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Lens pgunmomMHOW  paOOThl  SIBISIETCS  OpraHU3aldsg  MapKETUHTOBBIX
MEpPONPUATANA B COLMAIBHBIX CETAX M OLEHKA MX PE3yJIbTaTUBHOCTH Ha MIpHUMEpPE
WNucrutyta Ousneca BI'Y.

B pamkax nocTHKeHMsI TOCTaBICHHOW II€JIM aBTOPOM ObUIA TOCTaBJICHbI
CJIEIYIOIIHE 3a/1a4uu:

1. paccMOTPETh TEOPETUUECKUE OCHOBBI HCIIOJIb30BAHMS COLIMAIIBHBIX CETEN
B MAPKETUHIOBOM JEATEIbHOCTH;

2. BBISIBUTb BO3MOXXHOCTHM M IPUHLMIBI OLEHKU PE3YyJbTaTUBHOCTHU
MApKETHUHTOBOM JAEATEIIbHOCTU B COMAIIBHBIX CETSX;

3. paccMOTpETb HOPMAaTUBHBIE NIPABOBBIE JOKYMEHTBI, PETYIUPYIOLINE
uHTepHEeT-MapkeTHHT B PecniyOnuke benapycs;

4, pPaccMOTpPETh MAPKETHUHTOBYIO JesiTeIbHOCTh MHCTHTYTA OU3Heca BI'Y;

S. [IPOAHAIN3UPOBATh BEICHUE AKKAyHTOB M OLECHUTH PE3YJIbTATUBHOCTH

MapKETUHTOBOM JIEATETLHOCTH B COLMANIbHBIX ceTsax Muctutyra 6uszneca bI'Y.
OOBEKT ucciIeI0BaHNs: MAPKETUHTOBBIE MEPOIIPHUSATHS B COITUATBHBIX CETSX.
[Ipeamer wucciaemoBaHus: oOpraHu3anuss U oOueHKa 3(hPEeKTUBHOCTU

MapKETUHTOBBIX MEPOIPHUATUN B COIUANTBHBIX ceTsix MHcTuTyTa 6usneca bI'Y.
Mertoabl uccienoBaHus: MHAYKIIHS, IeTYKIMs, aHaTN3, HAOJII0ICHHE.

O06s1acTh BO3MOXKHOTO MPAKTUYECKOTO MPUMEHEHHUS: MPAKTHUYECKUN MapKETUHT
WNucrutyra OusHeca BI'Y.

ABTOp paboThl TOJTBEPKAACT, YTO MPHUBEAEHHBIM B JTUIJIOMHOW paboTe
pacuy€THO-aHATUTHYECKUN MaTepual MPaBUILHO U OOBEKTUBHO OTPAKAET COCTOSIHHE
HCCIIEyEMOTO IIpolecca, a BCE€ 3aMMCTBOBAHHBIC W3 JIMTEPATYPHBIX U JAPYTHUX
VCTOYHHKOB TEOPETUYECKUE, METOJOJIOTUYECKHE M METOAUYECKUE TOJIOKEHUE U
KOHILEIIIMU COITPOBOXKIAOTCS CChUIKAMHU Ha UX aBTOPOB.



Thesis: 58 p., 11 fig., 4 tables, 39 sources, 3 applications.
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The aim of the thesis is organization of marketing activities in social networks

and evaluation of their effectiveness on the example of the School of Business of BSU.

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

1. consider the theoretical foundations of the use of social networks in
marketing activities;

2. identify opportunities and principles for evaluating the effectiveness of
marketing activities in social networks;

3. review the regulatory legal documents regulating Internet marketing in the
Republic of Belarus;

4, consider the marketing activities of the BSU Institute of Business;

5. analyze the management of accounts and evaluate the effectiveness of
marketing activities in social networks of the BSU Institute of Business.

The object of the research: marketing activities in social networks.

The subject of the research: organization and evaluating of the effectiveness of
marketing activities in social networks of the School of Business of BSU.

Methods: induction, deduction, analysis, observation.

Realm of the possible practical applications: practical marketing of School of

Business of BSU.
Author of work confirms that the above thesis work in computational and

analytical material correctly and objectively reflects the state of the process under
investigation, and all borrowed from the literature and other sources of theoretical and
methodological position and concepts accompanied by references to their authors.



