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OObeKT uccienoBaHUs IUIMIIOMHON pabOThl — MapKETHHTOBOE MPOIBUKCHHE
OOBEKTOB KyJNbTypHOTro Hacienus. [Ipeamer uccriemoBaHus TUIIIOMHOM paboOThI —
BO3MOYKHOCTH MHCTPYMEHTOB MAapKETUHTA TSI TIPOABUKEHUSI 0OBEKTOB KYJIBTYPHOTO
Hacinenus. Llens aumaoMHON paboThl — ompenencHue CrnenupuKkn MapKeTHHTOBOTO
OPOABMKEHUS OOBEKTOB KYyJIbTYpHOrOo Hacjenusa. B mpoiuecce HamucaHwus
JUTUIOMHOW paboThl OBUIM TOJYYEHBl CIEAYIOUIUE pPE3yJIbTaThl: BBIICICH PAN
KJIFOUEBBIX  XapakTepuCcTHK HecBmkckoro 3amka, Kak oOOBEKTa KyJIbTYPHOIO
Hacjienusi, KOTopble ObUIM OOYCJIOBJIEHBI €ro HCTOPUEH W MOTYT TMOJYYHTb
OTPa)KEHHE B COBPEMEHHOM 00pa3e 00beKTa; pa3paboTaHa M NMPEaJIoxKEHa CTPYKTypa
MapKEeTUHIOBOro  mnpojaBmkeHuss HecBuwkckoro 3amka; omnpeaeineH  o0pa3
HecBmkckoro 3amka, CIOXKHBIIMKCS B NPEACTABICHUM KUTENEH ropojga MHHCKa;
MPENI0KEHO OCHOBAHME ISl MO3UIIMOHUPOBaHUA HecBHIKCKOro 3aMKa JIsl JKUTENel
benapycu u 3apyOeXHbIX CTpaH, AaH psJ pEKOMEHAALMI 110 €ro pean3aluu.

Knioueevie cnosa: mapkemunzogoe npoosudicerue, KyaibmypHO-UCHOPUYEcKoe
Hacneoue, MAapPKeMUH208ble KOMMYHUKAYUU, OOBbEKm KYIbMYpPHO2O HACeOus,
Heceuxcckuit  3amMoKk, unHcmpymenmsl MApKeMUH208blX KOMMYHUKAYU, yeneeas
ayoumopus.
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The object of the thesis research is the marketing advance of objects of cultural
heritage. The subject of the research is the possibilities of instruments of marketing
for advance of objects of cultural heritage. The aim of the thesis is the determination
of specifics of marketing advance of objects of cultural heritage. In the course of
writing this thesis following results were obtained: we have a number of key
characteristics of Nesvizh Castle as object of cultural heritage, which were caused by
its history and can receive reflection in a modern image of object is allocated; the
structure of marketing advance of Nesvizh Castle is developed and offered; the image
of Nesvizh Castle which developed in representation of residents of Minsk is defined;
the basis for positioning of Nesvizh Castle for inhabitants of Belarus and foreign
countries is offered, suggested some recommendations for implementation.
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