1 Y3/3€sIHHE
Ha ayAbITOPBIIO paabl€ 1 TinedavyaHHs. MboTail nman3eHail mnpanbl 3'syisenia
BBISTYJICHHE CIieUbI(IKl Y3A3€IHHS PAKIaMbl Ha ayABITOPBIIO Paabl€é 1 TaneOadyaHHs.
JIns nacsArHeHHs macTayJieHal MAThI BBIPAIIAIOIA HACTYITHbIA 3a0a4bl:

1. IlpaBsiA3eHHE TicTapblYHAra aHami3dy, BbIBYUdHHE (akrtapay 1 ymoy, fKis
caJ3erHIvaNl Y3HIKHEHHIO 1 pa3BilLo0 ayabl€BizyanbHail paknamsl y 3IIA, Pacii 1
benapyci.

2. BroiByusHHe MeTagay VIUIBIBY poKIaMbl Ha AayJabITOPHIIO paablié 1
Tae0ayaHHs.

3. BeiByusnHE crienpipiki cTBapIHHSA ayApIEBI3yalIbHAN paKiIaMbl ¥ bemapyci.

4. Amnam3 Bigpaponikay mnpagakimn-xayca PARTIZAN 1 ayaeisposikay
pakinamHara areHurBa IlpaiimTaliM 3 MNyHKTYy TJeIKaHHS sKacll, a Takcama
HasyHACL1 IpbIEMAY Y3A3€IHHS HA MAaTAHUBIMHBIX TAKYITHIKOY.

AKTyajJbHAacHb PadoThl 3aKiIOYaciia Yy IHTIHCIYHBIM pachayCroIKIHHI
PAKJIaMBI 1 g€ Y3aemMai3esiHHI ca MHOTIMI a0JacisiMi CalbIsSIbHBIX aJHOCIH.

VY mpaipce aHamizy ayAbI€Bi3yallbHAl pAKIaMbl alUbIHHBIX PAKIAMHBIX
areHITBay 1 MeTajay VIUIBIBY sié Ha MATABYIO ayAbITOPBIIO JAciieIaBaiiCs ATaIlbl
CTBAap3HHS aynablsi- 1 BIADAPONIKAY, CTPYKTypa 1 3MECT MaTiphisiay, T'ykaBoe 1
rajacaBoe CynpaBaJDKdOHHE, IIpala TBOpYald TIPYINbl, ACHOYHBIS  IPBIEMBI
ncixajariyHara Y33esiHHSI Ha AT HIBIMHBIX CHAXKbIYIIOY.

Y  BeIHIKY TmpaBeA3eHail  paboThl  YcTaHOYyieHa, IITO  Oenapyckas
aynpI€Bi3yanbHas poKiamMa JblHaMiYHa pas3BiBaellla, Npbl 5€ BBITBOpYACII
BBIKAPBICTOYBAIOIIIA KJIACIYHBI METaAbl Y3A3€SHHS Ha MOITABYIO aYIBITOPHIIO.
AWYBIHHBI PIKJIAMHBI PBIHAK pacle, MNaBsIiYBAIOUbl SIKACHBISI 1 KOJbKACHBIA
NaKa34bIKi.



ABSTRACT

The degree work contains 53 pages, including a list of literature sources that
were used.

SOCIAL MEDIA, THE AUDIOVISUAL COMMERCIAL, PRODUCTION
HOUSE PARTIZAN, ADVERTISING AGENCY PRIMETIME, TARGET
AUDIENCE, CREATION, THE IMPACT OF ADVERTISING ON THE
AUDIENCE OF RADIO AND TELEVISION, ADVERTISING MARKET,
METHODS OF IT INFLUENCE.

The object of study in this paper serves audiovisual advertising.

The subject of study is the specificity of its creation and its impact on the
audience of radio and television. The aim of this work is to identify the peculiarity of
the impact of advertising on radio and television audience. To achieve this goal the
following tasks should be completed:

- Conduct of historical analysis, the study of the factors and conditions that
contributed to the emergence and development of media advertising in the United
States, Russia and Belarus;

- Exploring the impact of advertising on radio and television audience;

- Learning the specifics of creating audio-visual advertising in Belarus;

- Analysis of the production-house movies and audio clips PARTIZAN
primetime advertising agency in terms of quality and the availability of methods of
influence on potential buyers.

The relevance of the work lies in the intensive distributionn of advertising and
its interaction with many areas of social relations.

In the analysis process of media advertising produced by domestic advertising
agencies, and its methods of influence on the target audience it investigated steps of
creating audio and video clips, the structure and the content of materials, sound and
voice guidance, the work of the creative team, the basic techniques of psychological
influence on potential customers.

As a result of this work it was determined that the Belarusian audiovisual
advertising is developing dynamically, and the classical methods of influence on the
target audience are used during its production. The domestic advertising market is
growing, increasing the qualitative and quantitative indicators.



