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PE®EPAT

Junimomuas padota coaepxut 60 ctpanuil, 15 pucyHKOB, 54 HCTOYHHUKA.

KroueBbie CJIOBA: TIKTOK, COLMAJIBHBIE CETH,
I'OCYIAPCTBEHHBIE CMMH, TIPOABWXEHWE, KOHTEHT, BU3YAJIbHAS
KOMMVYHUKALNWA, AJITOPUTMBI, HUDOPOBAS CTPATEI' M.

OOBEKT HuccieoBaHUs: KOHTEHT MH(OPMAIIMOHHBIX PECYpPCOB H3aTebCKOTO
noma «benapych ceromHs».

IIpenmer wuccnenoBanusi: posib coruanbHOM cetu TikTok B mpoaBukeHuu
KOHTEHTA M3/1aTeIbCKoro qomMa «benapych cerogus»

Lens paboTel: u3yunTh ocoOeHHOCTH (QyHKIMoHupoBaHus TikTok kak
WHCTPYMEHTa MpOABMKEHUs1 rocyaapcTBeHHbIXx CMU u pa3zpaboraTh NpakTUUYECKHE
pexkoMeHnanuu 1o 3hHEKTUBHOMY HCIOIB30BAHUIO ATOM MIAaTPOpPMbI B KOHTEKCTE
3a/1a4 U3JaTEIbCKOTO I0MA.

Merononornueckass 6a3a paOOThl OMUpPACTCSs HA CHCTEMHBIN IOAXOJ, KeHC-
CTaJl, KOHTEHT-aHAJIN3, BU3YAJIbHBIM aHAJIM3 U CPABHUTEIBHOE COMOCTABIICHUE.

HoBusna wuccrnenoBanus 3akitoyaeTcss B KomiuiekcHOM ornenke TikTok kak
miathopMbl i npoaBUkeHUs oduiumanbHbix CMU, B TOM 4ucie ¢ y4yeTom
aITOPUTMUYECKUX MEXaHU3MOB, BU3YaJIbHOTO MO3UIIMOHUPOBAHUSI U OCOOCHHOCTEU
BOCIIPUSITUSL CO CTOPOHBI MoJoaoi ayautopuu. (Ocoboe BHUMaHUE VYICICHO
aJanTalvy Ta3eTHBIX MarepuajoB 1o ¢GopMaT KOPOTKHUX BHACO U OICHKE
3¢ (HEKTUBHOCTH ITHX MPAKTUK HA OCHOBE TJIATPOPMEHHON aHATUTUKH.

[Tonyuennsie pe3ynbrarsl: [IpoaHannM3upoBaHO MPUCYTCTBHE W KOHTEHTHAs
nmonutuka TikTok-kanama «News in Belarus», BBIIBICHBI OCHOBHBIC TCHICHIIUH,
dbopmarbl, TEMaTUYECKHWE HaIpaBlIeHUS U CTWINCTHYECKHE TMoaxonbl. OlieHeHa
spdexktuBHOCT,  Hcnoib3oBaHusd  TikTok kak  MHCTpyMeHTa  MNPOABHXKEHUS
rocynapctBeHHbIXx CMU, BbineneHbl CWIBHBIE W CJA0bIe CTOPOHBI TEKYIIEH
ctpareruu. Pazpaboranbl pexomenmanmu 1o ontumu3anuu TikTok-ctparerun
U3JIaTeIbCKOTO J0oMa C Y4€TOM OCOOCHHOCTEW T1aTdOopMbl, ayIUTOPUH H
COBPEMEHHBIX ITU(MPOBBIX TPEHJIOB.



POD®EPAT

JlpiruioMHast pabora 3msirgae 60 crapoHak, 3Msmmydae 15 wmamoHkay, 54
KPBIHIIIBI.

Kmouaseisr cnossl: TIKTOK, CALIBISJIBHBISA CETKI, JI3SIPXKAVYHBIA
CMI, PAXYHHE, KAHTOHT, BI3YAJIbHAA KAMVYHIKAILIBIA, AJITAPBITMBI,
JIIMGABBIS CTPATOITA.

AO'eKT nacnenaBaHHA: KaHTIHT 1H(apMalblHBIX pAcypcay BblIaBeLKara 1oMa
«benapyce ceromHs».

[Ipagmer nacnemaBanHs: possg caupisibHail cetki TikTok y mpacoyBanHI
KaHTIHTY BbIIaBelkara aoma «bemapycs cerogusi»

Mbsra mpanpsl:  BbIByuYblllb  acaOmiBacii  (yHkibpistHaBaHHs — TikTok sk
IHCTpyMEHTa IpacoyBaHHs J3spkayHeix CMI 1 pacnpamaBaip HpPaKTBIYHBIS
paKaMeHAalbl 1a 3()EeKThIYHBIM BbIKAPbICTAHHI T3Tal M1aT(GOpMbl § KaHTIKCIIE 3a7a4
BbI/IaBeLIKara joma.

Merananariynas 6a3a mpaiisl adamipaeliia Ha CiCTAIMHBI ITaJIbIX0/, Kekc-cTausl,
KaHTHHT-aHaJi3, Bi3yaJbHbI aHAJI3 1 MapayHaJIbHAe CynacTayjieHHe.

Hagizna pnacnenaBanHsi 3akitodaena y komiuiekcHail ampHipl TikTok sk
miar@opmel  ans  mpacoyBaHHs  adiupliiHeix CMI, y ThIM  JiKy 3 yaikam
anrappITMIYHBIX ~ MEXaHI3May, Bi3yajbHara nas3ilbIIHABaHHS 1 acalmiBaclsy
yCIpbhIMaHHA 3 00Ky MaJlaJiond ayapITOphll. AJMBICTIOBAs yBara HaJiaja3eHa ajanTalibli
ra3eTHBIX MaTIphisuIay maj (GapMar KapoTKiX BiJda 1 aa3HaIbl dPEKThIYHACI TITHIX
MPaKTHIK HA aCHOBE IIaTOPMEHHANM aHAJITHIKI.

AtpbimaHbls BbIHIKI: [IpaaHanizaBaHa TpbICYyTHACI 1 KAHTAHTHAs MaliThIKa
TikTok-kanana "News in Belarus", BbIsyieHbl acHOYHBIS T3HJIBHIIBI, (apmarsl,
TOMATBIUHBIS HAMpaMKl 1 CTBUIICTBIYHBIA NaAbIXOAbL. AIPHEHa 3(EeKThIYHACIh
BbikapeicTaHHs TikTok sik iHCTpymeHTa npacoyBanHs a3sip:kayHeix CMI, BbII3eneHbI
MOITHBISI 1 cnalbisi Oaki Osryudaid cTpararii. PacmpamaBaHbl piIKaMeHJAIbll T
anteiMizaneli  TikTok-cTpararii  BeimaBemkara Jsoma 3  yiikaMm — acabmiiBacuien
1aTQOPMBI, ayABITOPHII 1 CyJaCHBIX JTIU0aBBIX TPIH/AY.



ABSTRACT

The thesis contains 60 pages, 15 figures, 54 sources.

Keywords: TIKTOK, SOCIAL NETWORKS, STATE MEDIA, PROMOTION,
CONTENT, VISUAL COMMUNICATION, ALGORITHMS, DIGITAL STRATEGY.

Object of the research: content of information resources of the publishing house
‘Belarus Today’.

Subject of the research: the role of the social network TikTok in the promotion
of content of the publishing house ‘Belarus Today’.

Purpose of the work: to study the peculiarities of TikTok functioning as a tool
for promoting state media and to develop practical recommendations for the effective
use of this platform in the context of the publishing house tasks.

The methodological basis of the work is based on the system approach, case
study, content analysis, visual analysis and comparative comparison.

The novelty of the study lies in the comprehensive assessment of TikTok as a
platform for promoting official media, including algorithmic mechanisms, visual
positioning and the peculiarities of perception by the young audience. Special
attention is paid to the adaptation of newspaper materials to the format of short videos
and the evaluation of the effectiveness of these practices on the basis of platform
analytics.

Results obtained: The presence and content policy of the TikTok channel ‘News
in Belarus’ was analysed, the main trends, formats, thematic directions and stylistic
approaches were identified. The effectiveness of using TikTok as a tool for promoting
state media was assessed, and the strengths and weaknesses of the current strategy
were highlighted. Recommendations for optimising the publishing house's TikTok
strategy were developed, taking into account the specifics of the platform, audience
and current digital trends.





