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PEDEPAT

Jumnomuas paboTa: cTpaHul] — 62, mpuoxeHuit — 9, uCTouHNKoB — 41

KntoueBeie  cioba: PEKJIAMA, COLIMAJIBHASA  PEKJIAMA,
BEJIOPYCCKOE TEJIEBUAEHUE, OO®OEKTHMBHOCTbH, CTPATEI'UN,
OBIIECTBO, LIEJIEBAS AYIUTOPUA

AKTYaJIbHOCTh HMCCJIEIOBAHUSL OOYCJIOBJIEHA TE€M, 4YTO COLHMAJIbHAs
pekiiama SIBIsIeTCSl MPU3HAHHBIM BO BCEM MHUPE HHCTPYMEHTOM (OpPMHUPOBaHUS
co3HaHus oOmecTBa. MHTepec obmiecTBa K JaHHOMY BHUAY WH(OPMaIMOHHOU
JEATEeIbHOCTH BBI3BaH OOJBIIUM KOJUYECTBOM COIMAIBHBIX MpoOseM. J[aHHBIM
BUJ PEKJaMbl HANpPaBJIEH HAa HU3MEHEHUE I[IOBEICHYECKOM MOJENU JIIOJIEH U
pelIeHre aKTyalbHbIX MPOOJIEM.

O0BbeKTOM HCCIeIOBaHUS SIBJIIETCS COllMajbHas peKiiamMa Ha 0eIopycCKOM
TEJICBUICHUMU.

IIpeamer uccienoBaHMsi — cTpaTeruu, QyHKIUU U LEJeBas ayAUTOPHUS
COLIMAJIbHOM pEKJIaMbl Ha TenekaHaine «bemapycs [».

Ieanb uccjieoBaHusl - CHCTEMHBIN aHAIU3 CTpaTerui, PYHKIIWHA U 1IeJIeBOM
ayIUTOPUH COLIMATILHOM peKJIaMbl B COBPEMEHHOM O€JIOpYCCKOM Teseadupe.

MeToabl MCCIEA0BAHUA - HCTOPUYECKUN, CUCTEMHBIN, aHATUTHYECKHUM,
CTPYKTYPHO—(DYHKITHOHAIIbHBIN, COMIOCTAaBUTEIHHBIN, KOMILICKCHBIM.

IlonyyeHHble pe3yabTaThl W HMX HOBH3HA! B  UCCIEJOBaHUU
paccMmatpuBaeTcsl cojepkaHue, GYyHKIUU W TEHACHIIMU DPAa3BUTHUS COIUATBHOMN
pPEKJIaMbl; aHAJIU3UPYETCS CYLIECTBYIOIINI COIMANIbHBIM KOHTEHT Ha OEJI0pyCCKOM
TEJIEBUEHUU U CIOCOOBI ero mojayu Ha TenekaHane «bemapyces 1»; Ha mpumepe
pPEKJIaMHOTO BelllaHus TeyekaHnana «benapych 1y BbISBICH MOTEHIIMAN COIMATBHOMN
pEeKJIaMbl B PEILIEHUH OOIIECTBEHHBIX MPOOIIEM.

IlpakTHyeckass 3HA4YUMOCTb: OOO3HAUeHHbIE B JaHHOW  paboTe
0COOEHHOCTH W TEHICHIIMU Pa3BUTHs COIMAIILHOW pekiiambl B bemapycu moryr
OBITh UCIIOJIH30BaHbI B KAYECTBE OCHOBBI JJII TTOATOTOBKH MPOTPaMM M IIPOCKTOB
0 Pa3BUTHUIO C(hEephl COMHAIBHONW PEKJIaMbl, a TaKkke i pa3paboTku ydeOHO-
METOJMYECKUX MATEPHAIOB B MPAKTHKE pabOThl TOCYJAPCTBEHHBIX YUPEKICHUM,
HEKOMMEPUYECKUX OpraHU3aliil U MEKBEJOMCTBEHHBIX COBETOB IO PEKJIAME.

ABTOp pabOThl MOATBEPKIAAET JOCTOBEPHOCTH M CAMOCTOSITEILHOCTD
UCCJICIOBAHMS, a TAKK€ OOBEKTUBHOCTh CCHIJIOK Ha MCTOYHUKH, UCIIOIH30BAHHBIE
B pabore.

Kpasuux A./1.



PODEPAT

JlpinniomMHas npatia: crapoHak — 62, nanatkay — 9, kpbinii — 41.
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BEJIAPYCCKAE  TDRJIEBAUAHHE, D®EKTBIYHACI, CTPATOITII,
I'PAMAJICTBA, MOTABAS AV IbITOPBISA

AKTyaJlbHACUb JacjelaBaHHA aOyMOYyJIeHa TbhIM, IITO CalblsyIbHAs
paKiama 3'syiselia NMpbI3HaHBIM Ba YCIM CBele 1HCTpyMeHTaMm (apMipaBaHHS
cBamomacii rpamancrea. ILlikaBacup  rpamajacTtBa Ja  Jaa3eHara  Bidy
iHpapmanpliinali  3edHacli  BbIKJIKaHA BsUTIKAM  KOJBKACIIO  CallbISIbHBIX
npabnem. Jlam3eHbl BiJ paKiIaMbl HaKipaBaHbl Ha 3MSHEHHE MaJdl MaBOA3IH
JIFOJ3€H 1 BBIPAIIPHHE aKTYaJbHBIX MpabdiieM.

AO'eKkTaM nacienaBaHHs 3'Syselliia caibisuibHas pakiama Ha bemapyckim
TaJe0ayaHHI.

IIpaamer pacnemaBaHHS — CTpaTdrii, (QYHKIBII 1 MdITaBas ayabITOPbIS
caublsJIbHAN paKIIaMbl Ha TaiekaHase «benapycs 1.

MbTa aacjieaBaHHsI — CICTOMHBI aHaN3 CTpaTArid, QYHKIBINA 1 MITaBan
ayIBITOPHI1 CallbIsUIbHAN PAKIIAMBI ¥ CydacHBIM OeNapycKiM TAned(ipsbl.

MeTtaabpl fgacjiefaBaHHsI — TICTapbIYHBI, CICTOMHBI, aHAJIITHIYHBI,
CTPYKTYpHa—(yHKIBISTHATBHBI, CyNacTayIsIbHbI, KOMILIEKCHBI.

ATpbIMaHbIsl BbIHiKI 1 iX HaBi3HA: y gaciienaBaHHI pas3riisiaciia 3MecCT,
(GyHKIBI 1 TOHIPHIBI Pa3BIMIld CalbIsUIbHAN PIKJIAMBbI; aHAII3yellla iCHYIOUbI
CalbIsJIbHBI KaHTPHT Ha bemapyckiM TonebadanHi 1 cmocabbl SAro Mmajaadbl Ha
Tanekanaie «bemapych 1»; Ha TpBIKIam3e pIKIaMHAra BSAITYaHHS TOJICKaHAla
«benapycely BBIAYISCIa TATIHIBIAT CalblsUIbHAM PAIKIaMbl ¥ BBIpANIIHHI
rpaMajicKix mpadiem.

IpakThluHasi 3HAYHACIHB: BBIAYICHBIS Y Jad3¢HA Ipalrbl acabiiBacii 1
TOHDHIIBI  Pa3Billll calblsulbHAl pokiaMbl ¥ bemapyci  moryms — Obiiib
BBIKAPBICTAHBI ¥ SKACIIl ACHOBBI JIS TAJPHIXTOVKI Tparpam 1 mpaeKkTay ma pa3Bilili
cdepsl calbsIbHAN PIKIIaMBI, a TaKcama JUIs pacipanoyki ByusOHa-MeTa bIYHbIX
MaTAIPbIAIAy Y MPaKThIUbl padOThl I3Sp’KAaYHBIX YCTaHOY, HEKAMEPLBIMHBIX
apraHi3aIbplii 1 MibXkKBeTaMacHBIX CaBeTay ma pIKIame.

A¥Tap mpanpsl nauBsip/pKae JaKiaJHaclb 1 caMacTOMHACIb JacieaBaHHs, a
Takcama a0'eKThIYHACLb CIIAChUIAK Ha KPBIHILBI, BEIKAPHICTAHBIS ¥ MpaLlbI.

Kpayusix 4. JI.
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The relevance of the research is due to the fact that social advertising is a
globally recognized tool for shaping the consciousness of society. The public's
interest in this type of information activity is caused by a large number of social
problems. This type of advertising is aimed at changing the behavioral model of
people and solving current problems.

The object of the study is social advertising on Belarusian television.

The subject of the study is the strategies, functions and target audience of
social advertising on the Belarusl TV channel.

The purpose of the study is a systematic analysis of the strategies,
functions and target audience of social advertising in modern Belarusian television.

Research methods — historical, systemic, analytical, structural and
functional, comparative, complex.

The results obtained are their novelty: the study examines the content,
functions and trends in the development of social advertising; analyzes the existing
social content on Belarusian television and the ways it is presented on the Belarus
1 TV channel; the potential of social advertising in solving public problems is
revealed by the example of the advertising broadcast of the Belarus1 TV channel.

Practical significance: the features and trends of the development of social
advertising in Belarus identified in this work can be used as a basis for programs
and projects for the development of social advertising, as well as for the
preparation of educational and methodological materials in the practice of
government agencies, non-profit organizations and interdepartmental advertising
councils.

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

Kravchik Y.D.



