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MAPKETHUHI', KOPIIOPATUBHASA KVYJIbTYPA OPrAHU3AIIUU,
OJIEMEHTBI, [HU®POBLBIE MAPKETHUHI'OBBIE KOMMYHUKAIINU,
KOPITIOPATUBHbBIN KOJIEKC, CAUT OPTAHU3ALIUN

[lens AWTUIOMHON pPaOOTHI: aHAIW3 PA3BUTHUSA DJIEMEHTOB KOPIIOPATHBHOM
KyJIbTYphl OpTaHU3AIMA M BBIPAOOTKA MPAKTHYCCKUX PEKOMEHAANWK T0 €&
(GhOopMUPOBAHUIO.

B pamkax AocTH>KeHUsI MOCTaBJIICHHOW II€JIM aBTOPOM OBLUIA IOCTaBJICHBI
CJIEAYIOIIME 3aJa4u:

— TPOaHAJIU3UPOBATH I'€HE3UC U KOHIIEMIUIO KOPIOPATUBHON KYJIbTYpHI, a
TaK)Ke MOKa3aTEeH Pe3yIbTaTUBHOCTH (POPMHUPOBAHUS KOPIIOPATUBHOU KYIbTYPHI;

— TpOaHAJIU3UPOBATH POJH MUPPOBBIX MAPKETUHTOBBIX KOMMYHHKAIIUN B
nporiecce GOpMUPOBAHUS KOPIOPATUBHOMN KYJIbTYpPhl OPTaHU3AIINH;

— TpOaHAJIU3UPOBATH MPAKTUKY (DOPMUPOBAHUS KOPIIOPATUBHOU KYJIBTYPhI
BEIYIIUMU MUPOBBIMH KOMITAHUSIMU;

— TpOaHAJIU3UPOBATH OPraHU3AIMOHHO-DPKOHOMUYECKUE XapaKTePUCTUKU
OAO «MT3»;

— TIPOBECTU OILIEHKY CTPYKTYPhl M COCTABHBIX AJIEMEHTOB KOPIOPATUBHOMN
KyapTypsl OAO «MT3»;

— JaTh OLEHKY pPE3yJIbTaTUBHOCTH 3JIEMEHTOB KOPIOPATUBHOU KYJIBTYPHI
OAO «MT3x»;

— ONPENENINTh HANPABICHUS PA3BUTHSA KOPHOpPAaTHUBHOM KyibTypbl OAO
«MT3».

OOBeKT Uccie0BaHus: KOPIOpaTUBHAS KYJIbTypa OpraHu3aluu.

[Ipenmet uccnenoBanus: 3JI€MEHTHI KOpropaTUBHOM KyJabTypbl OAO «MT3»
Y HarpaBJICHUS €€ pa3BUTHSL.

Metoabsl HCClIEIOBaHUS: CHUCTEMHBIM TMOJXOJl, CpaBHEHHE, 0000IIeHuE,
PKOHOMMYECKUN aHaIu3, CUHTE3, HAOJIOJCHUE, aHKETUPOBAHME U IKCICPTHHIN
orpoc.

UccnenoBanusi U pa3pabOTKU: OMPEACNICHbl T€HE3UC KOHIEMIUM H ee
COJIeprKaHKe, a TAaK)KE YPOBHU U XapaKTEPUCTUKH, POJIh IU(PPOBBIX MAPKETUHTOBBIX
KOMMYHHUKAIIMH, PacCMOTPEHBI MPUMEPHl KOPIOPATUBHOM KYJIBTYpPbl BEIYIIHUX
MHPOBBIX KOMITAHUM, IPOBEAECH aHAIN3 KOpnopaTuBHOW KynbTypbl OAO «MT3»,
JlaHa OIICHKa pe3yJbTaTOB  (POpPMHUpPOBAHUS  KOPIOPATUBHOM  KYJIBTYpBI
OpraHu3alliyd, JaHbl PEKOMEHJAIMM  peAu3aiiHa caiita W CO3JaHus
BHYTPUKOPIIOPATUBHBIX COITUATIBLHBIX CETEH OpraHu3aIvu.

ABTOp palOOThl TOATBEPXKIAET, UYTO TMPHUBEACHHBIN B HEW pacueTHO-
aHAJUTUYECKUN MaTepuan TpPaBWIbHO U OOBEKTUBHO OTpPa)kaeT COCTOSIHUE
HCCIIEyeMOTO MpOoIecca, a BCE 3aMMCTBOBAHHBIE W3 JIUTEPATYPHBIX U JIPYTHUX
HMCTOYHUKOB COMPOBOXKIAIOTCS CChUIKAMU Ha UX aBTOPOB.
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MARKETING, ORGANIZATION CORPORATE CULTURE,
ELEMENTS, DIGITAL MARKETING COMMUNICATIONS, CORPORATE
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The purpose of the thesis: analysis of the development of elements of the
corporate culture of the organization and the development of practical
recommendations for its formation.

As part of achieving this goal, the author set the following tasks:

— to analyze the genesis and concept of corporate culture, as well as
indicators of the effectiveness of the formation of corporate culture;

— analyze the role of digital marketing communications in the process of
forming the corporate culture of an organization;

— to analyze the practice of forming corporate culture by the world's leading
companies;

— to analyze the organizational and economic characteristics of OJSC
«MTZ»;

— to assess the structure and components of the corporate culture of OJSC
«MTZ»;

— to assess the effectiveness of the elements of the corporate culture of OJSC
«MTZ»;

— to develop recommendations for the development of elements of the
corporate culture of OJSC MTZ.

Research object: corporate culture of the organization.

Subject of research: elements of the corporate culture of OJSC «MTZ» and
the directions of its development.

Research methods: systematic approach, comparison, generalization,
economic analysis, synthesis, observation, questionnaire and expert survey.

Research and development: the genesis of the concept and its content, as well
as the levels and characteristics, the role of digital marketing communications are
determined, examples of the corporate culture of the world's leading companies are
considered, the analysis of the corporate culture of OJSC «MTZ» is carried out, the
results of the formation of the corporate culture of the organization are assessed, and
recommendations for redesign are given site and creation of internal corporate social
networks of the organization.

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



