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PE®EPAT JJUIIJIOMHOM PABOTbHI

O6beM TUIIIOMHOM paboThl — 61 cTpaHUIBI.

KonudecTBo nCnonb30BaHHBIX HCTOYHUKOB — 52,

KiroueBble cjioBa: colnuanbHas pekiama, >KaHpOBble (OPMBI COIMAIbHON
pEeKJaMbl,  TMO3MLIMOHUPOBAHUE, TO3UIMOHUPOBAHUE  COLMAIBHOW  PEKJIaMBl,
MapKEeTUHI COLMAJIbHOM peKJIambl, HapyXHas COLMaNbHAs peKjaMa, >KaHpPBI
COLIMAJILHOM PEKJIaMbl, TUIIBI U BUJIbI COLIMATIEHOMN pEeKJIaMbl.

OO0beKT nccjie0BaHus — CollMalIbHAs pekiama B 6enopycckux CMU.

IIpeamer uccjieoBaHusl — >KaHPOBO-TEMATHUYECKas crielMPUKa COIMAIbHON
peknamel B 0enopycckux CMU.

Heas wucciaeqoBaHusi — BBIIBUTH OCOOEHHOCTH KaHPOBO-TEMATUYECKOMN
cnenuuKI COLMaIbHOM pekiiaMbl B 6enopycckux CMU.

MeToabl uccjie0BaHUA: aHATUTHYECKOe O00O00IIeHHe, OINUCaHue, aHaJu3,
CUHTE3, CPaBHEHHUE.

OO6snacTb NPUMEHEHHSI COCTOUT B TOM, UYTO PE3YJbTAThl MCCIECIOBAHUS MOTYT
OBITh HUCIOJB30BaHbl JJIsi MPOJOJKEHMSI HCCIIEJOBAHMS OCBEIEHUS OCOOEHHOCTH
’KAHPOBO-TEMATHUECKOM creln(UKU COIMAIBHON peKiIaMbl B IPYrHX OeI0pyCCKHX
CMMU. Taxxe maTepuaibl AUIJIOMHOTO MCCIEA0BAaHUS MOTYT OBITh MCIOJIb30BaHbI B
KayecTBE METOJOJIOTMYECKOM OCHOBBI I  INPOEKTUPOBAaHUSA  JIEKIIMOHHOTO,
CEMHHAPCKOI0 MaTepuaia MpenojaBaTesiiMU U B Ka4eCTBE OCHOBBI JUISl pa3pabOTOK
HAy4YHO-MCCIIEJOBATEIBCKUX CTATEN CTYACHTAMM.

Crenenb camMocCTOSITENbHOCTU. JlumuoMHas pabora mnpeacTaBiseT coOoM
CaMOCTOSITETILHO MPOBEJEHHOE aBTOPOM HccienoBaHue. B pabore u3ydeHsl HayqHO-
TEOPETUYECKNE HCTOYHMKHM, OTHOCSIIMECS K TeMe HccieqoBaHus. X OCHOBHBIE
HOJIOKEHUS] 0000IIEHBI M CUCTEMATU3UPOBAHBI.



PO®EPAT JBbIIJIOMHAM MMPALLBI

A6’€Mm nplTIoMHaM npansl — 61 cTapoHKI.

Konbkacib BbIKapbICTaHBIX KPBIHIL — 2.

KirouaBpisi €10BbI: canplsiIbHas poKiIaMa, XKaHpaBbis (HOPMBI callbIsLTbHAN
pAKJIaMbl, Ta3ilbITHABaHHE, NAa3ilbITHABAHHE CalbLUIbHAN PAKIAMBI, MapPKETHIHT
calplsiIbHAM  poKiaMbl, BOHKaBas calbLsUIbHAS pPOKJIaMa, >KaHPbl CalbIsJIbHAN
PAKJIaMBI, THITHI 1 BiJIBI CaIlbIsITbHAN PIKIIaMBI.

A0’eKT gaciegaBaHHs — calblslibHasA pakiama ¥ 6enapyckix CMIL

IIpagmer naciaenaBaHHsi — >KaHpaBa-TOMaThIYHAs crelbidika canbisuTbHAR
pakJiamMbl ¥ 6enapyckix CMI .

Mbra jgaciaenaBaHHA — BbIABING acaliiBacil KaHpaBa-TAIMaTbluyHAN
cnenpldiki caupisuibHal pakiaMsl ¥ Oenapyckix CMIL

MeTtaabl JaacielaBaHHA: aHaJIThIUHAae abarynbHEHHE, alliCaHHe, aHali3,
CIHT?3, IapayHaHHE.

BrIHiki maciemaBaHHsS MOTYIb OBIIb BBIKAPBICTAHBI IS MPAIATY aCBATICHHS
aca0iBacie jkaHpaBa-TAMaThlYHAW CHElbIBiKl CcalblsJIbHAM PIKIAMbl Y 1HIIBIX
oemapyckix CMI. Takcama MaTApbIsbl JBIIUNIOMHAra JacjielaBaHHS MO>Ka OBIlb
BBIKAPBICTAHBI ¥ sKaclll MeTajaiariyHail acHOBBI JJisi NPAaeKTaBaHHs JIEKIbIIHAra,
ceMIHapcKara MaTiIpbIUTy BBIKJIAIUbIKaMi 1 ¥ sSKacil acHOBBI MJIs pacIparjoBak
HaBYKOBa-AaclIeYbIX apThIKYJIay CTYIIHTaMI.

Crynenp camacToiHacii. /JlplmmoMHas Tmpana ysayiase caboil caMmacToiHa
npaBe/a3eHae ayTapaMm jaciie/laBaHHe. Y Tpallbl BhIByYaHbl HaBYKOBA-TIAPITHIYHbIS
KPBIHIIBI, SIKiS aJHOCAINA J1a TAMBI JaciielaBaHHsA. IX acHOYHBIS MaJlaKdHHI
abaryJpbHEHBI 1 CiCTIMAaThI3aBaHBbI.



SUMMARY OF THE THESIS

The volume of the thesis is 61pages.

The number of sources used is 52.

Keywords: social advertising, genre forms of social advertising, positioning,
positioning of social advertising, marketing of social advertising, outdoor social
advertising, genres of social advertising, types and types of social advertising.

The object of the study is social advertising in the Belarusian media.

The subject of the study is the genre-thematic specificity of social advertising
in the Belarusian media .

The purpose of the study is to identify the features of genre-thematic specifics
of social advertising in the Belarusian media.

Research methods. analytical generalization, description, analysis, synthesis,
comparison.

The scope of application is that the results of the study can be used to continue
the study of the coverage of the genre-thematic specifics of social advertising in other
Belarusian media. Also, the materials of the diploma research can be used as a
methodological basis for the design of lecture, seminar material by teachers and as a
basis for the development of research articles by students.

Degree of independence. The thesis is an independently conducted research by
the author. The paper examines scientific and theoretical sources related to the
research topic. Their main provisions are summarized and systematized.
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