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Belarusian State University 

GENRE TRANSFORMATIONS OF DIGITAL PHOTOJOURNALISM 

The article presents the results of a study of the genres of modern Belarusian photojournalism in 

the digital media environment. The practical material of this study was the websites of the state print 

media of the Republic of Belarus, photo content of Belarusian information portals, as well as selected 

foreign publications for 2016–2018. The role of the digital media environment in the transformation of 

traditional genres of photojournalism has been established. It is shown that the digital environment with 

its properties makes it fundamentally impossible to compile a final list of genres and suggests a shift in 

the research focus on the parameters of genres, which may have different degrees of expression in a 

particular visual-semantic configuration. The parameters that determine the transformation of estab-

lished photojournalistic genres and the modeling of new genres in the digital environment, which are 

dynamic visual-semantic constructions, are defined. The significant structural and semantic characteris-

tics of the photo story genre and its correspondence to some informational, analytical, and artistic gen-

res of photojournalism are established. Significant examples of modern Belarusian photojournalism are 

considered. The approach to the genre question is designated, that sets the hermeneutic and heuristic 

vector in the organization of the photojournalist and photo editor work.  

Key words: visual-semantic configuration, genres of photojournalism, photojournalism, photo his-

tory, digital media environment, digital technologies. 
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I. V. Sidorskaya, A. P. Pilipenka 
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THE COMMUNICATION WITH CONSUMERS IN THE FAST FOOD INDUSTRY 
(ON THE EXAMPLE OF BRANDS McDonald’s, KFC, Burger King) 

The communication system of fast food enterprises with Belarusian consumers on the material of 

leading fast-food brands McDonald’s, KFC, Burger King for the period from 2013 to 2018 was 

examined. It was concluded that the fast food industry is a highly competitive area that requires well-

planned and systematic work with consumers. Properly chosen and effectively used communication 

technologies make it possible to attract the attention of the target audience to fast food companies, 

increase their loyalty, and create a favorable image. The general characteristics of communication with 

consumers in this field were isolated and investigated. The main technologies of such communication 

such as advertising, public relations, direct marketing, promotion in social networks, etc., as well as the 

features of the use of three brands of each technology were analyzed. The communication specificity in 

points of sale and outside establishments was investigated. The leading forms of Internet 

communication of fast food companies with consumers were studied. Specific technologies and forms 

of communication inherent in each brand were identified. It was concluded that, despite the use of 

various technologies and forms of communication, all three companies are quite successful in their 

interaction with consumers, as they strictly adhere to their positioning and take into account the 

peculiarities of key target audiences. The results of the study could be applied in the communication 

activities of fast food enterprises for its optimization. 

Key words: communication with consumers, fast food, fast food brands, technologies of commu-

nication,advertising, public relations. 
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