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OOBEKTOM TUIUIOMHON paOOTHI SBISICTCS MPOIIECC TTO3UITMOHUPOBAHMS OpEH/IA,
MPEAMETOM — CTPATEruu MO3UIMOHUPOBAHUS OpeHJla U CPEICTBA MAPKETUHIOBBIX
KOMMYHHUKAIIM B TO3UIIMOHUpOBaHUM OpeHna. llenp aumimoMHoON paboOThl —
PaccMOTPETh MPOIIECC MO3UITMOHUPOBAHUS OpPEHIa, CTPATETHH TO3UIIHOHUPOBAHUS U
POJIb THCTPYMEHTOB MaPKETUHTOBBIX KOMMYHHUKAIIMK B TO3ULIMOHUPOBAHUM OpEHIA.
B pabote omucan mpoliecc MO3ULIMOHUPOBAHUS OpeHIa, PACCMOTPEHbI MOJETH U
CTpaTeruy TMO3UIMOHUPOBAHUS, a TaKXe pojJb CPEICTB MApPKETUHIOBBIX
KOMMYHHUKAIIMH B MO3UIMOHUPOBAHUM OpeHaa. Takke MpelcTaBiIeHbl PE3yIbTaThl
CaMOCTOSITEJILHOTO KOHTEHT- aHAJIUTUYECKOTO HCCJIEAOBaHUS MO3UIIMOHUPOBAHUS
OpeH/IOB MUTHLEBOW BOJIbI Ha OEJIOPYCCKOM PBIHKE: ONHUCAHbl OCHOBHBIC CTpaTEruu
MO3UIIMOHUPOBAHUS U CPEJCTBA MAPKETHUHTOBBIX KOMMYHUKAIUWA, UCOJIb3yeMbIC B
MO3UIIMOHUPOBAHUU OPEHJOB THUTHEBOM BOJABI, a TaKXKE OMUCAHO COJCpPKaHUE
MO3UIINH KaXKJIOTO U3 UCCIEAYEMbIX OPEHIOB.
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The object of the degree work is the brand-positioning process. The subject is
the brand-positioning strategies and the means of marketing communications in the
brand-positioning. The aim of the degree work is to go to considerthe brand-
positioning process, the positioning strategies and the role of the instrumentsof
marketing communications in the brand-positioning. The brand-positioning process,
the models and the strategies of the positioning, and the role of means of marketing
communications in the brand positioning are described in this work. The results of
the independent content-analytical research of the brand positioning of potable water
at the belarusian market are shown in this work: the basic positioning strategies and
the means of marketing communications, used in the brand positioning of potable
water and the contents of each position of the brands.
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