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MAPKETHUHI'OBA CTPATET'UA, MEXAYHAPO/HA
KOMITAHMS, CTPATETMYECKMII AHAJIU3, BHYTPEHHSIS CPEJA
OPTAHU3ALINN, BHEIIHAA CPEJA OPIAHU3ALNM, KOMIUIEKC
MAPKETHUHI'A VCJIVI, B2B, KOHTEHTHBLIII MAPKETHWHI,AUTU
AYTCOPCHHI 4P.

Obvekm uccnedoeanusi — MAPKETUHTOBBIE CTPATETUU MEXIYHAPOIHBIX
KOMIIaHUU.

Llenv pabomwvl - u3ydeHHE OCOOCHHOCTEW pa3paObOTKM M MPUMEHEHHUS
MApKETUHIOBBIX  CTPAaTEerMii  MEXKIYHAPOJHBIMM  KOMIIAHUSIMM, a  TaKXKe
dbopMHpoBaHUE TMPAKTUYECKUX PEKOMEHIAIMN IO COBEPIICHCTBOBAHUIO TaKUX
ctpareruii Oenopycckumu WT-xkomnanusimu — pesupentamu [lapka Bricokux
TexHoIorum.

Ha ocHOBaHuMM UCCIENOBaHMM  MAapKETUHIOBBIX  CTpaTeruil  ObLIM
MPOAHAIM3UPOBAHbl  OCHOBHBIE  TEOPETHUYECKUE  ACMEKTbl  MapKETHMHIOBBIX
CTpaTerui, pacKpbIThl CYITHOCTh U OCOOCHHOCTH MAapKETUHIOBOW MH(POpMaLUU U
ObLJ1a MpUBEICHA KIIACCU(PUKALIUS MAPKETUHTOBBIX CTPATETHil.

Takxxe Oputa pa3zpaboTaHa cxemMa MapPKETUHIOBOW CTpaTErwu, KOTopas
COCTOMUT U3:

e aHanu3a BHYTPEHHEW U BHEIIHEN CPENbI;

e aHaNM3a JEATEIbHOCTH MPEANPUATHS, BbIICICHUS CUIbHBIX U CIIa0bIX
CTOPOH; aHaJIW3a CTPATErHYECKON MO3UIUHU NPETPUATHUS;

® aHaiM3a BO3MOKHOCTEH COKpALIEHUS Pa3IMYHbIX CTAAUN U3JIEPKEK U
aHaiM3a HOBBIX BO3MOXKHOCTEH TOJYyYEHUS YCTOMYMBBIX KOHKYPEHTHBIX
PEUMYILECTB;

e (opMHpOBaHHME MAPKETUHIOBBIX IeJed i MNpEeAnpUsTHs Ha
OCHOBAHUM MPOBEJACHHOTO aHAIIN3A;

® U onpeJerieHe 3a1ay, peluB KOTOpbIe, OyAyT JOCTUTHYTHI 3aJaHHbIE
LEJIH.

B npouecce Hanucanus paboThl OBLIO MCCIEA0BAHO MHOXKECTBO MOJENIEH U
METO/IOB, KOTOpbIE MPUMEHUMBI JIJIsl pa3padOTKH MAapKETUHTOBOM CTpATEruul JUIs
IT — xomnanuu B benapycu, BciencTBue 4ero, ObUIM TMPEAJIOKEHBI aBTOPCKUE
PEKOMMEH1aLIUN.
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Ab'ekm  Oacnedaeéanns — TPBIMSHEHHE MAapKETBIHTABbIX CTpaTerui
MeEKHApOTHAH KaMIiaHil.

Mbma Owviniomuau npaysl — BBIBYYIHHE acabiiBacisy pacrpanoyki i
MPBIMSIHEHHSI MapKETHIHTAaBBIX CTPATATIN MIXHAPOJIHBIMI KaMIlaHisiMi, a Takcama
dbapmipaBaHHE MPAKTBIYHBIX pIKaAMEHIAIBIA Ma YJaCKaHAJEHHI TaKiX CTPaTATiH
oenapyckimi [ T-kammanisimi-pasigdarami [lapky Bricokix Taxnanoriit.

Ha mancraBe  gacieaBaHHSy — MapKeTBIHTAaBbIX — CTpararid  Obuii
IpaaHali3aBaHbl ACHOYHBIS TIAp3THIYHbIA ACHEKThl MApPKETBHIHIABBIX CTPATATIH,
pPacKphIThbIL CyTHAaclb 1 acaOJiBacii MapKeThIHraBaili 1H(papmaipll 1 OblIa
npbIBe/I3eHa Kiaci(hiKablsi MapKEThIHTABbIX CTPATATIH.

Takcama Obula pachpanaBaHa cXeMa MapKeThIHIaBail CTpaTarii, sKas
CKJaJaera 3:

* aHAII3y YHYTpaHai 1 3HEIHANU acsIpOII3s;

* aHaJI3y J3eMHACI MPaaIpbhIEMCTBA, BEUIYYIHHS MOIIHBIX 1 CJIa0bIX 0akoy;
aHaII3y CTPATATIYHAN Ma3ilbll MpaphIEMCTBA;

* aHaNI3y MardyeIMacisly CKapaudsHHS PO3HBIX CTAJbIM BBIJATKAY 1 aHAJI3Y
HOBBIX MardybIMaclsy aTpbIMaHHS YCTOMIIBBIX KAHKYPIHTHBIX I€paBar;

* (hapmipaBaHHE MapKETHIHI'ABbIX MATAy JJIs MPaANpbhleMCTBAa HA MaJCTaBe
npaBe/i3eHara aHamizy;

* 1 BBI3HAUDHHE 33]1a4, BBIPALIBIYIIbI fAKisA, OyAylb NACSITHYTHI 3aa3€HbIS
MOTHI.

VY mpampce HamicaHHs mpaibl ObUIO JaciefaBaHa MHOCTBA MadJisty 1
MeTanay, sKisg acTacaBaJIbHbIS JUIsl paclpaloykKi MapKeTbIHraBal CTpaTarii JJis
IT-xkamnanii ¥ benapyci, 3 mnpblublHBl Yaro, ObUIl MparmaHaBaHbl ayTapcKis
PEKOMMEHIalIUU.



Abstract

Thesis: 70 p., 7 ill., 14 tab., 61 sources, 1 app.

MARKETING STRATEGY, STRATEGIC ANALYSIS, INTERNAL
ENVIRONMENT OF THE ORGANIZATION, EXTERNAL ENVIRONMENT
OF THE ORGANIZATION, COMPLEX MARKETING SERVICES, B2B,
CONTENT MARKETING, IT — AUTSOURCING, 4P.

The object of the study — basics of development and integration of
comparative marketing strategies.

The aim of the thesis - studying of the specifics of the development and
application of marketing strategies by international companies and the formation of
practical recommendations for the improvement of such strategies by Belarusian
IT companies - residents of the High —Teck Park.

Based on the research of marketing strategies, the main theoretical aspects of
marketing strategies were analyzed, the essence and peculiarities of marketing
information were disclosed and the classification of marketing strategies was cited.

Also, a marketing strategy was developed, which consists of:

« analysis of internal and external environment;

* analysis of the company's activities, highlighting strengths and
weaknesses; Analysis of the strategic position of the enterprise;

* Analyze the possibilities of reducing the various stages of costs and
analyzing the new opportunities for obtaining sustainable competitive advantages;

* Formation of marketing goals for the company on the basis of the analysis;

« and the definition of tasks, deciding which, the set goals will be achieved.

In the process of writing the work, a lot of models and methods were
investigated that are applicable for the development of a marketing strategy for an
IT company in Belarus, as a result, author's recommendations were proposed.



