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PE®EPAT JUIIJIOMHOM PABOTbHI

Junomuas pabota coaepxut: 60 cTp., 66 HCTOUHUKOB, 15 mpuIoKEeHUI.

PEKJIAMA, PEKIIAMHAA KOMMVYHUKAILIMA, TEHJAEPHBIE
CTEPEOTHUIIBI, KOMMVYHUKAIIMA C LEJIEBBIMU AYIAUTOPUAMU,
DODOEKTUBHOCTH PEKJIAMHON KOMMYHUKAILINN,

OOBeKT uccienoBaHus — peKJiaMHasi KOMMYHUKaIUs OeT0OpyCCKUX OpeHI0B,
HCIIOJIb3YIOIIast )KEHCKHE U MY>KCKHe 00pasbl. [Ipenmer ucciienoBanust — mpooiaemMsl
1 0COOEHHOCTH BBICTPAaUBaHUs PEKIIAMHONM KOMMYHHKAIMU OEOpyCCKUX OpEeHI0B
C YYETOM I'€HJIEPHOI0 acIeKTa.

Llens pa®oThl — HAa MpUMepe PEKIAMHOW KOMMYHHMKAIUU OEIOpYyCCKUX
OopennoB 3a nepuoj 2018 — 2021 rr. npoaHaau3upoBaTh MPOOJIEMbl COBPEMEHHOM
pEeKJaMbl C TOYKM 3pPEHHUs TEHIEPHOIro MOAXO0Ja M, MCXOAS M3 ATOr0 aHalu3a,
OTpEJEUTh MPOOJIEMbI 1 OCOOEHHOCTU PEKJIAMHON KOMMYHUKALUU O€I0pPYyCCKUX
OpeHI0B Ha COBPEMEHHOM JTarle.

Metonbl HMCCIENOBaHUSA: CHCTEMHBIM TOAXO0M, a0CTPAKTHO-TOTUYECKHH,
OINHMCaHKE, METaaHalu3, SKCIEPTHOE UHTEPBbHIO, (HOKyC-TpyMIa, KEHC-CTaIH.

[lomyueHHble pe3ynbTaThl W WX HOBU3HA: BBHISBICHBI CYNIHOCTHBIC
XapaKTePUCTUKH TOHSATHUSL «PEKJIaMa» U «TEHIEPHBIE CTEPEOTHUIIbI» B PEKIAMHOM
KOMMYHHUKAllUM; BBIJIEJICHbl OCOOCHHOCTH BOCHPUATHS PEKJIaMbl IIEJIEBBIMU
ayIUTOPUSIMH; OIPEACIIEHbl 0COOCHHOCTU BO3JIEUCTBUSI T€HIEPHBIX CTEPEOTHUIIOB
Ha 1eJIeBbIe ayJIUTOPUU; OIPEACNICHbI MPEANOChUIKH (HOPMUPOBAHMS TEHIECPHOM
JUCKPUMHUHAIIMK B PEKIAMHBIX  CIOKeTax  OeJopycCKUX  OpeHJIOB;
npoaHaIM3UpoBaHbl 3P dekTuBHBIE W HEAIDPEKTUBHBIE CIIOCOOBI PEKIAMHOM
KOMMYHHKaIMK Oenopycckux OpeHmoB 3a mepuon 2018 — 2021 rr.; oneneHa
3 PEKTUBHOCTH PEKIIAMHON KOMMYHUKAITUN O€ITOPYCCKUX OPEHIOB ¢ TOUKH 3PSHUS
reHjaepa; TMPeUIOKEHbl  PEKOMEHJAUM 10  ONTUMHU3AIMU  PEKIaMHOM
KOMMYHHUKallUU OENOPYCCKUX OPEeHNIOB C YYeTOM TeHAEepHOro acnekra. HoBuzHa
paboThl 3aKIIOYaeTCsl B MPEIJIOKEHUHM HAyYHO-OOOCHOBAHHBIX PEKOMEHIAIUN
[0 ONTUMM3AINKN PEKJIAMHOM KOMMYHHUKAlUU OENOpycCKUX OpEeHIOB € y4eTOM
T€H/IEPHOTO aCIEeKTa.

Pe3ynbTarhl AUMIIOMHOTO UCCIIE0OBAHUS UMEIOT MPAKTHUECKYIO 3HAUUMOCTb.
OHM MOTYT CTaTh TEOPETUUECKOW M TpaKTUYECKOW 0a3oil 1y JabHEHIIero
UCCIIEIOBAHMS 10 TEME PEKIAMHBIX M TE€HJEPHBIX KOMMYHHUKALUH, a TaKkxke A
peasibHOM onTUMHU3aUU 3)PEKTUBHOCTH PEKIIAMHON KOMMYHUKALIUK O0€JI0PYCCKUX
OpEeH/I0B C IIEJIEBBIMH AYAUTOPUIMHU.

ABTOp pabOTHI MOATBEPKAAET JOCTOBEPHOCTh MAaTEPHAIOB M PE3yJIbTATOB
JIUITIOMHOM paboThI, a TAKXKE CAMOCTOATEIBHOCTh €€ BBITTOJTHEHUSI.

Uepnsax M.JL




PO®EPAT JbIIIJIOMHAM PABOTbHI

JpiruioMuas mpana 3msmrgae: 60 crap., 66 kpbiHil, 15 nanarkay.

POKIIAMA, POKIJIAMHAA KAMVYHIKAIIbIA, I'EH/IOPHbBIA
CTOPAATHIIIBL, KAMVYHIKAIIBISI 3 MDATABBIMI  AVJIBITOPBISIMI,
DOEKTBIVYHACIb POKJIAMHA KAMVYHIKALIBIL

AG’exT nacneaBaHHs — pIKJIaMHas KaMyHIKalblsl Oenapyckix OpaHaay, sikas
BBIKApBICTOYBA€ >KaHOYBIA 1 MYXKYBIHCKIS BoOpasbl. IlpagmeTr naciemaBaHHS —
npabieMbl 1 acaliiBacli BbIOYJOYBaHHS pIKJIaMHAal KaMyHiKalbll OenapycKix
OpaHIay 3 yJiKaMm TeHapHara acrekry.

MbTta nacnenaBaHHs — Ha MPBIKIAJ3€ PIKIAMHAN KaMyHIKallbll OenapycKix
Opannay 3a nepeisg 2018-2021 rr. mpaananizaBais mpadiieMbl cydacHai pIKIaMBbl 3
NYHKTY TJIC/DKaHHS TeHJapHara MajbIXoay 1, 3BIXOA3S4Ybl 3 T3Tara aHami3y,
BBI3HAUBIIIb MTPadsIeMBblI 1 acabiiiBacill paKJIaMHal KaMyHIKaIell Oenapyckix OpaHaay
Ha Cy4YacHBIM JTare.

Mertabl qacienaBaHHs: CICTAMHBI MaAbIX0/1, a0CTpaKTHA-JIar1vyHbI, alliCaHHE,
MeTaaHalli3, SKCIepTHae IHTIPB'T0, POoKyc-TpyIa, Keic-cTaasi.

ATpbIMaHbIsl BBIHIKI 1 1X HaBi3HA: BBISYJIEHBI CYTHACHBII XapaKTapbICTHIKI
NaHAIIS «pIKJIaMa» 1 «TEHIPPHBIS CTIPAIATHINBDy Y pPIKIAMHAW KaMyHiKaIlbli;
BbUTyYaHbl —acaliiBacili YCIpPhIMAHHS PAKJIAMbl MATaBBbIMI  ayJIBITOPBISMI,
BbI3HAYaHbl acaliiBacill Y3A3€SHHA TEHIPPHBIX CTIPIAThINAY Ha MOTaBBIS
ayIBITOPBI1; BBI3HAYAHBI TIEPaTyMOBBI (hapMipaBaHHS T'eHApHAN ABICKPBIMIHALII ¥
POKIIaMHBIX CIOKATax Oenmapyckix OpaHaay; mpaaHadizaBaHbl AS()EKTHIYHBIA 1
HeA(DEKTHIYHBISA criocadbl paKJIaMHall KaMyHiKalbli Oeapyckix OpaHaay 3a MephIsia
2018-2021 rr.; ampHeHa A(EKThIYHACI, pIKJIaMHAl KaMyHIKalplli OenapycKix
OpsHIay 3 TMYHKTY TJIEKaHHS TEHIPpa; IparaHaBaHbl pIKaMEHJAIbll I
anThIMi3allbll pIKIaMHAl KaMyHIKaIell O6enapyckix OpaHaay 3 yiaikaMm TreHadpHara
acnekty. HaBizHa mparpl 3akiirouaelriiia y MpanaHoBe HaBYKOBa-aOTpYHTaBaHBIX
pAKaMEHAIBIN Ma anThIMi3allbli pIKJIaMHAl KaMyHIKallbll Oeapyckix OpaHmay 3
yJIiKaM TeH/IapHara acrekTy.

BrIHIKI IBITUIOMHAra jgaciie/laBaHHs Marollb MPAKTHIYHYIO BapTacilb. SIHBI
MOT'YIIb CTaIlb TIAP3THIYHAW 1 MpaKThIYHAW Oaszail mJis jajeimnara jacieaBaHHS
Ma TAOME POKJIAMHBIX 1 TEHIPPHBIX KaMYHIKaIplif, a Takcama i pdlajbHail
anThIMi3aIell  APEKTHIYHACHI pOKIAMHA KaMyHIKamplli Oenapyckix OpaHmay
3 M3TaBbIMI ayABITOPHISMI.

AyTap mpanbl MAANBApP/KAC JaKJIaJHACIh MaTIpbIsIay 1 BBIHIKAY
JBITTIOMHAN Tparibl, a TAKCaMa CaMaCTOMHACIh sie BEIKAHAHHS.

Yapusax M.JL




ABSTRACT

The thesis contains 60 pages, 66 sources, 15 applications.

ADVERTISING, ADVERTISING COMMUNICATION, GENDER
STEREOTYPES, COMMUNICATION WITH TARGET AUDIENCES, THE
EFFECTIVENESS OF ADVERTISING COMMUNICATION.

The object of the research is advertising communication of Belarusian brands
using women's and men's images. The subject of the research is problems and
features of building advertising communication of Belarusian brands with a gender
perspective

The aim of the research is using the example of advertising communication of
Belarusian brands for the period 2018 — 2021, to analyze the problems of modern
advertising from the point of view of the gender approach and, based on this analysis,
to determine the problems and features of advertising communication of Belarusian
brands at the present stage.

The methods used are as follows: system approach, abstract-logical,
description, meta-analysis, expert interview, focus group, case study.

The results obtained and their novelty: the essential characteristics of the
concept of «advertising» and «gender stereotypes» in advertising communication
are revealed; the features of the perception of advertising by target audiences are
highlighted; the features of the impact of gender stereotypes on target audiences are
determined; the prerequisites for the formation of gender discrimination in
advertising stories of Belarusian brands are determined; the effective and ineffective
methods of advertising communication of Belarusian brands for the period 2018-
2021 are analyzed; the effectiveness of advertising communication of Belarusian
brands from the point of view of gender is evaluated; recommendations for
optimizing the advertising communication of Belarusian brands, taking into account
the gender aspect, are proposed. The novelty of the work lies in the proposal of
scientifically-based recommendations for optimizing the advertising communication
of Belarusian brands, taking into account the gender aspect.

The results of the diploma thesis have practical significance. They can become
a theoretical and practical basis for further research on the topic of advertising and
gender communications, as well as for real optimization of the effectiveness of
advertising communication of Belarusian brands with target audiences.

The author confirms the authenticity of the material and the results of the
thesis and the originality of the research.

Chernyak M.L.




