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OBLIAA XAPAKTEPUCTUKA PABOTbBI

Marucrepckas auccepramust 84 crpanunbl, 10 tabmur, 77 UCTOYHUKOB, 2
MPYIOKEHUSI.

KitoueBbie ciioBa: comuaibHBICE MeaWa, KOHTEHT-aHaM3, OpeHn OaHka,
METpUKa, IOJb30BaTENb, TEXHUYECKOE 3aJaHHe, KOHTEHT, OaHKOBCKHI Ou3HEC,
PO3HHUYHBIN ITPOIYKT.

AKTyaJlbHOCTh TIPOOJIEMBI OCBELIAEMOM B JHCCEPTallld, CBs3aHa C
NOCTYyNaTeNbHON JUHAMHUKOW pPOCTa MOMYJISIPHOCTH COLIMATIBHBIX Meaua Cpenu
OW3HEC CTPYKTYp pa3HOTO YpoBHS. B cBsi3u ¢ 3TUM HEO0OX0IUMO CHOPMUPOBATH
METOJOJIOTUYECKUN  MOIXOJ  JUIi  MAaKCUMaJIbHO  TOYHOTO  IPHUMEHEHUs
MHCTPYMEHTOB, HaXOJSIIUXCS B 3amace ColMalbHOro MapketuHra. HeoOxomumo
IPOBECTU AaHAIU3 KOHTEHTA, HUMEIOUIEro HauOobuIyio 3((EKTUBHOCTD IS
OaHKOBCKOT0 Ou3Heca.

OOBEKTOM  UCCIEIOBaHMs SIBISIETCS KOHTEHT COLMAJIbHBIX  Meua,
(dbopMupyeMblii 1151 pabOTHI B COIIMAIBHBIX CETSIX M3y4aeMOro THMa Ou3Heca.

[IpeameToM nuccepTanuy SBISETCS BBIICICHHBIM TOAXOJ K TPaKTHUKE
CO3/1aHusl KOHTEHTa Ui () (PEKTUBHON KOMMYHHUKAIMH C TOTPEOUTENEM YCIYTH.

[IpoGnema uccieoBaHus — 3TO YaCTUYHOE OTCYTCTBUE (POPMAIN30BAHHBIX,
KOMITJIEKCHBIX TEXHOJOTUH, pa3paOOTaHHBIX MPUEMOB M METOJOB MPOIBUKEHUS
OAHKOBCKOIro OM3HECa B COLMAIBHBIX Mena (OeTOpyCCKHI CETMEHT).

[lens paboThI — co3/1aHne MOIXO00B K pa3paboTke 3 (HEKTUBHOTO KOHTEHTA
11 0AHKOBCKOI'0 OM3Heca.

MeTopl: aHaIU3 TEOPETUYECKUX MCTOUYHUKOB MO MPoOsieMe UCCIIEIOBAHMUS,
cOOp OSMIUPUYECKUX JAHHBIX (MApKETUHIOBOE  HCCIIEJOBaHHE), CHHTE3
TEOPETUUECKUX U YMIUPUIECCKUX MATEPUATIOB.

Teopernyeckas HOBU3HA: MIPOBEICH COTMOCTABUTEIILHBIN aHAN3 TEPMHUHOB,
CUCTEMaTU3UpOBaHa MHPOpMAIKs MO (POPMUPOBAHUIO CTPATETUU TPOBUIKEHUS
KOHTEHTa COLMAIBHBIX Meaua. Ha ocHOBaHWM wuccienoBaHusl paszpadboTaHa
KOHIICTIIINSI TEXHUYECKOTO 3a/IaHMs, B IEJISAX peaau3alui CTPATEruH MPOIBUKEHUS
COLMAIIBHBIX CETEN.

HoBu3na w© mpakTthdeckas 3HAYUMOCTh palOOThl: Ha  OCHOBaHUH
WCCJICIOBaHMS JCATEIBHOCTH KOHKYPHUPYIOIIUX OaHKOB, BbIOpaHa colMagbHas
ceTh mis mpoaBwkenus «Ppancadbank» OAQO. OmnpeneneHa ToueyHasi CTpATETUs
MPOJIBMIKEHUS OaHKa B COIMANIBHOM ceTn « BKOHTaKTe», CO3/1aH KOHTEHT-IUIaH. [lo
pesynbTatam paboThl MpoBeAeH aHamu3 A((PEKTUBHOCTH TPOJBIKECHUS, OaHKa,
JaHbl COOTBETCTBYIOIINE PEKOMEHAINH, MTO3BOJISIIOIINE MOBBICUTh Y3HABAEMOCTD
openna B PecniyOnmke benapych v mpuBiiedsh HOBBIX KJIMEHTOB.



ABSTRACT

Master's thesis 84 pages, 10 tables, 77 sources, 2 applications.

Keywords: social media, content analysis, Bank brand, metric, user, terms of
reference, content, banking business, retail product.

The urgency of the problem covered in the dissertation is connected with the
progressive dynamics of the growth of the popularity of social media among
business structures of different levels. In this regard, it is necessary to form a
methodological approach for the most accurate application of tools in the stock of
social marketing. It is necessary to analyze the content that has the greatest
efficiency for the banking business.

The object of the study is the social media content formed to work in social
networks of the studied type of business.

The subject of the dissertation is a dedicated approach to the practice of
content creation for effective communication with the consumer of the service.

The problem of the research is the partial absence of formalized, complex
technologies, developed methods and methods of promoting the banking business
in social media (Belarusian segment).

The aim of the work is to create approaches to the development of effective
content for the banking business.

Methods: analysis of theoretical sources on the research problem, collection
of empirical data (marketing research), synthesis of theoretical and empirical
materials.

Theoretical novelty: a comparative analysis of terms, systematized
information on the formation of a strategy for promoting social media content. On
the basis of the study, the concept of the terms of reference was developed in order
to implement the strategy of promoting social networks.

The novelty and practical significance of the work: based on the research
activities of competing banks, selected social network to promote the "Fransabank™
JSC. The point strategy of promotion of the Bank in the social network
"Vkontakte" is defined, the content plan is created. According to the results of the
analysis of the effectiveness of promotion, the Bank, given appropriate
recommendations to increase brand awareness in the Republic of Belarus and
attract new customers.



AT'YJIbBHAS XAPAKTAPBICTBIKA ITPAILBI

Maricrapckass npiceptanpis 84 craponki, 10 Tabmin, 77 KpbIHIL,2
IPBIKJIATaHHE.

KirouaBbist CIIOBBI: CalbISUTBHBIS MEAbIS, KaHTIHT-aHawi3, OpsHa OaHKa,
METpbIKa, KapbICTAIbHIK, TIXHIUHAE 3aJaHHE.

AKTyanbHacub mpalOjemMbl acBeTJIEHall ¥ JAblcepTalbli, 3Bsi3aHas 3
nacTymnajibHal JblHaMiKal pOCTy NamyJspHACIi CAlbIUIBHBIX MENbIS CApOJ
013HAC-CTPYKTYp po3Hara y3poyHio ¥V bemapyci. ¥ cyBsizi 3 r3TeIM HeaOXoJHA
capmaBallb MeTaajdariyHbl MagbIxo/] Uil MakciMaibHa JakjagHara mpbIMSHEHHS
IHCTpYMEHTAY, KIS 3HaXO0/3s1111a ¥ 3amace canplsuibHara MapketsiHry. Heabxomna
IpaBeclll aHaJll3 KaHTHTY, sIKI Mae HalOoJbIIyI0 3(heKThIVHACID 1715 OaHKayckara
Oi3HeCy.

Ab'extaM nacnenaBaHHs 3'SyJsellla KaHTOHT CAlbLUIBHBIX MEIbId, SKI
dapmipyeria Juist mpaibl ¥ calbsUIbHBIX CETKaX ¥ sSIKIM BbIByUaellla Thile Oi3Hecy.

[Ipanmeram JnpicepTalibli 3'synsenia BbUIyYaHbl MaJbIXOA Ja MPAKTHIKI
CTBap3HHA KaHTIHTY U1 3()EKThIYHal KaMyHIKallbll 3 CIaXKbIY1IOM MACIyTI.

[IpaGnema nacnemaBaHHSI - I'3Ta YacTKOBae aJcyTHaclb (papmanizaBaHbIX
KOMIUIEKCHBIX TIXHAJIOT1H, pachpalaBaHbIX MpbIEMay 1 MeTaaay NpacoyBaHHSA
Oankayckara 613HeCy ¥ calbIsUIbHBIX MBI (OeIapycKi CATMEHT).

MbTa paboThl — CTBapsHHE MNAABIXOJAY Jda pachparnoyki 3QeKThlyHara
KaHTIHTY AJis1 OaHKayckara O6i3Hecy.

Metanpl: aHami3 TIapATHIYHBIX KPBIHII Ma mpaljeme aacienaBaHHs, 300p
AMMIPBIYHBIX JaJ3€HBIX (MapKeThIHraBae AacieaBaHHE), CIHTI3 TIAPITHIUHBIX 1
AMIIPBIYHBIX MaTIPhISIIAY.

TaapaThiuHasi HaBi3HA: MpaBeA3€HBl CyMNAcTayISUIbHBI aHA3 TIPMIHAY,
cictomaThi3aBaHs iHGapmaleli ma  ¢apMmipaBaHHIO CTpPaTAITil  MpacoyBaHHS
KaHTAHTY ¥ caupBUlbHBIX Menbls. Ha majacraBe nacienaBaHHs pacipaliaBaHa
KaHIDMIBIA TIXHIYHATA 3aJIaHHS, Y MITaX piali3albll CTPATATil MpacoyBaHHS
calbIsJIbHBIX CETaK.

HaBidHa 1 mpakTeluHasi 3HAYHACHh IMpallbl: HAa MaJCTaBe Jacie/laBaHHs
n3edHacIl KaHKypyroublx OaHkay aOpaHasi caupblsulbHas ceTKa ISl MpacoyBaHHS
«®Dpancabank» AAT. Bri3Hauana KporikaBasi CTpaTATis MpacoyBaHHsS OaHKa ¥
calplsIbHal ceTIbl « BkoHTakTe», CTBOpaHbl KaHTAHT-IUIaH. Ila BBIHIKAX Mmparibl
MpaBe3eHbl aHali3 A(EKThIYHACIII MpacoyBaHHsS, OaHKA, MAJ3€HBI aJITaBEIHbISA
pAKaMEHJIaIlbll, SKisg Ja3BaJIAIONb MAaBBICIIh Ma3HABAIbHACIHL Op3HIA ¥ ropanse
MiHCKyY 1 IPBILATHY1Ib HOBBIX KIIIEHTAY.



OI'JIABJIEHHUE

OBIIAA XAPAKTEPUCTUKA PABOTDBIL.......ooiiiiiiiiie 3
OIJIABIIEHUE. ... e 8
BBEIEHUE. ... . e 9
[''TABA 1 TEOPETUYECKUE ACIIEKTHI YITPABJIEHUA COILIMAJIBHBIMU
CETSMUI. ... e e e e ee e ae e 13
1.1. IToHsATHE COIUANIBHBIX MEIUA U UX KIACCUPUKAITUST ... vvvvevnvnnannn 13

1.2. HUcropuyeckoe MacmTabMpoBaHHE COLMAIBHBIX MeAua B OH3HEC-

o 07 117 . D O 20
1.3.bu3HecOMHTErpupPOBaHHBIE COITHANBbHBIE CeTH bermapycH................. 27

[''TABA 2 METOAUYECKHWE OCHOBBI ®OPMHNPOBAHUA COLIMAJIBHBIX

MEJIMA B BAHKOBCKOM BU3HECE. ... ... 31

2.1. TexHOAOTUU NPOJABUKEHNS U YIPABJICHHS COUUABHBIMU CETSAMM. .....31
2.2. IlonsiTHe aKKyMYJISATUBHOM 3 ()EKTUBHOCTH COITMATBHBIX MEeHA. .. ... 40

2.3. KoHuenuuss TEXHMYECKOTO 3aJaHMs. pa3padoTKa  CTpaTeruu

TIPOJIBIKCHUS B COTTAATTBHBIX COTSX .+ v s vueeeten eueeanten saeaeaennensaeennnenaeeanenns 50
IJTABA 3 METOJUKA VYIIPABJIEHHS COIMAJIBHO-MEJIMHHBIM
KOHTEHTOM «®@PAHCABAHK» OAO.......oiiiiiiiiiiiiiiiieee 56

3.1. AHa/IM3 KOMIUIEKCA KOHKYPEHTHOM CPEIBL. ... uvveenreeeanreennnnnennnns. 56

3.2. Pa3paboTka mpakTUuecKoro IiaHa npojpmkeHus «dpancabank» OAO
MOCPEACTBOM COIUATIBHOM CETU «BKOHTAKTE ... ..t vtiee it eeeeenes 62

3.3. VYuerHas omeHka 3((PEKTUBHOCTH TEXHHUYECKUX PEKOMEHIAIUN C

KOPPEKTUPOBKOM LEIEH M 3ATAU. . ..« eeuvvueeaneneneennnenanseeeenennne e e e saeennns 66
BAKITFOUEHUE. .. ... e e e e e 72

CIHCOK MCITIOJIb30BAHHOM JIUTEPATPBI........covviiiiiieiieeeiien 77
ITPUJIOKEHUE A. ... 83

ITPMJIOKEHUE B.....o e 84



