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Lenbto nunnomMHoi paboThI siBAsieTCS pa3paboTka npoekrta openndyka C3AO
«OTHKOY.

3amaun:

1) u3yueHue TeOpETUUECKUX OCHOB OPEHIUHT;

2) npeACTaBICHUE CTPYKTYpPbl OpeHa0YKa MpepUsSTHS;

3) aHanu3 ¥ olleHKa pe3yabTaTuBHOCTH OpeHanHra B C3AO «Otuxoy.

OOBEeKTOM HCClIeIOBaHUSI B JIUIJIOMHOW paboTe SIBISIOTCS TEOPETHUYECKUE
OCHOBBI OpEHIUHTA.

[IpenmeToM uccienoBanus ABIAIOTCS 3J1eMeHThl pupmenHoro ctuisi C3A0
«OTHKOY» KaK 4acTh OpeHAOyKa MPEeANPUITHS.

Meronbl  UCCIEeNOBaHUS: CPAaBHUTENIBHOTO  aHaAU3a, TPYNIHUPOBOK,
AKCIIEPTHBIX OIEHOK, rpadUYeCcKuid, MHAYKIUS U JSTYKIIHS.

OO6macTb BO3MOXKHOTO  TMPAKTUYECKOTO0 TMNPUMEHEHHs: TPEJIOKEHHbIE
perieHrss MOTYT OBITh MCIIOJIb30BAaHbI Ha TPAKTHUKE NMpU pa3padoTke OpeHadyka
opraHuzaiuii 00yBHO# poMbllIeHHOCTH Pecnybnuku benapycs.

ABTOp palOTHl MOATBEPKIAET, YTO IMPHUBEICHHBIN B JUIJIOMHOW padote
pacyYeTHO-aHATMTUYECKU Marepuanl TMPaBUIBHO U OOBEKTHBHO OTpa)kaeT
COCTOSIHHE HCCIIEyEMOI0 MPOLECCa, & BCE 3aMMCTBOBAHHBIE U3 JUTEPATYPHBIX U
IPYTMX HCTOYHHKOB TEOPETUYECKHE, METOAOJOTNMYECKHNE W  METOAUYECKHE

IMOJIOKCHHUC M KOHICIIOHNH COIIPOBOXKIAAIOTCA CChIIIKAMHU HA UX aBTOPOB.
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The purpose of the thesis is to develop a draft brand book for JSC Otiko.

Tasks:

1) studying the theoretical foundations of branding;
2) presentation of the structure of the brand book of the enterprise;
3) analysis and evaluation of the effectiveness of branding in SZAO Otiko.

The object of research in the thesis work is the theoretical foundations of
branding.

The subject of the study is the elements of the corporate identity of SZAO
Otiko as part of the company's brand book.

Research methods: comparative analysis, groupings, expert assessments,
graphic, induction and deduction.

Area of possible practical application: the proposed solutions can be used in
practice when developing a brand book of organizations of the shoe industry of the
Republic of Belarus.

The author of the work confirms that the calculation and analytical material
presented in the thesis correctly and objectively reflects the state of the process under
study, and all theoretical, methodological and methodological provisions and
concepts borrowed from literary and other sources are accompanied by references
to their authors.



