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PE®EPAT

JurimomHuas paboTa: cTpaHull — 54, HCTOYHUKOB — 50, 2 NMPUIIOKEHUS.

MUK JIMYHOCTU: POPMHUPOBAHUE 1 BOCITPUATUE.

[lepedyeHb KJIFOYEBBIX CJIOB: MMHUIDK, MMUDK JudHOCTH, fashion-unmycrpus,
openn, nuzaitnep MBan Aiinnatos, ELEMA.

OOBeKT uccaenoBaHusi — 0cCOOEHHOCTH (POPMHUPOBAHUS UMHUIKA JTUYHOCTH B
PecniyGnuke benapyce.

[Ipeamer wuccinenoBanuss — (AaKTOPhl BOCIPHUATHS U HAMpaBICHUSA
bopMHUpPOBaHUS UMHJIXKA JTUYHOCTH.

[lens paboThl: BBISBICHUE KIIOYEBBIX (DAaKTOPOB (POPMUPOBAHUS HMHJIKA
JUYHOCTH, a Takke pa3paboTka pekoMeHAauuid 1o (OPMUPOBAHUIO U
POABMKCHHUIO MU KA B fashion-unaycrpun.

Mertonel uccnenOBaHUS: CHCTEMHBIM IOAXOJ, CPAaBHUTEIBHBIA AaHAIU3
UCTOYHHUKOB; 00001IeHHEe HMH(OPMALUU; CTPYKTYpHO-(PYHKIIMOHAIBHBIN aHaIu3;
CTPYKTYpUpOBaHHE HH(OpMaMM B TEMaTHYECKHE OJIOKH; MOJAEIUPOBAHUE
CUTYallMH; 3KCIIEPTHOE UHTEPBBIO, AaHAIIN3 TOKYMEHTOB.

[TomyyeHHbIE pe3ysbTaThl U MX HOBHU3HA: M3YYEHBl OCHOBHBIE TEOPETHUYECKHE
acreKkTbl (POPMHUPOBAHMS MMHUJDKA, OINPENEICHO MOHSATHE HWMHUDKA JMYHOCTH, €ro
OCHOBHBIE 337aud M (YHKIHMH, PAcCCMOTPEHbl (OPMbI U METOJbl (POPMHPOBAHUS
UMU/Ka JIMYHOCTH, TPOBEACH aHaiM3 cymiectBytomei fashion-unmyctpun
PecniyOnuku benapych, omnpezaeneHa poib HMMUIKAa B BOCHOPUSTHH  MOJHOTO
J3aiiHepa, n3ydeHa creuupuKa MOJHONW MHIYCTPUH, pacCCMOTpPEH o0pa3 aAu3aiiHepa
MBana AiinnaroBa Kak MpUMEpP YCIEUIHOIO MPOABMKEHUS UMHKA OEIOpPYyCCKOro
JM3aiiHepa, MU3y4eHbl BO3MOXKHOCTH IMPAKTHUYECKOTo MpUMEHEeHus umumxka lBana
AliulatoBa B paMKkax corpyaHuuyectBa ¢ Openngom ELEMA,  npemioxeHsl
pEeKOMEHJIallul 10 MpoJBWXKEHUI0 oOpa3za MBana AiiraroBa, Kak npumepa
YCHEIIHOTO CO3/1aHUsl UMHJIKA JTMYHOCTH B UHAYCTPUU MOJIBI.

O05acTh BO3MOKHOTO MPAKTUYECKOTO MPUMEHEHHUS: MOCTPOECHHYIO aBTOPOM
B JUIUIOMHOM paboTe MOJENb CO3/aHus HMHJKA JIMYHOCTH OEJI0pyCCKOTo
nu3aifHepa, OCHOBAHHYIO Ha MCIIOJIb30BAHUHU JIOCTHKEHUH B 00JIACTU UHIYCTPUH
Mokl (Ha mpuMepe MBana AlimiaToBa), MOKHO UCIOIb30BaTh JIJISl ONITUMHU3ALIAN
CyIIeCTByOIIEro umumka PecnyOonuku bemapycs Ha coBpemennom fashion-
PBIHKE.

ABTOp paboOTHl MOATBEPKIAET, UYTO TMPUBEICHHBIH B HEW aHAIUTUYECKHM
MaTtepuan NpPaBWIbHO M OOBEKTUBHO OTPAXKAET COCTOSHUE HCCIEAYEMOIO
mpoliecca, a BCE 3aMMCTBOBAHHBIE M3 JIUTEPATYPHBIX M JAPYTHX HCTOYHUKOB
MOJIOKEHUS! U KOHUENIUU COMPOBOXKIAIOTCS CChUIKAMU Ha UX aBTOPOB.

Konecuukoa B.C.




PODEPAT

JpimiomHas mpana: crapoHak— 54, kpeiHil— 50, 2 namarka.

IMIJIDK ACOBBI: ®APMIPABAHHE 1 YCITPLIMAHHE

[epanik KJIIOYaBBIX CJIOY: IMIIK, iMiIK acoObl, fashion-iHaycTpbls, OpaH,
nei3aiiHep |Ban Aitruiaray, ELEMA.

AO’ekT pacienaBaHHsS — acaOmiBacii (apMipaBaHHA IMITKY acoObl ¥
Pacmy6oiner benapychs.

[Mpagmer nacnenaBaHHs — (hakTapbl YCHpPBIMAaHHS 1 KipyHKY (apmipaBaHHS
IM1JIKY acOOBI.

MbTa npaiisl: BbISYIICHHE KIOYaBbIX akrapay dhapMmipaBaHHs iMiIKYy acoOBbl,
a TakcaMa pacrparioyka pakaMeHaaIiii ma GapmipaBaHHi 1 MacoyBaHHI IMIKY ¥
fashion-iaaycrpsii.

MeTtaapl nacnegaBaHHS: CICTAMHBI MaJIbIXOJl, MapayHalbHbI aHATI3 KPbBIHIII
abaryJbHEHHE 1H(DapMarbIi; CTPYKTYpHa-(yHKIbITHATbHBI aHami3;
CTpyKTypaBaHHE iH(apmaibll ¥ TIMATBIYHBIS OJIOKI; MaJdJIsiBaHHE CITyallbli;
AKCIIEPTHAE IHTAPB 10, aHANI3 JaKyMEHTAY .

ATphIMaHbls BBIHIKI 1 1X HaBi3HA: BBIByYaHbl ACHOYHBIS TIapITHIYHbIA
acrekTbl (¢apMipaBaHHS IMIJKY, BbI3HaUYaHa MaHSIIIE IMIIKY acoObl, sro
ACHOYHBIS 3a1adbl 1 (QYHKIBI, pasriiemkanbl (OpMbI 1 MeTaabl (apMmipaBaHHS
iMIJDKy acoObl, TpaBea3eHbl aHami3 cyvacHaii fashion-immyctpeii PacmyOmiki
benapych, BbI3HAuaHa poJid IMIDKY Ba VCOpbIMAHHI MOJHAra JbI3aifHepa,
BbIByYaHa crenbli(hika MOJIHAW 1HIYCTPHIl, pasrieakan BoOpa3 abi3aiiHepa [BaHa
AlinnataBa SK TPBIKIQ] [acmsxoBara MMacoyBaHHA IMIDKY Oenapyckara
JpI3aliHepa, BBIBYYaHbl MardbIMaclli TpakThlYHAra Y>KbIBaHHSA IMITKy IBaHa
AlinnartaBa ¥ paMmkax cympaibl 3 OpoHgam ELEMA, npananaBaHbl pakamMeHaaIbl1
na nacoyBaHH1 BoOpa3y IBaHa AlrmaTaBa, sSIK MPBIKIIATy MAclsxoBara CTBapIHHS
IMIJIKY acOOBI ¥ THAYCTPBIl MOJIBI.

Bo6nacis MardbiMara nmpakThluHara mpbIMSHEHHS: ma0yaaBaHyro ayTapaMm y
JBITUIOMHAN TIpallbl Majpiib CTBAPIHHS IMIKY acoObl Oenmapyckara apl3aiiHepa,
3aCHABaHYI0 HABBIKAPBICTAHHI JACSITHEHHSY y BOOJAcCIi 1HAYCTPbII MOABI (Ha
npeikiaana3e IBana AidimiaTaBa), MOXXKHA CKapbICTallb JJIsSanThIMi3allbli ICHara
MKy Pacny6uiki benapych Ha cyuacHbiM fashion-pbeIHKY.

A¥Tap mpausl nauBsip/Kae, IMITO NPbIBEI3CHbl ¥ € aHATITBIYHBI MAT3PBISII
npaBUIbHa 1 a0’eKThIYHA aJUIIOCTPOYBae CTaH JOCJenHara mpamdcy, a yce
3ama3pluaHblsl 3 JITApAaTypHBIX 1 IHIIBIX KPBIHII] CTAHOBIMIYA 1 KaHIDIIIBI
CyIpaBaKaroIlia CrachlIKaMi Ha ixX ayTtapay.



Kanecnikasa B.C.

THE ABSTRACT

Diploma work: pages — 54, sources of information — 50, 2 applications.

IMAGE OF THE PERSONALITY: FORMATION AND PERCEPTION

List of key words: image, image of the personality, fashion industry, brand,
designer Ivan Ayplatov, ELEMA.

The object of study is features in formation of image of the personality in
Republic of Belarus

Subject of research is factors of perception and direction of formation of
image of the personality.

The purpose of the study is detection of the key factors of formation of image
of the personality and to develop recommendations about formation and promotion
of the image in fashion industry.

Research methods: system approach, comparative analysis of sources;
synthesis of information; structurally functional analysis; structuring information
in thematic blocks; modeling of a situation; expert interview, analysis of
documents.

The received results and their novelty: the main theoretical aspects of
formation of image are studied; the concept of image of the personality; its main
objectives and functions is defined, analysis of the existing image of fashion
industry in Republic of Belarus is carried out, image role in perception of the
fashionable designer is defined; specifics of fashion industry are studied; the image
of the designer Ivan Ayplatov as an example of successful advance of image of the
Belarusian designer is considered; possibilities of practical use of image of Ivan
Ayplatov within cooperation with the ELEMA brand are considered,
recommendations about advance of an image of lvan Ayplatov, as an example of
successful creation of image of the personality in the industry of fashion are
offered.

Area of possible practical application: the model of creation of image of the
identity of the Belarusian designer constructed by the author in the thesis based on
use of achievements in the field of the industry of fashion (on the example of Ivan
Ayplatov), is possible to use for optimization of the existing image of Republic of
Belarus in the modern fashion-market.

The author of work confirms that the analytical material given in it correctly
and objectively reflects a condition of the studied process, and all provisions and
concepts borrowed from literary and other sources are followed by links to their
authors.



Kolesnikova V.S.




