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PEDOEPAT
55 crpanun, 63 UCTOYHUKA.

KimwoueBsie ciaoBa: TIKTOK, COIIMAJIBHBIE CETHU, TPEH/IBI,
MEJIMAC®O®EPA, KOPOTKHE BUIAEO, ITPOJABMXEHUE, KOHTEHT

OobekT wuccaenopanms: Oenopycckue CMU B TikTok m Texnomoruu
IPOJIBMYKEHHSI METHAKOHTCHTA.

IIpeameT uccjie0BAHMA: OCOOCHHOCTH, CITOCOOBI U (POPMBI PO IBHIKEHHS
koHTeHTa Oenopycckux CMU B TikTok

Llesnb mccaeqoBaHMsI: ONPEICITUTD CIICIM(PHUKY U TCHIACHIIUU MPOIBIKCHUS
oemopycckux CMU B TikTok.

MeToabl HCC/IEIOBAHUSI: aHAIN3, CHHTE3, CPABHEHHUE, HAOJIIOICHHUE, a TAKKE
OIMCATEIbHBINA ¥ METO]] KOHTEHT-aHaJIN3a.

IMosyyeHHble pe3yabTaTbl W HMX HOBH3HA: HCCIICJIOBAHUC BBISBIIACT
KJIIOYEBBIC  MPAKTHKH, KOTOPbIC HCIOJB3YIOT OCJIOPYCCKHE Meaua  IpH
npoaBmwkeHnn B TikTok. HoBu3Ha paboThl 3akit04aeTcsi B CHCTEMaTHYSCKOM
aHaJIM3e MeJAMaKoOHTeHTa psaa Oeopycckux CMU, 4To O3BOJISIET ClIEIaTh BHIBOIBI
O TOM, KaKHe CTPaTerMH OCTAIOTCS HanboJIee aKTyaaIbHBIMHU B HACTOSIIMIA MOMEHT.

O0JacTh BO3MOKHOIO NPAKTHYECKOT0 TPHUMEHEHUsl: pPe3yJbTaThl
UCCIICIOBAHMS MOTYT OBITh HCITOJIb30BaHbI JIJIsl ONTUMHU3AIMH MEIUHHON CTPaTerHu
penaKiiuii, U3MEHCHUs TOCTPOCHUS KOHTEHT IUTaHA, MPOABIIKCHUS HMHUKA B
COITMAJIBHBIX CETAX U Pa3BUTHS YePe3 HUX CBOCH y3HABACMOCTH.

ABTOp TOATBEPXJAaeT JOCTOBEPHOCTh MaTepHAIOB W  PE3yJIbTaTOB
JUIJIOMHOM pabOThI, @ TAKIKE CAMOCTOSATEIILHOCTD €€ BBIMIOJTHEHHUS.



PODEPAT
55 crapoHak, 63 KpBIHIIbI.

KawuaBpisa caoBbl: TIKTOK, TBIKTOK, CAILBISJIBHBIA CETKI,
TPOHJIbI, MEJIBISICOEPA, KAPOTKIA BIJIDA, IPACOYBAHHE, KAHTOHT

A0'ext pgaciaenaBanusi: Oemapyckis CMI § TikTok i TtoxnHamorii
IPacoyBaHHS MEJbISIKAaHTIHTY.

IIpagmer naciaenaBaHHs: acabiiBacili, crocadbl 1 (OpPMBI MPAcOYBaHHS
kaHT HTY Oenapyckix CMI ¥ TikTok.

MbTa nacjelaBaHHsl: BbI3HAYBIIL CIEIBIGIKY 1 TIHJDHIIBI MpacoyBaHHS
oenapyckix CMI ¥ TikTok

MeTtaabl 1aciaegaBaHHsl: aHalli3, CIHTA3, MapayHaHHE, HAa31paHHe, a TakcaMma
amnicalibHbI 1 METaJl KAHTIHT-aHAJII3Y.

ATpbIMaHbIsA BbIHIKI | IX HaBi3HA: [aclielaBaHHE BBIAYJIAC KIIOYABBISA
NPAKTHIKI, KISl BRIKAPBICTOYBAKOIb OeapycKis Me/bist pbl pacoyBanHi ¥ TiKToK.
Hagi3Ha paboThl 3aKirovaeniia y cicTaMaTblYHbIM aHaIi3€ MEAbISIKAHTIHTY 1I3pary
oenapyckix CMI, mTo na3Baisie 3palillb BBHICHOBBI a0 TbIM, SIKisl CTpaTATii
3acTaroIa HalOOBIIT AKTyaIbHBIMI ¥ canpayaHbl MOMaHT.

BoOaacus  MaryeiMara — NpakTbIYHAra  NPbIMSIHEHHS:  BBIHIKI
JacieaBaHHsl MOTYIIb OBIIb BHIKAPBICTAHBI JIJISl allThIMI3allbll MEIbIITHAN CTpaTarii
PAAKITBIN, 3MEHBI TTa0YTOBBI KAHTIHT IIJIaHa, TPACOYBAHHS IMIIKY ¥ CallbISIIbHBIX
CEeTKax 1 pa3BillA MMpa3 iX cBaél Mma3HaBaIbHACII.

A¥Tap manssprKae 1akiaaHacIlb MaTIPhISUIAY 1 BIHIKAY JIBITIJIOMHAN Iparibl,
a Takcama CaMacTOMHACUb 1€ BbIKAHAHHS.



ABSTRACT
55 pages, 63 sources.

Keywords: TIKTOK, SOCIAL NETWORKS, TRENDS, MEDIASPHERE,
SHORT VIDEQOS, PROMOTION, CONTENT

Object of the study: Belarusian media in TikTok and technologies for
promoting media content.

Subject of the study: features, methods and forms of promoting the content
of Belarusian media in TikTok

Objective of the study: to determine the specifics and trends of promoting
Belarusian media in TikTok.

Research methods: analysis, synthesis, comparison, observation, as well as
descriptive and content analysis methods.

The results obtained and their novelty: the study reveals the key practices
that Belarusian media use when promoting in TikTok. The novelty of the work lies
in the systematic analysis of the media content of a number of Belarusian media,
which allows us to draw conclusions about which strategies remain the most relevant
at the moment.

Area of possible practical application: the results of the study can be used
to optimize the media strategy of editorial offices, change the construction of the
content plan, promote the image in social networks and develop their recognition
through them. The author confirms the reliability of the materials and results of the
thesis, as well as the independence of its implementation.



