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PE®EPAT

Junnmomuas pabota coaepkut 51 crpanuily, 42 UCTOYHUKA.

Ilepedyenb KJIIOYEBBIX CJOB: pEKJIaMa, CIIOHCOpPCKas pekiama, Product
placement, npomakiiH, TeJIeBHICHUE, MCHEKMEHT, TCJICBH3UOHHBIN MPoeKT, Fresh
HoBoCTH, | prH Menua npoaakuis.

O0beKTOM JUIUIOMHON paboOTHl SIBISETCS CIOHCOPCKAas pekilamMa Ha
TEJIEBUICHUU.

IIpenmeroM wuccnenoBaHusl BBICTYNWIA peKjIamMHas TexHojorus product
placement.

Heab0 IUTUIOMHON pabOTHI SBISIETCS MCCIEIOBaHUE TeXHOJIoruu product
placement kak BuIa CIOHCOPCKOM PEKIIAMBI Ha TEJICBUICHHU.

OcHOBHBbIE MeETObI HCCJEAOBAHMSA: aHAJIM3 HOPMATHBHOW, HAy4YHO-
METOJAMYECKOW M  BJIEKTPOHHOW JIUTEpaTyphl, aHAIW3 BUIACOMATEPUAIIOB;
BKJIIOUEHHOE HAOJI0/IeHHE; OeceIbl C SKCIIEPTAMU.

IlonyyenHble  pe3yabTaThl: ONPEICICHbl MOHATHE W  CYLIHOCTb
TEJEBU3UOHHOM pPEKJIaMbl, PACCMOTPEHbI BHJbI M PACKPBITHI OCOOEHHOCTH
CIIOHCOPCKOM peKJIaMbl Ha TeJeBUACHUHU. BrplisiBieHa crneuuduka TEXHOIOTHU
product placement kak BHJa CIIOHCOPCKON peKJIaMbl Ha TEJICBUIACHHHM M JIaHA
xapakrepucTika OOIIecTBa C OrpaHUYEHHON OTBETCTBEHHOCTHIO «I'puH Menna
pOoJaKIIH». Takke pacKpbITa TEXHOJIOTHS CO3/IaHHS TEJIEBU3UOHHBIX MPOEKTOB C
MCIIOJIB30BaHUEM pekyiaMHOM TexHosioruu product placement Ha mpumepe OOO
«I'pun Meauna npopakiny. IIpoananuzupoBaHa 3(pPeKTUBHOCT MPUMEHEHUS U
NPENOCHIIKY pa3BuTHs TexHonoruu product placement 8 bemapycu.

HoBu3Ha pa6oThl 3aKiroyacTcs B BBISIBJICHUM TeXHOJoruid product
placement — pa3merneHusi MOTPEOUTEIILCKAX U MHBIX TOBAapOB B TEJICBH3MOHHOM
KOHTEHTE; B BBIICJICHUU CBSI3€M B CHUCTEME «PEKJIaMOJaTeIb—pPEeKIaMUCT—
NOTPEOUTENbY», YTO IMO3BOJSET YCTPaHATh HEKOTOpbIe Oapbepbl MEXIY
pEeKIIaMO/IaTeNIeM M PEKIaMUCTOM, C OJIHOM CTOPOHBI, U MOTPEOUTENIEM PEKIIAMBI U
TOBapa, C Jpyrod, u, TakuM o0O0pa3oM, JT0OMBaTHCS 3HAYUTEIIbHOU
MICUXOJIOTUYECKOM U, CJIEIOBATEIbHO, SKOHOMUYECKOH 3(P(HEKTUBHOCTH.

O0s1acTh  BO3MOKHOI0O NPAKTHYECKOI0 TPUMEHEHHUsI: Pe3yJbTaThl
uccienoBanusi 3((HEKTUBHONW CHOHCOPCKOW peKJIaMbl B CTHIUTHKEe  product
placement MoryT OBITh MCHOJIB30BaHBI PEKIAMOJATEISIMH W IMPOJIOCEpaMH B
benapycu nns 6onee 3 PekTUBHOTO MPOABUKEHHSI TOPTOBBIX MAapOK M MPOEKTOB
Ha TEJICBUACHUH.

ABTOp pabOTHl MOATBEPKAACT, UTO MPHUBEJICHHBIA B HEW aHATUTUYCCKUU
MaTtepuanl U pe3yabTaTbl  HCCIAEAOBAHUS  JOCTOBEPHbI W BBIIIOJIHEHbI
caMoCTOATENbHO. Bece 3anMcTBOBaHHBIE MaTEpHalIbl COMPOBOXKIAIOTCA CChLUIKAMMU
Ha UX aBTOPOB WJIM UCTOYHUKHU.



PODEPAT

JlpimioMHast paboTa yTpeiviiBae 51 ctapoHKy, 42 KPBIHIIIBL.

Ilepanik KIH0YaBBIX CJI0Y: pIKIama, CIIOHCAPCKas pIKiIaMa, pa3MsIIY3HHE
TaBapay, NpaJaKilH, TAIeOayaHHE, MEHEIKMEHT, TIJCBI3idHBI mpaekT, Fresh
HaBiHbI, [ ppiH Mebis mpalakiiH.

AO'ekTam JBIIUIOMHAM Tmpanbl 3'syjiselia CroHcapckas pakiaMa Ha
THNIe0aYaHHI.

IIpagmeram nacinenaBaHHS BbI3HayaHa pOIKJIAMHAs THXHAJOTIS MPOJAKT
IIJIECMEHT.

MpaTaii IeITUTOMHAN TIparisl 3'ayisienia AaciielaBaHHe TIXHAJIOTI1 MPOIaKT-
IUIEMCMEHT SIK Biy CIIOHCApCKall pIKJIaMbl Ha TAJIe0ayaHHI.

ACHOYHBISI MeTaAbl JacjaeJaBaHHS: aHal3 HapMaTbIyHaid, HABYKOBa-
MeTaJbluHall 1 JIEKTPOHHAM JIITapaTyphl; aHalI3 BlIdamaTiphlsuiay; YKIOYaHae
Ha3ipaHHE; T'yTapKi 3 FKCIepTaMI.

ATpbIMaHbIsI BBIHIKI: BbI3HAYaHbl MaHALLE 1 CYTHACIb THJIEBI31MHAM
PAKJIaMBbI, pa3rieaKaHbl BiJbl 1 PACKPBITHI acadiiiBacili CIOHCApCKail pIKiIaMbl Ha
TaneOavyanHl. BreisiyneHa cnerpidika TIXHAIOTIT MPOJAKT-TUICHCMEHT SIK BTy
CIIOHCApCKail pakiiaMbl Ha TAneOayaHHI 1 1a/i3eHa XapakTapbICTbika TaBapbICTBa 3
abmexxaBaHail ajakazHacuio «I'pelH Menpist npajgakmH». Takcama packpbiTa
TOXHAJIOTISI CTBAPAHHS TAJNEBI3IMHBIX MpaeKkTay 3 BBIKAPHICTAHHEM pAKIJIAMHAM
TIXHAJIOT11 MPOJAKT-INIEHCMEHT Ha npbikiaana3ze TAA «['pblH Menpls mpagakiig.
[IpaananizaBana 3(peKThIYHACLb MPBIMSIHEHHS 1 IEPALyMOBBI pa3BILL TIXHAIOT11
npoaakT-mieicMenT ¥ benapyci.

Hagizna paGorbl ckianaenna y BBUIYYDHHI TAXHAJIOTIA pPa3MSAIIYIHHS
CHakplBellKara 1 I1HIIAara MpagyKTy (Aro poiksi3iTay, BoOpasza, 1HOIL.) Yy
TAJICBAI31MHBIM KAHTAHIIC, Y BBISYJICHHI CyBsI3eH Yy cicTAMe ‘‘pakiiamagayia—
pAKJIaMICT—CHaXbIBEL, IITO Ja3Bajse JIIKBiJaBallb IMAYHBIS Oap'epbl MaMix
poKJIaMaayiiam 1 pakiiaMmicTaM, 3 ajHaro OOKy, 1 CIIaXKbIYIIOM PAKJIaMbl 1 TaBapy, 3
Japyrora, i, TakiM YblHaM, Jacsrallb 3HaAyHai TMciXxajariyHaid 1, ajnaBejHa,
HKaHaMIYHal 3()EKThIYHACLII.

Bobiacup  MaryeiMara — NpakThIYHAra  NPbIMAHEHHSI:  BBIHIKI
nacienaBaHHs 2QEeKThIYHA COHCApCKall pAKIaMbl ¥ CTBUTICTBILBI “‘pa3MSIIYIHHE
npaaykry” (product placement) Moryis ObIllb BhIKApBICTaHBI pAKIaMaaayami i
npaa3tocepami ¥ benapyci qis 0onbin A(deKThIyHara mpacoyBaHHS TaHIJIEBBIX
Mapak 1 mpaeKkTay Ha TaJeOadaHHI.

A¥Tap npaiibl NauBspKae, MTO NPbIBEA3CHbI ¥ €M aHATITHIYHBI MATIPBISLI 1
BBIHIKI ayTapckara Jaacjie/laBaHHs JakKJaJHblsd 1 BBbIKAHAHBI CaMacTOWHA. Yce
3ama3bluaHblsl MaT3phIsUIBl  CyNpaBajpDKAIONA ClAachUIKaMi Ha 1X ayTtapay alo
KPBIHIIIBI.



ABSTRACT

The graduate work contains: 51 p., 42 sources.

The list of key words: advertising, sponsorship advertising, product
placement, production, television, management, television project, Fresh news,
Green Media Production.

The object of the graduate work is the sponsorship advertising on
television.

The subject of the study was advertising technology product placement.

The aim of the graduate work is the study the technology of product
placement as a form of sponsorship advertising on television.

Basic research methods: analysis of normative, scientific, methodical and
e-books; video analysis; participant observation; interviews with experts.

Taken results: the concept and essence of television advertising have been
defined, the types considered and characteristics disclosed sponsorship advertising
on television. The specificity of the technology product placement as a form of
sponsorship advertising on television explored and the characteristic of Limited
liability company "Green Media Production” was given. Also disclosed a
technology for creating projects using television advertising technology product
placement as an example of LLC (limited liability company)"Green Media
Production”. The efficiency of the use and development background technology
product placement in Belarus have been analyzed.

The novelty of the work is to identify technologies product placement —
and the use of consumer and other goods in the television content; in the allocation
of connections in the system "advertiser— advertising—consumer, eliminating some
of the barriers between advertiser and advertising, on the one hand, and consumer
goods advertising, on the other, and, thus, significant psychological and therefore
economic efficiency attain.

The area of possible practical application: the results of research on
effective sponsorship advertising in stylistics product placement can be used by
advertisers and producers in Belarus for more effective promotion of brands and
projects on television.

The author of the work confirms that analytical data and results of the
study are reliable, and made their own. All borrowed materials are accompanied by
references to the authors or sources.



