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PE®EPAT JUILIOMHOM PABOTbI

Jumiomuas pa6ora conepxut: 80 cTpanuil, 44 HCTOYHUKA, 2 TPUIIOKEHUS.

UMUK, THCTPYMEHTBlI ®OPMUPOBAHUA NUMUJIKA, TOPOU,
TYPUCTBI, CIIEHUAJIBHBIE COBBITUA, KPEATUB, KPEATHBHBIE
I[MPOCTPAHCTBA, APT-KBAPTAIJL TTO3MLIMOHNUPOBAHUE, 'OPOACKAA
CPEJIA.

OObeKT nccineoBaHus TUIUIOMHOM padOThl — CHIELIMATBHBIE MEPOIIPHUSTHS.

[Ipenmer wuccnenoBaHWs — POJb  CHEHUAIBHBIX  MEPONPHUITHI B
(opMUpPOBaHUU TYPUCTUUYECKOTO UMHIKa MHHCKA.

[lenp nAWMIOMHOM paboThl — pacKpeITh CHEUU(UKY, CHEIHATbHBIX
MEpONPUATUN KaK MHCTPYMEHTa (POPMHUPOBaHUS TyPUCTHUECKOI0 UMHXKa ropoja
(Ha mpuMepe MuHCKa).

Mertozs! rccnenoBaHus: crieluaibHble METOIbI (aHaJIOTus, KiaccCupuKanus,
JEAYKIIHS, CACTEMHBIN MOJAX0/), @ TAKKE CIEHUATbHbIE COLUOJIOTUMYECKUE METO/IbI
— aHKETHBIA OIpoCc, HAOIIJICHUE, KOHTEHT-aHaJIW3, METOJ aHajdu3a KeicoB, a
takke Customer Journey Map.

[Tomy4yeHHbI€ pe3yabTaThl U UX HOBU3HA: OBUIA PACCMOTPEHBI CIIELUATbHBIE
MEpPOIPUATHSA:  ONpPEAENIEHHE, BHUAbI, pPOJIb B HWHAYCTPHUH PA3BICUYCHUI;
IPOAaHATU3UPOBAaHbl OCOOEHHOCTU OpPraHU3allMHM CIELHATBHBIX MEpPONPHSTHIA;
OMKMCAHO TMOHATHE, TUIOJOTHS M cnenupuka (GOPMHPOBAHUSA TYPUCTHUECKOTO
UMUKA TOpOJa; MPOAHAIM3UPOBAHBI MPUMEPHI TOPOJACKOW COOBITUMHOCTH B
(OpMHUpPOBAaHUU TYPUCTHYECKOIO HMUJKA TOPOJA; PACCMOTPEHBI BO3MOKHOCTH
TOPOJICKOM  COOBITMMHOCTH B (POPMUPOBAHUS  TYPUCTHYECKOTO  HMMUJIKA
IIOCTCOBETCKMX TropoAoB (Ha mpumepe yi. OkTA0pbcKasd); pa3padboTaHbI
PEKOMEHJAlMU MO0 MCIHOJIb30BAHUIO0 TOPOJACKONH COOBITMMHOCTH B (hOPMHUPOBAHUU
TYPUCTUYECKOI0 UMHUIkKa MUHCKa.

HoBu3Ha Tembl 3akioyaeTcss B aHaiu3e M O0OOUIEHMH OmbiTa PadOThI
CHEUAINCTOB 10 KOMMYHHUKAallUM B 00JIACTU COOBITUMHOIO MEHEIKMEHTa U
(opMHUPOBaHUU LETOCTHOIO NOJIX0/1a B UX padoTe.

O06macTb BO3MOXHOIO TNPAKTUYECKOrO TNPUMEHEHMs: pa3padOoTaHHBIMI
KOMIUIEKCHBIM MOAX0A pPabOThl MOMKET ObITh MCMOJNb30BAaH CHEUATMCTAMHU B
00JaCTH  COOBITMMHOIO MEHEKMEHTa, HWMUKUOJIOTUU JJI1  OpraHu3aluii
3¢ ()EKTUBHBIX MEpPONPUITHII B JOCYrOBO-Pa3BIEKATEIBLHON NESITEIBHOCTH T.
MuHcka.

ABTOp paboThl TOATBEPXKAAET JOCTOBEPHOCTh MATEPUAJTIOB JIUILJIOMHOM
paboThI, a TAK)KE CAMOCTOSITEIBHOCTD €€ BBITTOJIHEHHUS.

Hoponuna /. /1.




PO®EPAT JIBIIIJIOMHOM ITPAILLBI

Hpinnomuas npama 3msinrgae: 80 crapoHak, 44 KpbIHILbI, 2 TPBIKJIAIaHHS.

IMIJIDK, IHCTPYMEHTbI ®APMIPABAHHSA IMIJKY, TOPAL,
TYPBICTBL, CIELBLUIBHBISA TIAJBEL, KPDATBHIY, KPDATBHIVHBIA
ITPACTOPBI, @ APT-KBAPTAJI, TIA3IIBIAHABAHHE, T'APAJICKAA
CEPAJIA.

AOG'exT macienaBaHHS ABITIJIOMHAN MPAIlbl — CIICHBISTBHBISI MEPAIIPBICMCTBEI.

[Ipagmer naciemaBaHHS — PO CHCHBIJIBHBIX  MEpamnpbleMCTBAY Y
dbapMipaBaHH1 TypbICTBIYHATA IMITKY MiHCKa.

MbdTa apITUTIOMHAW  Tpaisl — PacKphIlb  CHENbIBiKy, CHCIBIIBHBIX
MepanpbleMCcTBay SK 1HCTpyMeHTa (apMipaBaHHSI TypbICThIYHAra iMIiKy ropaja
(Ha mpeIkiIaa3e MiHcka).

Mertanpl gacienaBaHHA: CHCHBIUTHHBIA MeTabl (aHaNorisd, Kiacidikalibis,
JDAYKIIBIS, CICTIMHBI MAJBIXO0/T), @ TAKCaMa CIEUbISUIbHBIS CallbIsIariYHbISI METAIbl
— aHKETHBIM amnbpITaHHE, Ha3ipaHHe, KaHTIHT-aHalli3, METaJl aHali3zy Keicay, a
takcama Customer Journey Map.

ATpbIMaHbIS BBIHIKI 1 1X HaBi3Ha: OBUIl pasrieKaHbl CHCIBIUTHHBISA
MeparnpbIeMCTBBI: BbI3HAUdHHE, BiAbI, pOJIs ¥ 1HAYCTPHIl 3a0ay; mpaaHajizaBaHbI
aca0miBaciii apraHizalpli CIEIBISUIBHBIX MepanpbleMCTBaY; aricaHa IMaHsIe,
ThImajgoris 1 cnoenpidika ¢apMipaBaHHS TYypBICTBIYHAra IMUDKY Tropaja;
nmpaaHaldizaBaHbl  NOPBIKJIQABI  TapaJCKOM  maa3ehHachlll y  dapMipaBaHHI
TypbICTBIYHAra IMIJDKYy Topaja; pas[iie/kaHbl  MardbIMacii — rapajcKou
naj3eHacellb y apMipaBaHHs TypbICTBIYHATA IMIJKY IMOCTCABEIKIX rapajaoy (Ha
npbikian3e  Byid.  KacTpbrudinkas); — pacmpanaBaHbl — pIKamMeHAalbpll  ma
BBIKAPBICTAHHIO TapaJICKOM Maj3eiHachlh y dhapMipaBaHHI TyphICThIYHATA IMIJIKY
Memncka.

Hagizna ToMBbI 3akirodaeniia y aHamize 1 abaryJabHEHHI BOMBITY PaOOTHI
CIICUBLIICTAY Ta KaMyHIKaIpll § TajliHe Taj3eiHara MEHEIKMEHTY 1
dapmipaBaHHI I[PJIacHAra NaJbIX0y ¥ 1X Tparlbl.

BobGmacup ~ marueimMara mpakThlYHara —NPBIMSHEHHS:  paclpaiiaBaHbl
KOMIIIEKCHBI ITaJIBIXO0JT TIPaIlbl MOKa OBIIb BRIKAPBICTAHBI CIEIbISIICTaMl ¥ rajaiHe
najg3eiiHara MEHEHKMEHTY, HMMHUJDKHUOJIOTHN JUIS  apraHi3anblii  3()eKThIYHBIX
MepanpeIeMCTBaY y T0CYTroBO-3a0aysiibHal a3eiHact r. MiHcka.

AyTap npaipl nausspakae J1akjaagHacllb MaTIphIsiay ObIIUIOMHAN Opalsl, a
Takcama caMacTOWHACIIb i€ BHIKaHAHHS.

Haponina JI. /1.




ABSTRACT

The graduation paper contains: 80 pages, 44 sources, 2 appendixes.

IMAGE, INSTRUMENTS of FORMING of IMAGE, CITY, TOURISTS,
SPECIAL EVENTS, KREATIV, KREATIVNYE SPACES, ART-QUARTER,
KEEPING, CITY ENVIRONMENT.

The object of the research is the special measures.

The subject of the research is a role of the special measures in forming of
tourist image of Minsk.

Purpose of the research is expose a specific, special measures as instrument
of forming of tourist image of city (on the example of Minsk).

Research methods: special methods (analogy, classification, deduction,
approach of the systems), and also the special sociological methods are the
guestionnaire questioning, supervision, content-analysis, method of analysis of
keys, and also Customer Journey Map.

The results obtained and their novelty: the special measures were
considered: determination, kinds, role in industry of entertainments; the features of
organization of the special measures are analyzed; a concept, typology and specific
of forming of tourist image of city, is described; the examples of city event are
analyzed in forming of tourist image of city; possibilities of city event are
considered in forming’s of tourist image of postsovetskikh cities (on the example
of street October); developed recommendation on the use of city event in forming
of tourist image of Minsk.

The novelty of the thesis: in an analysis and generalization of experience
specialists after communication in area of event management and forming of
integral approach in their work.

Implementation of the results: the developed complex approach of work can
be used specialists in area of event management, image of organizations of
effective measures in entertaining activity Minsk.

The author of the study confirms the reliability of the materials of the thesis
work, as well as the independence of its execution.

Doronina D.D




