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Junnomuas pa6ota: 88 C., 11 puc., 11 tabn., 54 UCTOYHUKOB, D MIPUII.

MAPKETUHI, PEKJIAMA, PEKJIAMHBLII TIPOAYKT, KPUTEPUU
PE3VIJIbTATUBHOCTHU PEKIIAMHOI'O ITPOAYKTA

Lenpto aumioMHOM paboThl sBiISETCS pa3paboTKa NPEASIOKEHUA IO
MOBBILIEHUIO PE3YIbTATUBHOCTH HCIOIB30BAHUS COBPEMEHHBIX TEXHOJIOTUH
nponaxu npoaykunu OAO «AMKOOP» yepe3 nmpennaraeMbiii TpeAnpUATHEM
pPEKJIaMHBIA IPOIYKT.

B pamkax AocTuXeHUS NMOCTABICHHOW LEIM aBTOPOM OBbUIM IMOCTABICHBI
CJIEIYIOLIUE 3aJa4H:

1) pacKpbITh CYIIHOCTh, BUJIbI U ATAITbI Pa3pa00TKU PEKJIAMHOTO MPOIYKTa;

2) 1aTh ~ XapaKTEPUCTUKU  OCHOBHBIX  IOKa3aTelied  pe3yJIbTAaTUBHOCTH
PEKIAMHOTO POYKTa;

3) paccMOTpeTh OpPraHU3alMOHHO-IKOHOMHUYECKYI0 Xapakrtepuctuky OAO
«AMKOIOP»;

4) mpoBeCTH aHaIM3 Pe3yJIbTATUBHOCTH pEKIaMHBIX mpoayktoB OAO
«AMKO/JIOP».

OOBeKT uccieoBaHus — Ipojaxa PeKIaMHOIO MPOTYyKTa.

[Ipenmet uccrnenoBanus: cnenquduKka nNpojaxu pexinaMuoro npoaykra OAO
«AMKOJIOP».

MeTtonpl uccnenoBaHus: HaOJMIOAEHHE, ONMCAHUE, CPABHUTENIbHBIN aHau3,
CUCTEMaTH3alus, NHIYKIUS, JEAYKIHsI, CHHTE3, OIPOC.

OO6sacTh BO3MOYKHOTO MPAaKTHMUECKOTO NPUMEHEHHUS: COBEPIIEHCTBOBAHUE
pexiiamHbIX TpoaykToB OAO «AMKO/JIOP».

ABTOp paboThl MOATBEPXKIAET, UTO MPUBEAEHHBIM B JUILUIOMHOW pabote
pacuéTHO-aHAIUTUYECKUI MaTepHall MPaBUIbHO U OOBEKTUBHO OTPakaeT COCTOSHUE
UCCIIElyEMOr0 IIpollecca, a BCE 3aUMCTBOBAHHBIE W3 JIMTEPATypHBIX U JIPYTUX
UCTOYHUKOB TEOPETHYECKHE, METOJOJOTMYECKHE W METOJWYECKHE ITOJIOKEHUE U
KOHLEIMINUH CONPOBOXKAAKTCS CChUIKAMHU Ha UX aBTOPOB.



Jpimuiomuas pabora: 88 c., 11 man., 11 ta6:n., 54 xpbIHil, S5 OPHIM.

MAPKETBIHI', POKIIAMA, POKJIIAMHBI TIPAAYKT, KPBITOPhII
BBIHIKOBACLI POKJIAMHAT' A TTPAAYKTY

Mbra nacienaBaHHs: pacpaloyka nparnaHoy na maBblIdHHI PA3yIbTaThlyHACII
BBIKapPBICTAHHS CYYacHBIX TAXHaJOr1i npojaaxy npaaykisii AAT «c AMKAZIOP» npa3
nparnaHaBaHbl MPAJIPLIEMCTBAM PIKJIAMHBI IPAIYKT.

VY pamkKax JacsArHEHHs TMacTayieHal M3Tbl ayTapaMm ObUIl HacTayJeHBbI
HACTYTHbIS 3a/1a4bl:

1) packpsillb CyTHACIb, BIJIbI 1 3TAIbI paclpanoyKi pakjiaMHara npajaykry;

2) nmanb XapaKTapbICThIKI aCHOYHBIX IaKa3ublkay BBIHIKOBACIl pAIKJIaMHara
[IPANyKTy;

3) pasrnensenb —apraHizalbliHa-dKaHaAMIYHYIO  XapakTapbIcThiky  AAT
«AMKaz0p»;

4) mpaBecIli aHaJli3 BEIHIKOBACIIl PAKJIaMHBIX TTpaaykTay AAT « AMkagopy.

AOG'eKT macienaBaHHs . MPOJAX PIKJIaMHAra mpajaykra.

[Ipanmer macnenaBanHs: crienbldika Mpoaaxy pakiaMmHara npaaykta AAT
«AMKAJIOP».

Meraapsl pacienaBaHHA: HasipaHHe, ATmicaHHe, TMapayHaIbHBI —aHali3,
CICTAMAThI3AIbIA, IHIYKLbIS, AIYKIbIS, CIHTI3, allbITAHHE.

["ayina maryeiMara npakTblYHAra MPBIMSHEHHS . YaCKaHaJeHHE PIKJIAMHBIX
npanykray AAT «AMkagop».

A¥Tap mpalibl nauBsip/Kae, MTo IpbIBEI3eHbI ¥ ABITIIIOMHAM Mpallbl pa3iikoBa-
aHAJITBIYHBI MATAPBIAT TpaBiIbHA 1 a0'eKThIYHA aJJIIOCTpOYBae CTaH JOCIIe/IHAra
mparpcy, a yce 3ama3blyaHbls 3 JITapaTypHBIX 1 IHIIBIX KPBIHII TIAPATHIYHBIA,
MeTaJajariglblss 1 METaJABIYHBISA CTAHOBIIYA 1 KaHIPIIIBI CYIpaBaKaroIIa
criachbUTKaMi Ha iX ayTapay.



Thesis: 88 p., 11 figures, 11 tables, 54 sources, 5 app.

MARKETING, ADVERTISING, ADVERTISING PRODUCT, CRITERIA
FOR THE EFFECTIVENESS OF AN ADVERTISING PRODUCT

Purpose of the study: to develop proposals to improve the effectiveness of
using modern technologies for selling products of JSC «kAMKODOR> through the
advertising product offered by the company.

In order to achieve this goal, the author set the following tasks:

1) to reveal the essence, types and stages of the development of an advertising
product;

2) give characteristics of the main performance indicators of the advertising
product;

3) consider the organizational and economic characteristics of «kxAMKODOR»,
JSC;

4) to analyze the effectiveness of the advertising products of <AMKODOR»,
JSC.

Object of research sale of advertising product.

Subject of the study: the specifics of selling of the advertising product of
«AMKODOR», JSC.

Methods: observation, description, comparative analysis, systematization,
induction, deduction, synthesis, survey.

Realm of the possible practical applications: improvement of advertising
products of kKAMKODOR», JSC.

Author of work confirms that the computational and analytical material
presented 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.



