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PE®EPAT

JunomHas paboTa: CTpaHuIl- 52, HICTOYHUKOB- 36.

IMABJIMK  PUJIEMIIH3 B  IIOY-BM3HECE: OCOBEHOCTH,
[MTPOBJIEMbI, TEHIEHLI

[lepedeHb KIFOUEBBIX CIIOB: MIOY-OM3HEC, TEHAEHIMU, MY3bIKaJbHbIE IPYIIIIbI,
npoOemMaTruKa, 0COOEHHOCTH, TPYIIIIEI, JIEHOI, HHTEPHET, MPOAIOCED.

OOBEKTOM NaHHOM AUIUIOMHON paboThl siBisgeTcss — [la0nuk puneiiiH3 B
noy-6uzHece.

[TpenmeTom maHHOM PabOTHI ABISIOTCS OCOOCHHOCTH, MPOOIEMbI, TCHACHITIH.

[lenapt0o JaHHON AUIUIOMHON pPaOOTHI SIBISIETCS W3Y4YEHUE MPOOJIEMaTUKH,
TEHJEHUUMHA M OCOOCHHOCTEH MNaOJIMK PUIICHIIH3 y OEOPYCCKHX U POCCUHCKHX
apTHCTOB.

Jnst cBoeil aumIOMHOM paOOThl MBI BbIOpana SMIHMPUYECKUA METOA U
DKCHEPTHBIA BOIIPOC.

Tak xe B cBoed paboTe MBI PACCMOTPUM MPOOJIEMBbI, TEHACHUUU U
OCOOCHHOCTH MaOJIUK PWICHIIH3 B 1I0y-On3Hece. OCHOBOM TEOPETUUYECKOW YaCTU
MOCIYKUJI ~ ONBIT, ONHWChIBaeMbli B KHurax E.WrnateeBorr «CBsizu C
OOILIECTBEHHOCThIO B c(epe HCIOTHUTEIBHOIO HCKyccTBa», B.Kopombko —
«OcHoBbl mabmuk puneiensy, Jl.MruarbeBa u A.bexeroBa «HactonpHas
sHiukioneaus Public Relations», /[.Hetocoma u Ban Creiika «Bce o PR. Teopus
U TpakThKa nadiauk puieimeHsy. M3 Oenopycckoi auTepaTypbl HaM IMOMOTIIA
kaura B. MakcumkoBa «IIpoarocupoBanue B 10y-0M3HECE M0-0eT0PYCCKI».

AKTYaJnbHOCTh JaHHOW paOOThl B TOM, YTO IIOY-OM3HEC — 3TO KpymHHas U
ObICTpO  pa3BuBatomiascs  cepa  MUPOBOM  SKOHOMHUKH,  NPHUHOCSIIAS
MHOTOMUJUTHApIHBIE T0X0bl. [IpuBIEeKaTenbHOCTh U NPUOBUIBHOCTD HIOY-OM3HECa
B Pa3BUTHIX CTPaHAX MUpPA 0OYCIOBIIEHBI OBICTPBIM paCIIMPEHUEM C(epbl YCIyT B
LEJIOM, PpACTYHIMMHU TOTPEOHOCTSAMHU HAacCelIeHHs B yClIyrax HWHAYCTPUU
pa3BJICUECHUN, CTPEMHTENIbHBIM PA3BUTHEM HAYyYHO-TEXHHUYECKOrO Iporpecca H
TEXHOJOTHH, TinobOanm3amueil peiHKOB. Hapsimy ¢ 3TUMH  TEeHACHIUSIMHU
HaOJI01aeTCsl 3HAUUTENIbHOE YBEJIMUEHUE KOHKYpeHIuu B 3Toi cepe . [losTomy,
4YTOOBI BBIICJIUTH aPTUCTA U ClIeJaTh €ro 0osiee MpUBJIEKATEIbHBIM IJIs MyOJIUKU —
HY)KeH nmadiuk puiedinH3. Ha 6enopycckom pbeIHKe, MIOYy-OM3HEC Tak e OJHA U3
WHTEPECHBIX U OBICTPO PACTYIIUX OTPACIICH.

SIxumosuu H. A




PE®EPATHBI
JlprmomHuast nparna: CTpaHUIl- 52, HCTOYHHUKOB- 36.
[Tabnmuk pumHmE ¥ moy-0i3Hdce: acabmiBacii, MpabieMbl, TIHIIHITGI
[lepanmik KJIIOYaBBIX CJIOY: IIOY-013HAC, THIHASHIBI, MY3bIUHBIS TPYIIHI,
npabimeMarbika,  acabmiBacili, Tpymbl, JPHON,  IHTIPHAT,  Mpaa3rocap.
Ab'exTaMm man3eHall AbITIIIOMHAN mpanibl 3'synsenua - [1abmik 1 kipMamoy y moy-
013H3ce.

[TpagmeTam naa3eHaii mpambl 3'SyIISrOIIa aca0miBacIli, MpadIeMbl, TIHIIHIIBI.

Mbraii naa3eHail AbITUIOMHAN mparsl 3'syisernia BhIBYYIHHE MpabiieMaThIKi,
TOH/PHIBIA 1 acabmiBacusy BBICTAY 1 KipMamoy ¥ Oenapyckix 1 paciiickix
apThICTay.

Jist cBa€il nbITUIOMHAi mpambl Mbl a0pajia SMOIPBIYHBI METaJ 1 SKCHEPTHBI
IIBITAHHE.

I'aTak ka ¥ cBaéil mpaiisl Mbl pasriea3iM npadiieMbl, TIHIPHIII 1 acaliiBacili
BBICTAY 1 KIpMamioy y ImIoy-0i3H3ce. ACHOBall TIap3ThIYHAN YaCTKI MACITYXKbIY
BONBIT, amicBaHbl Y KHirax E.MrnateeBoit «CyBsi3l 3 rpamajackacuio y c@epbl
BbIKaHayyara wMacrtaurBa», B.Kopombko - «ACHOBBI mnaOiik pUIICHILIEH3,
J.UrnateeBa 1 A.bekeroBa «HactompHast »sHupIkiIaneabis Public Relationsy,
J.Herocoma 1 Ban Creiika «Yce ad PR. Tr0psist 1 mpakThika Ma0IiK pujIeHIIEH3 ».
3 Oenmapyckait  mitapatypsl Ham  Jamnamariia  kHira B.  MakciMkoBa
«IIpan3rocaBanbpHE \4 oy-013H3ce na-0enapycky».

AKTyanpHacUb JaJ3eHail mpaibl ¥ ThIM, IITO MIOY-013H3C - raTa OyiiHas 1 XyTKa
pa3BiBaela cdepa CyCBETHall HSKaHOMIKI, fKasg MPBIHOCIIL HIMATMUIbSPAHBIS
npblObITKI. [IppiBaOHACI 1 MPBIOBITKOBACLB IMIOY-013HACY ¥ pa3BITBIX KpaiHAX
CBETYy a0yMOYJIEeHbl XyTKIM NalIbIpIHHEM c(epbl Maciayr y L3JbIM, KIS pacTyllb
naTp30aMi HaceNbHINTBA ¥ Maciayrax IHIYCTpbll 3a0ay, IMKJIIBBIM pa3BIlUEM
HAaBYKOBA-TAXHIYHAra mparpacy 1 TAIXHaJOTid, riaadamizaneistii peiHkay. Pazam 3
IIThIMI TAHJPHIBIAMI Ha3zipaelllla 3HayHae MaBeJiuydHHE KaHKYpPIHIIbI ¥ raTai
chepbl. Tamy, kab BBUTYYBILb apThICTA 1 3pabillb Ao OOJBII MPHIBAOHBIM IS
nyOJiKi -HYy>KeH BbIcTay 1 Kipmaioy. Ha OenapyckiM pbIHKY, 110Y-013HAC Tak Ka
agHa 3 IKaBbIX 1 XyTKa pacTy4sIxX raJiH.

SIximoBiu H. A




ESSAY
Thesis: stranits- 52 istochnikov- 36.
PUBLIC RELATIONS in show business: features, problems and trends

List of key words show business, trends, music groups, problems, features,
group label, Internet, producer.

The object of this thesis is - Public relations in show business.

The subject of this work are the features, problems and trends.

The aim of this thesis is to study the issues, trends and characteristics of public
relations at the Belarusian and Russian artists.
For his thesis, we chose an empirical method and expert issue.
Also in our work, we consider the issues, trends and characteristics of public
relations in the entertainment business. The basis of the theoretical part was the
experience described in the books E.lgnatevoy "Public relations in the field of
performing arts,” V.Korolko - "Fundamentals of public rileyshenz" D.lgnateva and
A.Beketova "Desktop Encyclopedia of Public Relations», and D.Nyusoma Van
Sleyka "All about PR. Theory and practice of public rileyshenz. " From Belarusian
literature helped us book by Maksimkova "Producing in show business in
Belarusian."

The relevance of this work is that show business - it is a large and rapidly
developing sphere of global economy, bringing billions of dollars in revenues. The
attractiveness and profitability of show business in the developed world are caused
by the rapid expansion of the service sector as a whole, the growing needs of the
population in the service of the entertainment industry, the rapid development of
scientific and technological progress and technology, the globalization of markets.
Along with these trends, there is a significant increase in competition in this area.
Therefore, to identify the artist and make it more attractive to the public -nuzhen
public relations. In the Belarusian market, show business is also one of the most
interesting and fast-growing industries.

Yahimovich N. A




