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[{eHHOCTHBIE IOMUHAHTBI B aHTJIOSI3bIYHOM
Meauagnuckypee oernopycckux UT-kommanuit

Mlymanckas O.A.
Yupeorcoenue obpazosanusa « Munckuii 2ocyoapcmeennbiil iuHeeucmudeckuil ynugepcumemy, Munck

C pasBuTHEM TEXHOJIOTUU W TOSBICHHWEM HOBBIX MenuadopMaToB KOMMYHHKAIMA (CalTOB, OJIOTOB,
COLMANIBHBIX CETEeH, MECCEHIKEPOB M Jp.) KOPIOpaTUBHAsS MEIHAOIOCPENOBaHHAS KOMMYHHKAIHS
paccMaTpUBaeTCsl Kak OCHOBHOE CpPEICTBO KOHKYPEHTHOH OOphOBI 3a COBPEMEHHOrO MOTPEOHTENs,
HUHTEPECYIOIIErocsl HE TONBKO KayeCTBOM IPOAYKTa WM YCIYyTH, HO WM COLUAJIBHOM NO3MLIHEH
OpraHu3alyy.

Llens cTaThu — ONpeaeNieHHe IEHHOCTHBIX JOMUHAHT OEI0pyCcCKOT0 KOPIOPATHBHOTO MEAUAANCKYpCa
U CII0COOOB MX PENpPe3eHTAlNU B KOPIIOPATHUBHBIX MEUATEKCTAX.

MarepuaJ 1 MeToAbl. MaTepranoM AJIs NCCIEAOBAHUS MOCTYKWIH aHTTIOS3bIYHbIE MEAUATEKCTHI 50
oenopycckux WUT-xoMnanuii, pa3MelieHHbIE B CONMAIBLHON ceTH «TBUTTEp» W KOPHIOPATUBHBIX OJiorax.
Jis BBISIBIICHUSI KIIFOUEBBIX [ICHHOCTEH, XapaKTepHBIX AJsl Menuanuckypcea oenopycckux UT-kommanwmid,
UCIIOIB30BAJICA METOJ, KOHTEHT-aHAIIN3A.

Pe3yabTaThl M ux odcyxnenue. KopnoparuBHbeiii Onor u oduumanbHas CTpaHHWLA B COLUATBHON
cetn «TBUTTEpP» MpeACTaBISAIOT cOO0M MOMYJsIpHBIE KOpropaTHBHbEIE MearadopMarsl. OHA OTIMYAIOTCS
KOMMYHHMKATUBHBIMH (YHKLUUSAMH, >KaHpPaMH M TEMaTHUYECKUM HAIOJIHEHHEM TEeKCTOB. OOLMM ams
TEKCTOB JaHHBIX Meaua(opMaToB SABISIETCS OOpalleHHe K CEMU OCHOBHBIM LIEHHOCTSM WJIM LIEHHOCTHBIM
JIOMHUHAHTaM, COCTaBIIOIIUM PO KOPIOPAaTUBHOTO Meauaauckypca UT-kommanuid.

3aknouenne. PacCMOTpeHHBIE KOpPIOPAaTUBHBIE LIEHHOCTU BBINOJIHAIOT KOHCOJIUINPYIOLIYIO
(GYHKIHIO TSI KOPIOPATUBHOTO Menuaanckypea oenopycckux M T-kommannid.

KualodeBble cioBa: KOPIOpaTUBHBIA MeNHAONOCPEIOBAHHBIN AMCKYpC, KOpPIOpaTHUBHBIE Meua,
KOPIIOpAaTUBHBIE IEHHOCTH, KOHTEHT-aHAJIN3, IIEHHOCTHBIE JIOMHUHAHTHI.
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With the development of technology and the emergence of new media formats (websites, blogs, social
networks, messengers, etc.), corporate communication is seen as the main means of winning modern
customers, who are interested not only in the quality of the product or service, but also in the social
position of the company.

The purpose of the study is to determine the value dominants of the Belarusian corporate media
discourse and the way they are represented in corporate media texts.

Material and methods. The English-language media texts of 50 Belarusian IT companies, posted on
Twitter and corporate blogs are the material for the research. The method of content analysis was used to
determine the key values characteristic of the media discourse of Belarusian IT companies.

Findings and their discussion. The corporate blog and the official Twitter page are popular corporate
media formats. They differ in communicative functions, genres and thematic content of the texts. All the
texts of these media formats contain the appeal to seven common values or value dominants that make up
the core of the corporate media discourse of IT companies.

Conclusion. The corporate values listed in the article have a consolidating function for the corporate
media discourse of Belarusian IT companies.
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