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PE®EPAT

O6bem murmoMHON paboThl — 50 CTpaHWI]; KOJIUYECTBO WILTIOCTpAIUid — 7;
WCTIOJIb30BAaHHBIX UICTOUHUKOB — 44.

Kmouesble cnosa: BO3JEVUCTBUE CMU, MEJMABO3JENCTBUE,
BO3JIEMCTBUE TEJEBUJIEHWS, METOJbl BO3JEUCTBUSA CMU,
BO3JIEVICTBUE «BEJIAPYCH 1», TEJJEBUJIEHUE U AV JUTOPHSL.

AKTyanbHOCTh HCCIEIOBaHMsI OOYCIOBJIEHAa TEM, YTO TEJIEBHJCHUE
ABIsIeTCsl caMbiM  3(QQEeKTUBHBIM cpenu apyrux BugoB CMMU  cpeactBom
BO3ACUCTBHS Ha ayauTopuro. IMHTepec mnpencraBiaser uU3y4yeHHE METOHOB
BozzericTBrsl CMU Ha ayAUTOpUIO C y4EeTOM CIEUU(PUKU TEIEBUICHUS, a TAKXKE
cTeneHu ux 3pPEeKTUBHOCTH.

OOBEKT WuCCIEAOBAaHUA — METOJbl BO3JACHCTBUS Ha TEJIEBU3UOHHYIO
ayautoputo. Llenb uccimenoBanrs — BBISIBIICHUE OCHOBHBIX METOJIOB BO3/ICHCTBUS
Ha ayJIWTOPHIO, HCIOJIB3YEMbIX Ha TenekaHaine «bemapycs 1», m omeHka ux
3 PEeKTUBHOCTH.

HoBu3zHa wuccnenoBaHusi 3aKJIIOYaeTCs B TOM, YTO B HEM COOpaHbl U
CHUCTEMaTU3UPOBAHBI CPEJICTBA BO3JICUCTBUSL HA TEJIICBU3MOHHYIO ayJAUTOPUIO IO
MPUHLMIY yYacTUS B HHUX CJIOBA, a TaKXe PE3yJbTaThl TaKOro BO3CHCTBUS
OIICHEHBbI Ha OCHOBAaHUY MUHTEPHIPETAIIMU COLUOJIOTUUECKUX JaHHbIX. KpoMe Toro,
BIIEPBBIC AHAM3UPYIOTCA MaTepuasibl TenekaHaia «bemapyce 1» Ha mpeamer
HCIIOJIL30BaHUS B €70 MPOTpaMMax CPeJ/ICTB BO3JICUCTBUS HA ayJUTOPHUIO.

B naunioMHOM wHcCaeqOBaHMM HCIIOIL30BAaHBI METOABI OIMCATEILHBIN,
AHAJIMTUYECKUI, COITOCTAaBUTEIIHLHBIM.

[IpakTHyeckass 3HaYMMOCTb — MAaTepuajbl JUIUIOMHOIO HCCIIEIOBAHUS
MOTYT OBITh UCIIOJIb30BaHBI B MPAKTUKE pabOThI OEIOPYCCKUX CPEACTB MACCOBOM
uH(popmaImm, a Takke B yueOHOM mpoiiecce B MMHcTUTyTE XKypHanuctuku BI'Y.



POD®EPAT

AG6'ém mpimnmomHai mparel — 50 cTapoHak; KOJbKaclp UIIOCTpaibii — 7;
BBIKAPBICTAHBIX KPBIHIL — 44.

Kmouasbiss  cioss:  Y3J3EAHHE CMI, MEIBIIY3I3ESHHE,
V3JI3ESIHHE TOJIEBAUAHHS, META/IbI V33EIHHS CMI, Y3J3ESIHHE
«BEJIAPYCb 1», TOJIEBAYAHHE 1 AV IbITOPBIS.

AKTyalbHacllb  JaciefaBaHHs aOyMoyieHa TbIM, INTO TAJIcOaYaHHE
3'syssenta caMmbIM 3(PEKThIYHBIM csApos 1HIIbIX Bigay CMI cpoakam y3a3esHHs Ha
ayapITOpbIIO. [HTapac mnpazacrtaynse BbIByuydHHE Meranay y3azesHHs CMI nHa
ayABITOPBIIO 3 yliKaMm cherpidiki TiaedauaHHs, a TakcamMa CTyHeHl 1X
3(eKTBIYHACII.

AO'eKT npllUIOMHAra JacjielaBaHHS — Cy4YaCHbII MeTaabl Y3A3€SIHHS Ha
TAJEBI31MHYIO ayIBITOPBII0. M3Ta naciiejaBaHHs — BbISYJIEHHE aCHOYHBIX METanay
V3I3esiHHS. Ha ayAbITOPBIIO, SIKISl BBIKAPBICTOYBAIOIIA HA TAyeKaHane «benapych
I», 1 atPHKA 1X 3(EeKThIYHACIII.

HagizHa pacienaBaHHs 3akioyaHa Y ThIM, WTO VY 1M caOpaHbl 1
CICTAMATBI3aBAHbI CPOJIKI Y3/13€HHS Ha TAJIEBI3IHHYIO aybITOPHIIO A MPBIHIIBIIE
Va3eny ¥ iX clioBa, a TakcaMa BBIHIKI Takora Y3A3€sHHS allPHEHbI Ha MaJICTaBe
IHTAPIpATALBll  CALBLJATIYHBIX  JAA3€HBIX. AKpaMmsi Taro, YHEpIIbIHIO
aHaII3YIOLLA MAT3PBIUIBI TaNeKaHaa «benapych 1» Ha mpagMeT BhIKapbICTaHHS ¥
Ar0 IparpaMax CpoAKay y3a3€siHHA Ha ayIbITOPBIIO.

VY JIBIUIOMHBIM J1aclie/laBaHHI BBIKAPBICTAHBI aImicajibHbI, AHATITBIYHBI 1
CynacTayJisiIbHbl META/IbI.

[IpakThruHast 3HAYHACI[L — MATAPBIIBI JIBITUIOMHAra JacieqaBaHHs MOTYIb
OBbILIb BBIKAPBICTAHBI ¥ MPAKTHILBI OelapycKix cpoakay macaBail iH(apmaribli, a
Takcama ¥ HaBy4aJIbHbIM Tpatpce ¥ [HeThITy1e sxypHamicTbiki BY .



ABSTRACT

Volume — 50 pages, illustrations — 7, sources — 44.

Keywords: MASS MEDIA INFLUENCE, MEDIA IMPACT,
TELEVISION INFLUENCE, MEANS OF INFLUENCE IN MASS MEDIA,
TELEVISION AND AUDIENCE.

Relevance of the research is due to the fact that television is the most
effective among other media means to influence audience. Interest is in studying
specific to television methods of mass media influence on audience as well as their
effectiveness.

The object of the research: methods of influencing television audience.

The purpose of the research — identifying the main methods of influencing
audience used on the TV-channel "Belarus 1" and evaluation of their efficiency.

Novelty of this study is that it collected and systemized means of
influencing television audience using verbal expression and the results of such
means are estimated on interpretation of sociological data basis. In addition,
materials TV-channel "Belarus 1" use are analyzed for means of influencing
audience for the first time

Methods used: descriptive, analytical, comparative

Practical use — materials of the thesis can be used in practice of Belorussian
mass media, as well as in the educational process at the Institute of Journalism
BSU.



