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PE®EPAT JJMIIJIOMHOM PABOTHI

Jumnmomuast pabota cogepxut: 69 crpanu, 54 ncrounuka, 17 nmpunoxxeHui.

KOMMYHUKALA C [TOTPEBUTEJISIMU, TEXHOJIOI'NUA
KOMMYHUKAIIMA, KOMMVYHUKAIIMOHHOE B3AMMOJIEMCTBUE,
BBICTPOE IIUTAHUE, DACTOY I, MCDONALD’S, KFC, BURGER KING.

OOBEKT uccneaoBaHMs TUIUIOMHONM pa0OThl — KOMMYHHUKAIUS MPEIIPUSITHI
ObicTporo nutanusi ¢ norpedurensmu. [Ipeamer uccinenoBanus — 3PpGHEKTUBHBIE
TE€XHOJOTUHA KOMMYHUKALIMK MPEIIPUITUN OBICTPOr0 MUTAHUS C MOTPEOUTEISIMHU.

Lenp gurmuioMHOM paboThl — omnpenenuTb 3P(EKTUBHbIE TEXHOJIOTUU
KOMMYHHUKallUM ~ JCUCTBYIOIIMX Ha Teppuropun Pecnybomuku  benapych
OpeAnpUsATANA OBICTPOTO MUTAHUS C IOTPEOUTEIIAMH.

Metonpl HccleqoBaHUS: aHalIW3, CUHTE3, HAONIOJEHHE, CPABHUTEIIbHBIN
aHaJIN3, aHKETHBIN OMPOC, SKCIIEPTHOE UHTEPBBIO.

[lony4yeHHsle pe3ysiabTaThl: HMHAYCTPUS OBICTPOTO MUTAHUA  SIBISIETCS
BBICOKOKOHKYPEHTHOM c(epoil, B KOTOpoil HeoOXoauma IUIaHOMEpHas M
cCUCTEMaTHYeCcKass KOMMYHHKalusg ¢ notpedurensimMu. [IpaBuiibHO BbIOpaHHBIE U
3¢ (HEeKTUBHO MCHOIB3YEMbIE€ TEXHOJIOTMU KOMMYHHUKAIIMK TTO3BOJISIOT IPUBJIECYb K
(dacT@yn-KoMIaHusIM BHUMAHUE LEIEBON ayIUTOPHUH, MOBBICUThH €€ JIOSUIBHOCTD,
chopmupoBath OmaronpusaTHbIN uMuIK o6perga. McDonald s, KFC u Burger King
OPUMEHSIOT PA3JIMYHBbIE TEXHOJOTMHM KOMMYHHUKAallUM C HOTPEOUTESIMH,
UCIIOJIB3YIOT Pa3HbIX KOMMYHHMKAIlMOHHBIX cTpareruil. KoMMyHukamus Bce Tpex
KOMIaHUM sBisieTcsl A(PQEKTUBHOM, TaKk Kak OHU MPUAEPKHUBAIOTCS CBOETO
NO3UIIMOHUPOBAHUS U YUYUTHIBAIOT OCOOCHHOCTH 1I€JIEBBIX ayAUTOPUH.

HoBusna numioMHON pa®OThl 3akKIOYaeTcss B TOM, UTO BIIEPBBIE B
OTEYECTBEHHON TNPAaKTHKE MPEIMETOM HAay4YHOTO MCCIICJOBAHMS  SIBISIOTCS
3¢ (eKTUBHBIE TEXHOJIOTMM KOMMYHMKAIMM MPEANPHUATHI OBICTPOrO MHUTAaHUS C
MOTPEOUTEIISIMH.

OO6nacTh BO3MOKHOTO NMPAKTUUYECKOTO MPUMEHEHUS: Pe3yIbTaThl JUILTIOMHON
paboTsl MOryT OBITh NIPUMEHHMBI B KOMMYHUKAlIMOHHOW JI€ATEIbHOCTH
OpeanpuaATUid OBICTPOrO MUTaHUS A ee onTuMmu3anuu. [lonmydeHHble AaHHBbIE
MOTYT TaKXe IMPEeACTaBIATh LEHHOCTh A KOMMYHUKALIMOHHBIX M PEKIAMHBIX
areHTCTB, paloTaIIMX C NPEeANPUITHUSIMH OBICTPOrO MUTAHUS, a TaKkKe
npo(eCCHOHATBHOTO W aKaJeMHUYECKOro cooOmiecTB Uil JajibHEHIIero
UCCJIEIOBAHUS TEXHOJIOTHM KOMMYHHUKAIIUH C MOTPEOUTENAMHU.

ABTOp paboThl MOATBEPXKAAET JOCTOBEPHOCTh MAaTepUaioOB JAUILIOMHOU
paboThl, a TAKIKE CAMOCTOSITEIbHOCTD €€ BBIIIOJTHEHUS.

I Immnnienxo A. 11.




PO®EPAT JBINIJIOMHAM PABOTBHI

Jpiruiom 3msiiyae: 69 craponak, 54 kpeiHilbl, 17 nanatkay.

KAMVYHIKAIIbIA CA CITAXKBIVIIAMI, TOXHAJIOT'TI
KAMVHIKALIbII, KAMVYHIKAIIBIMHAE V3AEMAJI3ESIHHE, XYTKAE
XAPYABAHHE, ®ACTOY I, MCDONALD’S, KFC, BURGER KING.

AOQ’eKT gacieaaBaHHs JbITUIOMHAN padOThl — KAMYyHIKaIbIsSI TpaAIpbleMCTBaY
XyTKara xapudaBaHHS ca craxbrymami. [Ipaamer macinemaBaHHS — 3()EKTHIYHBISA
THXHAJIOT11 KAMYHIKallbll TPAANPhIEMCTBAY XyTKara XapyaBaHHs ca CHaXbIyLIaMI.

Mbsra fApITIOMHAM  mpanbl  —  BBI3HAYBILB  A(EKTBIYHBIS — TIXHAJOTII
KaMyHiIKallbll J3€MHBIX Ha TIpBITOphIl PacnyOuiki benapyck mpaamnpeieMcTBay ca
CIIaXKbIYIIaMI.

Mertanbl gaciefaBaHHs: aHaji3, CIHT33, Ha3zlpaHHE, NapayHalbHbI aHAMI3,
aHKETHae albITaHHE, SKCIIEPTHAE IHTIPB 10.

ATpbIMaHbIsl  BBIHIKI: 1HAYCTpBISI ~XyTKara xapuyaBaHHsS 3'syisenia
BBICOKAKaHKYpAHTHAH cdepall, y kol HeaOXoJ/Ha IJIaHaMepHas i cicTaMaThIuHas
CyBsi3b 3 chnaxbiynami. [IpaBiibHa BbIOpaHbIS 1 3(QEKThIYHA BBIKAPHICTAHbISA
THXHAJIOT1l KaMyHIKalbll Aa3Bajsiolb NPBILATHYIL Aa (pacTdyn-kammnaHii yBary
MATaBal ayIbITOPHI, MABBICIIL s€ JasabHACIH capMipaBallb CIPBISIIBHBI IMITK
opsuma. Mcdonald's, KFC 1 Burger King yKbIBarollb PO3HBISA TIXHAJIOTI
KaMyHIKallbll Ca CHaXbIyIlaMi, BBIKAPBICTOYBAIOIb PO3HbBISA KaMyHIKallbIHHBIS
ctpaTarii. KamyHikanpis yCix Tpox KamIaHii 3'syisera 3QpeKToiyHai, Tak K sSHbI
IPBITPHIMIIIBAOIIIIA CBAWTO Ma3ilbIsTHABaHHS 1 YIiYBaroOIb acaOiiBaciii MATaBBIX
ayIbITOPBIN.

Hapizna npimmomHaii paboThl CKiIaiaeniia Y ThIM, IITO VYIEPIIBIHIO Y
allyblHHA TPAKTHIIBl MpaJMeTaM HaByKoOBara JacjeJaBaHHs 3'AyIIsionia
3(DEKTHIYHBISI TIXHAJOT1l KaMyHIKallbll TpaJnpbhleMCTBAay XyTKara xap4yaBaHHS ca
CHAXBIYIIAMI.

Bobnacup MarysiMara mnpakThlUHAra BBIKAPBICTAHHS: BBIHIKI JBITUIOMHAM
paboThI MOTYIIb YKbIBAIlllA ¥ KaMyHIKallbIHHAN A3€HHACIII TPAIIPhIEMCTBAY XyKara
XapyaBaHHS [T si€ allThIMI3allbll. ATpbIMaHbIS 1aI3€HbII MOTYIIh TaKCaMa YsyIsib
KaIlITOYHACIb ISl KAMYHIKAIBIMHBIX 1 PIKJIIAMHBIX areHITBAy, IITO MPANyIOlb 3
npaanpeleMCTBaM1 XyTKara xapuyaBaHHs, a Takcama mpadeciiiHail 1 akagdMidHa
CyHoJIbHACIIl JUIS Jajeiinara jJacielaBaHHS TAIXHAJIOTIH KaMyHIKambpll ca
CITaXKBIYIIaMI.

A¥yTap paboThl ManBspKae MIYHACIH MATAPhIsIay ABITUIOMHAN padoThI, a
TaKcaMma CaMacTOWHACIIb i€ BhIKaHAHHS

[Mutinenxa I'. I1.




ABSTRACT

The graduate work includes: 69 pages, 54 sources, 17 appendixes.

COMMUNICATION WITH CONSUMERS, COMMUNICATION
TECHNOLOGIES, COMMUNICATIONS INTERACTION, FAST FOOD,
MCDONALD’S, KFC, BURGER KING.

The object of the research is the communication of fast food companies with
consumers.

The purpose of the graduate work is to determine effective technologies of
communication between fast food companies and consumers.

Research methods are analysis, synthesis, observation, comparative analysis,
questionnaire survey and expect interview.

The results obtained fast food industry in Belarus is a highly competitive
sphere in which systematic communication with consumers is necessary. Effective
communication technologies used to attract the attention of the target audience to
companies, to increase the loyalty, to form a favorable brand image. McDonald’s
KFC and Burger King use different technologies and different strategies of
communication with consumers. Communication of the three companies is equally
effective, as enterprises adhere to their positioning and take into account the
peculiarities of the target audience.

The novelty of the graduate work is that for the first time in the local practice
the subject of scientific research is the effective communication technologies of fast
food companies with consumers.

Area of possible practical application is that the results of the graduate work
can be applied in the communication activities of fast food companies for its
optimization. Moreover, the results can be useful for communication and advertising
agencies that work with fast food companies, as well as professional and academic
community for further study of communication technology with consumers.

The author of the work confirms the authenticity of the materials of the
graduate work, as well as the independence of its implementation.

Pilipenka A. P.
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