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Hunnomuas pabora: 90 c., 16 puc., 14 Ttabn., 54 ucrounuka, / MPHUIL

MAPKETHUHI'OBBIE BO3MOXHOCTU BPEH/IMHI'A B B2B BU3HECE

Llenpr0o AUIUIOMHOM paboOThl sBISETCA pa3paboTKa NPEIJIOKEHHA ITO0
WCITOJIb30BAaHUIO MAPKETHHIOBBIX BO3MOKHOCTEN Openaunra OO0 «Pait3uHry.

B pamMkax AOCTHKEHHs IMOCTaBJIEHHOW LETU aBTOPOM OBUIM IOCTaBJIEHBI
CJIEIyIOLIME 3a/1auu:

1) paccMOTpeTh OHSTHE, CYIITHOCTh U COJIEPXKAHKE Tpoliecca OpEHINHTA,;

2) BBISBHUTH crniennuky OpeHauHra B cermenre B2B;

3) cTpyKTypHpOBaTh okazarenu 3(h(HEeKTUBHOCTH OPSHIUHTA;

4) mpoaHAM3UPOBAaTh HOPMATHBHO-TIPABOBOE PErYJIMPOBAHNE OpEH/IMHTA B
Pecny6iuke benapycs;

5) paccMOTpeTh OpPraHMU3aIMOHHO-IKOHOMHUYECKYIO XapakTepucTuky OOO
«Pai3uHy;

6) nmpoananu3upoBath OpeHAMHT OO0 «Pai3uHY,

7) BBIIBUTH MapKETHHIOBBIC BO3MOXKHOCTH OpeHa R Group.

OOBeKT uccienoBaHus: OPEHIUHT.

[Ipenmet uccnenoBanus: OpeHauHr OO0 «Pal3uHT» U €ro MapKETUHTOBbBIC
BO3MOYKHOCTH B COBPEMEHHBIX YCIOBHSX.

Metoapl HcCClIeIOBaHUS: CHUCTEMHBIM TMOJXOJl, CpaBHEHUE, 0000IIeHNuE,
kinaccupukanus, SWOT-ananu3, MHAYKIUSA, OSKOHOMHYECKUM aHAIM3 U
MOJICJIUPOBAHUE.

O6mactb  BO3MOXHOTO  MPAaKTUYECKOrO0  NPUMEHEHUS:  peau3alus
MapKETUHIOBBIX BO3MOXHOCTe OpenauHra OOO «Pali3uHr» mnocpeacTBOM
HM(POBBIX U IEYATHBIX HOCUTEIIEH.

ABTOp pPabOThl TOITBEPXKAAET, YTO MPUBEACHHBIH B HEW pacyeTHO-
aHAIMTUYECKUI Marepuanl KOpPPEKTHO U OOBEKTHMBHO OTPAXKaeT COCTOSHUE
MCCJIENyeMOT0 Mpoliecca, a BCE 3aMMCTBOBAHHBIE W3 JIMTEPATYPHBIX M JIPYTUX
MCTOYHHUKOB COMPOBOKIAIOTCS CChIJIKAMU Ha UX aBTOPOB.



Thesis: 90 p., 16 figures, 14 tables, 54 sources, 7 apps.

MARKETING OPPORTUNITIES OF BRANDING IN B2B BUSINESS

The purpose of the thesis is to develop proposals for using the marketing
capabilities of the branding of Rising LLC.

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

1) consider the concept, essence and content of the branding process;

2) identify the specifics of branding in the B2B segment;

3) structure branding performance indicators;

4) analyze the legal regulation of branding in the Republic of Belarus;

5) consider the organizational and economic characteristics of LLC "Rising";

6) analyze the branding of Rising LLC;

7) identify the marketing capabilities of the R Group brand;

8) arrange training presentations for employees in the corporate style of
Rising LLC;

9) develop the concept of the R Group advertising catalog.

The object of research: branding.

The subject of the research is the branding of Rising LLC and its marketing
capabilities in modern conditions.

Research methods: a systematic approach, comparison, generalization,
classification, induction, economic analysis and modeling.

Field of possible practical application: realization of marketing opportunities
of branding LLC «Rising» through digital and printed media.

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



Heimnomuas npamna: 90 c., 16 man., 14 Ttabn., 54 KpeHiUb, 7 TPBIKI..

MAPKETBIHT ABBISI MAT'YBIMACIII BPAH/JIBIHTY ¥V B2B BI3HACE

Mbrail  ApllJIOMHAd  mpainpbl  3'ayiselnia pachpamnoyka IpanaHoy na
BBIKAPBICTAaHHI MAPKETHIHTaBbIX MardbiMaciisty OpauabiHry TAA «Paitzunry.

Y pamkax JacsSTHEHHs TMacTaylieHall MAIThl ayTapaMm ObUTl TacTayJIeHbI
HACTYIHbIA 3a1a4bl:

1) pasriensens maHs;IIe, CyTHACID 1 3MECT Mparcy OpIHABIHTY;

2) BBISBII crienbl(iky Op3HIBIHTY ¥ cermeHie B2B;

3) CcTpyKTypaBaib Maka34ybiKi 3)EKThIYHACII OPIHIIBIHTY;

4) mpaanamizaBanb HapmaTeryHa-ipaBaBoe poryisiBaHHE OpIHABIHTY ¥
Pacny6uminsr benapycs;

5) pasraen3ens — apraHizalblifHa-3KaHAMIYHYIO — XapaKTapbICThIKy TAA
«Pai3uHy;

6) npaanaiizaBais Op3HILIHT TAA «Paii3uHry,

7) BBIABIIb MAapKETHIHTABBIA MarybiMacii opauaa R Group;

8) adopmile HaBydYabHBIS MP33CHTAIBI IS CyNpalnoyHikay y (ipMOBBIM
cteunl TAA «Pait3uHry;

9) pacnpanaBails KaHIIIBIIO pIKIaMHara karainora R Group.

AO'exT nacienaBaHHs: OpIH]IBIHT.

[Ipanmer nacnemnaBanHs: OpAHABIHT TAA» Pali3unr " 1 ir0 MapKeThIHTaBbIsS
MardbIMacli ¥ Cy4acHbIX YMOBaX.

Metaapsl nmacnegaBaHHSA: CICTAMHBI  MAAbIXOJ, MapayHaHHE, abaryJibHEHHE,
KJacidikanpls, IHIYKIbISA, SKaHAMIYHbBI aHaJ13 1 MaJdJIsIBAHHE.

Bobnaciip  marybiMara =~ OpakThluHara — MPBIMSHEHHSA:  plali3albls
MapKEThIHTaBbIX MarubiMacusay OpauabiHry TAA «Paiizunr» 3 npamamorait
1140aBbIX 1 IPyKaBaHbIX HOCHOITAY.

A¥Tap mpaibl nauBsip/Kae, MITO MPBIBEA3EHBI ¥ €1 pa3niKoBa-aHATIThIYHBI
MaTaIpBISJI KapdIKTHA 1 a0'eKThIYHA a/UTIOCTPOYBae CTaH JOCieIHara mparpcy, a yce
3ama3bluaHblsl 3 JITAPATyPHBIX 1 IHIIBIX KPBIHII CYNpaBaKarolllla CracbulkaMi Ha
1X ayTapay.



