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Junnomuas pabora: 117 c., 8 puc., 25 tabmn., 60 HCTOUHUKOB, 4 IPUITOKCHHUS.

MAPKETUHI, MAPKETUHI'OBAS JEATEJIBHOCTH, COBBITUMHBIN
MAPKETUHI, EVENT-MAPKETHHI, WHCTPYMEHTBHI COBBITUMHOI'O
MAPKETHUHI'A, EVENT-MEPOITPUATHUE, ITPOJABMXXEHUE, UMK

[{enp paboOTHI — ONPENEIUTh OCHOBHBIE HAIIPABICHUS U TOJXObI COOBITHITHOTO
MapKeTUHIa W pa3padoTaTh PEKOMEHAAIMH [0 COBEPIICHCTBOBAHUIO W PA3BUTHUIO
coObrTuitHoro mapkeruara OOO «lIpomie He ObIBaeT.

OO0bekT nccnenoBanus — cooObITuHBIN MapkeTuHr OO0 «lIpomie He ObIBaeT.

[Ipenmer wuccienoBaHMs — aHAIW3 COOBITUHHOTO MAapKeTHMHra M IyTH
noBbleHus ero pesynsraruBHocTH B OO0 «IIpoie He OpiBaeT».

Metonpl  uCClENOBaHUWA: AaHAJIUM3 M CHUHTE3, CpPaBHUTEJIbHBIA aHaJIM3,
0000111eHIe, CUCTEMATU3AlINS, METO HAITISIHOTO OTOOpaKeHUsI HHPOPMALIUU U JIP.

OOnacTp  BO3MOXKHOTO  NMPAKTHYECKOTO  MPUMEHEHUS:  MPEIIOKECHHbIE
PEKOMEH/IallMK MOTYT OBITh BHEJPEHBI B YIIPABICHUE MAPKETUHTOBOU JACSITEIbHOCTHIO
OOO «IIpome He ObIBAET» U MHBIX aHAJOTUYHBIX OEJIOPYCCKUX KOMIIAHUM, a TAKXKE B
y4eOHO-03HAKOMUTENBHBIX IIeNIIX B y4eOHOM TMpolecce TMpu  HOATOTOBKE
CHELHUATUCTOB B 00JIaCTH MaPKETUHTOBOM JIESITEIbHOCTH.

ABTOp paboThI IIOATBEPIKIAET, 4TO IIPUBEICHHBIN B HEen
pacyeTHO-aHAIUTUYECKUN MaTepual MPaBUIbHO U OOBEKTUBHO OTPaXKAET COCTOSHUE
UCCJIElyeEMOro IpoLecca, a BCE 3aMMCTBOBAHHBIE W3 JMTEPATYpHBIX W JPYTUX
UCTOYHUKOB TEOPETHUYECKUE, METOAOJIOTMYECKHE W METOAUYECKUE TOJOKEHHUS |
KOHILIETIINH COITPOBOXAAKOTCS CChUIKAMH HAa UX aBTOPOB.



Thesis: 117 p., 8 fig., 25 tab., 60 sources, 4 appendies.

MARKETING, MARKETING ACTIVITIES, EVENT MARKETING, EVENT
MARKETING, EVENT MARKETING TOOLS, EVENT EVENT, PROMOTION,
IMAGE

The purpose of the work is to identify the main directions and approaches of
event marketing and to develop recommendations for the improvement and
development of event marketing of OOO «Proshche Ne Byvaety.

Object of the study — marketing activities of OOO «Proshche Ne Byvaet».

Subject of the study — analysis of event marketing and ways to increase its
effectiveness in the company of OOO «Proshche Ne Byvaet.

Research methods: analysis and synthesis, comparative analysis, generalization,
systematization, method of visual display of information, etc.

Scope of possible practical application: the proposed recommendations can be
implemented in the management of marketing activities of OOO «Proshche ne
byvaet» and other similar Belarusian companies, as well as for educational and
familiarization purposes in the educational process when training specialists in the
field of marketing activities.

The author of the work confirms that the calculation and analytical material
presented in it 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.



Jeimutomuas npana: 117 c., 8 man., 25 Tabm., 60 kpbeiHin, 4 qagaTka.

MAPKETBIHI, MAPKETBIHTABASI  JI3EMHACIIb, IIAJ3EUMHBI
MAPKETBIHI, EVENT-MAPKETBIHI, IHCTPYMEHTHI ITAJI3EMHATA
MAPKETBIHI'Y, EVENT-MEPAIIPLIEMCTBA, PAXYHHE, IMIJ[)K

MbTa mpansl — BbI3HAUYBIb ACHOYHBIS HampaMKi 1 MajbIXoAbl Maj3eiHara
MapKeTBIHTy 1 pacopalaBalb pdIKaMeHAalbll Ma VYAacKaHaJIeHHI 1 pa3BIIIIO
naza3eiinara mapkeTolHry TAA «IIpacueii He ObiBae».

AO'exT nacnenaBaHHs — naja3eitHbl MapkeThIHT TAA «IIpacueii He ObiBae».

[IpagMmer macienaBaHHsl — aHaJ13 MMaji3eHAara MapKeTHIHTY 1 IIUISAX1 MaBBIIIIHHS
aro pa3ynbrarbiyHacii ¥ kamnanii TAA «IIpacrieit He ObiBaey.

Mertanbl nacienaBaHHs: aHalli3 1 CIHT?3, MapayHaJdbHbBI aHalli3, adaryibHEHHE,
cicTaMarbI3allbls, METaJl HaIVIsIHara aJTiocTpaBaHHs 1H(papMaIsli 1 1H1II.

['anina maryeiMara mpakTbhlyHara npbIMSHEHHS: MpanaHaBaHblsl PIKaMEHIallbIl
MOTYIlb OBIIIb yKapaHE€HbBl Ba YNpayleHHe MapKeThIHTaBal m3eiHaciio TAA
«IIpacuieit He ObIBae» 1 IHINBIX aHAJNATIYHBIX OeTapyCKiX Kammadiii, a Takcama ¥
ByudOHa-a3HASIMIICHYBIX MATaX VY HaByYalbHBIM TIpaldCe TpPbl  MaIPBIXTOYIIBI
CHENbIUTICTAY y TajliHe MapKEThIHTABal J3€MHACTII.

A¥Tap mpaipl manBsApAKae, IITO TMPBIBEN3EHBI Y €l pa3iiKoBa-aHATITHIYHBI
MaTAPBIST MpaBiIbHA 1 a0'eKThIYHA a/UTIOCTPOYBAe CTaH JOCIETHAra Imparpcy, a yce
3ama3blyaHblsdl 3 JITApaTypHBIX 1 IHIIBIX KPBIHIL TIAP3THIUHBISA, METaJalaridHbisi 1
METaJIBIYHBIS TaTaKIHHI 1 KaHIIIIBI CyTpaBaKAIOIIIA CITIAChUTKaM1 Ha 1X ayTapay.



