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PE®EPAT JJMIILJIOMHOM PABOThHI

Junmomuas padora comaepxut: 62 crpanunbl, 49 ucroyHukoB, 12 pHUCYHKOB,
5 Tabmui, 7 TPUIOKESHUH.

[lepeuenp kmoueBbix cnoB: SMM, SOCIAL MEDIA MARKETING,
COLMAJIBHBIE CETU, KOHTEHT-CTPATEI' M, PEKJIAMA.

OOBeKT uCClemOBaHUS —  pEKIaMHAas KOMMYHHKaIus  OelopyccKux
OpTraHU3AIHA B COIMATBHBIX CETSIX.

[IpenMeT uccrenoBaHUs — KOHTEHT-CTpaTeTrHsi OEIOPYCCKHUX OpTaHW3alui B
COLIMAJIFHBIX CETAX, €€ aHAIN3 U ONITHMH3AIIHSL.

[lenp pabGoThl — TPOAHATM3UPOBATH KOHTEHT-CTPATETHH  OEIOPYCCKHUX
OpraHu3aliii B COLMAJIBHBIX CETSAX, BBIABUTH MX OCOOCHHOCTH W TEHJCHIHUU U
ONITUMH3UPOBATh KOHTEHT-CTPATETUIO KOMMYHUKAIITHOHHOTO areHTCTBa
PRCI.Storytellers B conmanbHbIX CeTsX.

MeTonbl ucCCie0BaHUs: KCIEPTHOE UHTEPBHIO, KOHTEHT-aHAIIN3, CTPYKTYpPHO-
GyHKIHOHATIBHBIN aHATU3, METO 1 HAOJIOICHUS.

[Toy4yeHHbIE pe3yNbTaThl U UX HOBU3HA: B paMKax pabOThl M3yueHa CYIIHOCTb,
BO3MOKHOCTH M TIEPCIIEKTUBBI KOMMYHUKAIIMK OPEHIOB B COIMAIBHBIX CETAX, JIaHa
oOmrasi XxapakTepucTUKa HamOoJiee MOMYJSPHBIX COIMANBbHBIX ceTell B PecmyOunke
benapych U BbIICNIEHBI UX OCHOBHBIC (DYHKIIMH, MPOAHAIM3UPOBAHBI BO3MOKHOCTU
COLIMAJIBHBIX CETEeH Il PeKJIaMHBIX KOMMYHHUKAIUH OpEHII0B, M3y4YE€HBbl OCHOBHBIC
WHCTPYMEHTBI TIPOJIBIDKCHUSI B COIMAIBHBIX CETAX, JaHa HMX XapaKTePUCTHUKA,
npoaHanu3upoBaHa A((PEKTUBHOCTh KOHTEHT-CTPATETMH  KOMMYHHUKAIMOHHOTO
arentctBa PRCI.Storytellers u xpearuBnoro arenrctBa JAM.SMM B conmaibHBIX
CETSX.

HoBuszHa pabGoThl 3aKkiato4yaeTcss B LEIOCTHOM  aHAM3€  PEKJIAMHBIX
WHCTPYMEHTOB TIOMYJISIPHBIX COIMAIBHBIX CETeH M BO3MOXKHOCTEH pEKJIaMHBIX
KOMMYHUKAIIMI B HUX, BBIPAOOTKE PEKOMEHIAINI 10 CO3/IaHUI0 KOHTEHT-CTPATETvid
JUTs1 0€TTOPYCCKUX OPEHIOB B COIIMAIBHBIX CETSIX.

OO6sacTb BO3MOXHOTO TMPAKTUYECKOTO0 MPUMEHEHUs: padoTa MOXKET OBITh
WHTEpPECHa W TIOJIe3HA CIIECIUAUCTAM OTJEIOB MAapKETHUHTa, PEKJIaMbl U CBS3EH C
OOIIECTBEHHOCTBHIO VI BBISBICHUS TEHACHIIMA B CO3JaHUM KOHTEHT-CTpaTeruid
opraHu3anuii Ha OEJOPYCCKOM pBIHKE, BBIPAOOTKE OOIIEro mepedeHs MpaBui IO
CO3JaHUIO CTpaTeTUH TPOJBIKCHHSI B COIMAIBHBIX ceTsx. PaboTa Takxke MOXKET
OBITh MHTEPECHA MPETNOoaBaTesiM B y4eOHOM MpOIecCe MPHU pa3padOTKEe W YTEHUU
Kak 0a30BBIX KYPCOB MO MapKETUHTY B COIMAIBHBIX CETAX, TaK W CHEIKYPCOB IIO
CO37aHUI0 KOHTEHT-CTPATeTuii st OPEHIOB B COIIMANBHBIX CETAX.

ABTOp paboThl TOATBEPkKAACT JOCTOBEPHOCTh MATEPHAIOB M PE3yJIbTaTOB
JTUTITIOMHOM pabOThI, 8 TAK)KE CAMOCTOSITEIBHOCTD €€ BBITIOJTHEHUS.

IO.A. IleTpoBa
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PO®EPAT JBIIIVIOMHAWM ITPAIIBI

JlpimioMHas mparna 3msigae: 62 craponki, 49 kpeHin, 12 mamonkay, 5 tadmii,
{ IIpBIKIaTAHHSY .

[lepamix xmouaBeix cmoy: SMM, SOCIAL MEDIA MARKETING,
CALBIAJIBHBIA CETKI, KAHTOHT-CTPATOI'TA, POKIIAMA.

AG'exT macnemaBaHHS — poKJIamMHas KaMyHIKalpls OelapycKix apraHizaiblii y
CalbISUIBHBIX CETKaX.

[IpanMer nacnemaBaHHS — KaHTIHT-CTPATATis OenapycKiX apraHizaublii y
CalbISUILHBIX CETKaX, € aHaji3 1 allThIMi3allblsl.

MbTa mpartpl — MpaaHaiizaBalb KaHTIHT-CTPATATil OenapycKiX apraHizaulblil y
CalbIsNIBHBIX CETKaX, BBIABIIB 1X aca0iiBacIll 1 TOHADHIIEI 1 alThIMI3aBalb KaHTIHT-
CTpaTaTiro KamyHiKarpliiHara areanrsa PRCI.Storytellers ¥ canpisuibHBIX ceTKax.

MeTtanpl naciieaBaHHs: SKCIIEPTHAE IHTAIPB'I0, KaHTIHT-aHAI3, CTPYKTypHa-
(yHKUBISIHAJIBHBI aHAJI13, METAJl Ha31paHHS.

ATppiMaHbld BBIHIKI 1 1X HaBI3HA: y paMKaxX Mpalbl JacliefaBaHa CyTHaclb,
MardbIMacll 1 MepCreKThIBbl KaMYHIKaIbll OpAHAAY y CallbIsUIbHBIX CETKaX, Jaj3€Ha
aryibHasi —XapaKTapbICThIKa HAHOOJbII MANyJSpPHBIX CaUbIUIBHBIX CETaK y
Pacniyominbl  Benapyce. Beiazenensl 1X acHOYHbIA (DYyHKIBI, MpaaHalli3aBaHb
MardbIMacll CalblsUIbHBIX CETaK JJI1 PIKIAMHBIX KaMyHIKalblii Op3H/1ay, BbIBYUaHbBI
ACHOYHBIS 1HCTPYMEHTBl TIPACOYBAaHHA Yy CalbBUIBHBIX CETKaX, JaJ3eHa IX
XapaKTapbICTHIKA, npaaHali3aBaHa 3(EeKTBIYHACIb KaHT3HT-CTPATIrii
kamyHikanpiiiaara arenirea PRCI.Storytellers i kpaaterynara areanrsa JAM.SMM ¥
CalbISUIbHBIX CETKaX.

Hagi3zHa mpainpbl ckiagaernia y I[3JIACHBIM aHalli3€ PAKJIAMHBIX IHCTPYMEHTay
NaMyJISPHBIX CAlbISUIbHBIX CETAK 1 MardbIMaclsy pIKJIaMHbBIX KaMYyHIKalbIA y 1X JJis
Opaunay y Pacry6uinel benapych, KOMIIJIEKCHBIM aHaATi3€ KaMyHIKallbI apraHizallblii
y CalbIJIbHBIX CETKAaX 1 BBINPALOYIbl pIKaMeHAAlblid Ma CTBApIHHI KaHTIHT-
CTpAaTarii s 6enapyckix Op3HAaY y calblsUIbHBIX CETKaX.

Bo6nacip MarysiMara npakThlyHara nNpbIMSIHEHHS: Mpaiia Moka ObIlb I[IKaBas 1
KapbICHasl JJIs CHENBLUTICTAY ajaja3enay MapKeThIHTy, pAKJIaMbl 1 CYBS3SY 3
rpaMajiCKacIio JUIsl BBISYJICHHS TOHADHIBIM Yy CTBApdHHI KaHTAIHT-CTPATATIH
apraHizaiblii Ha OelapycKIM PBIHKY, BBIIPALOYIIBI aryjibHara nepaiiky mpasijay na
CTBap3HHI CTpATA3ril MpacoyBaHHS ¥ calblsUIbHBIX ceTkax. IIpama Takcama moxka
OBbILb I[IKaBasi BBIKJIAIYbIKaM Y HaBYYaJIbHBIM MpalCce Npbl pacuparoyibl 1 YbITaHHI
K 0a3aBbIX Kypcay Ia MapKEeThIHTy Y CalbIJIbHBIX CETKaX, Tak 1 CHelKypcay mna
CTBapA3HHI KAHTAHT-CTPATATIH AJis1 Op3HIAY Y CAlbISUIbHBIX CETKaX.

A¥Tap mpaipl nanBAppKae MAYHACIh MATIPhisUIay 1 BBIHIKAY ABITIJIOMHAM
npaiibl, a TaKCaMa CaMacTOMHACLD i€ BIKAHAHHS.

IO.A. IleTpoBa
3




RESUME

Diploma work includes: 62 pages, 49 source applications, 12 pictures,
5 spreadsheets, 7 applications.

List of key words: SMM, SOCIAL MEDIA MARKETING, SOCIAL
NETWORKS, CONTENT STRATEGY, ADVERTISING.

The object of the research is advertising communication of Belarusian
organizations in social networks.

The subject of the investigation is the content strategy of Belarusian
organizations in social networks, its analysis and optimization.

The purpose of the work is to analyze the content strategies of Belarusian
organizations in social networks, identify their features and trends, and optimize the
content strategy of the PRCI.Storytellers communication agency in social networks.

Research methods: expert interviews, content analysis, structural and
functional analysis, observation method.

The results and their novelty. In this work were studied and analyzed: the
essence, possibilities and prospects of brand communication in social networks; the
most popular social networks in the Republic of Belarus and their main functions; the
possibilities of social networks for advertising communications of brands; the main
promotion tools, their characteristics; the effectiveness of the content strategy of the
PRCI.Storytellers communication agency and the creative agency JAM.SMM in
social networks.

The novelty of the work is in the holistic analysis of advertising tools of
popular social networks and the possibilities of advertising communications in them
for brands in the Republic of Belarus. A comprehensive analysis of the
communications of organizations in social networks and the development of
recommendations in creating content strategies for Belarusian brands in social
networks.

The area of possible practical application: this work may be interesting and
useful to specialists from marketing, advertising and public relations departments to
identify trends in the creation of content strategies for organizations in the Belarusian
market, to develop a general list of rules for creating a promotion strategy in social
networks. The work can also be interesting for professors in the educational process
when developing and reading both basic courses on social media marketing and
special courses on creating content strategies for brands on social networks.

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

J.A. Petrova




