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PED®EPAT

Humiomuas pabora: 56 c., 3 puc., 7 Tabi., 24 uctounuka, 1 mpui.

BPEHJI, BPEHJIUHI, PR, PEKJIAMA, PEKJIAMHASI KAMIIAHMS,
MAPKETUHIOBAS JIESITEJIbHOCTb, PR-CTPATEIMSI, TOPIOBBIU
LIEHTP

O0beKT nccjieoBaHust — OPEeH T TOProBOro LEHTPA.

IIpeamer wuccieqoBaHMs — KOMMYHHKAaTHBHBIE CTPATETMU CO3JaHUS U
OPOABUKEHUS OpeH/1a TOProBOro LEHTpA.

Heas padoTbl: pa3paboTka KOMMYHUKATUBHOW CTpaTeruud CO3JaHUsA U
MPOJIBMXKEHUSI OpEH/Ia TOPTOBOTO LIEHTPA.

MeToabl uCCHeAOBAHUA. CUCMEMHbINE NOOX00, CPABHUTEIIBHBIN aHaIU3
HUCTOYHUKOB; 000011IeHre UHDOPMALUU; CIMPYKMYPHO-(YHKYUOHATbHBIL AHANU3;
CTPYKTYpUpOBaHHE UH(GOpPMAIMM B TeMaTUYeCKHe OJIOKH; MOJAETUPOBaAHUE
CUTYaIIUHU.

HccnenoBanusi m pa3padoTKM. pPACCMOTPEHbl TEOPETUUYECKUE AaCIEKThI
CO3JIaHUsI ¥ TIPOJIBMKEHHUs OpeH/1a; U3y4eH OTEUECTBEHHBIN U 3apyOeKHBIN ONBIT B
obnactu OpeHauHra; pazpadorana PR-kammnaHus 1o co3jgaHuio OpeHja TOproBoro
IEHTpa.

DJieMeHT HAY4YHOW HOBHU3HBI: pa3paboTaHbl MPEJIOKEHUS O CO3JAaHHIO
PR-kamnanuu npoaBuxkeHusi OpeHia TOproBoro MeHTpa.

ObsacTb BO3MOJKHOIO TMPAKTHYECKOr0 MNPHMMEHEHMS: CO3JaHUE U
npoJiBmkeHne 6penaa Toprororo mearpa OO0 «dnekTpocepBuc U Koy.

IIpakTHyeckasi 3HAYUMOCTB. pa3padOTaHbl KOHKPETHBIE PEKOMEHIAINU
no comeprieHcTBoBaHU0 PR -ctpatermm OOO «DnektpocepBuc U Koy, dro
oOecrieyuT noBbileHue 3G HEKTUBHOCTH MPOABUKEHUS OpEHIa IPEATPUITHS.

ABTOp pabOThl MOATBEPKAAET, UYTO NPHUBEACHHBIM B HEW pacyeTHo-
AHAIMUTUYECKUM Marepuan NpaBUIBHO M OOBEKTHUBHO OTPAKaET COCTOSTHUE
UCCJIElyeMOro Tpollecca, a BCE 3aMMCTBOBAHHBIC W3 JIMTEPATYPHBIX U JAPYTHX
UCTOYHUKOB TEOPETHUECKUE, METOJOJIOTMUYECKUE TIOJOKEHUSI U  KOHIICTIIIHU
COTPOBOXK/IAFOTCS CChUTKAMH Ha UX aBTOPOB.



PE®EPAT

Jlprmuiomuast mpana: 56 c., 3 man., 7 tab:., 24 KpbeIHilbl, 1 IpeIM.

BPDHJI, BPOH/IBIAT, ISP, POKJISIMA, POKJIIAMHAS KAMITAHIS,
MAPKETBIHTABAS JI3EMHACIIb, PR-CTPATAT IS, TAHJUTEBEI [IDHT

AO'eKT nacjieaBaHHA — Op3H]I TaH/IEBAra IPHTPA.

IIpagmer nacjietaBaHHA — KaMYyHIKaTBIYHBIS CTpPATAril CTBAPAHHA 1
npacoyBaHHA Op3HJ1a raHaIEBara HPHTPA.

Mbsta paborhl: pacrpanoyka KaMyHIKaTbIyHald CTpaTAril CTBApAHHA 1
npacoyBaHHA Op3HJa raHaIéBara UPHTPA.

Meraasl [gacjieaBaHHSA: CICTOMHBlI [aJbIXOJ, MapayHalIbHbl aHaJI3
KpBIHIL; a0aryjJbHEHHE 1H(apMalpll; CTPYKTYypHa-(DYHKIbISHAJIbHBI aHai3;
CTpPYKTypaBaHHE 1H(papMalibll ¥ TOMATHIYHBIS OJIOK1; MaJJIsIBAHHE CITYallbli.

JacaenaBaHHi i pacnmpamoyki: pasriiePKaHbl TIapITHIYHBIA ACIEKThI
CTBap3HHs 1 MpacoyBaHHS Op3HIA; BbIBYYaHbl AlUbIHHBI 1 3aMEXHBI BOIBIT Y
rajiine OpaHABIHTY; pacnpanaBada PR -kamnaHig na cTBapaHHI OpaH/a rabainépara
LPHTPA.

DJieMeHT HABYKOBaii HaBi3HBI: pacrpaliaBaHbl MIPanaHOBBI Ma CTBApPIHHI
PR-kamMmanii mpacoyBaHHs OpaHa raHjiéBara HTpa.

Bobsacubr MaryeiMara mnpakThbIYHAra MNPbIMAHEHHSI: CTBapdHHE 1
npacoyBaHHe Op3Ha rananésara IPHTpa TAA «nektpacapsic 1 Koy.

IIpakThIuHas 3HAYHACHB: paclpalaBaHbl KaHKPITHBIS p3KaMEHJAlbll ma
ynackananendi PR-ctpatarii TAA «3Onektpacapsic 1 Koy, mTo 3abscnedslib
NaBbIIIPHHE 3()EKThIYHACII TPACOYBAHHS OpAH/A MPAAIPHIEMCTBA.

A¥Tap mpaiibl NauBsipjkae, MITO MPbIBEA3EHBI ¥ €l pa3iniKoBa-aHaIIThIYHbI
MaTIPBISUT TIpaBiIbHA 1 a0'eKThIYHA aJIFOCTPOYBae CTaH JOcCjeaHara Iparpcy, a
yce 3amas3plyaHbld 3 JITAPATYpHBIX 1 IHIIBIX  KPBIHIL  T3ap3THIYHbIA,
MeTaJiajaridyHblsl Tajda)XdHHI 1 KaHIPMIBI CyNpaBajpKarolia CrachbulkaMmi Ha 1X

ayrapay.



ABSTRACT

Thesis: 56 p., 3 fig., 7 tab., 24 sources, 1 adj.

BRAND, BRANDING, PR, ADVERTISING, ADVERTISING
CAMPAIGNS MARKETING ACTIVITIES, PR — STRATEGY, SHOPPING
MALL

The object of study — brand shopping center.

Subject of research — communication strategies for creating and promoting
the brand shopping center.

Objective: development of communication strategies for creating and
promoting the brand shopping center.

Methods: systematic approach, comparative analysis of sources;
compilation of information; structural and functional analysis; structuring of
information in thematic clusters; modeling situation.

Research and development: theoretical aspects of the creation and
promotion of the brand; studied national and international experience in branding;
developed a PR-company to create brand shopping center.

Element of scientific innovation: the proposals on the creation of a public
relations company branding shopping center.

Area of possible practical applications: creation and promotion of the
brand shopping mall of LLC «Electrical Appliances & Co».

Practical significance: specific recommendations for the improvement of
the public relations strategy of LLC «Electrical Appliances & Co» that will
improve the effectiveness of brand promotion business.

The author confirms that resulted in her settlement and analytical materials
correctly and objectively reflects the state of the process under investigation, and
all borrowed from literature and other sources of theoretical, methodological
principles and concepts are accompanied by references to their authors.



