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Pegepar

HNuniomuas paborta coxepxkut: 69 c., 7 pucyHkoB, 8 Tabmun, 45
UCTOYHUKOB, 1 MpUIIOKEHHE.

KiroueBbie ciioBa: MapKETUHTOBBIE KOMMYHHUKAILIMH, KaHAJIbI POJABUKEHHUS,
pekjiaMa, pekJiaMHasi AESTEIbHOCTh, YIPABICHHE PEKIAMHON NESTENIbHOCTHIO,
MeIMaIUIaHUPOBAHUE, UHTEPHET-MAPKETHHT.

OOBEKTOM WCCIIEZIOBaHUSI SBIISICTCS pekjamHas jaestenbHocTh YTYII
«AxBunoHKmum».

Metonbl HCCIENOBaHMS: AaHAIM3a M CHUHTE3d, TPYNIUPOBOK, AHAIOTHUU,
CpaBHHUTEJbHBIN U Tpaduueckuii MmeTobl, anketupoBanue, SWOT-ananms.

B mporecce paboThl ObUTM TOMYYEHBI CIEAYIOMUE PE3YNIbTAThI: H3y4CHBI
TEOPETUKO-METOI0TIOTHUECKUE OCHOBBI pEKIaMHOU NEeATEeNbHOCTH,
npoaHaiu3upoBaHa  pekinamHas  jestenbHocTh  UYTYID  «AxkBunmonKimumy,
pa3paboTaHbl HAMPABICHUS JIJIsI COBEPIIICHCTBOBAHUS PEKJIAMHOM JESTEIHHOCTH.

HoBu3Ha nmosy4eHHbIX pe3yabTaTOB 3aKJIK0YAETCS B BBIABICHUU JTOCTOUHCTB
1 HEAOCTAaTKOB pekiaMHou fgearenbHocTn YTYII «AxBunonKnumy», npeanoxensl
HOBBI€ TyTH COBEPUICHCTBOBAHUS PEKJIAMHON JAEATEIbHOCTH.

CreneHb BHEAPEHUS W PEKOMEHAAIMH TI0 BHEAPEHUIO MOJYYEHHBIX
pEe3yJIbTAaTOB: BBIABICHHE BO3MOXKHBIX HAIIPABJICHUNA YCOBEPUICHCTBOBAHUS
pexnamuon nestenbHocTd YTY I « AxkBrinonKimmy

ABTOp pabOThl MOATBEPKIAET, UTO pabOTa BBHIMOIHEHA CAMOCTOSITENIBHO U
IIPUBEACHHBIA B HEW pPacyeTHO-aHAJUTUYECKUN Marepuanl IPaBUIbBHO U
OOBEKTUBHO  OTpaXKaeT  COCTOSHUE  MCCIEAYEMOro  Ipouecca, a  BCE
3aMMCTBOBAHHBIE W3 JIMTEPATYPHBIX U JAPYIUX HMCTOYHUKOB TEOPETUYECKUE,
METOAOJIOTMYECKUE TTOJIOKEHN U KOHLEIIUU COIIPOBOXKIAIOTCA CCBUIKAMU Ha UX
aBTOPOB.

(moamucek)



Pygepar

JlpiioMHas mpatia yTpeiMoyBae: 69 c., 7 manonkay, 8 Tabuii, 45 kpeiHil, 1
JaaTax.

KirouaBbist CIIOBBI: MapKETHIHTaBbld KaMyHIKallbll, KaHajbl MpacoyBaHHS,
poKiama, paKiIamMHas ~ J3edHacib, KipaBaHHE  pAIKJIaMHail  JI3eHHACIo,
MebIAIIIaHaBaHHE, IHTePHET-MAPKEThIHT.

AG'ektaM nmacnemaBaHHs 3'synsenia  pokiamHas — a3edHacup  UTYII
«AxBUTOHKITIMY.

Meranpl fgaciefaBaHHS: aHaNi3y 1 CIHT?3y, TpYNOBaK, aHAJOTIMH,
napayHaJabHBI 1 rpadidHbl MeTa b, ankeTaBanue, SWOT-ananis.

Y mpampce paboTel ObUTI  aTpbIMaHbl HACTYIMHBISI BBIHIKI: BbIByYaHbI
TIapIThIKA-METalallariuyHblsl aCHOBBI pAIKJIaMHal JA3eifHacli, MpaaHaii3aBaHa
poknamuas n3eiHacib UYTYII «AxBinonKiim». pacmnpariaBanbl HakipaBaHHS IS
YynackaHaJueHHs paKJIaMHai 13eHHacI.

Hagi3Ha aTppIMaHbIX BbIHIKAY 3aKIII0YaeIla ¥ BbIYICHHI TOOPBIX SKACLAY 1
Hemaxonay pakimamuai m3eitHaciii UTYID «AxBimorKiim», mpamaHaBaHbl HOBBIS
HNUISIX1 Y1acKaHaJeHHs pAKJIaMHal J3elHacIll.

Crynens ykapaHEHHS 1 pKaMeHJalbll N1a YKapaHEeHH1 aTphIMAHBIX BBIHIKAY:
BBISIYJICHHE MardbIMbIX HalpaMKay yJacKaHalleHHs pakjiaMHai nzeitHacii YTYII
«AxBinoHKmim».

A¥VTap mpaubl MauBspiKae, IITO TMpala BbIKaHaHa caMacToWHa 1
OpbIBE3CHbl Y €l pa3iliKoBa-aHAIITBIYHBI MATAPHIST MpaBiibHA 1 a0'eKThIVHA
aJ/UTIOCTPOYBae CTaH JOCJIeHara mpaipacy, a yce 3ama3bl4aHblsd 3 JiTapaTypHBIX 1
IHIIBIX KPBIHII TRAPATHIYHBISA, MeTajajariudblsl MajllaXd HHI 1 KaHIDPMII
CyIpaBaJXKarolilla CriachbUIKaMi Ha 1X ayTapay.

(moic)



Abstract

The course work contains 69 p., 7 figures, 8 tables, 45 sources, 1 App.

Keywords: marketing communications, channels of promotion, advertising,
promotional activities, management of promotional activities, media planning,
internet marketing.

The object of this study is to promotional activities “AkvilonKlim”.

Methods: analysis and synthesis, groups, analogies, comparative and
graphical methods, questionnaires, SWOT-analysis.

In operation, the following results were obtained: studied theoretical and
methodological foundations of advertising, promotional activities analyzed
“AkvilonKlim”, designed to improve the direction of advertising.

Novelty of the results is to identify the advantages and disadvantages of
advertising “AkvilonKlim”, proposed new ways to improve advertising.

The degree of implementation and recommendations for the implementation
of the results: identification of possible areas of improvement advertising
“AkvilonKlim”.

Copyright work confirms that the work is done independently and resulted
in it calculated-analytical material correctly and objectively reflects the state of the
process under investigation, and all borrowed from the literature and other sources
of theoretical, methodological principles and concepts accompanied by references
to their authors.
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