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Llenp gumuioMHONW pabOTHl SABISETCS pa3paboTka MOPEIIOKEHHH 0
ITOBBILIEHUIO PEe3yIBTaTUBHOCTH MapKeTUHTa B3aMMOOTHOIIIEHUI B
roCyJ1apCTBEHHOM npeanpusTtun «Bogokanan MUHCKOTO paioHay.

B paMkax AoCTHKEHUs MOCTaBICHHOW L€ aBTOPOM OBUIM IOCTaBJIEHBI
CJIEAYIOIIME 3aJa4u:

— MCCIIEOBAHbBl TEOPETUYECKUE OCHOBBI MAPKETUHIA B3aUMOOTHOILICHU;

— MPOAHAIN3UPOBAHO COCTOSIHUE MAapKeTUHra B3auMooTHomeHun B [TI
«Bonokxanaimn MUHCKOTO panioHay;

— pa3paboTaHbl 1 JKOHOMUYECKH 000CHOBAHBI ITPEII0KEHHSI IO TTOBBIIIEHUIO
pEe3yJIbTaTUBHOCTH MapkeTuHra B3aumMooTHomeHnil B I'Tl «Bogokanan MuHCkoro
parioHay.

OOBEKT uCCe0BaHNs: MAPKETUHT B3aUMOOTHOLIEHUH.

[Ipenmer umccmenoBaHMs: pa3BUTHE MApKETHMHTra B3auMOOTHOWIEHWH B I1I
«Bomokananm MHUHCKOTO paiioHa».

Meroabl uccneaoBaHUs: MOHOTpapUUecKUil METOA, NEIyKUUs, WHIYKIIHS,
CpPaBHEHUS, CUCTEMaTH3alMs M O0O0OIIEHHWE TEOPETUYECKUX M MPAKTUYECKUX
MaTE€pUAJIOB, CBOJKH U TPYIIIUPOBKHU, aHAJTUTUYECKUE TIPOLIETYPHI.

O6mactb BO3MOXXHOIO MPAKTUYECKOTO NPUMEHEHUS: MPEAJIOKEHHbIE
pemieHusi MOryT OBbITh HMCHOJB30BaHbl Ha MpPaKTUKE JJI  TOBBILICHUSA
pPE3YJIBTaTUBHOCTM  MAapKETHHIAa  B3aMMOOTHOIIEHWH B  TOCYAAapPCTBEHHOM
npeanpusatun «Bomokanan MUHCKOTo paioHay.

ABTOp palOThl MOATBEPKIAET, YTO IPUBEICHHBIA B HEW (PaKTHUUECKHA
MaTepHua IpaBUIbHO U OOBEKTUBHO OTPAXKAET COCTOSIHUE UCCIIEAyEMOro Ipoliecca,
a BCE 3aMMCTBOBAHHBIE U3 JIUTEPATYPHBIX U APYTUX UCTOYHUKOB TEOPETUUECKHUE U
METOJOJIOTUYECKHUE TOJIOKEHU U KOHUEIIIUHA COMPOBOKAAIOTCS CChUIKAMU HA UX
aBTOPOB.
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marketing, relationship marketing, marketing activities, customer relations,
loyalty, customer value index

The purpose of the thesis is to develop proposals for improving the
effectiveness of relationship marketing at the state enterprise «Vodokanal of the
Minsk region».

In order to achieve this goal, the following tasks were set by the author:

— researched the theoretical foundations of relationship marketing;

— the state of relationship marketing in SE «Vodokanal of the Minsk region»
was analyzed;

— proposals were developed and economically justified to improve the
effectiveness of relationship marketing in SE «Vodokanal of the Minsk regiony.

Object of study: relationship marketing.

Subject of study: the development of relationship marketing at the State
Enterprise «Vodokanal of the Minsk region».

Research methods: monographic method, deduction, induction, comparison,
systematization and generalization of theoretical and practical materials, summary
and grouping, analytical procedures.

Area of possible practical application: the proposed solutions can be used in
practice to improve the effectiveness of relationship marketing in the state enterprise
«Vodokanal of the Minsk region».

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



