MHUHUCTEPCTBO OBPA3OBAHUA PECIIYBJIMKU BEJIAPYCb
BEJIOPYCCKHUH I'OCYJAPCTBEHHBIA YHUBEPCUTET
PAKVYJIBTET KYPHAIMUCTUKH

Kadeapa TexHo10rnii KOMMYHMKAIIUU U CBAA3€l ¢ 00IIECTBEHHOCTHIO

LIEJIET

TaTpsHa AnekcaHIpoBHA

®OPMHNPOBAHHUE YCIIEIIHOTI'O BPEHIA
B COEPE OBIHIECTBEHHOI'O TPAHCIIOPTA
(HA ITPUMEPE I'lT <MUHCKTPAHC»)

JuruiomHas pabora

HayuHb1i1 pyKOBOIHTEID:
KaHIUAAT (PUIOJOTHYECKUX HaYK,

noteHT A. Y. ConoBbreB

JlonymieHa k 3amure

« » 2019 r.

3aB. kadeapoil TEXHOIOTUi KOMMYHHUKAITUU

kanauaat ¢punocodckux Hayk, noreHt M.B. Cunopckas

Munck 2019



PE®EPAT

JumiomHas pabota: crpanun — 74, tabmuim — 1, WCTOYHHUKOB — 44,
npuwioxKeHuit — 14.

BPEH/IMHI" TEPPUTOPUHN, TEXHOJIOTUMU KOMMVYHUKAIINN,
BPEH/I-MEHEJDKMEHT T'OPOIACKOI'O TPAHCIIOPTA, TEXHOJIOI'MU
OOPMHUPOBAHUA W TMMPOABMXEHUA TPAHCIIOPTHOI'O BPEHJIA,
OYHKIOMOHAJIBHOCTH TTACCAXUPCKOI'O TPAHCIIOPTA W BPEH/IA
I'OPOJIA.

OOBekT uccieoBaHus: OpeHAbl TOPOJCKOr0 NacCaKUPCKOro TpaHCIIOpTa.

[Ipenmer uccnenoBanus: cuctemMa (pOPMUPOBAHUS U MPOABUKEHUS OPEHI0B
TOPOACKOr0 Maccaxxupckoro rpancnopra Ha npuMmepe ['Tl «MuHCKTpaHc.

[lens paboThl 3aKJIIOYAETCS B aHAIU3€ KOMMYHHUKAIMOHHBIX MaTepHaioB
TPAHCIIOPTHBIX MACCAKUPCKUX KOMIIAHUM, BBIABICHUUM UX OCOOCHHOCTEH,
OMpENIEICHU  KOMMYHUKAIIMOHHBIX  TEXHOJOTHH,  3aJCHCTBOBaHHBIX B
dbopMUPOBaHUU U TIPOJBUKEHUU OpPEHa TOPOJCKOr0 MACCAKUPCKOT0 TPAHCIIOPTA;
NpEeAJIOKEHUH PEKOMEHAAIUHI 10 crioco0aM (hopMUPOBaHUSI, MPOABUKEHUS OpeHIa
u UHGOPMAIMOHHOIO B3aUMOJEHUCTBUSL C LeNeBbIMH ayauTopusimu st ['TI
«MHUHCKTpaHC».

MeToas! uccaeaoBaHUs: TEOPETUUECKUIN aHaIN3, UHIYKIIMS, OMPOC IeIeBOM
ayIUTOPUHU, CPABHEHHUE, CTPYKTYPHO-(PYHKIIMOHAJILHBINA aHAJN3.

[TonydeHHble pe3ynbTaThl U UX HOBU3HA: M3YYEHBI W MPOAHAIU3UPOBAHBI
TEXHOJIOTUM M  KaHajdbl KOMMYHHUKAIIMH, HCHOJb3yeMbIE  TOPOJCKUMU
NAaCCAKUPCKUMU  TPAHCHOPTHBIMM  OpraHu3anusMu.  [IpoaHanin3upoBaHbI
CYILIECTBYIOIIME KOMMYHUKAIMOHHbIE KAaMIaHWW TPAHCIOPTHBIX OpEHIOB,
MpU3BaHHbIE B3aUMO/ICHCTBOBATS C I[€JIEBOM ayJIUTOPHEH, a TAK¥Ke ¢ UaAesIMU OpeHia
ropoga. Ha ocHOBe HM3y4eHHBIX MaTEPHAJIOB CJHI€JaHbl BBIBOJLI M TMPEITI0KECHBI
BapuaHTHl Uil (OPMHUPOBAHUS U MPOABUKEHHUS HJICH TOPOJCKOro TpaHCIOpTa B
Muncke ['TI «MunCKTpase».

HoBuzna tembl 3akitouaercs B moucke HamOosee 3(PPEKTUBHBIX METOJIOB
B3aUMOJICHCTBUS OpeHaa Topoma cC (GopMupoBaHueM OpeHlla TOpPOJCKOTO
NAaCCaKUPCKOr0 TPAHCIOPTA, B CBSI3M C MAJIOM3YYEHHBIM  KOMMYHUKAIIMOHHBIM
aCIIEKTOM B MPOJIBUKEHUHU CYTH rOpoja 4epe3 ropoACKON TPAHCIIOPT.

O6nacTb BO3MOXKHOTO MPAKTUYECKOI'0 MPUMEHEHUS: CO3/1aHHE€ Ha OCHOBE
BBIBOJIOB M PEKOMEHJAlMi KaMmmaHuii 1no (OPMUPOBAHHIO U MPOJBHKEHHUIO
TOPOACKOI0 MACCaXKUPCKOr0 TPAHCIOPTA B pAMKaX COBPEMEHHOIO TOPOJIA.

ABTOp paboThl MOATBEPKIAET AOCTOBEPHOCTb HCCIEHOBaHUS, a TaKXKe
00BEKTUBHOCTh CCHIJIOK HA UCTOYHUKHU, UCTIOJIb30BaHHBIE B padoTe.

lener T.A.




PO®EPAT

JlpirutoMHast padota: crapoHak — 74, Taomin — 1, kpeiHin — 44, nagatkay — 14,

BPOH/IBIHI" TOPBITOPBII, TOXHAJIOI'TT KAMYHIKAILBII, BPOH/I-
MEHEJUKMEHT 'APAJICKOT'A TPAHCITAPTY, TOXHAJIOT'TI
®APMIPABAHHSI 1 TIIPACOYBAHHSI TPAHCIIAPTHATA FBPDHJIA,
OYHKUBIAHAJIBHACID TTACAXBIPCKAT'A TPAHCIIAPTA 1 BPOHJIA
I'OPAJIA.

AG’exT nacienaBaHHs: OpIH/bI TapajcKora Mmacaxplpckara TpaHCHapTYy.

[Ipagmer nmacnmemaBaHHs: cicToMa (apMmipaBaHHS 1 MpacoyBaHHS OpIHIAY
rapaJickora macaxkpIpckara Tpancmnapty Ha npeikianze [Tl «MinckTpaney.

Mbhta paboThl 3akirodaeiiia y aHajmize KaMyHIKAIbIMHBIX MaTiphisiay
TPAHCIIAPTHBIX MACAXBIPCKIX KaMIlaHid, BBISYJICHHI 1X aca0miBacisty, BbI3HAUIHHI
KaMyHIKAI[BIMHBIX TOXHAJOTIH, sKis Obull 3aa3edHIvYaHbld ¥ QapMmipaBaHHI 1
npacoyBaHHI OpIHIa Trapajackora Macaxblpckara TpaHCHApTy; IpanaHaBaHHI
pIKaMeHJalelii ma  crmocabax  (apmipaBaHHS, TpacoyBaHHS ~ OpoHAa 1
iHpapmanpliiHara —y3aemaa3estHHs 3 MdITaBbIMi  ayaeitopbisimi s [T
«MIHCKTpaHC.

Mertaabl nacienaBaHHs: TIAPATHIUHBI aHAJI3, 1HAYKIIbISI, allbITAHHE MATaBal
ayIBITOPHIl, MapayHaHHE, CTPYKTYpHA-(QYHKIBISTHAIBHBI aHATI3.

ATpbIMaHbI BBIHIKI 1 1X HaBI3HA: BBIBYYaHbIA 1 IpaaHal13aBaHbIs TIXHAIOT11
1 KaHaJbl KaMyHIKalbll, SKif BBIKAPBICTOYBAIOIA TapajCKiMl MHaca)XbIPCKIMI1
TpaHCHApTHBIMI aprasizaupisimi. [IpaaHanizaBaHbls ICHYIOYBIS KaMyHIKalbIHbISA
KaMIlaHil TpPaHCHNAPTHBIX OpdsHAAY, 3aKiIlKaHbll Yy3aeMaJ3elHivalb 3 MITaBal
aynbITOPBIS, a TakcamMa 3 1AMl OpsHaa ropaaa. Ha acHoBe BbIBydaHbIX
MaTApbIsIay 3po0JIeHbl BHICHOBBI 1 MpanaHaBaHbl BAPBISHTHI AJis (QapMipaBaHHS 1
npacoyBaHHSA 17131 rapajckora tpancnapty ¥ Mincky I'TI «MiHcKTpaHC».

HagizHa TAMbI 3aKirovaeniia y MmouryKy HailOonbll 3QEeKThIYHBIX MeTajay
y3aemaa3esHHs OpsHaa TrTopaga 3 ¢apmipaBaHHeM OpsHIa Tapajickora
nacakblpckara TpPAaHCIAPTY, Y CYBS31 3 MaJlaBbIBy4aHbIM KaMYyHIKalbIHHBIM
acneKTaM ¥ mpacoyBaHHI CyTHACI ropajia rnpa3 rapajicki TpaHcmaprT.

Bob6nacup marubiMara mnpakThlyHara NpPbIMSHEHHS: CTBapdHHE HAa ACHOBE
BBICHOBAY 1 paKaMeHJalblii KaMIaHiil na gapMipaBaHHi 1 MpacoyBaHHI rapajickora
nacakplpckara TpaHCIapTy ¥ paMKax cydacHara ropaja.

AyTtap palOoThl TauBApIKA€ IMIYHAcLb JaclieaBaHHs, a Takcama
a0’ eKThIYHACIb CIIAChIIAK HAa KPBIHILIBI, BEIKAPHICTAHBIS ¥ MpalbI.

HI>ner T.A.




ABSTRACT

Diploma thesis: pages — 74, tables — 1, sources — 44, applications — 14.

TERRITORY BRANDING, COMMUNICATION TECHNOLOGIES,
BRAND-MANAGEMENT OF URBAN TRANSPORT, TECHNOLOGY OF
FORMATION AND PROMOTION TRANSPORT BRAND, FUNCTIONALITY
OF PASSENGER TRANSPORT AND THE CITY BRAND.

Object of study: brands of urban passenger transport.

Subject of research: the system of formation and promotion urban passenger
transport brands on the example of the state organization «Minsktransy.

The goal of work is to analyze the communication materials of transport
passenger companies, identify their features, and determine the communication
technologies involved in formation and promotion of the urban passenger transport
brand; giving recommendations how to form, promotion and information interaction
with target audiences for the state organization «Minsktransy.

Research methods: theoretical analysis, induction, target audience polling,
comparison, structural and functional analysis.

The results of work and their novelty: were studied and analyzed the
technologies and communication channels used by urban passenger transport
organizations. Analyzed the existing communication campaigns of transport brands,
designed to interact with the target audience and the city brand ideas. Based on the
studied materials, were drawn conclusions and proposed options for the formation
and promotion of the urban transport ideas in Minsk by «Minsktrans.

The novelty of work consists in search for the most effective methods of city
brand interaction with urban passenger transport brand formation, due to poorly
studied communication aspect in promoting the essence of the city through urban
transport.

The area of possible practical application: based on findings and
recommendations Creation campaigns for the formation and promotion of urban
passenger transport in the modern city

The author of the work confirms the reliability of the work, and the objectivity
of references to sources used in the work.

Sheleg T.S.




