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PE®EPAT

Junnomuas padora: 131 c., 21 puc., 33 tabs., 125 ucrounukos, 17 npu.

KaoueBbie caoBa: KOHCAJITUHI, KOHCAJITUHI'OBBLIE VYCIIVIH,
MEXJIYHAPOJHBIE KOHCAJITUHI'OBBIE KOMIIAHWM, BOJIbBIIAA
YETBEPKA, BPEHAMWHI', BPEH]JI, IIO3ULIMOHNUPOBAHUWE BPEHJA,
HEJIEBASA AY IUTOPHAL.

OO0bekT wmcciaegoBaHusi: OpPEHIUHT MEXKIYHAPOAHBIX KOHCAJITUHIOBBIX
KOMIIaHUU.

IIpeamer mcciaegoBaHusi: poib OpEHIMHra B Pa3BUTUM MEXKIYHAPOIHBIX
KOHCAJITUHTOBBIX KOMIIAHUM.

Hear wucciaenoBaHusi: KOMIUIEKCHOE HW3Y4YEHUE BIMSHUS OpeHIMHra Ha
pa3BUTHE KOHCAITUHTOBBIX KOMITAHUM.

Metoabl HMcCaeAOBAHUS: CTPYKTYPHBIA METOJ, METOJ CPAaBHUTEIBHOTO U
CUCTEMHOTI'O aHaJIN3a, KJIACCU(PUKALMU U CUHTE3a, METOJ 0000IICHMS.

IHonydyeHnnble pe3yabTaTbl W HX HOBH3HA. HApaOOTKM HCCIIEOBAaHUS B
00JIaCTH KCIOJIb30BaHUsA OpeHIUHTa B cepe KOHCAITHUHTOBBIX YCIyr 0OOOILEHbI U
CUCTEMATU3UPOBAHbI, U OINKCAHbI TJIABHBIE MPUHUUIBI (POPMUPOBAHUS U PA3BUTHUS
OpeH/1a, BHIABICHBI KITIOYEBbIE (DAKTOPHI Pa3BUTHS MEKTyHAPOIHBIX KOHCAITUHTOBBIX
KOMITaHUW U BIIMSHUE OPEHIMHIa HA UX Pa3BUTHE.

NccnenoBanubiii 1 0000IIEHHBIA MaTEpHal MOKET OBITh UCIIOJIb30BaH B paboTe
0eJIOpYCCKUX KOHCAJITUHIOBBIX KOMIAHUM, a Takke B Y4eOHBIX Kypcax [0
MapKETHUHTY.

ABTOp paboOThl TOATBEPKIAET, YTO MPUBEICHHBIH B HEH pacyeTHO-
aHAIMTUYECKUI Marepuan MpaBWIbHO M OOBEKTUBHO OTPaXaeT COCTOSHUE
UCCJIENyeMOT0 Mpolecca, a BCE 3aMMCTBOBAHHBIE W3 JIMTEPATYpPHBIX M JIPYTUX
MCTOYHUKOB TEOPETHUYECKUE, METOJOJIOTMYECKHME U METOAMYECKHE TMOJOXKEHUS U
KOHLETILIUY COMPOBOXKAAIOTCS CChIKAMU Ha UX aBTOPOB.

(moamuCH cTyaeHTA)



POD®EPAT

Hermmomnas nipama: 131 ¢., 21 man., 33 ta6m., 125 kpeiHin, 17 npeiki.

KarouaBbia caoBsl: KAHCAJITBIHI, KAHCAJITBIHT'ABBIA TTACJIVIT,
MDKHAPOJIHBISI KAHCAJITBIHI' ABBISI KAMITAHIIL, BSIJIIKAS UALIBEPKA,
bPOHJBIHI, BPOHJI, ITIA3IObISIHABAHHE  BPOHJIIA, MOTABA/
AV IBITOPBISL.

AO'eKT acjieaBaHHA: OPIHABIHT MIKHAPOAHBIX KAHCAJITHIHIABBIX KAMITaHIM.

Ipagmer naciaenaBaHHsi: yja3en OpAHABIHTY VY pas3Billll MIKHAPOAHBIX
KAHCAJITBIHTaBbIX KaMITaH1i

Mbra jpaciieqaBaHHsi: KOMIUIEKCHA€ BBIBYUSHHE VIUIBIBY OpIHIBIHTY Ha
Pa3BILIIE KaHCAITHIHTABbIX KaMITaH1H.

Meraabl JAacjielaBaHHA: CTPYKTYpHbl METaJ, METaj MapayHaibHara 1
CICTAMHAra aHaiizy, kjaciikaupll 1 CIHTI3y, MeTa]l adaryJIbHEHHS.

ATpbIMaHbIfA BbIHIKI i iX HaBi3HA: Hamparoyki jgacienaBaHHs ¥ BoOiaci
BBIKAPBICTAHHS OpAHABIHTY Y c(epbl KaHCANTHIHIABBIX NAaCIyr aOarysibHEHbI 1
CICTAMAThI3aBaHbl, 1 aTiCaHbI TAJIOYHbIS MPBIHIBINBI (hapMipaBaHHs 1 pa3Billd OpaHAA,
BBISTYJICHBI KJTIOUYaBbIS (paKTapbl pa3Bills MIXKHAPOIHBIX KAHCAJITHIHIABBIX KAMITaH1 1
YIUIbY OpAHABIHTY Ha 1X pa3BILLE.

JacnenaBanbl 1 abaryJbHEHbI MaTIPBISI MOKa ObIlb BBIKAPBICTAHbBI ¥ padorie
OenapycKix KaHCaNTBIHTAaBbIX KaMIIaHiM, a TakcamMa ¥y HaByYaJIbHBIX Kypcax Iia
MapKETBIHTY.

A¥yTap mpalpl manBspjKae, IITO MPBIBEI3EHBI ¥ €l pasiiikoBa-aHATIThIYHbI
MaTaIphIsI TIpaBUIbHA 1 a0'eKThIYHA aIFOCTPOYBAae CTaH JIOCieAHara mpaipcy, a yce
3ama3bluaHblsl 3 JITAPATYPHBIX 1 THIIBIX KPBIHIL TAAPITHIYHbISA, METaJaJIariyHbIg 1
METaJIbIYHBIS CTAHOBIIIYA 1 KAHIPIIIBI CyIpaBaKaroIlla CriacbIkaMi Ha 1X ayTapay.

(mopmic cryapHTa)



ANNOTATION

Degree paper: 131 p., 21 ill., 33 tab., 125 sources, 17 app.

Key words: CONSULTING, CONSULTING SERVICES, INTERNATIONAL
CONSULTING COMPANIES, BIG FOUR, BRANDING, BRAND, BRAND
POSITIONING, TARGET AUDIENCE.

Object of research: branding of international consulting companies.

Subject of research: the role of branding in the development of international
consulting companies.

Purpose of research: a comprehensive study of the impact of branding on the
development of consulting companies.

Research methods: structural method, method of comparative and system
analysis, classification and synthesis, generalization method.

Obtained results and their novelty: the research findings in the use of branding
in the field of consulting services are summarized and systematized, the main
principles of brand formation and development are described, the key factors for the
development of international consulting companies and the impact of branding on their
development are identified.

The studied and generalized material can be used in the work of Belarusian
consulting companies, as well as in training courses on marketing.

The author of the work confirms that computational and analytical material
presented in it correctly and objectively reproduces the picture of investigated process,
and all the theoretical, methodological and methodical positions and concepts
borrowed from literary and other sources are given references to their authors.

(Student’s signature)



