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PE®EPAT

Jumiomuas padota 66 ctp., 22 tab:., 15 puc., 72 UICTOYHUKOB, 4 TpuJL.

MHTEPHET, WHTEPHET-MAPKETHUHI, CAWT, ITPOJBUXEHUE,
COLAJIBHBIE CETHU, BJIOTOC®OEPA, BupanbHbIii KOHTEHT, BEOMHAP

O0mbekT uccnenosanus — OO0 «Bebdmapt ['pymnm».

IIpenmer wuccnenoBaHWs — HUCHOJIB30BaHWE WHTEPHET-PEKIIAMbl IS
noBbIIeHHS () PEeKTUBHOCTH KOMIIaHUH B cermeHTe B2B.

Heab paGotsl — ananu3 mnpoaBwxkeHus npeanpusatus OO0 «Bebmapr
['pynm» B ceTn HHTEPHET U pa3pabdOTKa PEKOMEHIALUi TI0 €ro Pa3BUTHIO.

MeTtoabl uHcc/IeI0BAHMSA. CHCTEMHBIE METOAbl HAyYHOro O0O0OIIEeHHUS,
YKOHOMHMKO-MATEMAaTUYECKON CTATUCTUKH, METOJ LEMHBIX MOJACTAHOBOK U METOJ
a0COJIFOTHBIX Pa3HUIL U Jp.

HccnenoBanusi u pa3padoTKU: paccCMOTPEHA CYIIHOCTb MPOJBHKEHHUS U
CTpaTeruy MPOJBMKECHUS TMPEANPUATHS B ceTu HHTepHEeT; oxapaKTepu30BaHbI
3Tanbl pa3pabOTKU CTPATETHH MPOJBIKEHUS MpEeAnpusatus B cetu HHTepHeT;
U3yYEHbI METOJIbI OLEHKU 3(PPEKTUBHOCTU CTPATETUU MPOABUKECHUS MPEAIPUATHS
B ceru MHTepHeT; mnpuBeneHbl OO0IIME CBeAeHHs 00 OpraHu3aliuu U ee
CIeMaIn3alys; PacCCMOTPEHbl OCHOBHBIE TEXHUKO-DPKOHOMHYECKHE IOKa3aTeln
JESTENIbHOCTH TPEANPUSATHS; TpoBeAeHa OIeHKa 3(P(PEKTUBHOCTH pEKIaMHON
JESITEIbBHOCTH B CETU MHTEPHET; BBISBJICHBI HAMPABJICHUSI COBEPIICHCTBOBAHUSA
PEKIaMHOM AESITETbHOCTU MPEINPUITHS B CETH UHTEPHET.

O0JacTbI0  BO3MO)KHOTO TNPAKTHYECKOT0 TPHMEHEHHsl  SIBISETCS
noBblIlIeHHE () (PEKTUBHOCTH PEKIAMHOM EATEIbHOCTH MPEANPUATHUS.

ABTOp paboThl TOATBEP)KIACT, YTO MPUBEACHHBIH B HEW pacyeTHO-
AHAJIMTUYECKUI MaTepuan NPaBHJIBHO W OOBEKTHBHO OTOOpa)KaeT COCTOSHUE
UCCJIENYEMOTO MPOLECCa, a BCE HCIOJIB3YEMbIE M3 JUTEPATYpPHBIX M JPYTHX
UCTOYHUKOB TEOPETUYECKUE M METOJOJIOTUYECKUE TOJOKEHUS W KOHIICTIIHU
CONPOBOXIAOTCS CChUIKAMH Ha UX aBTOPOB.



PODEPAT

JpImioMHast mpana ctap 66, 22 taba., 15 man., 72 xpbiHil, 4 npbIM.

IHTOPHAT, IHTOPHAT-MAPKETBIHI, CAWT, IIPACOYBAHHE,
CALIBISIJIBHBIA CETKI, BJIOT'T, BUPAJIbHBI KAHTOHT, BEBUHAP

A0'exkT nacnenaBanus — TAA "Baomapt ['pyn".

IIpagmer [facnenaBaHHS — BBIKAPBICTAHHE 1HTIPHAT-PIKJIAMBI IS
NaBBIIIPHHS YQEeKThIYHACII KamnaHiil ¥ cermenie B2B.

Mbra nparel — aHani3 npacoyBaHHs npaanpeiemctBa TAA "Ba0mapt rpyn”
y ceTrpl [HTAPHAT 1 pacmparioyka paKkaMeHaIbIi 1a Aro Pa3BiIlll.

Mertanbl naciefaBaHHs: CICTOMHBIA METaJbl HaByKOBara a0aryJibHEHHS,
IKAHOMIKa-MaT3MaThlUHAN CTATBICTHIKI, METaJ JIAHIY>)KHBIX MaJCTaHOBAaK 1 MeTajl
a0CaTIOTHBIX PO3HIIL 1 HIIL

JlacjenaBaHHi i pacnpanoyki: pasriemkaHa CyTHacllb papyxy 1 CTpaTarii
IIPAaCOyBaHHs MNPAANPBIEMCTBA Yy CETUbI [HTIPHOAT;, axapaxkTapbl3aBaHbl 3Tallbl
pacmparoyki CTpaTdrii MpacoyBaHHS MpaAmnpbleMcTBa Yy CeTUsl  [HTIPHOT;
BBIBYYaHbI META/Ibl al[PHKI 3EKThIYHACII CTPATATil MPacoyBaHHS MPaANPHIEMCTBA
Yy ceTisl [HTIPHAT, TpPBIBEN3EHBI aryyibHBIA 3BECTKI a0 apraHizaipl 1 se
CHEIBIITI3albIs; pa3rieAKaHbl aCHOVHBIA TOXHIKA-DKaHAMIYHBIS — MaKa34bIKi
JI3eHHacIi TpaanpbleMCTBA; TMpaBel3eHa alPHKa dA(eKThIYHACHl piIKIaMHai
n3edHacii ¥ ceTupl [HTOPHAT; BBISBIHHBI HAIpaMKi yAacKaHAJEHHS pAIKIaMHai
J3eWHACI TPaJIpbIEMCTBA ¥ CETKI IHTIPHAT.

B o6aacmioo MarysiMara mNpakTblYHAra MNPbIMSHEHHSI 3'AyIsenia
NaBbIIIPHHE 3(PEKTHIYHACI PIKIAMHAN J3eHHACI TPaIpbIeMCTBA.

A¥Tap mparpl manBspKae, MTo MPEIBEA3CHBI y €l pa3iikoBa-aHATITHIYHbI
MaTAPBISIT TpaBibHA 1 a0'eKThIVHA aJUTFOCTPOYBae CTaH JOCJeIHara mparjcy, a
yce siKisg BBIKAPBICTOYBAIOIIA 3 JITAPAaTYPHBIX 1 1HIIBIX KPBIHII TIAPATHIYHBIA 1
METaJanariuyHplsl MajakdHHI 1 KaHLPIIBI CyMpaBa/pKarola Crachbuikami Ha iX

ayTapay.



ABSTRACT

Thesis 66 p., 22 table., 15 Fig., 72 sources, 4 adj.

INTERNET, INTERNET MARKETING, WEBSITE PROMOTION,
SOCIAL NETWORKING, THE BLOGOSPHERE, VIRAL CONTENT
WEBINAR

The object of research is the company "Webmart Group".

The subject of the study — use of online advertising to improve the
company's performance in the B2B segment.

The purpose of the work is to analyze the promotion of the company
"Webmart Group” on the Internet and develop recommendations for its
development.

Research methods: system methods of scientific generalization, economic
and mathematical statistics, the method of chain substitutions and the method of
absolute differences, etc.

Research and development: considered to consider the essence of the Pro-
movement and promotion strategy of the enterprise on the Internet; described the
stages of development of the strategy of promotion of the enterprise on the
Internet; studied methods of evaluating the effectiveness of the strategy of
promotion of the enterprise on the Internet; provides General information about the
organization and its specialization; considered the main technical and economic
indicators of the enterprise; evaluated the effectiveness of advertising activities on
the Internet; the directions of improvement of advertising activity of the enterprise
in the Internet are revealed.

The area of possible practical application is to improve the efficiency of
advertising activities of the enterprise.

The author of the work confirms that the calculation and analytical material
given in it correctly and objectively reflects the state of the studied process, and all
theoretical and methodological provisions and concepts used from literary and
other sources are accompanied by references to their authors.
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