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Lenps wuccnemoBaHus: pa3paborath U OOOCHOBATh MPEMJIOKEHHUS 10
MOBBIIICHUIO PE3YJIbTATUBHOCTA BO3JICUCTBUSI KOPIOPATUBHOM KYJIBTYphl Ha
MapkeTuHT B3aumooTtHomeHnii OO0 «Jlom HatypanbHoit KocmeTnkmny.

B pamkax moCTHXKEeHHSI TOCTaBIECHHOW 1€ aBTOPOM OBLIM TOCTaBJICHBI
CIEAYIOIINE 3aJaYu:

— PacCMOTpPETh  TOJIOKEHUSI COBPEMEHHOW  KOHIIEMIIMM  MAapKETHUHTa
B3aMMOOTHOIIICHUH U J]aTh XapaKTEPUCTUKY OCHOBHBIX MHCTPYMEHTOB MapKETHHTA
B3aMMOOTHOIICHUI;

— OXapaKTepu3oBaTh  I[OKAa3aTeld  PE3YyJbTATUBHOCTH  BO3JEHCTBUS
KOPIOPATUBHOMN KYJIBTYPhl HA MAPKETUHT B3aUMOOTHOIIICHUH;

— PacCMOTPETh HOPMAaTHUBHBIC TMPABOBBIC JOKYMEHTBI, PETYIUPYIOIIUE
MapKeTHHTa B3aMMOOTHOIICHUM UM KOPIOPaTUBHYIO KyJIbTypy B PecmyOmnuke
benapycs;

— U3YYUTh OPraHU3aIMOHHO-DKOHOMHUYECKYI XapaKTePUCTHKY U OIICHUTH
pPE3yIAbTaTUBHOCTh BO3JIEMCTBUSA KOPHOPATUBHOM KYJIBTYpbl Ha MapKETHHT
B3anmooTHomeHuit OO0 «/lom HatypansHoii KocMeTukmny;

— OLIEHUTH d(PPEKTUBHOCTD MPEIIOKEHHBIX MAPKETUHIOBBIX MEPONPHUATUHIN
B OO0 «Jlom HarypanbsHoit KocmeTukun.

OOBEKT UCCleI0BaHUs — MAPKETHHT B3aUMOOTHOIICHHIA.

[Ipenmer wuccrnemoBanuss — crnenuduKa KOPIOPATUBHOW KYJIbTYPhl Kak
UHCTpyMEHTa MapkeTuHra B3auMmooTHomeHuid B OOO «llom HartypanbHoii
Kocmernkny.

MertogaMu, ¢ MOMOUIBIO KOTOPBIX MPOBOJUIIOCH MCCIEIOBAHUE, SIBISIOTCS :
WHIYKIWS, JSTYKIUs, aHAIn3, Kiaccudukaius, Ha0oIeHre, 6eceia 1 HHTEPBBIO,
ONpOC U aHKETUPOBAHUE, ONTUCAHHUE.

O6mactb  BO3MOXKHOTO  MPAKTUYECKOTO0  NPUMEHEHHS:  MapKETHHT
B3auMooTHoueHuit OO0 «/lom Harypansnoit KocMmeTnkm.

ABTOp pabOTHl MOATBEPKIAET, YTO MPUBEIEHHBIN B JUIJIOMHOW padote
pacuY€THO-aHATMTUYECKU Marepuand TMPaBUILHO © OOBEKTHBHO OTpa)KaeT
COCTOSIHUE HCCIIEIyEMOI0 Ipoliecca, a BCE 3aMMCTBOBAHHBIE U3 JIMTEPATYPHBIX U
JIPYTUX HUCTOYHUKOB TEOPETUYECKUE, METOJOJIOTUYECKHE U METOJUYECKHE
MOJIO’KEHHUE W KOHUEMIIMY COMPOBOXKIAIOTCS CChUIIKAMU Ha UX aBTOPOB.
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MARKETING, PROMOTION, EFFICIENCY, CORPORATE CULTURE,
RELATIONSHIP MARKETING

The purpose of the study: to develop and substantiate proposals for
improving the effectiveness of the impact of corporate culture on the relationship
marketing in «kDNK>.

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

— consider the provisions of the modern concept of relationship marketing
and characterize the main tools of relationship marketing;

— characterize the performance indicators of the impact of corporate culture
on relationship marketing;

— to consider regulatory legal documents regulating relationship marketing
and corporate culture in Belarus;

— to study the organizational and economic characteristics and evaluate the
effectiveness of the impact of corporate culture on the marketing of relationships in
«DNK»;

— to evaluate the effectiveness of the proposed marketing activities in
«DNKb».

The object of research is relationship marketing.

The subject of the research is the specificity of the corporate culture as a
relationship marketing tool in «xDNK>.

The methods by which the study was conducted are: induction, deduction,
analysis, classification, observation, conversation and interview, survey and
questioning, description.

Area of possible practical application: relationship marketing in «<DNK».

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



