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Pedepar
Junimomuas pabota: 62 crpanuiisl, 10 Tabnuil, 6 pUCyHKOB, 26 HCTOUHHKOB.

I'OPHOJIBDKHBIM TYPU3M, MEPOITPUATHA TI0 ITPOJIBIDKEHMIO,
MAPKETHHI'OBBIE NCCIEOJOBAHNIA, CPABHUTEJIBHAA
XAPAKTEPUCTHUKA, AHAJIM3  AEATEJIBHOCTH, IIPEJJIOXEHNA,
OLEHKA 5OPEKTUBHOCTHU.

Obvexkm uccnedosanusi - TYPUCTCKUM MPOAYKT TOPHOJBDKHBIX KOMILIEKCOB
benapycwu.

Llenv pabomvl - OlLIEHKa KOHKYPEHTOCIIOCOOHOCTH TYPHUCTCKOTO MPOAYKTa
I'COK «Jloroiick» u pa3paboTka MEPONPHUSATHNA MO MPOABMKEHHUIO TYpPUCTCKOTO
MPOAYKTA.

bbutn  mpoaHanuM3MpOBaHBI OCHOBHBIE JTallbl, YYaCTHUKHU TMpoIlecca 10
MIPOJIBIJKEHUIO TOBAapOB M YCIYT, a TAaKXKE YKa3aHbl BO3MOXHBIC JIOMOJHUTEIHHBIC
(hakTophl, KOTOPHIE HE BXOMAST B OCHOBHOM IpPOIIECC, OJHAKO MOTYT 3HAYUTEIHHO
MOBJIMATH HA PE3YJIbTAT MAPKETHUHTOBOTO Tpoiiecca. Takxke ObUIO yaeIeHO BHUMAHKE
HETMOCPE/ICTBEHHO (YHKIIUSIM MAPKETHHTOBBIX KOMMYHHUKAIIUI U UX COCTABJISIOIIIM
JUIs BBIOOpa B JajdbHEWIIEM ONTUMAIBHBIX CPEJICTB, KOTOpPHIE MOTYT OBITh
UCIIOJIb30BaHbl B 3aJaHHOM cutryaruu. Jlamee ObBUT pPacCMOTPEH MeEXaHU3M
MPOJIBIKEHUSI TYPUCTCKOTO TPOJIYyKTa Ha OCHOBaHWUU €ro ocoOeHHocTeil. Taxxke
obn  coctaBineHbsl SWOT-aHanu3, OTpaKalIuii OCHOBHBIE XapaKTEPUCTHUKU
pa3BUTHS TOpHOJBDKHOTO Typu3dMa B bemapycu, u SNW-ananus (CHUIBHBIX,
HEUTPAIBHBIX U CIIa0BIX CTOPOH) BCEX OENOPYCCKUX KOMIUIEKCOB, PabOTAIONIUX 10
JAHHOMY HAIIpaBJICHUIO. DbbUI NpPOBEAEH CPAaBHUTEIBHBIM aHAINA3 IPEIJIOKEHUN
TOPHOJIBIKHBIX IIEHTPOB benapycu u BBISBIEHBI UX KOHKYPEHTHBIE MPEUMYIIECTBA.
beina mnpenjokeHa pa3zpaboTka MEpPONPHUSTHS MO TMPOABHUKEHHUIO TYPHUCTCKOTO
MPOJyKTa IIEHTpAa TOPHOJBDKHOTO Typu3Ma «Jloroiick», mo3Bomsitomas Oosee
3¢ ()EKTUBHO OCYIIECTBIATH CBOIO ACATEIBHOCTh M KOHKYPHUPOBATh Ha BHYTPEHHEM
pbeiHKE benapycu.



Py¢epar
Jlpimiomuas mparna: 62 craposki, 10 ta6oii, 6 ManroHka, 26 KpbIHIII,

TAPHAJIBDKHBI TYPBI3M, MEPAIIPEIEMCTBEI ITA TTPACOYBAHH],
MAPKETBIHI' ABBLSI JIACJIEIBAHHI, [IAPAVHAJIBHA I
XAPAKTAPBICTBIKA, AHAJI3 JI3EMHACL]I, IIPABAHOBBI, AIDHKA
DOEKTBIYHACIL.

Ab’exm OacnedsanHsi - TYPBICIKI TMPATyKT TapHAIBDKHBIX KOMILIEKCAY
bemapyci.

Mb>ma npaywsl - alpHKAa KaHKYpIHTa30JbHACH Typbiciikara npagykra [CAK
"Jlaro#ick" 1 pacnpaiioyka MepanpbleMCTBay Ta MpacoyBaHHI TypbhICIIKara mpaayKra.

bt mpaananizaBaHbl ACHOVHBISI 3Tallbl, YASIbHIKI Mparpca ma IpacoyBaHHIO
TaBapay 1 maciyr, a Takcama aJ3HadyaHbl MardbIMbIsl JaJaTKOBBIS (haKTaphl, SIKis HE
V¥Baxo/3s1b Y aCHOYHBI Mpalpc, aje MOTylb 3HayHa MayIuibiBaTh Ha PA3YJIbTAT
MapKeTbIHTaBara mpaipca. Takcama Oblila HaJlaq3eHa yBara HemacpdHa (QyHKIIBIAM
MapKeThbIHTaBall KaMyHIKaIlbll 1X KaMIaHeHTaM, Ka0 MOThIM BHIOpAIlh alThIMAIbHbIS
CPOJIKi, SIKiS MOTYIlb OBIIlb BBIKAPBICTaHBIA Y 3adaHail cityanpl. Jlaneir Obry
pasriemkaH MEXaHI3M MpacoyBaHHS TyphICIIKara NpaayKTa Ha TMaJICTaBe Sro
acaOmiBacreii. Takcama Obuti cacraynensl SWOT-anami3, sKi aiIoCTpoyBay
ACHOYHBISI XapaKTapbICTHIKI Pa3Billllsl rapHalbbKHara typsizma ¥ bemapyci, 1 SNW-
aHaii3 (MOIHBIX, HEUTPAIBHBIX 1 CIa0BIX 0aKOY) ycix OenapycKix KOMIUIEKcay, sKis
mpaiyols Ta Jaj3eHaMy HampamKy. bbIy mpaBen3eHbl MapayHaJIbHBI aHaJi3
MpanaHaBaHHAY TapHAJIbDKHBIX IPHTpay bemapyci 1 Obunl  BBIAYICHBI  1X
KaHKYpOHTHBIS TiepaBari. beiia mpamaHaBaHa pacmpaiioyka MepamnpbieMcTBay Iia
MpacoyBaHHI TypBICIIKAara MpaayKTa IPHTpa TapHAJbDKHAra typbidmMa «Jlaroick»,
sKas Ja3Bajsie 00JbI 3EKThIYHA aXKbIIIYIAIb CBAlO JA3CHHACIH 1 KAHKypaBallh Ha
VHyTpaHbIM peinke bemapyci.



Abstract
Thesis: 62 pages, 10 tables, 6 figures, 26 sources.

SKI' TOURISM, PROMOTIONAL ACTIVITIES, @ MARKETING
RESEARCH, COMPARATIVE  ANALYSIS, ACTIVITY  ANALYSIS,
SUGGESTIONS, EVALUATION OF EFFICIENCY.

The object of the study is tourism product of Belarusian ski centers.

The aim of the thesis is the competition estimation of SSRC “Logoisk"
tourism product and designing of tourism promotional activities.

There have been analyzed main stages, promotional process participants. Also
have been mentioned possible factors which are not included in the process, but can
have significant impact on the marketing process result. The attention was paid for
marketing communication functions in order to make the right decision of optimum
means in a particular situation. Then, a promotional mechanism of tourism product
was disclosed. The work contains SWOT-analysis, reflecting basic characteristics of
ski tourism development in Belarus, and SNW-analysis (strength, neutral, weak
sides) of Belarusian ski centers. Also a comparison analysis of supply has been done.
It helped to find out their competitive advantages. The promotional activity program
for SSRC “Logoisk" has been offered. The program allows more effectively carry out
the activity and perform advance competition level in the domestic market.



