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PE®EPAT

Ob6vem: 49 cTpaHuIIbL.

Konuuecmeo ucnonvzosannvix ucmounuxos. 46.

Kniwouesvie  cnosa:. COLIMAJIBHBIE ~ MEJIHA, MAPKETHHT,
OBIIECTBEHHOE CO3HAHHME, TOPI'OBOE IIPEJCTABUTEJIbCTBO,
KAHPOBOE CBOEOBPA3UE.

I]env nTUTIIOMHOW pabOTHI — BBISIBJICHUE W KCIOJIH30BAHHE HA MPAKTHKE
METOJIOB JKYPHAIMCTHKH, KOTOPBIC CMOTYT IIPUMEHSATHCS B MapKETHHTE B
COIIMAJIBHBIX Meana. [[1s JOCTHIKEHHS IMOCTaBICHHOM IC)IH PEIIAINCh CIICTYIOITUC
3a/1a4H:

1. PaCCMOTPECTD INOHATHC MAPKCTHUHT'A B COONUAJIBHBIX MC/IHA,

2. BBIAABUTH MCTOAUKH IIPUMCHCHHSA J3JICMCHTOB JKYPHAJIMCTHKHU B
MAapKCTHHI'C B CONMAJIbHBIX MCAHA.

3. IIPpOaHAJIN3UPOBATE MCTObI pa6OTI>I pOCCHﬁCKOFO IIpCACTaBUTCIILCTBA

KOoMIIaHuu «PeHo».

Ob6vekmom  WCCIEAOBAHUA  SABIACTCA  MApKETHHTOBas  KaMITaHUSA
poccuiickoro mnoapaszaeneHus kommnanuu «Peno» («Renaulty). Ilpeomemom —
KYPHAIUCTCKHE METOJbI, KOTOPbIE MPUMEHSIOTCS B MapKETUHTE HE TOJBKO JJIA
TOTO, YTOOBI TOCTUTaTh MOCTABICHHBIX KOMMEPUYECKUX 3a]1a4, HO ¥ MPUBHOCUTDH B
peKIaMy 3JIEMEHTHI KYPHAITUCTUKH: JOCTOBEPHOCTh, TOYHOCTH, 0ObEKTUBHOCTb.

B pabore wucCnonb30BaMCh  CIEAYIOIIME  METOABl  HCCIEIOBaHUS:
HaOJII0/IEHUE, aHAJIN3, KJIacCU(UKALMS U SKCIIEPUMEHT.



PODEPAT

A6’ém. 49 cTapoHKi.

Konvkacyw xkpuiniy: 46.

Knouasvia  cnoswi: CALBISIJIBHBIA ~ MEJIBISI, MAPKETBIHI,
IPAMAJZICKASI CBSIJIOMACIIb, TAHJUIEBAE IIPAJCTAVHILITBA,
KAHPABASI CBAEACABJIIBACIIb.

Mb>ma npInioMHa#R Tpalkl — BBISYJICHHE, aHATI3 1 BRIKApPhICTAaHHE Ha
MPaKTHIIBI METAAY KYPHAIICTBIKI, KISl IPBIMSHSIONIA ¥ MAPKETBIHTY ¥

CalbIAJIbHBIX MCObIA. ,HSCJ'I?[ JAaCATHCHHS HaCTaS"JIeHaI\/II MOTHBI BBIpaHIaJ'Ii HACTYIIHBIA
3aJda4bl.

1.  pasrien3eni 3HaYPHHE MAPKETHIHTA ¥ CAllbISIIBHBIX MEJIBIS;

2. BBISIBLJII METO/BIKI IPBIMSHEHHS JIEMEHTAY KYPHATICTHIKI ¥
MapKETBIHTY ¥ CallbISUTbHBIX MEJIBIS;

3. IpaaHaiizaBajl MeTabl Ipalbl paciiickara mpajcTayHIlITBa KaMIlaH1l
«PaHOY.

A6’ ’exmam nacienaBaHHs 3’ AYIIselia MapKEThIHTaBasi KaMIlaHisl paciiickara
najpa3a3sieHHs kammnanii «Panoy» («Renaulty). Ilpadmemam — xxypHamicukis
METaJIbl, SIKisl IPBIMSHSIONIA ¥ MApKETBIHTY HE TOJIBKI JIJIS Taro, Kad aacsraiib
MacTayJIeHbIX KaMEePIIBIMHBIX 3a/1a4, aJi€ 1 MPBIYHACIIb Y PIKIIAMY AJIEMEHTHI
YKYPHAJICTBIKI: TIpay/131Baclib, JaKjIagHacIlb, a0’ eKThIYHACIIb.

VY paborie BEIKaphICTOYBAIICS HACTYITHBIS METO/IbI JacJI€/IBAHH: Ha3ipaHHE,
aHaui3, Kjaacci(ikauplsl, SKCIEPHIMEHT.



RESUME

The size of thesis is 49.

The number of used sources: 46.

Key  words: SOCIAL MEDIA, MARKETING, SOCIAL
CONSCIOUSNESS, SALES OFFICE, GENRE ORIGINALITY.

The purpose of the thesis was identification and use on practice the methods
of journalism what can be used in social media marketing. For achievement of this
goal were next tasks:

— To consider the notion of social media marketing;

- To identify methods of application of the elements of journalism in
social media marketing;

- To analyze methods of work of russian dealer of brand «Renaulty.

The object of research is marketing representative of brand «Renault». The
subject is journalistic methods that are used in marketing not only for achievement
of business goals but for bringing in advertising elements of journalism which are
truthfulness, accuracy, objectivity.

In work were used next methods of research: observation, analysis,
classification, experiment.



