PE®EPAT

JlutimomHuas paboTa COAEPKUT: S5 CTpaHMIIBI (M3 HUX 2 CTPaHUIIBl 3aHUMAIOT
MPUJIOKEHUS ), 23 UCTOYHUKA, 4 pUCYHKA.

Kuruesbsie caosa: COLUAJIBHBIE MEJIMA, COLUAJIBHBIE CETH,
HEJIEBAA AYAUTOPUA, ITPOABWXKXEHUE, bPEH/I1IPOBAHUE.

OO0beKT uccjie0BaHuA — COLMAIbHbIE MeIna peruoHaibHbix CMMU.

IIpenmer ucciegoBaHMA — CTPATETUH MPOJBMKECHHS W OpPEHIWPOBAHUSA B
COLIMAJIBHBIX MENINA.

Heas padorbl — U3YYUTh pOJIb COLMAIBHBIX MEAHAa KaK HWHCTPyMEHTa
NPOJBWKEHUS W OpeHaupoBaHus pervoHanbHbix CMU Ha mnpumepe wu3gaHuii
«ApmaHckas razeta» u «II1HCK1 BECHIK».

Metoabl uccjieqoBaHus: oOLIEHAy4YHble (MHAYKIUHU, ACAYKIUH, aHAIW3a) U
YaCTHOHAYYHbIE (KOHTEHT-aHAIN3: dKAHPOBBIA U TEMATUUECKUI) METOIBI.

Ionyyennble pe3yabTaTbl M HMX HOBHM3HA: OIPEJCICHO 3HAYEHUE
COLIMAJIBHBIX M€JYa B TMPOABMXEHUH OpeHJa PErMOHajJIbHOM IMPECCHI; ONMpPENeTEHBI
(GYyHKUMM COLUMAIbHBIX MEUa; ONUCAHbl CTPATErMM MPOABUKEHUS HW3JIaHUN
«ApmaHckas razeta» u «I[iHCKI BECHIK» U JaHbl PEKOMEHAALNH 110 UX YIYUIIEHUIO.

HoBu3Ha paldoTbl 3aKiaroyaeTcss B MCCIEAOBAaHWUM MAJUTPBl KAHPOB U
dbopMaToB, UCHOJb3YyEMbIX pAHOHHBIMU U3JIAHUAMH B TPOJIBHKEHUU CBOETO
KOHTEHTa, aHAJIM3€ MOJAaud MaTepualia M €ro ajanTaluy MOoJ KOHKPETHBIM KaHall
pPacIpOCTPAHEHUSL.

O0s1acTh BO3MOKHOTO0 NPAKTHYECKOr0 NPHUMEHEHMSI: Meouanpakmuka:
COBEPILIEHCTBOBAHUE PAOOThl PErMOHAJIBHON TMpEecchl MO MPOABMKEHUIO B
COLIMAJIBHBIX MEJNA; HAYYHAs OesmelbHOCMb: JalbHElllee HM3ydyeHUe CTpaTerui
pOABMXKEHNS pernoHanbHbix CMU B conmanbHbIX Meaua.

ABTOp palOThl MOATBEPXKIAET JOCTOBEPHOCTh MATEPUAIOB U PE3yJIbTaTOB
JTUTIIIOMHOM paboThI, a TAK)KE CAMOCTOSITENIbHOCTD €€ BBITTOJIHEHHUS.

M. C. JIro6oBuIKHii




PO®EPAT

JlpimmoMHast mpama 3msmgae: 55 crapoHak (3 iX 2 CTapoHKI 3alMaroIh
JanaTki), 23 KpeIHIMBI, 4 MATIOHKI.

Kmwuasbia caoBbl: CALBISJIBHBIA MEJIBIS, CALBISJIBHBIA CETKI,
MOTABAS AVIBITOPBIS, IIPACOYBAHHE, EPOHJIABAHHE.

A0'eKT 1acjieaBaHHS — CallbISUTBHBISA Mebls parisiHanbHbIX CMIL

IIpagmer paciegaBaHHA — CTpaTdril MpacoyBaHHA 1 OpIHIaBaHHS ¥
CalbISUIBHBIX MEJIbIS.

MbTra mpambl — BBIBYYBIb POJIIO CALBLIBHBIX MEIbIS SK 1HCTpyMEHTa
npacoyBaHHsd 1 Op3HAaBaHHS porisiHAIbHBIX CMI Ha TOpbIKIag3e  BBIIAHHSY
«ApmaHckas razeta» 1 «II[iHCK1 BECHIK».

MeTtaasbl 1acjielaBaHHsA: aryJbHAaHABYKOBbIS (IHAYKLbIL, T3AYKIbIl, aHATI3Y) 1
MPHIBATHAHABYKOBBIA (KAaHTAHT-aHaJ13: )KaHPaBbl 1 TAMATHIYHBI) META/IbI.

ATpbIMaHbIsA BbIHIKI 1 IX HaBi3HA: BbI3HAYAHA 3HAYDHHE CalbISIIBHBIX
MEIBISTy y TpacoyBaHHI OpsHAA porisHaldbHAl MNpAChl; BbI3HAYAHBI (DYHKIIBII
CalbISUIBHBIX MEJIbIS; amicaHbl CTpaTAril MPacoyBaHHS BbIJAHHAY «ApIIaHCKas
razeta» 1 «[liHCKI BECHIK» 1 1aJI3€HbI pIKaMEH/Iallbl1 Ma 1X MaJsIMIIdHHI.

Hagizna mpaunsl ckinanaenna y jgacienaBaHHI NadiTpbl kaHpay 1 gapmaray,
AKisl BBIKaphICTOYBAIOLIA PAEHHBIMI BBIJAHHAMI ¥ MPAacoOyBaHHI CBAaWIro KAHTAHTY,
aHaJi3e nagadbl MaTAPBISLTY 1 AT0 aanTalbli naj M3YHbBI KaHa pacnayCroKBaHHS.

l'anina wmarysiMara mNpPaKTBIYHATA NPBIMSHEHHS: MeOblANPAKmMbIKA:
yJlacKaHajeHHe pabOThl parisiHajJbHAN MPACHI A TPACOYBAaHHI ¥ CALBISIIBHBIX MEIbIS;
HABYK0B8As 03elHacCYb: Nalieilae BbIByUSHHE CTPATATId MpacoyBaHHS PArisIHAIBHBIX
CMI ¥y caupIsibHBIX MEABIS.

A¥Tap mpatlsl ManBsppkae AaKIagHaClb MaTIpbIsiay 1 BbIHIKAY JBITIOMHAMN
nparibl, a TaKCcamMa CaMacTOMHACID i€ BIKAHAHHS.

M. C. JIroO0oBUIIKHI




RESUME

Diploma work includes: 55 pages (including 2 pages containing appendices),
23 sources, 4 illustrations.

List of keywords: SOCIAL MEDIA, SOCIAL NETWORKS, TARGET
AUDIENCE, PROMOTION, BRANDING.

The object of research — social media of regional media.

Subject of research — strategy of promotion and branding in social networks.

The purpose is to study the role of social media as a tool for promoting and
branding regional media using the example of the publications «Arshanskaya Gazeta»
and «Pinski Vesnik».

Methods: general scientific (induction, deduction, analysis) and private
scientific (content analysis: genre analysis, thematic analysis).

The results and their novelty: the importance of social media in promoting
the brand of the regional press is determined; the functions of social media are
defined; the promotion strategies of the publications «Arshanskaya Gazeta» and
«Pinski Vesniky are described and recommendations for their improvement are given.

The novelty of the work lies in the study of the palette of genres and formats
used by regional publications in promoting their content, the analysis of the
presentation of the material and its adaptation to a specific distribution channel.

The area of possible practical application: media practice: improving the
work of regional press on promotion in social media; scientific activity: further study
of strategies for promoting regional media in social media.

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.

M. S. Liubovitskij






