PE®EPAT

JlunimomHasi paboTa COCTOMT W3 BBEJCHHUS, TpPEX [IaB, 3aKiroueHus, 39
VCITOJIb30BAHHBIX UCTOYHHUKOB, 6 mpriiokeHuil. O0bEM UCCIET0BAaHUS COCTABISAET
59 crpanwui.

KuroueBsie caoBa: TIKTOK, COLIMAJIBHAA CETb, [IPOABM)XEHUE,
AYIUTOPUA, LIEJIEBAS AYIUTOPUA, CMU.

OO0bekT wuccaeN0BaHUSI —  JICATEIBHOCTh  OENOPYCCKUX  CPEICTB
MacCOBOM MH(POPMAIINH B COITUATBHBIX CETAX.

dMmnupuyeckass 0a3a wuccjeloBaHusl. AKKayHTbl «MMUHCKas MpaBaa»
(@m.pravda), «lTomennckass mnpaBma» (@pravdagomel), «BurteOckue BecTH»
(@vitvesti), «bpectckuii BecTHHK» (@brestvestnik), «I'ponHeHCKas mpaBaa»
(@grodnonewsby),  «MoruneBckue  BegomMocTu»  ((@mogilewnewsby) B
cormansHol cetu TikTok (3a mepuon ¢ 1 geBpans no 30 anpens 2025 rona).

Ilpeamer wuccieqoBaHusi — OCOOCHHOCTH (DYHKIMOHUPOBAHUS U
npoABrxkeHUs akkayHToB Oenopycckux CMU B TikTok.

Heanr uccaenoBanusi — orpeaesieHne 0coOeHHOCTEH U 3(PPEKTUBHOCTH
ucnosib3oBanus conuanbHoi cetn TikTok B mponBukeHHH OEIOpyCCKUX CPEICTB
MaccoBoi nHpOpPMAIUH.

Mertoabl  mccjieqOBaHUSl:  HAONIOJEHUE, KOHTEHT-aHaJIW3.  aHaJu3,
CpaBHEHUE

IlosryyeHHbIe pe3yabTaTbl U MX HOBH3HA: pa3paldOTaHbl MPAKTUYECKHE
PEKOMEHJAlMA MO TNPOABMKCHHI0 KOHTEHTAa pACCMOTPEHHBIX W3JIaHUW B
cormanbHou cetu TikTok.

ABTOp paboThl MOATBEPKAAET JOCTOBEPHOCTh MATEPUATIOB U PE3YJbTaTOB
JTUIIJIOMHOM pa0oThI, @ TAKKE CAaMOCTOSATEIbHOCTD €€ BBIMOTHEHHUS.

OobsacTb BO3MOKHOI'O TMPAKTHYECKOI0 MPHUMEHEHUA: IIPAKTUYECKas
3HAYMMOCTh PaOOThl 3aKJIIOYAETCS B BO3MOXXHOCTH MPUMEHEHHS MPEIIOKEHHBIX
pEeKOMEHJaUMi [Js1 yaydlieHus paloTel pervoHanbHbiX penakiuii B TikTok,
MOBBIILICHUS OXBATOB U YCUJICHUS BIUSHUS HA ayJUTOPHUIO.



PODPEPAT

JpimomHaas paboTa Ckiagaeriia 3 3 yBOA3IH, TPOX Iviay, 3aKIFOUIHHSA, 39
BBIKapBICTaHBIX KPBIHII, 6 nagarkay. AG'€m macnenaBaHHs ckianae 59 cTapoHak.

KirouaBbis CJIOBBI: TBIKTOK, CALBIAJIBHASA CETKA,
[TIPACOYBAHHE, AVIbITOPBISI, MOTABAS AV IBITOPBIS, CMI.

AO'eKT pgaciegaBaHHs — J3eWHAcHp OenapycKix Cpoakay macaBaid
iHapMalbli ¥ calbIsiIbHBIX CeTKaX.

OwmmipbryHas  0a3a  gacienaBaHHs. AxayHTe  «MiHCKas — mpayaay
(@m.pravda), «lomenbckas mnpayma» (@pravdagomel), «BimeOckis Becui»
(@vitvesti), «bpacuki BecHik» ((@brestvestnik), «I'pom3eHckas mpayma»
(@grodnonewsby), «Mariun€yckis Benamacii» (@mogilewnewsby) y caipisuibHaR
cetubl TikTok (3a nmepeisig 3 1 mrorara nma 30 kpacapika 2025 rozga).

Ipagmer naciegaBanHss — aca0iiBacil (PyHKIbISIHABAaHHS 1 MIPACOYBaHHS
akayuray oenapyckix CMI ¥ TikTok.

MbTa paciaenaBaHHA — BbI3HAUdHHE acalmiBaclsgy 1 3(QeKThIyHACHI
BbIKapbIcTaHHs caubisibHail ceTki TikTok y mpacoyBanHi Oenmapyckix cpojkay
MacaBail iH(apmaribii.

MeTtaabl AaciielaBaHHA: Ha3ipaHHE, KAHTIHT-aHAaI3, aHalli3, MapayHaHHE

ATpbIMaHbi BBIHiIKI 1 IX HaBi3HAa: pacnpanaBaHbl MPAKTBIYHBIA
pAKaMEeH 1allbll 11a MPACOYBaHHI KAHTAHTY pa3lIeKaHbIX BbIJAHHAY Y callblsIbHAN
cetunl TikTok.

A¥yTtap paboThl mnauBsApIKae AaKIaJHACIL MAaT3pbisUIay 1 BBIHIKAY
JBIMJIOMHAN paboThl, @ TAKCaMa CaMacCTOMHACIb sI€ BBIKAHAHHS.

BoOsnacub MarybiMara mnNpaKTbhIYHAra MNPbIMSAAHEHHS: [PAKThIYHAS
3HaYHAclp padOThl 3aKiIOYaellla y MardbIMacll NpPbIMAHEHHS MpanaHaBaHBIX
pAKaMEHJalbIi I MAJANIIBHHSA paOoThl parisHanbHbIX pagakubidi y TikTok,
MAaBBIIIPHHS axonay 1 y3MalHeHHs YIUIBIBY Ha ayAbITOPHIIO.



ABSTRACT

The diploma work consists of an introduction, three chapters, a conclusion,
39 references and 6 appendices. The volume of the study is 59 pages.

Keywords: TIKTOK, SOCIAL NETWORK, PROMOTION, AUDIENCE,
TARGET AUDIENCE, MEDIA.

The object of the study is the activities of Belarusian mass media in social
networks.

Empirical basis of the study: Accounts of Minskaya Pravda (@m.pravda),
Gomelskaya Pravda (@pravdagomel), Vitebskiye Vesti (@vitvesti), Brestsky
Vestnik (@brestvestnik), Grodnenskaya Pravda (@grodnonewsby), Mogilevskiye
Vedomosti (@mogilewnewsby) in the TikTok social network (for the period from
February 1 to April 30, 2025).

The subject of the study is the features of the functioning and promotion of
Belarusian media accounts on TikTok.

The purpose of the study is to determine the features and effectiveness of
using the TikTok social network in promoting Belarusian media.

Research methods: observation, content analysis. analysis, comparison.

The results obtained and their novelty: practical recommendations for
promoting the content of the reviewed publications on the TikTok social network
have been developed.

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

The scope of possible practical application: the practical significance of
the work lies in the possibility of applying the proposed recommendations to
improve the work of regional editorial offices on TikTok, increase coverage and
strengthen the influence on the audience.





