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PE®EPAT JUIIJIOMHOM PABOTHI

Junnomuass pabora coumepxut: 60 crtpanui, 40 UCTOYHUKOB, 3 PUCYHKA,
3 Tabnuipl, 10 npunoxeHui.

HAIIMOHAJIbHBIE TPAIULINN, MHTEPIIPETALIMAI,
KOMMEPYECKAS PEKJIAMA, OHEHKA 3®®EKTHUBHOCTMU.

OOBeKT nccienoBaHus — HAIMOHATBHBIC TPATUIINHN B 0JI0PYCCKOM pekiame.

[Ipenmer wucciaemoBaHUS — OCOOCHHOCTH MHTEPIIPETAIMM H  OICHKA
3¢ ()EKTUBHOCTH HAITMOHAJIBLHBIX TPAJAUIINI B OCIIOPYCCKON peKIame.

Ilenp paboOTHl — HA OCHOBE aHAIM3a OTEYECTBEHHBIX KEHCOB KOMMEPUYECKOM
peKJaMbl, B KOTOPBIX HCIOJb30BaHbl HAIMOHAIBHBIE TPAIUIIUA OCIOPYCOB,
BBISIBUTH OCOOCHHOCTH WHTEPIPETAMHA HAIMOHAIBHBIX TPAJUIHUA B CTPYKTYpE
pPEKJIaMHON KOMMYHHKAIIUM W OICHUTh 3(P(EKTHBHOCTh WX BO3JICUCTBHS Ha
NOTpEOUTEIIS.

MeTonsl UCClieIOBaHMS: ONWCAaHWE, Kilaccu(HKaiys, aHajiu3, CHUHTE3,
00001IeHIEe; aHaTN3 JOKYMEHTOB; SKCIIEPTHOE UHTEPBbIO, Iy OMHHOE WHTEPBBIO.

[Tomy4yeHHble pe3yiabTaThl M WX HOBU3HA: B PE3y/bTaTe TMPOBEICHHOTO
UCCIICIOBaHUs OBUIM BBIBSACHBI CIICAYIONME (DYHKIIMM Pa3TUYHBIX TPYIIT
HAIIMOHAIBHBIX TPAIUIMKA B PEKJIAMHONW KOMMYHHUKAIIMU: TPAHCIISIIHAS B OOIIECTBO
IICHHOCTEH ¥ YCTaHOBOK, CITOCOOCTBOBaHME (HOPMUPOBAHUIO CTEPEOTHIIOB, IIOMOIIb
WHIWBHUIY  aQJanTUpPOBAaThcs B oOmiecTBe, (QOPMHUPOBAHUE  HJCOJIOTHUH,
NpOoaHAIM3UPOBAHBI 1EJIH, AYyJAUTOPUH, CIOKETHI, BepOaJbHbIC M HEBEpOAIbHBIC
CpeacTBa OENOPYyCCKOW KOMMEPYECKOW peKJaMbl, B KOTOPOH HCIOJIb30BaHBI
HAIlMOHAIBHBIE  TPAJIWIMW;  BBIACICHB  OCOOCHHOCTH  HCIIOJIB30BAaHHUS U
UHTEPIPETAIMY  HAIIMOHAJIBHBIX  TPAaguIMid B  peKiIaMe Ha  OCHOBE
KOHCTPYKITMOHHUCTCKOTO IOAX0/a; Obla JOKa3aHa BHICOKAas KOMMYHHKATHBHAs
3 PEeKTUBHOCTH HUCTIOJIB30BAHMS HAIIMOHAJIBHBIX TPAIUIINN B 0JIOPYCCKOM peKIaMe
Ha OCHOBE NPOBEACHHS TIIyOMHHOTO HWHTEPBBIO IO CICAYIONIMM IapameTpam:
pacno3HaBaeMoOCTh, 3a[IOMUHAEMOCTb, MIPUTATATENbHAS CUJla, aTUTAIMOHHAS CHUJIA;
Ha OCHOBE IPOBEIICHHBIX JKCIEPTHBHIX MHTEPBBIO M COOCTBEHHBIX PACCYXKICHHM
OBLIM TIPEJUIOKEHBI PEKOMEHAAINH 10 TOBBIIICHUIO Y(P(HEKTUBHOCTH PEKIAMHOM
JIeSITETHbHOCTH.

O6macTb BO3MOXKHOTO TMPAKTHUYECKOTO0 TMPUMEHEHHS: peKiiaMa, MapKEeTHHT,
CBSI31 C OOIICCTBEHHOCTHIO, yUeOHBIN MPOIIECC.

ABTOp pabOTHI MOATBEPKTAECT JOCTOBEPHOCTh MAaTEpUATIOB M PE3yJIhTAaTOB
JTUTUTOMHOM pabOoThI, a TAKKE CAMOCTOSATEILHOCTh €€ BBITTOJTHCHHUS.

E.A. AllekcanapOHOK




PIDEPAT JIBITIVIOMHA ITPALIBI

JlpiruioMHas npaia 3msinrdae: 60 craponak, 40 kperHil, 3 MatoHka, 3 TaOJiIbL,
10 npeIknagaHHAy.

HAIBISHAJIBHBIS TPAIBILIBII, IHTOPIIPOTAIBII, KAMEPIIBIMHA A
POKIIIMA, AIITSDHKA DOEKTHIYHACII].

AQ’eKT JacienaBaHHs — HAlBISTHAJIBHBIS TPAJIbIIGI ¥ Oenapyckai pakiiaMe.

[Ipanmer nacnenaBaHHs — aca0iBacil IHTIPIPATALBIL 1 allPHKA A EKThIYHACI
HaIBITHATBHBIX TPAJIBIIBIN Y OenapycKaii paKiame.

MbTa paboThl — Ha aCHOBE aHAJI3y alubIHHBIX Keiicay KaMeplblifHal pIKIIaMbl,
y SIKiX BBIKapBICTAHBIS HAIlBITHAIBHBIS TPAJIbIIBI Oemapycay, BBIABINb acabiiBacii
THTAPIIPATAIlBII HALIBITHATBHBIX TPAABIIBIN Y CTPYKTYPBI pIKJIaMHAl KaMyHIKaIbIi i
araHimb dQEKThIVHACID 1X Y3/I3€IHHE Ha CHIAXBIYIIA.

Mertanpl  naciefaBaHHs:  amicaHHe, Kiaciikamplsa, —aHami3,  CIHT?3,
abaryibHEHHE; aHalli3 JaKyMEeHTay; SKCIIepTHAE IHTAPB 10, TNIBIOIHHAE THTIPB 10.

ATpbIMaHbISl BBIHIKI 1 1X HaBI3HA: y BBIHIKY MpaBe3eHara Jgacie/iaBaHHs ObLIl
BBIBE3CHBI HACTYMHBIA (PYHKIBII PO3HBIX TPYN HAIbITHAIBHBIX TPAABIIBIA Y
pAKJIaMHal KaMyHIKallbll: TPAHCIALBISA ¥ TpamMajicTBa KallITOYHACISAY 1 YCTaHOBAK,
cupbisiHHE (apMaBaHHIO CTIplaThINAy, JarnaMora IHIBIBIAY ajanrtaBaiia Yy
rpamajicTBe, (apmipaBaHHE 1/13aJiOTii; TMpaaHali3aBaHbIA MATHI, aYBITOPHII,
CIOKOThI, BepOaNbHBIL 1 HEBepOabHBIA CpPOJKI Oelapyckail KaMmeplibliHaM
POKJIaMBbl, Yy SIKOM BBIKAPBICTAHBI HALBITHAIBHBIA TPAJbIIIbl; BbUTYYaHbBIA
aca0:iBacIli BRIKAPBICTAHHS 1 IHTIPIIPATAIIbI HALIBITHAJIBHBIX TPAJIBIIBIN y pIKIaMe
HAa AaCHOBE KAHCTPYKIBISHICTCKara majbpixoay; Oblla Jaka3aHas BBICOKas
KaMyHIKaTblyHasi 3(EeKThIYHACIb BBIKAPHICTAHHS HAIBISTHATIBHBIX TPABIIBIA Y
Oemapyckail pakiamMe Ha aCHOBE MPaBS3EHHS IJII0IHHATA IHTIPB 10 T1a HACTYITHBIX
nmapaMmeTpax: pacla3HaBajlbHACIlb, 3allaMiHaeMacilb, TMpBIMTalbHAsS — Cija,
ariTainplifHas ClJia; Ha aCHOBE MPABEI3CHBIX HKCIIEPTHBIX IHTIPB 10 1 YITaCHBIX pa3Bar
ObLIl TpamaHaBaHbl PAKAMEHJAIBIl A TMaBBIIIIHHI A()EKTRIYHACI pPIKIAMHAM
A3eiHactli.

Bo6macip MardpiMara mpakThIYHAra TMPBIMSHEHHS: pPIKJIaMa, MapKETHIHT,
CYBsI31 3 TPaMaJICKACIII0, HABYYaIbHBI MIPaIdC.

A¥Tap mparsl manBsApIKae TMAYHACIH MaTIPhisUIAY 1 BBIHIKAY JBITIOMHAN
mparipl, a TaKCaMa CaMacTOWHACIb 5I¢ BRIKAHAHHS.

K. A. AnekcanapoHak




RESUME

Thesis contains: 60 pages, 40 sources, 3 figures, 3 tables, 10 appendices.

NATIONAL TRADITIONS, INTERPRETATION, COMMERCIAL
ADVERTISING, EFFICIENCY ASSESSMENT.

The object of the research is national traditions in Belarusian advertising.

The subject of the research is the peculiarities of interpretation and assessment
of the effectiveness of national traditions in Belarusian advertising.

The purpose of the work is based on the analysis of domestic cases of
commercial advertising in which the national traditions of Belarusians are used to
identify the peculiarities of the interpretation of national traditions in the structure
of advertising communication and to assess the effectiveness of their impact on the
consumer.

Research  methods:  description, classification, analysis, synthesis,
generalization; analysis of documents; expert interview, in-depth interview.

The results obtained and their novelty: as a result of the study the following
functions of various groups of national traditions in advertising communication were
derived: transmission of values and attitudes into society, promoting the formation
of stereotypes, helping an individual adapt in society, forming an ideology; the goals,
audiences, plots, verbal and non-verbal means of Belarusian commercial advertising
in which national traditions are used have been analyzed; the features of the use and
interpretation of national traditions in advertising on the basis of the constructionist
approach are highlighted; the high communicative efficiency of using national
traditions in Belarusian advertising was proved on the basis of in-depth interviews
on the following parameters: recognizability, memorability, attractive power,
agitation power; on the basis of expert interviews and own reasoning,
recommendations were made to improve the effectiveness of advertising.

Possible practical applications: advertising, marketing, public relations,
educational process.

The author of the work confirms the reliability of the materials and results of
the thesis as well as the independence of its implementation.

K.A. Aleksandronok




