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PE®EPAT

Jurmmomuas padora: 95 c., 17 puc., 23 Tabi., 51 HCTOYHUK, TPHIT. — HET

KaoueBbie caoBa: MAPKETUHI'OBAS CTPATEI'US, ®OPMbI
BbIXOJA HA 3APYBEXHBLIE PbIHKM, BHYTPEHHAA CPEJIA
OPI'AHM3 ALK, BHEHNIHAA CPEIJA OPIAHU3ALIMKM, KOMIUIEKC
MAPKETHUHI'A ®UPMBI.

O0beKT McceI0BaHUA: MAPKETUHIOBAS CTPATETHSI KOMITAHUU

Heanb ucciaenoBaHus: M3yYeHUE TEHIACHUMH pPa3BUTHUS MHPOBOTO PBIHKA
napQroMepHO-KOCMETUYECKOM  MPOAYKIUM U  pa3paboTKa MapKETUHTOBOMU
cTpateruu BbiIxoAa Ha pbIHOK IOxHOU Kopen mnapdroMepHO-KOCMETHYECKOTO
npennpusatus «benura»

MeToabl uccjie0BaHUA: CPABHUTENBHBINA aHANINU3, MOJIEJIMPOBAHNE, AHATIN3
CTATUCTUYECKUX U SMIIUPUYECKUX JAHHBIX, TUIIOTE3, TEOPH U JIUTEPATYPHI 110 TEME
ucciea0BaHus, 0000IIeHUe, aHAIU3 OMPOCOB U METOJ SKCIIEPTHBIX OLEHOK

IMosyyenHble pe3yJbTaTbl M MX HOBHM3HA: pEeKOMeHJaluu B cdepe
pa3pabOTKU M peaau3allid MapKETHHIOBOM CTpAaTETMH BBIXOJA Ha 3apyOexHbIe
PBIHKM JUIsI KOMIIAHUHM MapprOMEepHO-KOCMETUYECKON OTpaciu, COOTBETCTBYIOLINE
COBPEMEHHBIM TEHJICHLIMSAM Pa3BUTHUS PbIHKA

O0J1acTb BO3MOKHOI0 NPAKTHYECKOI0 NPHMEHEeHHusi: pa3padoTka U
peanu3anus MapKeTUHIOBOM CTpaTeruy BhIX0/1a KOMIIAaHUH Ha 3apyOe)KHbII PhIHOK

ABTOp pabOThl TOATBEPXKIAET, YTO TMPHUBEJICHHBIN B HEH pacyeTHO-
AHATUTUYECKUN MaTepual TPaBWIBHO U OOBEKTUBHO OTPAXKaeT COCTOSTHUE
UCCIIEAYEMOTO TPOLIECCa, a BCE 3aMMCTBOBAHHBIE W3 JIUTEPATYPHBIX U APYTHUX
VCTOYHUKOB TEOPETUUYECKHE, METOAOJOTUYECKUE U METOJUYECKHE MOJOXKEHUS U
KOHIUEIIMU COMPOBOXKIAKTCS CCbUIKAMU HA UX aBTOPOB.

(moamuck cTyneHTa)



POD®EPAT

Jemomuas npana: 95 c., 17 man. , 23 ta6i., 51 kpeIHina, npeIkiI. — HIMa

KaouaBbigs caoBbl: MAPKETBIHI'ABAS CTPATOITSA, ®OPMbI
BbIXAJLY HA 3AMEXHbIA PBIHKI, AHAJII3 VYHYTPAHHAIAT A
ACAPOIA35, AHAJII3 3HEIIHATA  ACAPOAA34, KOMIUIEKC
MAPKETBIHI'A ®IPMBEI.

A0'eKT AacielaBaHHS: MAapPKEThIHTABAs CTPATATIS KaMIIaHii

MbTa naciaenaBaHHs : JacieIBaHHE TOHAPHIIBINA Pa3BILIsl CyCBETHATA PhIHKY
nappymepHa-KacMeTbIUHAW MpaAyKIlbll 1 pacnpalnoyka MapKeTbIHraBail CTpaTaril
BbIxajay Ha pbiHaK [laynuésait Kapai napdymepHa-kacMeThIuHAra MpaarnpbleMcTBa
«bemitay

Mertaabl JaciielaBaHHsI: TapayHadbHBl aHaNi3, MaJadJsBaHHE, aHali3
CTaTBICTBIYHBIX 1 AMIIPBIYHBIX JaA3€HBIX, T1I0TA3, TIOPHIN 1 JIITApATyphl TIa TIME
JacienaBaHHs, abaryJIpHEHHE, aHAIII3 albITAHHSY 1 METa ]l PKCIIEPTHBIX aJI3HAK

ATpbIMaHbIf BBIHIKI i iX HaBi3Ha: prkaMeHalbll ¥ cepbl pacnpanoyki i
paaizaleli MapKeThIHTaBall CTPATITil BBIXaAy Ha 3aMEXHBIS PBIHKI JJIS KaMIaHii
nappyMepHa-KacMeTbIUHANW TaliHbl, KIS aqNaBsalOlb CYYaCHBIM TAIHJDHIIBIAM
pasBillls PHIHKY

Bobaacubr MarysiMara mnpakTblYHATa MNPbIMAHEHHSI:  plali3aiblis
MapKeThIHTaBal CTpaTATil BbIXaJy KaMIIaHil Ha 3aMeXHbl PBIHAK 1 IHTATpaIlbIst
CTpAaTarii ¥ MapKETHIHTABYIO Mparpamy mpaanpbleMCcTBa

A¥Tap mpatibl manBspakae, MTo MPBIBEA3EHBI ¥ €1l pa3inikoBa-aHaATITHIYHbI
MaTAIPBIST TPaBUIbHA 1 a0'eKThIVHA aJITI0OCTPOYBAE CTaH JIoCeIHAra Mmparpcy, a yce
3ama3blyafblis 3 JITAPATYPHBIX 1 1HIIBIX KPBIHII TIAPITHIUHBISA, METAJAIATIdYHBIS 1
METaJIBIYHBIS CTAHOBIIIYA 1 KAHIDIIBI CyIpaBaJpKarollla ClachkUIkaMmi Ha 1X

ayrapay.

(moarmic cTynHTA)



ANNOTATION

Degree paper: 95 p., 17 ill., 23 tab., 51 sources, app. — no

Key words: MARKETING STRATEGY, ENTRY MODES TO FOREIGN
MARKETS, THE INTERNAL ENVIRONMENT OF THE ORGANIZATION,
THE EXTERNAL ENVIRONMENT OF THE ORGANIZATION, THE
MARKETING MIX.

Object of research: marketing strategy of the company

Purpose of research: studying the trends of the world perfumes and
cosmetics market and development of marketing strategy for entering the market of
South Korea by "Belita" perfume and cosmetics company

Research methods: comparative analysis, modeling, analysis of statistical
and empirical data, hypotheses, theories and literature on the topic of research,
generalization, survey analysis and method of expert evaluations

Obtained results and their novelty: recommendations in the sphere of
development and realization of marketing strategy of entering the foreign markets
for the perfumery and cosmetics companies, corresponding to the modern tendencies
of market development

Area of possible practical application: implementation of the marketing
strategy of entering the foreign market and its integration into the marketing program
of the company

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’ssignature)



