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Lenpto nummoMHOW paboThl sABISETCS pa3paboTka W 0OOCHOBaHHE
MPEIOKEHUS] TIO TOBBILICHUIO PE3YJbTATUBHOCTU CTUMYJIMpoBaHus npojaax OO0
«HTEppoCy.

B pamkax gocTuKeHHs TMOCTaBJICHHOM L€ aBTOPOM OBUIM IMOCTaBJICHBI
CJIEIYIOIIHE 3a1a4u:

1. PaccMOTpeTh TEOPETUYECKHE OCHOBBI CTHUMYJIUPOBAHUS TMPOJAK B
MapKETHUHTE;

2. [IpencraButh XapaKTepUCTUKY OCHOBHBIX UHCTPYMEHTOB
CTUMYJIMPOBAHUS NMPOAAX U MOKA3aTeNEH ee pe3yIbTaTUBHOCTH;

3. [Ipoananu3upoBaTh OMBIT CTUMYJIUPOBAHUS MPOJAX U JaTh OLIEHKY €ro
pesyabratuBHOCTH B OO0 «HTEppOCH.

OOBEKT UCCIeI0BaHUS: CTUMYJIUPOBAHUS MPOJAXK.

[IpeameT uccnenoBaHus: 0COOCHHOCTU CTUMYyupoBaHus npoaax B OO0
«HTEppocy.

Metoapl UCCIENOBAaHUS: METOJI CpPABHEHUS W JIOTHYECKHUE METObI
UCCIe0BaHus — IeayKunnu 1 uHaykuuu, SWOT-ananus.

O6mactTb BO3MOXXHOTO MPAKTUYECKOTO TNPUMEHEHUS: MPEAJIOKEHHbIC
pemieHusi MOryT OBITh HCIOJIb30BaHbl HAa TMPAKTUKE B JEATEILHOCTH
ctumynupoBanus npoaax OO0 «HHTeppocy.

ABTOp palOOThl MOATBEPKIAAECT, UYTO MPUBEAEHHBIA B JUILIOMHOW paboTe
pacuy€THO-aHATUTHYECKUN MaTepual TMPaBWIbHO M OOBEKTHUBHO OTpa’kaeT
COCTOSIHUE HCCIIEIyEMOI0 MpOoIiecca, a BCE 3aMMCTBOBAHHBIE U3 JIUTEPATYPHBIX U
JPYTUX HCTOYHUKOB TEOPETUUYECKHE, METOJOJOTUUECKUE U METOANYECKHE
MOJIO’KEHHE Y KOHUEIIINKU COMPOBOKIAIOTCS CChUIKAMH Ha UX aBTOPOB.
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The purpose of the thesis is to develop and substantiate a proposal to
improve the effectiveness of sales promotion of Interros Ltd.

Within the framework of achieving this goal, the author set the following
tasks:

1. Consider the theoretical foundations of sales promotion in marketing;

2. Provide a description of the main sales promotion tools and indicators of
its effectiveness;

3. Analyze the experience of sales promotion and evaluate its effectiveness
in Interros Ltd.

Object of research: sales promotion.

Subject of research: features of sales promotion in Interros Ltd.

Research methods: comparison method and logical research methods —
deduction and induction, SWOT analysis.

Scope of possible practical application: the proposed solutions can be used
in practice in the sales promotion activities of Interros Ltd.

The author of the work confirms that the computational and analytical
material given in the thesis correctly and objectively reflects the state of the
process under study, and all theoretical, methodological and methodological
provisions and concepts borrowed from literary and other sources are accompanied
by references to their authors.



