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AHOTAILIUSA

Jluromuasi paboTa M3M0kKeHa Ha 62 cTpaHUIaX, BKIOYAeT 15 pUCYHKOB, 8
Tabnwil, 23 UCTOYHUKA, | IPUIIOKEHHE.

O06bexT uccnenoBanus — OO0 «Jlonmuadap6y.

[IpeameT wuccieqoBaHus — peKIaMHas JeATeabHOCTh npenmnpustus OO0
«Jortmn®dapoy».

Lenb paboTel: AHau3 3PEKTUBHOCTH PEKIAMHON JEATEILHOCTH HA IPUMEPE
000 «ormuadapo»

Mertonbl nccaeaoBaHus: CPAaBHUTEIBLHOIO aHAIN3a, TPYIITUPOBOK, SKOHOMUKO-
MaTE€MaTUYECKHE, SKCIIEPTHBIX OLIEHOK U aHKETUPOBAHUSI.

3anayu:

l)uccnenoBaHne TEOPETUUECKUX OCHOB PEKIIAMHOM JI€ATEIbHOCTH YCJIOBHE
dbopMUpOBaHUE PEKIIAMHOTO PhIHKA

2)ananmu3  3((PEKTUBHOCTM  PEKIAMHOM  JI€ATEIbHOCTH Ha 00O
«Jonmundapo»

3)pa3paboTka OrO/KETa PEKJIaMHOM KOMIIAHMM Ha OCHOBE HMHTEpPHET caiiTa
000 «lonmuadap6»

4)pa3paboTka peKOMEHJALUN M0 ONTUMHU3AIMKU 3aTpaT MPU OCYIIECTBICHUU
pPEKIIaMHOM JIesITeNbHOCTH Ha ipuMepe untepHet caiita OO0 «Jloinundap6»

B mnepBoii Ti1aBe OCBELIEHbI TEOPETUUECKUE IOJIOKEHHUS TEMbI, PACKPBITHI
MOHATHUSL PEKJIaMbl U €€ BHUJOB, MPEJACTABICHbI METOJbl BO3JACHCTBHUS pPEKJIaMbl Ha
NOTPEOUTENs,, PACCMOTPEHBI CIOCOOBI BBIABICHHUS TOTPEOHOCTH MOTPEOUTENS
MOCPEJICTBOM CETU UHTEPHET.

Bo Bropoit rnmaBe JgaHa  oOmas  OpraHU3alMOHHO-DKOHOMHUYECKas
xapaktepuctuka OO0 «/lovnun®apb», TmpoBeaeHa oOleHKa paboThl caiiTa
KOMIIaHUH.

B Tperbeii rnmaBe CcHOPMYIMPOBAHBI OCHOBHBIE  HAMpaBJICHUS IO
coBepuieHCTBOBaHUIO caita kommaHuu OO0 «/lovnmun®apby»,a TakKe OlCHKa
3 PEKTUBHOCTH U 11€7€CO00Pa3HOCTH JAHHOTO BHEAPCHUS.

[IpakTrueckass 3HAYMMOCTh JUIJIOMHOW pPabOThl 3aKIIOYAETCs B TOM, YTO
BHEJIPEHUE TMPEJJIOKEHUS IO3BOJUT TMOBBICUTH O0O0BEM TMPOAAK U HIMPOKYIO
Y3HAaBAEMOCTh TOPTOBBIX MAPOK MPEICTABICHHBIX B KOMIIAHUU.



AHATALBIA

JIpiruioMHas mpana BhIKJIaJ3€Ha Ha 62 cTapoHKax, ykitoudae 15 mamtoHkay, 8
Tabuin, 23 KpbIHiIEL, | pbIKIagaHHe.

Ab'ext nacnenaBanus - TAA «loimua®ap6y.

[Ipagmer nacinenaBaHHA - poKJIamHasg J3€MHaclb InpaanpsieMcTtBa TAA
«Jortmn®dapoy».

MbTa mpanel: AHami3 3(¢EKThIYHACI PAKJIAMHAW [3€MHACIll Ha TPBIKIAI3E
TAA «lonmundapo»

Metanpl facinenaBaHHS: MapayHalbHara aHamizy, TIpyNoBaK, 3KaHOMIKa-
MaTAMAaTBIYHBIS, SKCIIEPTHBIX alPHAK 1 AaHKETaBaHHSI.

3anaysl:

1) npacnemaBaHHE TIAPITHIYHBIX AaCHOY pOAKIAMHAW J3€WHACI  YMOBa
(dapMmipaBaHHE p3KJIaMHara pelHKY

2) anaini3 aexThIyHacIl pakiaMHail n3eiiHacii Ha TAA «Jloitmun®dap6»

3) pacmparioyka OOKITY pIKJIaMHal KaMIlaHli HAa aCHOBE IHTIPHAT cailTa
TAA «Jloitmua®ap0»

4) pacripalioyka paKaMeHAaIlbli Ma anThIMI3allblli 3aTpaT MPbl AXKBILISYJICHH]
pAKJIaMHal A3eHHacll Ha IpbIKiIaa3e IHTIpHAT cailta TAA «loinuadapo»

VY mnepumaii 4yanme acBeTIEHBI TIAPITHIUHBIA MNATAKIHHI TAMBI, PACKPBITHISA
NaHALLI PAIKJIaMbl 1 € Biaay, MpajCTayJIEHbI METaabl Y3A3€AHHS pPAKIaMbl Ha
CHaXbIYy1a, pa3rieIKaHbl Croca0bl BBIAYJICHHS MAaTpi0bl CHAXbIYIA MPbI JarnaMo3e
CETKI IHT3PHIT.

Y  napyroit wyajme  gaja3eHa  aryibHas — apradi3allbliiHa-dKaHaMmidHas
xapakrtapbicTbika TAA «/loinmun®ap0», mpaBen3eHa alpHKa mpalbl caiiTa KamIaHii.

VY Tpougii yane capmysissBaHbl aCHOVHBIS HalpaMKi Ma YJackaHaJeHHI cailTa
kamnaHii TAA «loinmua®ap6», a Takcama arPHKa 3PEKThIYHACII 1 MATa3roIHACLI
JlaJi3eHara yKapaHeHHSI.

[IpakTpiuHast 3HayHAcUb JBIIUIOMHAM Mpanbl CKIagaenia y TbIM, IITO
VKapaHEHHE IMpanaHoOBbl J1a3BOJIILb MaBBICIL a0'€éM mpojaxay 1 MIBIPOKYIO
Na3HaBaJIbHACIh TAHIJIEBBIX MApaK MPaACTayJIEHbIX Y KaMIIaHii.



ANNOTATION

Thesis is presented on 62 pages, includes 15 figures, 8 tables, 23 source 1
application.

The object of study - OO0 "DoylidFarb."

Subject of research - promotional activity of LLC "DoylidFarb."

Objective: To analyze the effectiveness of advertising on the example of
"DoylidFarb"

Methods: benchmarking groups, economic-mathematical, expert assessments
and surveys.

Objectives:

1) study of the theoretical foundations of advertising conditions of formation of
the advertising market

2) analysis of the effectiveness of advertising on the Company "DoylidFarb"

3) development budget advertising campaign based on the Internet site of
"DoylidFarb"

4) Development of recommendations on optimization of costs for the
implementation of promotional activities on the example of the Internet site of
"DoylidFarb"

The first chapter includes the theoretical principles of threads the notions of
advertising and its species, presents methods of influence of advertising on the
consumer, considered ways to identify the needs of the customer via the Internet.

The second chapter gives a general organizational and economic characteristics
of "DoylidFarb", assessed the work site of the company.

The third chapter sets out the main directions for improving the site of the
company "DoylidFarb"”, as well as evaluation of the effectiveness and feasibility of
implementation.

The practical significance of the thesis lies in the fact that the implementation
of proposals will increase the sales and the general recognition of brands represented
in the company.



