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PE®EPAT

Junnomuast padora: 90 c., 33 puc., 37 tabm., 63 UCTOYHMKA, 2 TIPHUIIL.

Kuarwuesslie cioa: OIITUMAJIBHAA MAPKETUHI'OBAS CTPATEI'UA,
BHYTPEHHAA CPEJA OPI'AHM3AIIMM, BHEIIHAA CPEOA OPI'AHU3A-
[N, LIEJIEBAS AYIUTOPUA, AHAJIN3 PBIHKA, TYPUCTUYECKAS YVC-
JIYTA, KOMIUIEKC MAPKETHUHI'A, SWOT-AHAJINS.

OO0beKT uccjie0BaHusA — ONTUMAIbHAs MAapPKETUHIOBAs CTpaTErus IMpearpu-
ATUS TIPU BBIXOJIE€ HA 3apyOEKHBIN PHIHOK.

MeTtoabl MCCIEeA0BAHUSA: CPABHUTEIBHOIO aHAIN3a, CTATUCTUYECKOTO aHAJIN-
3a, THAYKLWH, JIOTHYECKU-UCTOPHUUECKH, TpaduuecKuil.

IMosryyeHHble pe3yJbTaThl U MX HOBU3HA: aJIrOpUTM (POPMHUPOBAHUS ONTH-
MaJbHON MapKETUHTOBOM CTpAaTEeruy MPEeINpUITHS MPU BBIXOJE Ha 3apyOeKHBIN pPhI-
HOK Ha 0a3e aHajM3a BHEIIHEH M BHYTPEHHEH cCpeabl, XapaKTepUCTUKH TOBa-
pa/yciayry, 1eieBoid ayJuTOPUHU, OCHOBAHHBIN HA COMOCTABICHHUU pPsiia KauyeCTBEH-
HBIX ¥ KOJIMYECTBEHHBIX (DaKTOPOB.

O0JacTh BO3MOKHOTO MPAKTHYECKOr0 IPUMMEHeHHus1: pa3padoTka u Gpopmu-
pOBaHME ONTUMAIbHON MAPKETUHIOBOM CTPATErMU IPU BBIXOJIE€ HA 3apyOEKHBII Pbl-
HOK /17151 0€JI0pYCCKUX MPEANPUITHIA TypUCTUUYECKOIO CEKTOPA YCIYT.

ABTOp pPabOTBl MOATBEPKIAET, 4YTO IPUBEIEHHBIH B HEHl pacyeTHo-
AHAJIMTUYECKUI MaTepuan MPaBUIbHO U OOBEKTUBHO OTPAKAET COCTOSHUE HCCIIE-
JyEMOT0 IIpoliecca, a BCE 3aMMCTBOBAHHBIC U3 JINTEPATYPHBIX U IPYTUX UCTOYHHUKOB
TEOPETHUYECKHUE, METOIOJIOTMYECKUE U METOAUYECKUE TOJOKEHU U KOHUENIUU CO-
IIPOBOKAAKOTCS CCBIIIKAMU HA UX aBTOPOB.



POD®EPAT

Heimomuas mpara: 90 c., 33 mai. , 37 Tabm., 63 KpbIHIIB, 2 TPBIKI.

Kiaruasbis ciaoBbsl: AIITBIMAJIBHAS MAPKETBIHI'ABAS CTPATOI'IA,
AHAJII3 YHYTPAHHAT' A ACAPOL/A34, AHAJII3 3HEIIHAT' A ACAPO134,
MOTABAS AVJIBITOPBISI, AHAJII3 PBIHKY, TYPBICTBIUHAS TTACJIVTA,
KOMIUIEKC MAPKETBIHI'A TTACJIVT, SWOT-AHAJII3.

AO0'eKkT JaciegaBaHHsi — anThIMaJbHAas  MapKeTbIHraBas  CTPATAris
IpajaNnpbIeMCTBA NIPbI BBIXA/13€ HA 3aMEKHBI PhIHAK.

MeTtaabl aaciefaBaHHs: NapayHalbHara aHaii3y, CTaThICTbIYHAra aHamizy,
THYKITBI1, TAarT9YHA-TICTAPBIYHBI, TPAQ1IHBL.

ATpbIMaHbIsl BbIHIKI i IX HaBi3HA: Mar4yeIMbl anrapbIT™M (QapmipaBaHHS
anTbhIMalbHAl MapKeThIHIaBall CTPaTArii MpaanpbIEeMCTBA MPhI BBIXaA3€ HAa 3aMEXKHbI
phlHaK Ha 0a3e aHai3y 3HEMIHATa 1 YHyTpaHHSATa acspoII3s, XapaKTapbICTHIKI
TaBapy/maciyri, MATaBai ayabITOPHIl, 3aCHABAHBI HA CyMacTayJIEHHI MIIPary sIKaCHbBIX
1 KOJIbKACHBIX (pakTapay.

Bo6aacup MarysiMara mnpakTbhbIYHATa MPBIMSHEHHS: pacmpanoyka 1
(dapmipaBaHHE anThIMalibHAll MapKEThIHTAaBail CTPATATIl MPhI BBIXA/A3€ HA 3aMEXHbI
pBIHaK 1 Oenapyckara nmpaanpbleMCTBa TyphICTbIYHATA COKTapa Maciyr.

A¥Tap mpaibl mauBsipkae , MWITO MPbIBEA3EHbI ¥ €l pa3iikoBa —aHaJIThIYHbI
MaTaIphIsI paBUIbHA 1 a0'eKThIYHA aUIFOCTPOYBAae CTaH JOCieaHara mparpcy, a yce
3ama3pluaHblsl 3 JITAPATYPHBIX 1 IHIIBIX KPBIHIL T3AP3THIYHBIA, METaJanariyHbls 1
METaJIbIYHBIS CTAHOBIIIYA 1 KAHIIIIBI CyIpaBajXKarollia CracbUIKaMmi Ha 1X ayTapay.



ANNOTATION

Degree paper: 90 p., 33 ill., 37 tab., 63 sources, 2 app.

Key words: OPTIMAL MARKETING STRATEGY, INTERNAL ENVI-
RONMENT OF THE ORGANIZATION, EXTERNAL ENVIRONMENT OF THE
ORGANIZATION, TARGET AUDIENCE, MARKET ANALYSIS, TOURISM
SERVICES, COMPLEX MARKETING SERVICES, SWOT-ANALYSIS.

Object of research — optimal marketing strategy of a company entering the
foreign market.

Purpose of research: to create a possible algorithm of the formation of the op-
timal; marketing strategy.

Research methods: comparative analysis, statistics analysis, induction, graph-
ical.

Obtained results and their novelty: possible ways to form the optimal mar-
keting strategy of the company entering the foreign market on the basis of the analy-
sis of internal and external environment, the characteristics of the goods/services, tar-
get audience, based on a comparison of a number of qualitative and quantitative fac-
tors.

Area of possible practical application: development and formation of the op-
timal marketing strategy entering the foreign market for Belarusian companies of the
tourism sector.

The author of the work confirms that computational and analytical material
presented in it correctly and objectively reproduces the picture of investigated
process, and all the theoretical, methodological and methodical positions and con-
cepts borrowed from literary and other sources are given references to their authors.



