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PE®EPAT

Junnomuas pabota conaepxut 81 crpanuity, 15 pucynkos, 13 tabmur, 37
MCITOJIb30BAHHBIX NCTOYHHKOB

MAPKETHHI, KOMMYHUKAILIVA, MAPKETHHI'OBAZ
KOMMYHUKAIIMA, PEKJIAMA, CTUMVYJINPOBAHUE CBbITA,
TYPUCTCKOE ITPEAITPUATUE

O0mbekT nuccnenoBanus — typuctckas pupma OO «Xsnmu Typey.

[IpeamMeTOM UCCIENOBAHMS SABJISIFOTCS MAapKETUHIOBBIE KOMMYHHUKALIMH
OO0 «Xanmu Typey.

Meroabl uccneAoBaHUS: SKOHOMHUKO-CTaTUCTUYECKUN, CPABHUTEIbHBIN
aHanu3, KjJaccupuKalus, CACTEMHbIA METOM, TpaduUECKUN.

JumioMHast paboTa MOCBSIIEHA HCCIEIOBAHUIO BOIPOCOB, CBSI3aHHBIX C
U3YYEHUEM TEOPETHUYECKHX OCHOB MApPKETHMHIOBBIX KOMMYHHMKaUuWid B cdepe
Typu3Ma U pa3pabOTKU MPEAJIOKEHUN MO COBEPIICHCTBOBAHUIO HCIIOJIb3YyEMbIX
MeTonoB KoMMmyHukanni Ha O[O «Xonmm Type». Ha coBpemeHHOM Jtare
Pa3BUTHS PHIHOYHBIX OTHOLIECHUM B HAIIEH CTPaHE MApKETUHIOBAs JECATEIBHOCTD
no (GopmupoBanuio >PGHEKTUBHON KOMMYHUKAITMOHHOW TOJUTUKH TYPHUCTCKOTO
NPEANPUATHS — BaXKHOE YCIOBHUE IS €0 YCIEUIHON AeATEIbHOCTH

Pe3ynbTarhl NOMTy4Ye€HHOTO UCCIEA0BAHNUSA MOTYT OBITh IPUMEHEHBI KaUeCTBE
peKOMEHJaluu Tpu pa3pabOTKEe WM COBEPIICHCTBOBAHUS HCIOJB3YEMBIX
METOJ0B MapKETUHTOBBIX KoMMyHuKalui Ha OJJO «Xsnmu Typcey.

ABTOp pPabOThl TOATBEPKAAET, UYTO MPUBEIACHHBII B HEW pacyeTHO-
aHAIMTUYECKUI Marepuan NpaBWIBHO M OOBEKTHBHO OTPAXAET COCTOSIHUE
UCCJIENyEMOTO Mpoliecca, a BCE 3aMMCTBOBAHHBIE W3 JIMTEPATYPHBIX U JPYTUX
VMCTOYHHUKOB TEOPETHUYECKUE, METOJOJIOTMUECKHE U METOAUYECKUE TOJOXKEHUS U
KOHLIETILIUYA COMPOBOXKAAIOTCS CChUIKAMU Ha UX aBTOPOB.



POD®EPAT

JeimmomHas mparma: 3Msmdae 81 craponky, 15 mamonkay, 13 Tabmim, 37
BBIKAPBICTAHBIX KPBIHIIT

MAPKETBIHI', KAMVYHIKAIIbIA, MAPKETBIHI"ABBIA
KAMVYHIKALBII, POKIIAMA, CTbBIMVIIAABAHHE 3BbITY, TYPBICLKI
I[TPAJIIPBIEMCTBA

AG'ext nacnenaBanHs — Typoicikas gipma THA «Xomi Typey.

[IpanMeram maciienaBaHHs 3'VISIONIA MAPKETHIHTaBbIS KaMyHikalbli TJA
«Xomi Typey.

Mertanpl facieqaBaHHs: KaHOMIKA-CTATHICTHIYHBI, MapayHAJIbHBI aHaMi3,
KJ1aci(pikauplsi, CICTAOMHBI METal, TpaIuHBbI.

JIpiTuioMHasi Tpana mpbiCBeYaHa JacieaBaHHIO MBITAHHSAY, 3BS3aHBIX 3
BBIBYUPHHEM TIAPATHIUYHBIX ACHOY MAapKEThIHTaBbIX KaMyHIKaIblii ¥ chepsl
TYpbI3MY 1 pachlpaloyki MparaHoy ma VYaacKaHaJeHHI BBIKAPBICTOYBAIOIIA
Meranay kamyHikamnbli Ha TA «Xomi Type». Ha cydacHeiM 3Tame pa3Bilis
PBIHKABBIX aJHOCIH y Halllail KpaiHe MapKeThIHTaBas A3eHWHaclb na dapmipaBaHH1
aeKThIYHAN KaMyHIKaIbIITHAN TaNIThIKI TyphICIIKAara MpaAnpbleMCTBA - Ba)KHAs
YMOBa JIJIs ATO TACIIIXOBaM JI3eHHACII.

BeiHiki  aTphiMaHara JacieaBaHHS MOTYIb OBIIb  YXKBITBIS — SIKACII
pAKaMeHJAIbll Mpbl  pacnpanoyibl ado YaackaHaJICHHS BBIKAPHICTOYBAOIIA
MeTazay MapKeThIHraBbix kKamyHikaubiid Ha TJA «Xoami Typey.

A¥Tap mpaubl nauBsip/Kae, MITO NPBIBEA3EHbI ¥ € pa3iniKoBa-aHaJIThIYHBI
MaTAIpbIs MpaBlibHA 1 a0'eKThIyHA aJIIOCTPOYBae CTaH AOCIeAHara mnpauscy, a
Yce 3amasbpluaHblsl 3 JITapaTypHbIX 1 1HIIBIX  KPBIHII]  TIApITHIYHBIA,
MeTaJaJlariyHblsl 1 METaJAbIYHbIS MaJlaKdHHI 1 KaHIPMIBI CyNpaBaKarolia
criachUIKaMi Ha i1X ayTapay.



ANNOTATION
The thesis contains 81 pages, 15 figures, 13 tables, 37 sources used

MARKETING, COMMUNICATION, MARKETING
COMMUNICATION, ADVERTISING, STIMULATION OF SALES, TOURIST
ENTERPRISE

The object of the research is the tourist company ODO «Happy Tours».

The subject of the study are the marketing communications of ODO «Happy
Tours».

Research methods: economic-statistical, comparative analysis, classification,
system method, graphic.

The thesis 1s devoted to the study of issues related to the study of the
theoretical foundations of marketing communications in the field of tourism and
the development of proposals for improving the communication methods used at
ODO «Happy Tours». At the present stage of development of market relations in
our country, marketing activities to form an effective communication policy of a
tourist enterprise are an important condition for its successful operation

The results of the obtained research can be applied as a recommendation
when developing or improving the methods of marketing communications used at
ODO «Happy Tours».

The author of the paper confirms that the calculation and analytical material
presented in it correctly and objectively reflects the state of the process under
investigation, and all theoretical, methodological and methodological provisions
borrowed from literary and other sources are accompanied by references to their
authors.



