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PE®EPAT JJMIIJIOMHOM PABOTBI

O6beM [UIIIOMHOM paboThl cocTaBisieT 56 cTpaHul] u Bkmoudaer 11
NPWIOKEHUN U 64 UCTIOJIb30BaHHBIX UCTOYHUKA.

KJIIOUEBBIE CJIOBA: BM3YAJIBHBII OBPA3, BU3YAJIbHBIE
KOMMVYHUKAIIMY, KOMMVYHUKALIMOHHBIM IIPOLIECC MOJHOT'O
BPEHJIA, UHAYCTPUA MO/IbIl, FASHION-BU3HEC, FASHION-OBBEKT.

OObeKT uccieJ0BaHNs AUILIOMHON paObOThl — BU3YaJIbHBIE KOMMYHHKATUBHBIC
NPAaKTUKU JIOKAJbHBIX M MHPOBBIX MOJHBIX OpenmoB. [IpenMer wuccrienoBanus
JTUIUIOMHONW paloThl — crnenuduka MPOU3BOACTBA M MOTPEOJICHUS BU3YaIbHBIX
00pa3oB B MHAYCTpUU MOAbI. llenb nurmiaoMHO paboThl — BBISIBICHHE MEXaHHU3MOB
BU3YaJIbHOM KOMMYHHKAlMM OpEHIOB B HWHIAYCTPUU MOJIbL. METOI0JIOTHYECKYIO
OCHOBY COCTaBWJIM OOIIEHAy4YHbI€ (aHAJIM3 W CHHTE3, CPABHEHHE) U CHEIUAIbHbIC
(OTIpOCHBIN METO) METOIbI UCCIIEIOBAHMUSI.

B npouecce HanucaHus AMIUIOMHOM paOOThl ObUIM MOJYYEHBI CIEAYIOLIUE
pE3yNbTAaThl: PAaCCMOTPEHBI COBPEMEHHBIE TEHACHIIMU Pa3BUTHS WHIYCTPUU MOJIBI;
u3ydeHa MoOJieJlb KOMMYHHUKAIIMOHHOIO IpoIlecca MOJHOIo OpeHja; 0O0OCHOBaHA
3HAYMMOCTh BHU3yaJIbHOTO 00Opa3a B KOMMYHHUKAIlMM MOJHOrO OpEeH/a; BbISBICHA
oOmmasi cxema KOHCTPYUPOBAHMS BU3YyalbHBIX O00pa30B; OMpPEIEIEHbl HHCTPYMEHTHI
TPaHCIISIIIUU BU3YalIbHBIX 00pa30B.

B pamkax gumioMHON pabOThl OBUIO MPOBEAECHO HCCIEHOBAaHHUE CIEUU(DHUKU
BOCIIPUATUSL M MHTEpIPETAllMM BU3YyalbHBIX OOpa3oB ayJIWTOpPHEH Ha NpHUMEpE
BU3YaJIbHBIX KOMMYHHUKATHUBHBIX MPAKTUK OEIOPYCCKO-UTATBIHCKOTO MOJHOIO
Openma Mattioli. B pesynbpraTe uccienoBaHusi ObLIM MOCTPOEHBI CEMaHTUYECKHE
npo@uiid UACANTbHOTO W pPEabHbIX BHU3YaJbHBIX 00pa30B, CpaBHEHUE KOTOPBIX
MO3BOJIWJIO BBISIBUTH peajbHbI 00pa3, B HAaMOOJBIIEH CTENEHH COOTBETCTBYIOLIUMN
MPEICTABICHUSIM ayJUTOPUU 00 UI€aTbHOUN peKyiaMe JTUHUU )KEHCKUX CYMOK.

[Tonmy4yeHHble pe3yabTaThl XapaKTEPU3YIOTCS IIUPOKHUMH BO3MOXHOCTSIMU
TEOPETUYECKOr0 W MPAKTUYECKOro NMpUMEHEHUs. MaTepuaibl AUILIOMHOM padOThI
MOTYT IPUMEHSTHCSA B yUeOHOM IpolLiecce, a TakKe MPU MOJEIMPOBAHUN BU3YyaJIbHON
KOMMYHUKAIMM OpeHA0B, (DYHKIHOHUPYIOIMIMX Ha OENIOPYCCKOM PBIHKE MOJHBIX
MPOYKTOB.

Marepuanbl U pe3yJbTaThl JUIUIOMHOM palbOThl ObUIM TOJY4YeHBl Ha
OCHOBAHMHM  JOCTOBEPHBIX HCTOYHMKOB M  CAMOCTOSITEIBHO  IMPOBEACHHBIX
TEOPETUUYECKUX U MPAKTUYECKUX UCCIIETOBAHUM.

PI®IPAT JIBIIIJIOMHAHN PABOTHI

AG'éM npimioMHal paboThl ckiagae 56 crtapoHak 1 ykmtouae 11 gagatkay 1 64
BBIKAPBICTAHBIS KPBIHIIIBI.

KIIIOYABBISA  CJIOBBI:  BI3YAJIbBHbBI BOBPA3, BI3YAJIbHbIA
KAMVYHIKAIIBI, KAMVHIKAIBIMHBI IIPAIISC MOJHAT'A BPDHJIA,



[HAYCTPbIA MO/Ibl, FASHION-BI3HOC, FASHION-AB’EKT.

AOG'exT macnenaBaHHA JBIIJIOMHAA paOOThl — BI3yalIbHBIS KaMyHIKATBIYHBISA
NpPaKTBIKI JIaKaJbHBIX 1 CYCBETHBIX MOAHBIX OpaHmay. Ilpamgmer nacienaBaHHs
TBITUTIOMHAN paboThl — crienbipika CTBAPIHHS 1 CIIAXKBIBAHHS Bi3yallbHBIX BOOpazay y
1HAYCTpbIl MOABI. MaTa ABITUIOMHAN paboThl — BBIIYJICHHE MEXaHi3May Bi3yaslbHal
KaMyHIKaIpli OpaHAAY y 1HAYCTphII MOABL. MeTaganariyHyr0 acHOBY JBITIOMHAN
paboTHI CKJIal aryJhbHAaHABYKOBBIA (aHAJI3 1 CIHT?I3, MapayHaHHE) 1 CHEIbITHHBII
(ampITJIBHBI META/) METAIbI JACICaBaAHHS.

Y nmpaipce HamicaHHS JABITUIOMHAil paboOThl OBLII aTphIMAaHbl HACTYIHBISA
BBIHIKI: pa3rJie/PKaHbl CYYacHbBIS THHASHIBI Pa3Billllsl 1HAYCTPHII MOJIbI, BhIBy4aHA
MaJdIb KaMyHIKallpliHAra mpanscy MojHara OpsHAa; abrpyHTaBaHa 3HAYHACIb
Bi3yaJlbHara BoOpa3y ¥ KaMyHIKalbli MOJHara Op3HJa; BBISYJIEHA aryjibHas cXema
KAHCTPYSIBaHHA BI3yaJbHbIX BOOpa3ay; BbI3HAYAHbl 1HCTPYMEHTBI TPaHCISILbII
Bi3yaJIbHBIX BOOpazay.

VY pamkax nppisiomMHaid pa®oThl ObUIO TpaBe3€Ha Jaciie/laBaHHEe CHerbi(iki
YCOpbIMaHHA 1 IHTIPIPATALbll Bi3yalbHBIX BOOpaszay ayabITOPBIA Ha MPBIKIAJI3E
BI3yaJIbHbIX KaMYHIKATBIYHBIX NPAKTBHIK Oelapycka-iTajbsHCKara MojHara OpsHaa
Mattioli. ¥V BbeHIKY pgacnenaBaHHs Obull maOyJaBaHbl CEMAHTBIYHBIA MpoQil
113aJIbHara 1 paajibHbIX BI3yaJbHbIX BoOpa3ay, mapayHaHHE KiX Ja3BOJILJIa BBIABILb
plaJibHBl BOOpa3, y HailOoibIIail CTyINEHI aAlaBelHbl YSYJIEHHAM ayIbITOpbll ad
171panbHal paKIIaMe JIiHi1 )KaHOUYBIX CyMak.

ATpbIMaHbIl ~ BBIHIKI ~ XapakTapbi3ylolla  IIBIPOKIMI ~ MarybIMaclsimi
TPapIThIYHATA 1 TMpaKThIUHATA BBIKAPBICTAHHS. MaTIpBIsIIBl IBIUIOMHAN PabOTHI
MOTYIb BBIKApBICTOYBAlllla ¥ HaBy4YaJbHBIM IpalCe, a Takcama IMpbl MaJ3JIsBaHHI
BI3yallbHall KaMyHIKalbll OpaHAay, SKis (PYHKUBISHYIOIb Ha OenapycKiM pBIHKY
MO/IHBIX MTPaJIyKTay.

MaTapbisaibl 1 BBIHIKI JbITUIOMHAid pabOThl ObUIl aTpbIMaHbl Ha MaJCTaBe
JAKJIaJHBIX KpBIHII] 1 camMacTOWHA NPaBEI3CHBIX TIAPITHIUHBIX 1 MPAKTHIYHBIX
JlaclIeIaBaHHSY .

GRADUATE THESIS SUMMARY

This thesis consists of 56 pages and includes 11 Appendixes and 64 sources.

KEYWORDS: VISUAL IMAGE, VISUAL COMMUNICATION, FASHION
BRAND COMMUNICATION PROCESS, FASHION INDUSTRY, FASHION
BUSINESS, FASHION OBJECT.

The object of the thesis research is visual communication practices of local and
global fashion brands. The subject of the thesis research is the specificity of the
production and the consumption of visual images in the fashion industry. The aim of
the thesis research is to identify mechanisms of brand visual communication in the
fashion industry. Methodological basis of the thesis research was constituted by both



general scientific (analysis and synthesis, comparison) and special (survey method)
methods of research.

In the course of writing this thesis following results were obtained: reviewed
the current trends in the development of fashion business; explored the model of the
fashion brand communication process; proved the importance of visual image in the
fashion brand communication; revealed the general scheme of the visual images
construction; defined the tools of the transmission of visual images.

As a part of the thesis research study was conducted to analyze the specificity
of perception and interpretation of visual images on the example of visual
communication practices of belarusian-italian fashion brand Mattioli. As a result of
the study semantic profiles of the ideal and the actual visual images were constructed.
The comparison of the semantic profiles revealed the real image, which is more
relevant to the audience conception of the ideal image.

The obtained results are characterized by ample opportunities for theoretical
and practical application. Materials of the thesis can be implemented in the
educational process, as well as in the modeling of visual communication of the
brands that operate on the Belarusian fashion market.

The materials and results of the thesis were obtained on the basis of reliable
sources and independently carried out theoretical and practical research.



