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MAPKETHHT, MEI[HﬁHbIE KAHAJIBI ITPOJIBUKEHI A B
MAPKETHUHI'E, TEJIEBUJIEHUE, OFF-LINE 1 ON-LINE CEITMEHTBI
TEJIEBUJEHUA

eab uccsieoBaHusi: BHISIBJICHUE MTEPCIICKTUB MOBBIIICHUS
pe3ynabTaTuBHOCTU (QyHKIIMOHUpOBaHUS 3AO «CTOJIMYHOE TEJICBUJICHHUE, B
gacTHOCTH Tenekanana «CTBy, kak MeTUifHOT0 KaHasla MPOJABUKEHUS B
MapKETHUHTE.

O0beKT uccjieI0BAHNSI: MEIUITHBIC KaHAJBI TTPOJIBHXKCHUS B
MapKETHUHTE.

Ipeamer uccaenoBanusi: 3A0 «CToMYHOE TETEBUACHUE) KAK
MEIUWHBIN KaHAJI IPOJABUKEHHUS.

MeToabl McCIeA0BAHUA: HAOJIOIeHHE, KAOMHETHBIE MCCIIEIOBAHMS,
cpaBHEHHE, 0000IIICHUE, aHATU3.

HcceaenoBanusi u pa3padoTKM: BHISBICHBI HAPABJICHUS TTOBBIIICHUS
pe3ynabTaTuBHOCTH (pyHKITMOHUpOBaHUS 3AO «CTOJNIMYHOE TEJIEBUICHHEY, B
yacTHOCTH TenekaHana «CTBy, kak MeTuitHOTO KaHalla MPOJBYXKEHUS B
MapKETHUHTE.

O61acTh BO3MOKHOT0 IPUMEHEHMSI: COBEPIICHCTBOBAHUE
dbyakuronupoBanus 3A0 «CToauyHOE TEIEBUICHUE» KaK MEIMIHOTO KaHala
IPOIBHIKECHMUSL.

ABTOp pabOTHI TOATBEPKAACT, UYTO IPUBEICHHBIA B HEH pacyeTHO-
aHAJTUTUYCCKUIN MaTepral MPaBUILHO U 0OBEKTUBHO OTPAXKAET COCTOSTHUE
UCCIIeIyEMOro Mpolecca, a BCe 3aMMCTBOBAHHBIC U3 JIUTEPATYPHBIX U IPYTUX
HMCTOYHUKOB COMPOBOXKIAIOTCS CChIIIKAMHU Ha UX aBTOPOB.
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MARKETING, MEDIA CHANNELS OF MARKETING PROMOTION,
TELEVISION, OFF-LINE AND ON-LINE SEGMENTS OF TELEVISION

The purpose of the study: to identify the prospects for improving the
performance of JSC «Stolichnoye TV», in particular the «<STV» channel, as a
media channel for marketing promotion.

The object of the study: media channels of promotion in marketing.

The subject of the study: JSC «Stolichnoye TV» as a media promotion
channel.

Research methods: observation, desk research, comparison,
generalization, analysis.

Research and development: the directions of increasing the effectiveness
of the functioning of JSC «Stolichnoye TV», in particular the «<STV» channel,
as a media channel for marketing promotion, have been identified.

Scope of possible application: improving the functioning JSC
«Stolichnoye TV» as a media promotion channel.

The author of the work confirms that the calculation and analytical
material given in it correctly and objectively reflects the state of the process
under study, and all borrowed from literature and other sources are
accompanied by references to their authors.
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MAPKETBIHI, MEJBIMHBISI KAHAJIBI TIPACOYBAHHS ¥
MAPKETBIHI'Y, TOJIEBAYAHHE, OFFLINE I ONLINE CEI'MEHTbI
TOJIEBAYAHHA

Mbra nacienaBaHHS: BBIAYJICHHE MEPCHEKTHIY MaBBIIMIPHHS BBIHIKOBACII
¢yukupisiHaBanHg 3AT «Craniunae TanebayaHHey, y MpbIBaTHACI TAJEKaHala
«CTBp», gk MenbpliiHara kaHajaa IpacoyBaHHS ¥ MApKETHIHTY.

AOG'exT nacnenaBaHHs: MEIBIMHBISA KaHAJbl MPACOYBAHHS ¥ MAPKETHIHTY.

[MIpagmer macnenaBanus: 3AT «Cramiunae TanebadaHHE” SIK MEJbIMHBI
KaHaJl [IpacoyBaHHS.

Mertanpl  nmacnenaBaHHS:  Ha3ipaHHe, KaOIHETHBIS  JaciieaBaHHI,
napayHaHHe, abaryJbHeHHE, aHali3.

JlacnenaBanHi 1 pacmpaijoyki: BBISYJIEHbBl HampamKi [aBbIIIIHHS
BeIHIKOBacll pyHkibisHaBaHHs 3AT «Craniuynae TanebayaHHey, y NpbIBaTHACII
Tanekanana «CTBy, ik MeapliiHara KaHajia npacoyBaHHs ¥ MapKETHIHTY.

Bobnacip MardbiMara NpbIMSHEHHSI: yJacKaHajJeHHE (DYyHKIbIIHaBaHHS
3AT «CraniyHae Tane0adaHHe» sIK MeIblIiHAra KaHaja npacoyBaHHS.

Aytap mpanpl nauBspipkae, IITO NpbIBEeA3eHBl ¥ €l pasmikoBa -
aHaJIITBIYHBI MaT3PBIsI NpaBlIbHA 1 a0'€KThIYHA aIIIIOCTPOYBae CTaH JOcieIHara
nparpcy, a yee 3ana3pluaHbls 3 JITapaTypHBIX 1 IHIIBIX KPBIHIL] CyNpaBapKarolia
CriachbUIKaMi Ha 1X ayTapay.



