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PE®EPAT JJUIIJIOMHOM PABOTHI

O0beM TUILUTOMHOW paboOTHI cocTaBisieT 51 CTpaHWIly M BKIIOYaeT B ceOs 7
WUTIOCTPALNid, 3 npuioxeHus 1 41 ucoab30BaHHBIA NCTOYHHK.

KJIFOYEBBIE CJIOBA: BPEH/I, bBPEH/IUHI, PEKJIAMA, CTPATEI'MA
[MPOABMXEHUA, WHCTPYMEHTBI IIPOABWXEHWUA BPEHJA, ATL-
PEKJIAMA, BTL-PEKJIAMA, [MPOABMXXEHUE  KOMMEPYECKOI'O
[MPOAYKTA, CTUMVYJIMPOBAHUE CBbBITA.

B kadecTBe 00bEKTa BBICTYMAeT pekiiamMa BO BCEM MHOrooOpasuu ee ¢hopM u
IIPOSIBJICHUM.

[Ipenmer numiaoMHON paboOThl — CHOCOOBI MPOJBMKEHUS OpeHIa Ha PBIHKE
MOCPEJICTBOM PEKJIaMBl.

Lenp qunioMHON pabOThI — ONPEEICHHE CTPATEruii MPOJABMKEHHS OpeHa Ha
0eJI0pyCCKOM PBIHKE CPEJICTBAMH PEKJIAMBI.

B mnpouecce HanucaHus IUIUIOMHOW pa0OThl OBUTM TMOJYYEHBI CIEAYIOIIHME
pE3yNbTaThl: PACCMOTPEHBI MOHATUS OpeHNla U OpEeHIMHra, a TaK)Ke BBISBIICHBI UX
XapaKTepHbIe OCOOCHHOCTHU; ONPENEJICHO MOHSITHUE PEKJIaMbl, PACCMOTPEHBI LIETH,
3ajayd U (QYHKIMH PEKJIaMbl, PACCMOTPEHBI pa3JMYHbIE BUIbl PEKJIAMBI;
IIPEICTaBIICHA KpaTKasi UCTOPUS aHAJM3UPYyEMOro OpeHJa U ONUCAHBI MPEANOCHUIKA
IOSIBJICHUS] HOBOTO MPOAYKTAa Ha PBIHKE; onucaHbl ocHOBHbIE BuAbl ATL- m BTL-
peKJIaMbl, UCIOJIb30BaBIIMecs npu npoasmxkenun Coca-Cola Zero Ha Oenopycckuit
PBIHOK.

HoBu3Ha 1OJIy4eHHBIX PE3YJbTATOB  OOYCIOBJIEHA AKCKIIO3UBHOCTHIO
MPOEKTHBIX JAHHBIX, MOJYYEHHBIX B IIpolecce padoThl aBTOpa B PEKIAMHOM
arentctBe, npoBoauBiieM ATL- u BTL-aktuBHoctu msi kommanuu Coca-Cola.
[lonyyeHHble AaHHBIE WILTIOCTPUPYIOT KOMIUIEKCHBIM TOAXOJ B MPOJBHUKEHUU
KOMMEPYECKOT0 MPOAYKTAa Ha OENOPYCCKUM PHIHOK M XapaKTEPHU3YIOTCS MIUPOKUMU
BO3MOYKHOCTSIMU TPAKTUYECKOTO MPUMEHEHHs. J[aHHbIe MPOEKTHOW pabOThl MOTYT
OBITh TPUMEHEHBI MPU Pa3pabOTKE CTPATEruy MPOJBHKEHHS IPYTUX KOMMEPUYECKUX
MPOYKTOB.

Marepuanbl M pe3yJbTaTbl JUIUIOMHOM paboThl ObUIM TOJIyYEHBI Ha
OCHOBAHMH JIOCTOBEPHBIX MCTOYHHKOB, & TAK)Ke B Ipoiiecce paboThl HaJ MPOEKTOM
MPOJBHKEHUSI KOMMEPUYECKOTO MPOAYKTA CPEACTBAMU PEKIIAMBI.

PO®EPAT I[I)IHJIOMHAﬁ PABOTBbBI
AOG’éM nplIIOMHAM paboThl ckiagae 51 crapoHky 1 Vkimroyae Y csioe 7
uTrocTpatlbiid, 3 npeikiaganHi 1 41 BeIKapbicTaHast KPbIHILA 1HQapMallbli.
KJIKOUABBIA CJIOBBIL: BPOHJI, bPOHJBIHI, POKJIIAMA, CTPATOI'
[IPACOYBAHHS, IHCTPYMEHTHlI IIPACOYBAHHSI BPDHJIA, ATL-
POKJIAMA,  BTL-PDKJIAMA, IIPACOYBAHHE  KAMEPILIbIIHATA
I[TPAJIYKTA, CTBIMVYJISIBAHHE 3BbITY.



VY skacui ab’ekTa BBICTyNae pakiama Ba Yc€il pasHactaiiHacii sie ¢opmay i
npasiBay.

[Ipanmer napimaoMHail pabOTBl — CPOAKI TMpacoyBaHHS OpdsHAA HAa PBIHKY
NacpoJKax pIKIaMBbl.

MbTa apituioMHail paboThl — BBI3HAYEHHE CTPATATiM MpacoyBaHHA OpaHAA HA
OemapycKiM pBIHKY CPOJIKaMi PIKITaAMBI.

VY mpampce HamicaHHS ABITUIOMHAN paboThl ObUTI aTPhIMAHBIS HACTYITHBIS
PA3YyABTATHI: pa3rieKaHbl MaHsIMII OpIHAY 1 OpIHABIHTY, a TaKcama BBISYIIEHBI 1X
XapaKTIpHbIA acabiiBaclli; BbI3HAYaHA MAHAIIE PAKIAMbI, pasrieKaHbl MOITHI,
3a/a4ybl 1 (PYHKIBI PIKJIAMBI, pa3rie/KaHbl TaKcaMa Bibl PIKJIAMBI;, TIpajcTayicHa
KapoTKasl TICTOpBIA aHali3yemara OpsHAa MAbl amicaHbl TMEPaTyMOBBI 3’ SYJICHHS
HOBara MpajayKTa Ha pbIHKY; amicaHbl acHOYHbIA Binbl ATL- u BTL-psknamsl,
BBIKapbICTaHbIA Mpbl pacoyBaHH1 Coca-Cola Zero Ha Oenapycki phIHAK.

Hagi3zHa aTppIMaHbIX p33yJbTaTay aOyMOYJi€Ha SKCKIIO31YHACLIO MPACKTHBIX
JAJ3€HbIX, aTpPbIMAaHbIX y Mpainasce padoThl ayTapa y pIKIaMHBIM areHUTBE, SKOE
npaBoj3iia ATL- 1 BTL-akteiynacui mnst kamnanii Coca-Cola. ATpbeIMaHbIs
JNAA3€HbIS  UIIOCTPYIOLb KOMIUIEKCHBI MAJbIXOJ] Y NIPacoyBaHHI KaMmepllbliiHara
npajgykTta Ha Oenapycki pblHaK [ XapakTapbI3yrollla MIBIPOKIMI MardbIMacisimi
npaKkThIYHara YeiBaHHs. J[an3eHbls mpaekTHail pabOThl MOTYIh MPBIMSAHALILA TPHI
pacnpanoyisl CTPaTITii MpacoyBaHHS THIIBIX KAMEPLUBIMHBIX IPaTyKTay.

MaT3pblIsiibl 1 p33yJabTaThl ABIIIOMHAN paOOThl ObLTia TPHIMaHbI Ha MaJCTaBe
JMAKJIAIHBIX KpPBIHIL, a Takcama ¥y mpaudce padoThl HaJ MpaeKTaM IPacoyBaHHS
KaMmeplbliiHara npajaykra CpoJaKami pIKJIaMbl.

GRADUATE THESIS SUMMARY

This thesis consists of 51 pages and includes 7 illustrations, 3 appendixes and
41 sources.

KEYWORDS: BRAND, BRANDING, ADVERTISING, STRATEGIES OF
PROMOTION, TOOLS OF BRAND PROMOTIONS, ATL-ADVERTISING, BTL-
ADVERTISING, PROMOTION OF COMMERCIAL PRODUCTS, SALES
PROMOTION.

The object of the thesis research is advertising in all the diversity of forms and
manifestations.

The subject of the research is methods of advertising brand promotion.

The aim of the thesis is determination of advertising brand promotion strategies
in the Belarusian market.

In the course of writing this thesis following results were obtained: we
considered brand and branding definitions and revealed its characteristic features; we
defined advertising definitions and considered its aims, tasks, and functions, also we
considered types of advertising; we submittes the short history of Coca-Cola brand



and described the premises of appearance of Coca-Cola Zero in the Belarusian
market.

The novelty of the results is due to the exclusivity of the design data which
were received when diploma author worked at the advertising agency which
organized ATL and BTL activities for promotion Coca-Cola Zero to the Belarusian
market. Received data illustrate complex approach in promotion of commercial
product to the Belarusian market and characterized by wide possibilities of practical
application. Receives data can be applied for promotion of other commercial
products.

Materials and the thesis results were based on reliable sources and in the
process of working on a project to promote a commercial product by advertising.



