PE®EPAT
Muponuuk Exatepuna BragumupoBHa
PenpesenTanus reHaepHbIX NpeACTABJIEHN B HAPYKHOU peKIaMe

Huninomuas padota: 77 c., 50 UCTOYHUKOB, 38 MPUITOKECHHI.

Knwouesvie cnosa: 'EHAEP; TEH/IEPHBIE CTEPEOTUIIbBI; PEKJIAMA;
CTEPEOTMUIIbI; )KEHCKUE OBPA3bI; MY XXCKUE OBPA3bI; PEKJIAMHBIE
OBPA3BI.

Llenv  uccneoosanus — PacCMOTPEHHE PENPE3EHTAMM  TeHICPHBIX
MpeCTaBICHUN B HAPY>KHOU peKIIaMe.

3aoauu uccreoosanus:

1. PaccMoTpeTh NOHATHS «T€HAEP» U «TE€HACPHBIE CTEPEOTUITBIY.
2. PaccmoTpeTh posBIIEHHE TEHEPHBIX CTEPEOTUIIOB B PEKIIAME.
3. PaccMoTpeTh jKeHCKHE U MYKCKUE 00pa3bl B HAPYKHOU pekiiame.

Obvexm uccredosanus — Hapy>KHasl peKIaMa
Ilpeomem uccredosanuss — TPOSIBICHHE TEHICPHBIX CTEPEOTUIIOB B

Hapy»XHOH peKiiame.

Memoodonocuss u memoowvl ucciedosanus. TeopeTUKO-METOI0IOTUUECCKON
OCHOBOM JUIJIOMHOM paboThI SIBISIIOTCS UCCienoBaHus B obnactu pexnamsl (M.B.
I'pomeBa, A. Jlymapesa, XK.b. Uepnonoii, E.B. IOpxkoBoii), ncuxonoruu (M1.B.
I'pomeBa, T.B. benmac u II.M. bepn, N.C. Knenunoi#i, M.H. Annpeeoii),
KYJbTYPOJOTHH, COIMOJIOTUU U TeHAepHbIX uccienoBanuit (M.P. Yukanosoi, E.N.
I'anosoit, E.W. Anuyk, H.B. Kypunosuu, A. YcmanoBoii). ['enaep kak pernomen
COIIMAIbHON KOMMYHHUKAIIMM PAacCCMAaTPUBAETCS B HMCCIEAOBAHUSAX KaK 3alaJHbIX
(T. ne Jlayperuc, JI. Maitepc u np.), Tak u poccuiickux (E.A. 3mpaBoMbICiIOBa,
A.A. Temkuna, O.A. Boponuna, A.B. Kupununa u np.) ydeHbIx.

Pezynomamur uccnedosanus. Pa3paboTuyuku pekiamMbl aKTUBHO YYHTBIBAIOT
reH/iepHble OCOOEHHOCTH €€ MOoTpeOuTenel, pa3inyusi B BOCHPHUITHU OAHOTO U
TOT'0 K€ PEKJIAMHOT'O COOOIIEHUS Y MYKYHMH U >KECHIIUH.

IIpakmuueckaa  3uauumocms.llonydyeHHBIE B  TPOLECCE  HCCIECIOBAHUS
pe3yAbTaThl MOTYT HAWTH MPAKTUYECKOE MPUMEHEHUE MPU CO3aHUHU PEKIIAMBI.
VY4yer o0coOeHHOCTEH, BBISBICHHBIX B MCCIEIOBAHUU,  TOMOraeT IOBBICUTH
3¢ ()EeKTUBHOCTH pEeKIIaMbl, YTO JeaeT ee 0oJiee YCHEIIHOM.
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Miponubik Kausipeina Yaaasimipayna

PanpasenTanbis reHIPHBIX YAYJICHHAY Y BOHKABall paKJjame

Heimuiomuas npana: 77 c., 50 kpswixin, 38 nagatkay.

Knwouasvis  cnoewi:  TEHIOP, TEHIADPHBISA  CTOPOATLIIII,
POKJIAMA, CTOPOATHIIILI, XAHOYbBIAA BOBPA3BI, MYXUbBIHCKIA
BOBPA3bI, POKJIAMHbBIS BOBPA3EIL.

Mbma oacnedasanusa — pasriall pANpPI3EHTALBIA TEHIIPHBIX YAVICHHSY Y
BOHKABaM paKJIaMe.

3aoauel oacneoasanm:

1. Pasrien3enp maHALII «TEHAIP» 1 «TEHIIPHBIS CTIPIATHIMBD.

2. Pasrnemsens mpasyieHHE TEHIIPHBIX CTIPIATHINAY Yy pIKIame.

3. Pasrmenzenp jxaHOYBISA 1| MYKYBIHCKISI BOOpa3bl ¥ BOHKaBal paKiIame.
Ab'exm dacneoasanmns — BOHKaBas pIKiiama.

Ilpaomem oOacnedasanns — TpasyIeHHE TEHIIPHBIX CTIpIATHINAY Y
BOHKABaMl paKJIaMe.

Memadanocia i memadwvl OacnedasanHs. TrapdThIKa-MeTagagariayHan
acHOBaill IpIMNIOMHAN Mpallbl 3'AYIsiona aacienaBanti ¥ Boonacii pakiamel (1.B.
I'pomaa, A. Hynapama, JXX.b. Yapnosaii, A.Y. IOpkonait), ncixamorii (I.B.
I'pomasa, T.Y. benmac, II.M. bepn, [.C. Knenwmnaii, .M. Anapaenaii),
KyJbTYypasorii, caipisiorii 1 rengapusix gacnenaBanHsy (I.P. UsikamaBaii, A.l
lanasaii, A.l. Snuyk, H.B. KypbutioBiu, A. YcmanaBaii). I'engap sk deHomeH
calplsUIbHAall KaMyHIKalbll pasrisaaeniia ¥ aacienaBanHsx sk 3axoaix (T. m
Jlaypoamic, JI. Maepc 1 iHm.), Tak 1 paciiickix (A.A. 3apaBambiciaBa, A.A.
Ilemkina, B.A. Baponina, A.B. KipbliiHa 1 iHIII. ) HaByKoy11ay.

Buinixi oacneoasanns. PacnpaloyiIyubiki pIKJIaMbl akKThIYHA YI1YBAIOIb
TeH/IPPHBIS acadIliBacili sie CHaXbIYIOY, aJpO3HEHH] Ba YCIPhIMAHH1 aJ{HAro 1 Taro
K pIKJIaMHara naBeJaMJICHHS ¥ MYy»4YbIH 1 dKaHYbIH.

Ilpakmulynas 3naunacys. ATpbIMaHBIS ¥ TIpaldce AaciielaBaHHsS BbIHIKI
MOTYIb 3HAWCII NpPAKThIYHAEC NPHIMIHEHHE IMpPbhl CTBAapdIHHI pPAKJIaMBbl. YK
acabmiBacusly,  BBIAYVIEHBIX Yy  JacielaBaHHl,  JlarlaMarae  NaBsIYbIlb
3()EKTHIYHACIIH PIKJIAMBI, IIITO POOIIh sie OOJIBIII MACTIIXOBAM.
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The aim of the research is the study of gender representations in outdoor
advertising.

The research objectives are the following:

1. To consider the concepts of “gender” and ‘gender stereotypes”;

2. To consider the manifestation of gender stereotypes in advertisement;

3. To consider women's and men's images in outdoor advertising.

The object of the study is the outdoor advertising.

The subject of the study is the manifestation of gender stereotypes in outdoor
advertising.

Methodology and research methods. The theoretical and methodological
approaches of the thesis are based on the research works of the scientists in the
fields of advertising (I. V. Groshev, A. Dudarev, Zh. B. Chernova, E.V. Yurkova),
psychology (I.V. Groshev, T.V. Bendas, Sh.M. Burn, 1.S. Kletsina, I.N. Andreeva),
culturology, sociology and gender studies (I.R. Chikalova, E.I. Gapova, E.L
Yanchuk, N.V. Kurilovich, A. Usmanova). Gender as a phenomenon of social
communication is studies by Western researchers (e.g. T. de Lauretis, D. Myers) as
well as by Russian researchers (e.g. E.A. Zdravomyslova, A.A. Temkina, O.A.
Voronina, A.V. Kirilina and others).

The results of the study. Advertising developers take actively into account
gender aspects of consumers and differences in the perception of the same
advertising message between men and women.

The practical value of the research.The obtained results can be practically
applied in the creation of advertisement. The above mentioned features increase
the effectiveness of advertising and make it more successful.



