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PE®EPAT

Junnomuas paboTa: 66 crpanuia, 6 pucyHkoB, 12 Tabnuil, UCTOYHUKOB 59,
1 mpunoxxenue

MAPKETHUHI', BPEHJI, BPEH/UHI, JIIO3MIIMOHMNPOBAHUE,
[NHO3NLUNOHMPOBAHUWE BPEH/IA.

Obvexm uccnedosanusi — TO3ULIMOHUPOBAHUE OpeHIA.

Llenv  pabomwvi:  PacCMOTPETb  TEOPETUYECKUE  MOJOXKEHUS O
MO3UIIMOHUPOBAHUN OpeHaa; pa3paboTka pPEKOMEHJAIUM 10  YNPaBJICHUIO
no3uuroHupoBanrem Openaa opranuzanuu OOO "NuBukTtaM".

Metoapl uCCIeAOBaHUS: JUTEPATYPHBIN, CTATUCTHUYECKUN, OalaHCOBBIH,
CPaBHUTEIIbHBIA METO/I, METOIbI O0OOIIICHMS, aHATIU3a U CUHTE3A.

HccnenoBanust U pa3pabOTKH: PAcCMOTPEHO 3HA4YEHHE OpeHIa MW €ro
MO3ULIMOHUPOBAHMS; TIPUBEACHBI OCHOBHBIE METOJbI MMO3HIIMOHUPOBAHUS OpeHnaa
Ha npumepe kommanuun OOO "MuBuktaM"; pazpaboTaHbl peKOMEHIAIMU 10
yIpaBJICHHIO TO3ULIMOHUpoBaHreM Openaa npeanpustus OO0 "UuBuktaM".

DJIEMEHTbl HAYYHOM HOBUW3HBI: PACCMOTPEHBI W IPUBEACHBI OCHOBHBIE
METO/1bl TO3ULIMOHUPOBaHUS OpeHaa Ha npuMepe komnanuu OO0 "MuBuktaM".

O6macTb BO3MOKHOTO MPAKTUYECKOTO NMPUMEHEHHUs: paboTa MOMKET ObITh
WCIIOJIb30BaHA KaK CTYJCHTaMHU BBICHIMX YYEOHBIX 3aBEACHHM, TaK U y4YalllUMHUCS
CpEellHE - CHEIUAIbHBIX YYEOHBIX 3aBEICHHMI, a TaKKe€ HWHTEPECYIOIUMUCS
3HauYeHUEM OpeHna, OpeHAMHIa U MO3MIMOHUPOBAHUEM OpEeH/a, B MPAKTUYECKOU
JESATEIIbHOCTU OOO "WuBuktaM" pgns mnoBbiiieHus SQQPEKTUBHOCTU €&
(GyHKIHOHUPOBAHMUS.

ABTOp paboThl MOATBEPXKAAET, YTO NPUBEACHHBIM B HEW aHAIUTUYECKHUM
MaTepHua MPaBUIbHO U 0OBbEKTUBHO OTPAXKAET COCTOSIHUE UCCIEAYEMOT0 00bEKTa,
a BCE 3aMMCTBOBAHHBIE U3 JIUTEPATYPHBIX U APYTUX UCTOYHUKOB TEOPETUUECKHUE U
METOIOJIOTUYECKHUE MOJIOKEHNUA U KOHUEIIHUHA COMPOBOKAAIOTCS CChUIKAMU HA UX
aBTOPOB.



PODEPAT

Jpimiomuas padoTa: 66 craponka, 6 mamonka, 12 Tabmin, 59 kpeinin, 1 qagatak

MAPKETBIHI', BPOH/I, BPOH/IBIHT, [TA3ILBIAHABAHHE,
[TA3ILBIAHABAHHE BPOH/IA.

A6 ’exm oacnedasanms - Ma3ilbITHABaHHE OpAHIIA.

Mb>ma pabomul: pa3riea3enb TIAPITHIYHBIS MATAXIHHI TIpa Ma3ilbIsTHAaBaHHE
OpoHIa; pacmparaBailb pIKaMEHJAIbll MMa KipaBaHHI Ma3ilbIsTHABAaHHEM OpiaHAA
TAA “IaBikTaM”.

Meranpl aacienaBaHHs: JiTapaTypHbI, CTaThICTBIYHBI, OajaHCaBbl METaJbI
JacieaBaHHsY, MapayHaIbHbI METa1, METa/Ibl a0aryJIbHEHHS, aHalli3y 1 CIHTI3Y.

JlacnenaBanHi 1 pacnpailoyki: pasriie/kaHa 3HaudHHE 1 MasilbIiHaBaHHE
OpsHIa; NPBIBEI3EHBI ACHOYHBIS METaAbl Ma3ilbIiHaBaHHS OpAHAA HA MPBIKIA/I3e
TAA “IuBikTaM”; pacnpamaBaHbl p3KaMeH/allbll M1 KipaBaHHI Na3ilbITHABAHHEM
opanna TAA “IuBikTaM”.

DneMeHThl HaBYKOBail HaBI3HBI: pa3rieKaHbl 1 MPBIBEA3EHBI ACHOYHbISA
MeTaJbl Ma3ipisiHaBaHHA Op3H1a Ha npbikianze TAA “IuBiktaM”™.

BoOnacip MarysiMara mnpakTblyHara HOpbIMSHEHHS: paboTa Moxka Oblllb
BBIKAPBICTaHA SIK CTYJPHTaMI BBILISHIIBIX HABYYAJIbHBIX YCTAHOY, TaK 1 CAp3JIHE-
CHELBIUIBHBIX HaBYYalbHBIX YCTAHOY, a TaKCaMa ThbIMI, XTO IL[IKaBilll[a 3HAY3HHEM
OpsHIa, Op3HIBIHTA 1 MasilblsiHABaHHEM OpAHAA, Y MpakThluHail a3eiiHacul TAA
“IuBikTaM” 117151 TaBBIIAHHA 3(PEKThIYHACH] si€ PYHKIbISTHABAHHS.

A¥Tap paOoThl mauBspKae, ITO NPbIBEA3EHBI ¥ €M aHATITHIYHBI MATIPbISI
nmpaBUibHa 1 a0’eKThIYHA aJJIIOCTpOYBae CTaH jacliieflaBaHara a0’ekra, a yce
3ama3bluaHblsl 3 JIITAPATYpPHBIX 1 1HIIBIX KPBIHIL T3APATHIUHBIA 1 METaaalariuHblsa
najaXXdHHI 1 KaHIPIIIIBI CYITpaBaKaroIIa CriachblIkaMi Ha 1X ayTapay.



REPORT
Thesis research: 66 pages, 6 pictures, 12 tables, 59 sources, 1 enclosure

MARKETING, BRAND, BRANDING, POSITIONING, POSITIONING
OF THE BRAND

The object of study — positioning of a brand.

The aim of the thesis: to consider theoretical regulations on positioning of a

brand; development of recommendations about management of positioning of the
brand of the LLC "InviktaM".

Research methods: literary, statistical and balance, comparative methods,
methods of generalization, analysis and synthesis.

Researches and developments: value of a brand and positioning of the brand
is considered; the main methods of positioning of a brand on the example of the
LLC "InviktaM" are given; recommendations about management of positioning of
the brand of the LLC "InviktaM" are developed.

Elements of scientific novelty: the main methods of positioning of the brand
on the example of the LLC "InviktaM" are considered and given.

Field of possible practical application: work can be used as students of
higher educational institutions, and specialized secondary educational institutions,
and also the interested values of the brand, branding and positioning of the brand,
in the practical activities of the LLC "InviktaM" in order to improve its operational
efficiency.

The author of the work confirms that the analytical material correctly and
objectively reflects a condition of the studied object, and all theoretical and
methodological provisions and concepts borrowed from literary and other sources
are followed by references to their authors.



