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PE®EPAT
Jumniomuas pabora: 64 c., 3 puc., 12 Tabmn., 45 HICTOYHUKOB, 8 MPUIIOKESHUIA.

KimroueBsie cnoBa: MAPKETHUHI, OPI'AHU3ALMA, PUDJITEPCKAA
JNEATEJIbBHOCTD, PBIHOK HEIBWKMMOCTU, PEKJIAMA.

OObeKT wucciaenoBaHUS — MapPKETUHIOBas JACSITENBHOCTb B PHUAITEPCKOU
OpraHMU3aLNH.

[lenp pabGoTel — TeopeTndeckoe OOOCHOBAHHWE M pPa3pabOTKa OCHOBHBIX
HaIlpaBJIeHUI COBEPILEHCTBOBAHHUS MapKETHUHTOBOM NEeSATENbHOCTU
PUVII «MonbsHap».

B mnpomecce paboTbl PACKPBITO COAEpXKAHME IIPOLECCA MapKETHHIOBOU
NEeATEIbHOCTH; KOHKPETU3UPOBAHBI MOHATHE «MApPKETUHI», ONPEIEIECHbl OCHOBHBIE
COCTAaBIISIFOIME MAapKETUHIOBOM JESITENbHOCTH, a TaKkkKe METOAbl H  (POpMbI
MapKEeTUHra B PHURITEPCKOM OpraHU3alyy; HCCIECJO0BAH PBIHOK HEABUKUMOCTH
PecniyOnuku benapych; BBISBIEHB OCHOBHBIE TEHJICHIIMM H3MEHEHHS KOJUYECTBA
CHCNIOK Ha  pbIHKE  HEABMKUMOCTH;  pa3paboTaHbl  pEeKOMEHIAMH  TIO
COBEPLICHCTBOBAHUIO MAapKETUHIOBOU JeATesibHOCTH B PUYII «MoubHap».

OOnacTpl0 MPAKTUYECKOTO TMPUMEHEHUS SBISIOTCS PEKOMEHAAMHU IO
COBEPILIEHCTBOBAHUIO MAPKETUHIOBOM JIEATEILHOCTH B PUITEPCKUX OPraHU3ALUSAX.

DNEeMEHTOM Hay4YHOW HOBHM3HBI [OJYYEHHBIX pE3YyJbTaTOB  SIBISIETCS
WHIMBUIYaAJIbHBIN MOAX0J MapKETUHTOBBIX CIYyk0 B OpraHu3aluud MapKeTHHIOBOU
KaMITaHUH, C YY€TOM CIeUU()UKHN pPhIHKA U BO3MOXHOCTEH.

ABTOp paOOTHI MOATBEPKAAET, UYTO MPHUBEACHHBIM B HEW aHAIUTUYECKUN U
pacyeTHBIN MaTepual MPaBUIbHO U OOBEKTUBHO OTPAXKAET COCTOSIHUE HCCIEAYEMOTO
BOIIPOCA, @ BCE 3aMMCTBOBAHHBIE W3 JINTEPATYpHBIX M JIPYTUX HCTOYHHUKOB,
TEOPETUYECKHE U METOHOJIOTMYECKHE IMOJIOKEHUS M KOHLEIMLWU COMPOBOXKIAIOTCS
CCBUIKaMH
Ha UX aBTOPOB.



PO®EPAT
Jpimomuas para: 64 c., 3 main., 12 tabin., 45 kpeiHilel, 8 nagatky.

Kmouassis cioss: MAPKETBIHT, APTAHIZAIIBIS, PHIDJITAPCKAS
JI3EMHACIIb, PBIHAK HEPYXOMACIII, POKJISIMA.

AG'exT pmacnmemaBaHHS — MapKeTbIHTaBas J3€MHACLb Yy pBIdATapCKaid
apraHi3aIbii.

MbTa paboThl — TIap3ThluHAae aOrpyHTaBaHHE 1 paclpaloyka acHOYHBIX
HarpamKay yJackaHaJleHHs] MapkeThiHraBai a3evinacii PUYIT «MomsHapy.

Y mpampce paboThl packpheiTa YTphIMAHHE MIPAldCy MapKEThbIHraBan
N3eMHacIll; KaHKpAThI3aBaHbl MaHSIIE «MApKETBIHI», BbI3HAUAHBI ACHOYHBIA
CKJIa/IHIKI MapKeTbIHraBail a3eiHaclli, a Takcama MeTajbl 1 (OpMBbI MapKETHIHTY ¥
pBIDATapCKail  apraHizaibli; JachbiieflaBaHbl pbIHAK Hepyxomacii Pacmy6miki
benapychk; BbISYIIEHBl ACHOYHBIS TAHIPHIIBII 3MEHBI KOJBKACII 3/13€JIaK Ha PBIHKY
HEPYXOMACIIi; paclpaliaBaHbl pIKaMEHJIallbll Ma YJacKaHAJICHHI MapKeThIHTaBai
n3erinacui ¥ PUYIL «MosabsHap.

BoGnaciio mnpakTbluHara MOpbIMSHEHHS 3'Syisiolla  piKaMeHAalbli ma
ynackaHalleHH1 MapKeTbIHTaBail J3eMHacIl ¥ PHIAITAPCKIX apraHi3alblix.

DjeMeHTaM HaByKOBall HaBI3HBI aTphIMAaHbIX BBIHIKAY 3'syisernua
IHABIBIIyaJIbHI ~ TAAbIXOJ  MAapKeThIHTaBbIX  CIyk0ay y  aprasizaibll
MapKeThIHTaBail kKamMmaHii, 3 yJikaM crenbl(iki ppIHKY 1 MardbIMacIsy.

A¥Tap mpaiibl nanBsipKae, mTo MPHIBEI3EHbI ¥ €1 aHATITHIYHBI 1 Pa3TiKOBBI
MaTAphIsUT TpaBUIbHA 1 a0'eKThIYHA aJUIIOCTPOYBae CTaH JOCJeAHara MbITaHHS, a
yce 3amasplyaHbll 3 JITAPaTypHbIX 1 IHIIBIX KPBIHIL, TIap3THIUHBIA 1
MeTaJanariyHblsl TaJaKdHHI 1 KAHIPMIBI CYMpaBaKaiollla ClachUIkaMi Ha 1X

ayrapay.



ABSTRACT
Thesis: 64 p., 3 Figure, 12 Table, 45 source, 8 application.

Keywords: MARKETING, ORGANIZATION, REAL ESTATE
ACTIVITIES, REAL ESTATE MARKET, TRADE.

The object of research — marketing activities in a real estate company.

The purpose of work — theoretical foundation and development of the basic
directions of perfection of marketing activity RCHUP «Molnar».

In operation, the disclosed content of the process of marketing activities;
fleshed out the concept of «marketing», the basic components of marketing
activities, as well as the methods and forms of marketing in a real estate company;
investigated the real estate market of the Republic of Belarus; It identified the main
trends in the number of transactions in the real estate market; developed
recommendations for improving marketing activities in RCHUP «Molnar».

The practical application are the recommendations for the improvement of
marketing activity in the real estate companies.

Elements of scientific novelty of the obtained results is the individual
approach of marketing services in the organization of the marketing campaign,
taking into account the specifics of the market and opportunities.

Author work confirms that resulted in her analytical and billing material
correctly and objectively reflects the state of the test question and all borrowed
from the literature and other sources, the theoretical and methodological terms and
concepts are accompanied by references to their authors.



