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Junmomuas pabota: 63 c., 1 puc., 19 tabmn., 54 ucrounuka, 12 mpui.
COLIMAJIBHAA CETHBh, SMM-CTPATEI'USI, ITPOJIBNXEHUE,
HEJIEBAS AYIUTOPUA, KOHTEHT, TPEH/IbI.

[{enbro MUIUIOMHOM pabOTHI SABISETCS pa3padOTKa CTpaTEruu MPOJBHKCHUS
I'Tl «AxkBa-MUHCK)» B COLIMAJILHBIX CETIX.

B pamkax pocTikeHUs MOCTaBJIICHHOMW II€JIM aBTOPOM OBLIM ITOCTaBJICHBI
CJIEYIOIINE 3a/1a4H:

1. IIpoBecTH HCCIENOBAaHHE TEOPETUYECKUX ACIEKTOB MApKETHHIa B
COLIMAJIbHBIX CETHX.

2. BBIIBUTH METObI MPOABMIKEHUS B COITMATIBHBIX CETSAX U TpeH bl SMM.

3. Ilpoananmu3upoBaTh nAesATEIbHOCTh HpoaBukeHUs [Tl «AxBa-MHUHCK» B
COLIMAJIbHBIX CETSX.

4. Paszpaboratb SMM-ctpareruto ansi nponsrkenust 'l «AkBa-MuHCK» B
COLIMAJIbHBIX CETSX.

OOBEKT HCCIIeI0BaHUS — TOCYJAPCTBEHHOE MPEANPUATHE K AKBa-MUHCKY.

[Ipenmer uccnenoBanus — crparerus npoaswkeHus [Tl «AxkBa-MuHCK» B
COLIMAJIbHBIX CETSX.

Mertoasl uccnenoBanus: o0o0IeHue, cpaBHenue, aHanus, SWOT-ananus,
JTUHAMHYECKUA METOJT C UCTIOJb30BaHUEM KOA((PHUITMEeHTAa TPHUBEICHUS.

O6nacTe  BO3MOXKHOTO  TMPAKTHYECKOTO0  MNPUMEHEHMs:  NPUMCEHEHHE
nHpopmaruu Mmenekepamu I'T1 «AxkBa-MuHCK» 111 TOBBIICHUS 3()PPEKTUBHOCTH
MPOJIBMKECHUS TIPEANPUATHS B COLIMATIBHBIX CETSIX.

ABTOp pabOThI TOATBEP)KIACT, YTO MPUBEASHHBIA B JUIUIOMHOM pabote
pacu€THO-aHATUTUYCCKUI MaTepuad MPaBUIBHO M OOBEKTUBHO OTpa)KaeT
COCTOSIHUE HCCJIEyEMOTO IPOLIECCa, a BCE 3aMMCTBOBAHHBIEC U3 JIUTEPATYPHBIX U
JIIPYTUX MWCTOYHUKOB TEOPETUYECKUE, METOJO0JOTHYECKHE ¢ METOJIUYECKHUE
TMOJIOKEHUE Y KOHIECIIIUN COMTPOBOXKIAOTCS CChUIKAMU HA UX aBTOPOB.



Thesis: 63 p., Figures 1, Table 19, 54 sources, 12 app.

SOCIAL NETWORK, SMM-STRATEGY, PROMOTION, TARGET
AUDIENCE, CONTENT, TRENDS.

The purpose of the work is to develop a strategy for promoting GP “Aqua-
Minsk” in social networks.

In pursuit of this goal the author has the following objectives:

1. To study the theoretical aspects of marketing on social networks.

2. To identify the methods of promotion on social networks and trends SMM.

3. Analyze the activities of the promotion of GP "Aqua-Minsk" on social
networks.

4. Develop an SMM strategy to promote GP "Aqua-Minsk" in social networks.

The object of the study is the state enterprise Aqua-Minsk in social networks.

Subject of research — strategies for media promotion promoting GP “Aqua-
Minsk” in social networks.

Research methods: generalization, comparison, analysis, SWOT analysis,
dynamic method using the coefficient of cast.

Realm of the possible practical applications: application of information by the
managers of GP “Aqua-Minsk” to improve the efficiency of enterprise promotion
on social networks.

The author of the work confirms that the calculating-analytical material given
in it correctly and objectively reflects the state of the process under study, and all
other sources were taken from literary and other sources are accompanied by
references to their authors.



