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C6biTOBaA AeATeNbHOCTb
OAO «BurtebcKkue KoBpbi»

beknuw E.N.
YupexdeHue obpazosaHusa ®edepayuu npogcorozos beaapycu
Bumebckuli punuan «MexcdyHapoOHsili yHusepcumem “MUTCO” »

B coBpeMeHHbIX 3KOHOMMWYECKUX YCIOBUAX paboTa BCEX OpraHM3aunin-nponsBoanTeNiein CTpouTCa Ha
abCcoNtOTHO HOBbIX NPUHUMMNAX. ITO 0COBEHHO NposABAAeTCcA B chepe peasnmsaumm rotToBon npoaykumm. B
HbIHELWHEN 3KOHOMMWYECKOM CUTyauun NpeanpuaTUa B CBOEN MapKeTUHIOBOM AeATe/NIbHOCTU MeHble
paccYMTbLIBAKOT HA NOMOLLLb M3BHE, a bo/blle — HAa COHBCTBEHHbIE BO3MOMKHOCTHU.

Llenb ctatbM — NpoBeAeHne OLEHKN M aHaM3a cObITOBOM AeATENbHOCTU NpeanpuaTus.

Martepuan n metogbl. MaTepnanom Ana UcCcnegoBaHUA NOCAYKUAW AaHHble NPOM3BOACTBEHHO-
XO3ANCTBEHHON AeATEeNbHOCTM NPeanpusaTUs U nokasatenn ee 3PPeKTUBHOCTU, 3INEKTPOHHbIEe
MHbOpPMaUMOHHbIe pecypcbl. OCHOBHblIE METOAbl U3YYEHUA: aHAIMTUUYECKUIM, aHaNM3 PbIHKOB CObITa U
KaHa/oB pacnpeaenieHna roToBoi NpoayKLMnU, MeToabl 3KOHOMUYECKOTO U CTaTUCTUYECKOTO aHaIn3a.

Pe3ynbTatbl U Ux obcyxaeHue. MNpu npoBegeHMM aHaNM3a SKCMOPTA NPOAYKUMM NpeanpuaTua no
CTpaHam BbIABNEHO, YTO 6o/blue BCEro 3aKcnopTupyetca npoaykumsa B Poccuio. O6bembl NMOCTaBOK
KOBpPOBbIX M3genuit B benapycb coctaBnaawT 1591,9 Thic. KB. M. BbicOkMe o06bembl NpousBoACTBa
NPOAYKUUM U UX MOCTAaBOK MOBJIEKJN 3@ COBOM poCT npubbinv OT npodaxk, Kotopaa B 2018 roay
coctaBuaa 5038 mnH py6. BbiABneHo, YTO HambosblWMA 06BEM peannsaunmn UM3gennii npeanpusaTus
npuXoamTcs Ha pblHOK Poccuitickon degepaumn (71,2%), B TO Bpema Kak Ha PbIHOK Pecny6siuKku
Benapycb — nuwb 8,8%. N3yyeHue pbiHKa Pecnybinkm Benapycb noKasasno, YTO MO YPOBHIO Mpodark
NPoAYKLUMM aKUMOHepHoro obwectsa AangupytoT ropog MuHck (33%) u Butebckas obnactb (28%),
CaMbli MasIeHbKUI YPOBEHb NPOoAaXK oTMeyaeTca B [pogHeHcKol obnactu (4,2%).

3akntoueHmne. YCTaHOB/MIEHO, YTO MAPKETUMHI aKuMoHepHoro obuiectBa 3ddeKTMBeEH, CObITOBaA
CTpaTernAa peazan3oBaHa, MOWHOCTU NpegnpuAaTmA CnocobHbl KaK HacbITUTb BHyTpeHHVIi/JI PbIHOK, Tak U
OCYLLECTBNATb 3KCMOPTHbIE MOCTaBKM. M03TOMy HeobXoAMMO paclIMpsATb UX reorpaduio U ocBavBaTb
HOBbIE PbIHKU.

KnioueBble cnoBa: pbiHOK CHbiTa, KaHan cbbiTa, 3KCNOPT, MMMOPT, NpoAyKUMs, 0bbeM npoaa,
npegnpuatue, Nnpubbinb.
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In today’s economic environment, the work of all manufacturing organizations is based on
fundamentally new principles. This is most evident in the sales of finished products. In the current
economic situation, enterprises do not rely on outside assistance in their marketing activities, but on
their own capabilities.

The aim is to evaluate and analyze the company’s marketing activities.

Material and methods. The material for the research was the data of the factory’s production and
economic activity and indicators of its effectiveness, electronic information resources. The main
research methods are analytical, analysis of markets and distribution channels of finished products,
methods of economic and statistical analysis.

Findings and their discussion. In the analysis of the company’s exports it was revealed that the
biggest amount of product is exported to Russia. The volume of carpet deliveries to Belarus is 1591,9
thousand square meters. High production volumes and their supplies led to an increase in profits from
sales, which in 2018 amounted to 5038 million rubles. It was revealed that the largest volume of sales of
the company's products is in the Russian Federation market (71,2 percent). 8,8% accounted for the



market of the Republic of Belarus. The city of Minsk (33%) leads the way as well as Vitebsk Region (28%),
the lowest sales level is in the Grodno Region (4,2%).

Conclusion. It has been established that the Company marketing is effective, the sales strategy
is implemented, the company’s capacity is able to saturate both the domestic market and carry out
export deliveries. Therefore, it is necessary to expand their geography and develop new markets.
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