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PE®EPAT I[I/IHJIOMHOﬁ PABOTbI

Junimomuas paborta coaepxut: 59 crp., 5 tadn., 20 puc., 47 UCTOYHUKOB, |
PUIIOKEHHE.

MEHTAJIMTET, HAIOWUOHAJIbBHAA KVYIJIbTYPA, PEKIIAMHAA
KOMMVYHUKALMA, HAPYXHASA PEKIIAMA, PEKJIIAMA ITIPOJAYKTOB
IMMTAHUSA, HAIITMOHAJIbHO-KVYJIBTYPHBIE OCOBEHHOCTH.

OOBEKT ucciaenoBaHus — peKamMma IPOIyKTOB MUTaHUSI.

[IpenMer wccnenoBaHusi — HAUMOHAIBHO-KYJIBTYPHBIE XapaKTEPUCTUKHU
0eJIOpyCCKOM KYJIbTYphI B HAPYKHOM peKiiame.

Lens paboThl — uH3yYeHHUE OCOOEHHOCTEH M CcHelupUKU pPEeKIaMHON
KOMMYHHMKallMM coBpeMeHHoW PecnyOonmku benapyce B chepe mnwuieBoit
NPOMBIIIJIEHHOCTH Ha NPEAMET HAIWYUMSg M HUCHOJb30BaHUSA KYJIbTYPHBIX
0COOEHHOCTEH U IEHHOCTEN OEeIOPYCOoB.

Meronpl uccnenoBaHus: OOIEHAYYHbIE METOJAbl aHajdu3a M CHHTE3a,
CUCTEMHBIM  MOJXO/I, CTPYKTYPHO-(DYHKIIMOHAJIBHBI ~ METO]I, METOJ
UHTEPIPETALUU, METOJI KITaCCU(PUKAIINH, OITPOC, IKCIIEPTHOE UHTEPBHIO.

[Toy4yeHHbIC pe3yabTaThl U UX HOBU3HA: B pe3yJIbTaTe MOJIPOOHOTO aHATN3a
HAapy>KHOM peKjaMbl MPOAYKTOB TIIMTAaHHS YCTAHOBJEHO, YTO CEMEHHBIE
IIEHHOCTH, JApYX0a, HJIeW KOJJIEKTUBU3MA, BBICOKOKOHTEKCTHOCTU, OOJIBIION
JUCTAaHIIMM  BJIACTH, KPATKOCPOUHOI'O IUIAHUPOBAHUS, BBICOKOTO YpPOBHS
HEONPEACICHHOCTH W MOJMXPOHHOCTH, KAaK BBISBICHHBIX HaMH B IIpOLiECCE
aHajM3a  XapaKTepUCTUK  OEJOPYCCKOM  KyJNbTYyphbl, HamboJiee  YacTo
aKTyallM3UPYIOTCS B HApPyKHOM pekjIaMe NpOAyKTOB NUTaHUs. Pe3ynpTarsl
orpoca MoTpeOuTeneil U MPOBEJCHUE IKCIEPTHOTO UHTEPBHIO YCTAHOBWIIM, UTO
peKiiamMa MOpOAYyKTOB MHUTAHUS, B KOTOPOW aKTyaJIM3UPYIOTCS HAIMOHAIBHO-
KyJIbTYpHBIE OCOOCHHOCTH, BBI3BIBACT IMOJIOKUTEIBHBIA OTKIHK Y ayJIUTOPUHA —
67,7% pecrnoHAEHTOB CUUTAIOT TaKyI0 pekiiamy 3G HEKTUBHOM.

HoBuzna paboTel 3akirovaeTcsi B aHAIW3€ COBPEMEHHOW pPEKIAMHOU
KOMMYHUKAIIUM OEOPYCCKUX TMPOM3BOJUTENICH TMHINEBHIX MPOIYKTOB Ha
MpeAMET HaIW4Yusl W CHOCOOOB TMPUMEHEHHS HAIMOHATBHO-KYJIBTYPHBIX
0COOEHHOCTEH.

[TomydeHHbIC pe3yabTaThl TUIIIIOMHON PabOTHI MOTYT OBITH HCTIOJIH30BAHbI B
xozile Oosee riayOOKOTO M JIeTaJbHOTO HCclenoBaHusl ¢eHoMeHa OelopycCcKOu
peKiiaMbl TPOJAYKTOB MUTAHUS, CIYKUThb JIONOJHEHWEM K HW3YYEHHIO
HAIMOHAIBHOTO XapaKTepa U MEHTAIUTETa OEIOPYCOB, a TAKXKE MCIOJIb30BAThCS
JUTSI TIIyOMHHOTO aHallu3a COBPEMEHHON OeOpYyCCKOW peKIamMbl U MEXaHU3MOB
€€ BO3JICHCTBUS Ha OEIOPYCCKOE OOIIECTRO.

ABTOp pabOTHI MOATBEPKIAET JOCTOBEPHOCTh MATEPUAJTIOB U PE3yJIbTATOB
JTUTUIOMHOM paOOThI, a TAK)KE CAMOCTOSITEIbHOCTD €€ BBITIOTHEHUS.



PO®EPAT I[I)IHJIOMHAﬁ IMPAIBI

JprmmomHas mpana 3msimmgae: 59 crap., 5 tabn., 20 man., 47 kpemin, 1
JagaTak.

MEHTAJITOT, HALUBIAHAJIBHAA  KVJIBTYPA, POKIIAMHAA
KAMYHIKAIIBIS, BOHKABAS POKJIAMA, PAOKJIAMA TIIPAJIVKTAY
XAPYABAHH, HALIBIAHAJIBHA-KVYJIBTYPHBIA ACABJIIBACLI.

AO'eKT nacienaBaHHs — pIKJIaMa MPaayKTay XapyaBaHHS.

[IpanMer nacnenaBaHHs — HalbIIHAIbHA-KYJIBTYPHBIS XapaKTapbICTHIKI
Oenapyckail KyJabTypbl ¥ BOHKaBaid paKiiaMe.

Mbta mpamsl — BBIBYWdHHE acabmiBacuay 1 cmeupbldiki  pIKIaMHai
KaMyHIKalpll cydacHail PacnyOniki benapyce y cdepsl xapuoBail mpambICI0BaCI
Ha TMpagMEeT HasgyHacli 1 BBIKAPBICTAHHSA KYJbTYpPHBIX acalmiBacuay 1
KalToyHacusy oenapycay.

MeTanpl nacnefaBaHHS: aryJbHaHaBYKOBBISI METaJbl aHami3y 1 CIHT33Y,
CICTAMHBI TAaJbIXOJ, CTPYKTYypHa-(QYHKIBIMHBI METaJ, METaJ IHT3IPHpPITalbIl,
MeTaj kiacidikalibli, albITaHHE, SKCIIEPTHAE 1HTIPB'IO.

ATpbIMaHbIg BBIHIKI 1 1X HaBI3HA: Y BBIHIKY IaJipa0si3Hara aHauai3y BOHKaBaii
poKJIaMbl TIpajyKTay XapuaBaHHs YcCTajsiBaHa, INTO CSIMEHHBIS KallITOYVHACIII,
cs0poycTBa, 1731 KAJIEKTHIBI3MY, BBICOKAKAHIIEKCTHACII, BSJIIKAWH JbICTAHIIbI
ynanpl, KapoTKaT3pMiHOBara IJlaHaBaHHs, BbICOKara Y3pOYHIO HSBBI3HAYaHACIHI 1
MaJiXpPOHHACII, SIK BBISYJICHBIX HaMI Maayac aHalli3y XapaKTapbICThIK Oenapyckai
KyJbTYphl, Hail0OJell dYacTa akTyami3yrolla ¥y BOHKaBall pakiamMe Mpaaykray
XapyaBaHHs. BBIHIKI ambITaHHS pPACHAHAPHTAY 1 NpPaBAA3€HHE HSKCIEpTHara
IHTIpB'I0  yCTaisiBadi, IUTO pdAKJIaMa MpagyKTay XapyaBaHHA, y  SKOU
aKTyaJi3yrolllla HalblsTHAIbHA-KYJbTYPHBISI acabiiBaciil, BRIKJIIKae JOOPHI BOJATYK
y ayabITophil — 67,7% pacnmanad’HTay Jivyallb TaKylo paKiaMy d(DeKThIyHal.

Hagi3Ha mparnibl 3akiaroyaenia y aHalli3e cydacHail pakjamMHail KaMyHiKalbll
Oemapyckix OpaHIay mpaaykTay XapyaBaHHS Ha MpajMeT HasyHacIl 1 crocaday
Y>KbIBaHHS ¥ €1 HallbIsTHAIbHA-KYJIBTYPHBIX acabiiBacisy.

ATpbIMaHbIg BBIHIKI JBITNIOMHAN TMpalbl MOTYIb ObIlb CKApbhICTAHbI ¥ XO/A3€
ripl0emara 1 jgdtanéeara jgacienaBaHHsi ¢GeHoMeHa Oenapyckail paKJIambl
NpaayKTay XapuyaBaHHs, CIYXbIlb JaJaTKaM Ja BBIBYUSHHS HallbIsIHAJIbHAra
XapakTapy 1 MEHTalITATy Oenapycay, a Takcama BbIKapbICTOYBaLLA Jis
rIIbIOIHHATA aHaJI3y cydacHail Oenmapyckail pakiaMbl 1 MexaHi3May e VIUIbIBY Ha
Oenapyckae rpaMajicTBa.

A¥yTap mpanbl nOaauBSpIKae JaKIagHACUb MaTiIpbisiay 1 BbIHIKAY
JBITJIOMHAN Tpalibl, @ TAKCaMa CaMacTOMHACIb 5i€ BBIKAHAHHS.



SUMMARY

Diploma work contains 59 pages, 5 tables, 20 figures, 47 sources, 1
application.

MENTALITY, NATIONAL CULTURE, ADVERTISING
COMMUNICATIONS, OUTDOOR ADVERTISING, FOOD ADVERTISING,
NATIONAL AND CULTURAL PECULIARITIES

Object of research: food advertising.

Subject of research: national and cultural characteristics of the Belarusian
culture in outdoor advertising.

The aim of the research is to study the characteristics and specificity of
advertising communication of the modern Republic of Belarus in the food industry
for the presence and use of cultural features and values of Belarusians

Methods: scientific methods of analysis and synthesis, systematic approach,
structural-functional method, interpretation, classification method, survey, expert
interview.

The results obtained and their novelty: The result of a detailed analysis of
the outdoor advertising of food products has shown that high power distance,
short-term planning, a high level of uncertainty and polychronic type of culture as
identified in the process of analyzing the characteristics of Belarusian culture, ARE
most frequently used in the outdoor advertising of food products. The results of a
consumer survey and an expert interview established that the advertising of food
products, that make use of national cultural characteristics, receives a positive
response from the audience; 67.7% of respondents believe such advertising
effective.

The novelty of the work lies in the analysis of modern advertising
communication of Belarusian producers of food products for the presence and
methods of application of national and cultural features.

The results of the thesis can be used in the course of a deeper and more
detailed study of the phenomenon of Belarusian food advertising to complement
the study of national character and mentality of the Belarusians, and also for in-
depth analysis of modern Belarusian advertising and mechanisms of its impact on
Belarusian society.

The author confirms the authenticity of the material and the results of the

thesis and the originality of the research.



