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OBLIAA XAPAKTEPUCTUKA PABOTbBI

Marucrepckas auccepranus 8lc., 13 puc., 9 Tabdn., 51 HUCTOYHUKOB.
MHHOBAITMOHHbIN MEHEJUKMEHT, MAPKETHUHI'OBBIE
KOMMVYHUKAINNU, THCTPYMEHTbBI, UMUK, EVENT-MAPKETUHT,
AHAJIN3 MAPKETHUHI OBBIX KOMMYHUKAITAN.

OOBeKT uccienoBaHus: MapKeTUHTOBbIe KOMMYHUKauu OAQO «MuHckuit
4acOBOU 3aBOA

[enssmu gaHHON PabOTHI SABJISIFOTCS: aHATIM3 TEOPETUYECKUX UICTOUYHUKOB U
MPaKTUKU B 00JACTH MApKETHHTOBBIX KOMMYHHUKalui Ha npeanpustun OAO
«MuHCKMI 4YacoBOW 3aBOA» M pa3paboTKka pEeKOMEHIauid 10  UuX
COBEPUIEHCTBOBAHUIO.

Mertobl UcCe0BaHUA: PAKTUYECKUIN aHATU3, UHAYKI[US, CDAaBHCHUE.

HccnenoBanust u  pa3paboTKu: B paboTe W3Y4YEHBl  TEKYLIUE
MApKETUHTOBbIE KOMMYHUKauuu npeanpusitus OAQO «MUHCKUH 4YacoBOM
3aBO/», TaHBI PEKOMEHIAINU TI0 KX COBEPIICHCTBOBAHUIO.

OO6nacTh MpUMEHEHHUS: MAPKETUHTOBAS ICITEIHHOCTh npeanpusatus OAO
«MUHCKHI 4aCOBOU 3aBOJI».

TexXHUKO-35KOHOMUYECKAsi 3HAYMMOCTH: BHEApPEHHE pa3pabOTOK U
peKOMeHaauii MOBBICUT BHEHUM UMUK OAO «MHUHCKMI 4acOBOM 3aBOMY,
MOBBICUT KOHKYPEHTOCIOCOOHOCTh MPOIYKIIUU, YBEIUYUT OOBEMBI MPOJIAK

MPOYKIHHU, TPUBJIEUET HOBYIO ayIUTOPHIO K OpeH Y.



GENERAL DESCRIPTION OF THE WORK

Master thesis 81s., 13 fig., tabl., 9 51 sources. INNOVATION
MANAGEMENT, MARKETING COMMUNICATIONS, TOOLS, IMAGE,
EVENT MARKETING, MARKETING COMMUNICATIONS ANALYSIS.

The object of the research: marketing communications JSC "Minsk watch
plant”

The objectives of this work are: the analysis of the theoretical sources and
practices in marketing communications at the company JSC "Minsk watch plant"
and the development of recommendations for their improvement.

Methods of research: practical analysis, induction, comparison.

Research and development: in the studied current marketing
communications JSC "Minsk watch plant”, recommendations on their
Improvement.

Field of application: Marketing activity of JSC "Minsk Watch Plant".

Technical and economic importance: implementation of developments and
recommendations will increase the external image of JSC "Minsk Watch plant”,
increase the competitiveness of products, increase sales of products, attract new

audiences to the brand.



AT'YJIBHAS XAPAKTAPBICTBIKA ITPAILBI

Maricrapckass asicepranpis 81C., 13 wman., 9 Tabn., 51 kpbIHiL.
[HaBarpIiiHpl MEHEIKMEHT, MapKeThlHraBblsi kamyHikaubl, IHCTPYMEHTDI,
IMIJTK, EVENT-MAPKETBIHT, AHAIJII3 MAPKETBIHI"ABBIA
KAMVYHIKALIBIL..

AG'exT pnacnenaBaHHS: MapKeThIHTaBblsi KamyHikanbeli AAT «MiHcki
raJ31HHIKaBbI 3aBOI»

MbTami nan3eHail mpaibl 3'SYISIONIA: aHaNl3 TIAPATHIYHBIX KPBIHIL 1
NPaKThIKI ¥ TajliHe MapKEThIHTaBbIX KaMyHIKalplii Ha mnpaanpbieMctBe AAT
«MiHCKI Taa3iHHIKaBBI 3aBOA» 1 pacmparoyka piIKaMeHJaIblii Mma ix
yJIacKaHaJIeHHI.

MeTtazpl nacienaBaHHs: TPAKTHIUHBI aHATI3, IHAYKIIbISA, TapayHAHHE.

HacnenaBanHi 1 pacopanoyki: y pabome BbIBydaHbl — OsTydblst
MapKeTBhIHTaBbIsl KaMyHikalbll mnpaanpeieMcTBa AAT «MiHcKl TaA31HHIKABBI
3aBO», aJ3€HBI pIKaMEH/Iallbll T1a 1X yIacKaHAJICHHI. .

BoGnacup yXbIBaHHA: MapKeTbIHTaBas A3eiiHacib npaanpbiemMmcTBa AAT
«MIHCKI Taa31HHIKABBI 3aBOI».

ToxHika-skaHaMiyHasi ~ 3HAYHACLb:  YKapaHEHHE  pachpanoBaK 1
pAKaMeHJanbIi MmaBbICiih 3HEIHI IMDK AAT «MIHCKI raa3iHHIKaBbI 3aBOJ,
NaBbICII[b KaHKYPAHTA3[I0JIbHACIL MPAAYKI[bll, TaBAIIYBIIbL a0'€Mbl Mpojaxay

MpagyKIbli, IPBIIATHE HOBYIO ayIbITOPBIIO 1a OpIHY.
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