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Jumnomuas pa6ora: 66 ., 11 ta6i., 46 uCTOYHUKOB, 3 TIPHIL.

PR-JIEATEJILHOCTh, I1IM®POBOM-PR, PR-TEXHOJIOTMH, PR-
KAMITAHMS, METOJbI OLIEHKW TTPMMEHEHMS PR-TEXHOJIOTMI1 B
MEXAYHAPOJHOM MAPKETHUHIE.

Llenr manHOW pabOTHI: HA OCHOBE aHaiM3a NpuMeHeHust PR-texHonoruii B
komnanun OO0 «Danexay pazpaboTaTh CIIOCOOBI MOBBIIIEHUS €T0 3(PPEKTUBHOCTH.

B cooTBeTcTBHM € IOCTAaBIEHHOM MLENBI0 MOYKHO BBIIACIUTH CIEAYIOIINE
3a/1a4H:

1. UccnenoBats pa3sutre koHrenuu Public Relations;

2. Paccmotpeth crienmduky coBpeMeHHBIX PR-TexHOIO0THI 1 CTTOCOOBI OIIEHKU
ux 3 HeKTUBHOCTH;

3. O1eHuTb 3apyOeKHBIN ONBIT B TpuMeHeHUN PR-TexHoM0rMil;

4. Ilpoananu3upoBaTh OCHOBHBIE HampaBieHUs PR-nedarensHOCTH U OLIEHUTh
s dextrBHOCT, npuMeHeHus PR-texnonoruit B OO0 «®anexa»n. OOBEKT
MCCJIEIOBAHMS: KOHKYPEHTOCIIOCOOHOCTh TYPUCTUYECKOTO TPOIYKTA.

[Ipenmer  wuccienoBaHusi: MNpUMEHEHHWE U OneHKa 3P (PEeKTUBHOCTH
COBpeMEHHBIX PR-TeXHOMIOrMI B MEKTyHAPOTHOM MApKETHHIE.

MeTonpl HWCCAEOOBAHUA: AHAINW3 HAYYHOW M CHEIUAIBHOW JUTEpPATYpHI, a
TaKKe€ HaOJIIOJIEHHE, KOHTEHT-aHAJIW3 JOKYMEHTOB U  aHajlu3 IMPOAYKTOB
NEATEIIBHOCTH.

O06mactb  BO3MOJKHOIO  NMPUMEHEHUS: MPAKTHUYECKM B  MOBBILIEHUU
¢ dexTuBHOCTH NpuMeHeHUs] PR-TexHOoI0THil Ha MEXIyHAPOAHOM PBhIHKE.

ABTOp paboOTBl TOATBEPKIAET, UTO NPHUBEACHHBIH B HEW pacCyeTHO-
aHAIMTUYECKUI MaTepuanl MpPaBWIbHO M OOBEKTHUBHO OTPAXaeT COCTOSHUE
HCCIIEAYEMOTO TIPOLIECCa, a BCE 3aUMCTBOBAHHBIE M3 JIMTEPATYPHBIX WU APYTUX
MCTOYHUKOB CONPOBOXKIAIOTCS CCBUIKAMH HA UX aBTOPOB.



Thesis: 66 p., 11 tables, 46 sources, 3 appendices.

PR-ACTIVITY, DIGITAL-PR, PR-TECHNOLOGIES, PR-CAMPAIGN,
METHODS OF EVALUATION OF PR-TECHNOLOGIES APPLICATION IN
INTERNATIONAL MARKETING.

The aim of the thesis: based on the analysis of the use of PR-technologies in
the company «Faneja» to develop ways to improve its effectiveness.

In pursuit of this goal the author has the following objectives:

1. Explore the development of the concept of Public Relations;

2. Consider the specifics of modern PR-technologies and how to evaluate their
effectiveness;

3. Evaluate foreign experience in the use of PR technologies;

4. Analyze the main directions of PR-activities and evaluate the effectiveness
of application of PR-technologies in «Fanezha» LLC. The object of the study: the
competitiveness of the tourist product.

Subject of study: application and evaluation of the effectiveness of modern PR-
technologies in international marketing.

Methods: analysis of scientific and specialized literature, as well as
observation, content analysis of documents and analysis of activity products.

Realm of the possible practical applications: practically in increasing the
effectiveness of the use of PR-technologies in the international market.

Author of work confirms confirms that the calculation and analytical material
presented in it correctly and objectively reflects the state of the process under study,
and all borrowed from the literature and other sources are accompanied by references
to their authors.



