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PE®EPAT
Jumnomuas pabora: 62 c., 15 puc., 6 Tabmn., 46 HCTOUHUKOB.

KirroueBbie CJIOBa: PEKJIAMA, NMHTEPHET, OJINTHAA
HEJABMXNMOCTHD.

OO0bekt wuccinenoBanuss — HTEpHET-MPOCTPAHCTBO KaKIEPCHEKTUBHA,
MHHOBAIIMOHHAS IJIOMIAIKa PEKIAMUPOBAHUS OOBEKTOB HEJBKUMOCTHU, a TAKXKE
Kak 0coOBIi KaHall paclpocTpaHeHUsI UH(HOPMALIUH.

[enb paboThl — HccIeI0BaHUE BO3MOKHOCTEH HCIIOIB30BAHUSI CPEACTB CETU
WNuTepHer B pekinamMe OOBEKTOB AIUTHOM HEIBMKUMOCTH, OCHOBHBIX BHUOB
NuTepHeT-pexiaMbl, a TaKXKe OLEHKa ayIuTopuu b6enopycckoro MHTepHeTa.

B pabotre paccMOTpeHBI TOHSTHE HEABM)KMMOCTH, €€ NpU3HAKu U
KJIacCU(pUKaIKs, a TAaKKEe KOHKPETU3UPOBAHO TOHATHE «IJIUTHAS HEABMXKUMOCTH
IPUMEHUTENBHO K I'. MUHCKY; MpOBEAEH aHanu3 VHTepHET-peKIaMbl, €€ BUJIOB,
JOCTOMHCTB W HEIOCTaTKOB; IIPOBEJEHA OLIEHKAa ayAUTOpUU OEJI0pyCCKOro
WNHTepHeTa, pacCMOTpPEHBl €€ TEHACHIMM W TeHAeHUUU VHTepHeT-peKiIambl;
IpOaHAIU3UPOBAHBl BO3MOXKHOCTH VHTepHeTa Kak 53(QeKTuBHOTO crocoda
peKIamMbl HEABUKMMOCTH, COCTaBJCHA pEKJIaMHas KaMIlaHUs OOBEKTa AIUTHOM
HEJBUKUMOCTH.

OO0nacThl0 BO3MOXKHOTO TMPAKTUYECKOTO TMPUMEHEHHUS] HCCIeI0BaHUMN
paboThI ABJIsIETCS peKiiaMHas eaTeabHocTh 3A0 «YHUBEpcaabHbIe IOPUITIECKIE
YCIIYTH» U APYTHX PUAITEPCKUX areHTCTB.

ABTOp paboOThl MOATBEPKIACT, YTO NMPUBEIACHHBIA B HEW aHAJIUTHUYECKUU U
pacyeTHBI MaTepuan MpPaBUIbHO, H OOBEKTHBHO OTPaXKaeT COCTOSHHUE
UCCJIENYEMOTO BONPOCA, a BCE 3aMMCTBOBAaHHBIE M3 JIMTEPATYpHBIX U APYIHX
VCTOYHHUKOB TEOPETUYECKHE M METOJOJOTMYECKUE IIOJOKEHUS M KOHUEILUHU,
CONPOBOXKIAOTCS CChUIKAMHU Ha UX aBTOPOB.



PODEPAT
Jpiruiomuas mpana: 62 c., 15 man., 6 Ta6:m., 46 KpbIHiLL.

KrouaBbis CJIOBBI: POKJIAMA, IHTOPHOT, OJIITHAS
HEPYXOMACIIb.

Abl'exktnacnenaBanHs — [HTOpHAT-NIpAcTOp K MEPCHEKThIYHAs, 1HABAIbIHAS
IUISIOYKA pAKIIaMaBaHHs a0'eKTay Hepyxomaclli, a Takcama sSIK aJIMbICJIOBbI KaHAJl
pacrnaycropKkBaHHs iH(apMaribli.

Mbta paboThl —1aciie/laBaHHE MardbIMaclissy BBIKAPBICTAHHS CPOJKAY CETKI
[HTApHAT y pakiaMe ab'ekTay amiTHaAH HEpyXoMacili, aCHOYHBIX Bijay [HTAIpHAT-
PAKIIaMBbI, a TaKcama aJi3HaKa ayAbITOpbli Oenapyckara [HTIpHATY.

Y mpanpl  pasriekaHbl MAHSIE HEPyXOMacii, $€ MPBIKMEThl 1
Kiacidikaiplsi, a TakcaMa KaHKpAThI3aBaHa MaHAIIE «JITHAas HEPyXomaclb» Y
JayblHEHHI Ja T. MIHCKy; MpaBeA3eHbl aHali3 [HTIpHAT-pIKIIaMbl, sie Biaay,
BapTacigy 1 HeJaxonay; MmpaBei3eHa alPHKa ayaeITophll Oenapyckara [HTIpHATY,
pasriie/KaHbl sie TOHJPHIBIL 1 TOHARHIBI [HTIPHAT-pIKIAMBI; MpaaHali3aBaHBI
MargyeiMacii IHTIpHATY sK d(deKkThIyHara cnocady pdIKJIaMbl HEpyxoMaciii,
CKJIaJ[3€Ha pPIKJIaMHas KaMIaHis a0'eKkTa 31 THal HepyXoMaciii.

BoGnacito MarysiMara npakTbhlyHara MpbIMSHEHHS JaciieJaBaHHAY Mpalbl
3'synsiena pakiaaMuas 3eiHacib 3AT «YHiIBepcanbHBIS IOPBLIBIYHBISA MACTYTD 1
THIIBIX PBIITAPCKIX areHIITBAY.

A¥yTapnpansinanBsap/rKae, ITONPBIBEA3E€HBl Y EHaHaMITBIYHBI 1
Pa3iKOBBIMATAPBISUIIPABLIbHA, 1 a0'eKThIYHAAIITIOCTPOYBAe CTaH
JIOCJIeIHAT AlbITAHHS, a yce3anas3blyaHbls 3 JiTapaTypHBIX 1

IHIIBIXKPBIHIITAAPAITHIUHBIL 1 METaJalariuHbIANIKIHHL 1 KaHIPIIIBI,
cynpaBajpKaroliacrnacblIkami Ha ixayTapay.



ABSTRACT
Thesis: 62 p., 15 fig., 6 tab., 46 sources.
Keywords: ADVERTISING, INTERNET, REAL ESTATE.

Object of research — the Internet space as a promising, innovative advertising
platform of real estate, as well as a specific distribution channel information.

Purpose — to study the possibilities of using resources in the Internet
advertising of real estate facilities, basic kinds of Internet advertising, as well as the
auditor's assessment of the Belarusian Internet.

The paper discusses the concept of the real estate, its characteristics and
classification, as well as concretized the concept of "elite real estate” in relation to
the city of Minsk; an analysis of Internet advertising, its types, advantages and
disadvantages; evaluated the Belarusian Internet audience, it considered trends and
tendencies of online advertising; The possibilities of the Internet as an effective way
of advertising real estate advertising campaign is made up of elite real estate.

The domain of possible practical applications research work is advertising
activities of«Universal legal services» and other real estate agencies.

The author of the work confirms that resulted in her analytical and calculation
material correctly and objectively reflects the state of the test question and all
borrowed from literature and other sources of theoretical and methodological
principles and concepts, accompanied by references to their authors.



