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PE®EPAT

JluniomHuast pabota coaepxuT: 67 c., 46 ICTOUHUKOB, 6 TPHUITOKCHHIA.
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KOMMYHUKAIINU, IMAPTU3AHCKUN MAPKETUHI, UHCTPYMEHTHI,
OOOEKTUBHOCTD, CTPATEI'UA, MTC.

OOBEKT ucCNeq0BaHUsI — TPAJUIIMOHHBIC U HECTAaHJAAPTHBIE MAPKETUHTOBBIC
KOMMYHUKAIIMM OpPTaHU3AIlMK B YCJIOBHUSAX TpaHCHOPMAIMA COIMAIBHBIX U
PBIHOYHBIX ITPOIIECCOB.

[IpenMer ucciienoBaHus — NAPTU3AaHCKU MAPKETUHT KaK BHUJl HECTAaHAAPTHBIX
MapKETUHTOBBIX KOMMYHUKAI[UN OpraHu3alluu.

[leaxs paboOTHI: BBISIBUTH CYIIHOCTh, COJIEP)KaHWE W  OCOOCHHOCTH
TEOPETUYECKOW 0a3bl MAPTU3AHCKOTO MAapKETHMHTa U HU3YYUTh BO3MOXKHOCTHU
MPAaKTUYECKOIO0  HCMOJIb30BaHUSI JAaHHOTO BHJA MapKETUHTa B  CHUCTEME
MapKETHHTOBBIX KOMMYHUKAIIUN OpraHu3alliu.

Metozbl UcclieIOBaHUS: CUCTEMHBIN MOJIX0/l, CTPYKTYPHO-(DYHKIIMOHATBHBIN
aHaJN3, HAOJIIOJICHHE.

[lonydyeHHble pe3ysabTaThl M WX HOBU3HA: M3YYEHBI OCHOBHBIE TEOPETHUKO-
METOJI0JIOTMYECKUE aCTIEKThl MAPKETUHTOBBIX KOMMYHUKAIIMN, OMPEICIICHBI TTOHSTUS
TPAJULIMOHHBIX W HECTAHJAAPTHBIX MApPKETUHIOBBIX KOMMYHUKAIIUW, BBISBIICHBI
BO3MOKHOCTH HECTaHJAPTHBIX MAPKETUHTOBBIX KOMMYHHKAIUM, OIMpeaeIeHbI
OCOOCHHOCTH MAPTU3AHCKOTO MApKETHUHIa, TMOKAa3aHbl BO3MOXHOCTH MPUMEHECHUS
WHCTPYMEHTOB  MAapTU3aHCKOTO  MAapKETMHra B  CHUCTEME  MapKETHHTOBBIX
KOMMYHHKAIIUN OpraHu3alliy, J0Ka3aHO, YTO METOJbl MAPTU3aHCKOIO MapKETHHTa
SIBJISTFOTCS MHHOBAIIMOHHBIMU TUTST KOMMYHUKAIIMOHHOM CTpaTeruu,
IIPOAHAIM3UPOBaHA KOMMYHHMKAlMOHHasg crpareruss MTC, wu3yueHsl mnpuemsl
MapTU3aHCKOTO MApKETUHTA, MPUMEHSEMbIE B KOMMYHHUKAIMOHHOW CTpaTervu, a
TaKKe OTIMCAHBI BO3MO>KHOCTH MapTU3aHCKOTO MapKeTHHTa JUIS
TEJIEKOMMYHHUKAIIMOHHBIX KOMITAaHUH.

HoBuzHa paboThl 3aKitoyaeTcsl B aHAIU3€ MapTU3aHCKOTO MapKEeTHMHTa Kak
WHHOBAI[MOHHOTO  BHJIa  MApKETUHIOBBIX  KOMMYHHUKAIMA Ha  IpUMEpe
KOMMYHUKAIIMOHHOM CTpaTeruu Oenopycckux Kommnanui, B yactHocth COOO
«Moobunsnbeie TeneCucteMs».

O61acTh BO3MOKHOTO MPAKTUYECKOTO0 MPUMEHEHUS: Hay4dHBbIC Pe3yJbTaThl,
pEeKOMEHJAIMid  MOTYyT  OBITh  HWCIOJB30BaHbl IS  COBEPIICHCTBOBAHUS
KOMMYHUKAIIMOHHBIX CTPATETUM OPraHU3allAM.

ABTOp pabOThl MOATBEPKIAET JOCTOBEPHOCTh MaTEpPUATIOB U PE3YJIHTaTOB
JTUTIIOMHOM paboThI, @ TAKXKE CaMOCTOSITEIbHOCTD €€ BBITIOJTHEHUS .

[HMamkosa E.A.




PODEPAT

JlprmutomHas padota 3msiiraae: 67 ¢., 46 KpbIHii, 6 gamaTkay.

MAPKETBIHI', KAMYHIKALBII, HECTAHJAPTHBIAA KAMYHIKAILIBII,
ITAPTBIBAHCKI MAPKETBIHI, IHCTPYMEHTBI, S®EKTHIYHACIIb,
CTPATOI'A, MTC.

AOG'exT macnemaBaHHS — TPAIbILBIMHBIA 1 HECTAHTAPTHBIS MapKETHIHTABbISA
KaMyHIKallbll apraHi3aipbli Ba YMOBaxX TpaHc(apMallpli CalbIsUTbHBIX 1 PHIHKABBIX
mparpcay.

[TpanMer macnemaBaHHS — MApTHI3aHCKI MApPKETHIHT SIK Bl HECTaHAAPTHBIX
MapKETHIHTaBBbIX KaMYHIKAI[bI apraHi3allbli.

MbTa mparibl: BBISIBIIIb CYyTHACIh, 3MECT 1 acaliiBaciii TIapIThIYHAN 0asbl
napThl3aHCKara MapKeTBIHTY 1  BBIBYYbIlb ~ MarybIMaclii  IpakKThlYHAra
BBIKAPBICTAHHS IATara By MApKEThIHTY ¥ CICTAME MapKEThIHTaBbIX KaMyHIKallbIi
aprasizarpli.

MeTtaapl nacienaBaHHS: CICTAMHBI MaAbIXOJ, CTPYKTypHa-(yHKUBISTHAIbHBI
aHaJji3, Ha3ipaHHE.

ATppiMaHbld BBIHIKI 1 1X HaBI3HA: BBIBYYaHbl ACHOYHBIA T3apiThIKa-
MeTaJanariyHblsl acleKTbl MAapKETHIHTABbIX KaMyHIKallblid, BbI3HAYaHbI MAHSIII
TPaIbIIBIAHBIX 1 HECTaHJAPTHBIX MAaPKETHIHTABBIX KaMyHIKAIblid, BBISYICHBI
MardybIMaclll ~HECTAHJAPTHBIX MApPKETHIHIaBbIX  KAaMYHIKAalblii, BbI3HAYAHbI
aca0JiBacIll MapThI3aHCKAra MapKETBhIHTY, MaKa3aHbl MardybIMacll HPbIMSIHEHHS
IHCTpYMEHTay  TapThl3aHCKara MAapKEThIHTY Yy  CICTOME  MapKEThIHTaBbIX
KaMyHIKalplil apraHizaibll, Jaka3aHa, IITO METaJbl MapThi3aHCKara MapKEThIHTY
3'SYNSIONIa 1HaBalBIMHBIMI JUISl KaMyHIKallbIMHAW CTpaTarii, MpaaHaii3aBaHa
KaMmyHikanpliiHass — ctpararis  MTC, BbeIBydyaHbl TpbIEMBI  MapThI3aHCKara
MapKeThIHTY, $fKis MNPBIMSHAIONIA Y KaMyHIKalblifHail CTpararii, a Takcama
amicaHbl MardbIMaclll THapThI3aHCKara MAapKETBIHTY [JIs1 TAJEKAMYHIKAIbIMHBIX
KaMIMaHiu.

HagizHa mpaipl ckiajgaenua y aHali3e NapThI3aHCKara MAapKETBIHTY SIK
1HaBallbIiHAara  Bily =~ MAapKEeThIHTaBbIX  KaMyHIKalbli  Ha  TPBIKJIAJ3e
KaMyHIKalplifHail cTpararii  Oenapyckix kammadid, y mpeiBaTHacui CTAA
«MaOubHbIsA Ta1eCicTIOMBDY.

Bo6nacup MarysiMara mpakThlyHara MPBIMSHEHHS: HABYKOBBIS BBIHIKI,
pAKaMeH 1allbli MOTYIb ObILlb BHIKAPBICTAHBI JJIs YIaCKaHAJIIEHHS] KaMyHIKallbIHHbBIX
CTpATArii apraHizallblii.

A¥Tap mpaupl mamnBspAKae IMAYHACIh MaTIpbIsiay 1 BbIHIKAY JbITUIOMHAN
nparibl, a TaKCamMa CaMacTOMHACLD € BIKAHAHHS.

lamkoBsa A.A.




ABSTRACT

Thesis: 67 p., 46 sources, 6 applications.

MARKETING, COMMUNICATIONS, CUSTOM COMMUNICATIONS,
GUERRILLA MARKETING, TOOLS, EFFICIENCY, STRATEGY, MTS.

The object of the study — the traditional and innovative marketing companies’
communications in the transformation of social and market processes.

The subject of investigation — guerilla marketing as a form of non-standard
marketing communications of organizations.

The purpose of the study is to identify the nature, the content and the features
of the theoretical basis of guerrilla marketing and to explore the possibilities of
practical use of this type of marketing in the system of organizational marketing
communications.

Methods: a systematic approach, structural-functional analysis, observation.

The results. We performed an analysis of the basic theoretical and
methodological aspects of marketing communications, the notions of traditional
and innovative marketing communications, identified opportunities of
unconventional marketing communications, defined the features of guerrilla
marketing, showing the possibility of applying the tools of guerrilla marketing in
the companies’ marketing communications; we proved that the methods of
guerrilla marketing are innovative, performed an analysis of MTS’ communication
strategy and guerrilla marketing techniques and described the possibilities of
guerrilla marketing for telecommunication companies.

Relevance of the work is related to the fact that guerrilla marketing is an
innovative type of marketing communications for Belarusian companies.

Area of possible practical applications. The results obtained during the
analysis can be used in similar studies; the recommendations can be used to
improve the communication strategy of organizations.

The author confirms that all analytical materials correctly and objectively
reflect the state of the process under investigation, and all borrowed from literature
and other sources of methodological and methodical terms and concepts are
accompanied by references to their authors.

E. Shashkova




