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Jumiomuas padora: 92 c., 14 puc., 12 ta6., 78 uctounukos, 1 npui.

NMHTEPHET-MAPKETHUHI', OAO «I"AJTAHT24», COUUAJIBHBIE CETH,
KOHTEHT IUIAH, UHEJEBAA AVYIUTOPUA, OKOHOMUUYECKAA
SOOEKTUBHOCTHD, KOMMYHUKATHBHAA OOPEKTMBHOCTD,
PE3VJIbTATUBHOCTD COLIMAJIBHBIX CETEH, [TOBBIIITEHWE
SOOEKTUBHOCTMU.

Lenp uccnenoBaHus: oneHKa >PQPEKTUBHOCTH TpoABMKEeHHUS ToBapoB OAO
«l"anaHT?s1» B COUMANBHBIX CETAX U pa3padoTaTh NPEIOKEHUS MO €€ MOBBILIEHUIO.

OOBeKT ucciaeoBaHus: COLUATIbHBIE CETH KaK MHCTPYMEHT MPOIBMKEHUS TO-
BapOB.

[Ipenmer uccrenoBanus: 3G(HEKTUBHOCTH KUCIIOJIB30BAHUS COIUANBHBIX CEeTel
11s1 poaBrkeHust mpoaykunu OAO «l amanTas.

Meronbl HCCIIEIOBAaHUSA: KOHTEHT-aHAIM3, JIOKYMEHTAalMOHHBIM aHaIu3,
AKCIIEPTHBIE OLEHKH, & TAK)KE MHCTPYMEHTHI Be0-aHAIUTHKHY.

O6mactb BO3MOXHOTO TPHUMEHEHHS: MPEIOKEHHBIE PEIIEHUs MOTrYT OBITh
MCITIOJIb30BaHbl HA MPAKTHKE MPHU MOBBIIEHUU 3(P(HEKTUBHOCTH COLMAIBHBIX CETEH
OAO «l'ananTasn».

ABTOp paboOTBl TOATBEPKIAET, YTO NPHUBEACHHBIH B HEW pPacCUyEeTHO-
aHAIMTHYECKUI MaTepuas MPaBUJIbHO U OOBEKTUBHO OTPAXXAET COCTOSIHUE UCCIEAY-
€MOro MpOoLECCa, a BCE 3aMMCTBOBAHHBIE M3 JIUTEPATYPHBIX U JPYTUX HCTOYHHKOB
COIPOBOXK/JIAFOTCS CCBIJIKAMU HA UX aBTOPOB.



Thesis: 92 p., 14 fig., 12 tab., 78 sources, 1 app.

INTERNET MARKETING, OJSC «GALANTEYA», SOCIAL NETWORKS,
CONTENT PLAN, TARGET AUDIENCE, ECONOMIC EFFICIENCY,
COMMUNICATIVE EFFECTIVENESS, PERFORMANCE OF MARKETING
TOOLS, MARKETING OPTIMIZATION, AR TECHNOLOGIES.

The purpose of this graduate work: to evaluate the effectiveness of promoting
OJSC «Galanteya» products in social networks and to develop proposals for its en-
hancement.

The research object: social networks as a tool for product promotion.

The subject: the efficiency of using social networks to promote the products of
OJSC «Galanteyay.

Research methods: content analysis, document analysis, expert evaluation and
web-analytics tools.

Scope of possible application: the proposed solutions can be used in practice to
enhance the effectiveness of social networks at OJSC «Galanteyay.

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 literary and other sources are accompanied by references to their
authors,



Heimmomuas padora: 92 c., 14 man., 12 Ta6., 78 kpemHin, 1 naz.

[HTOPHOT-MAPKETBIHI, AAT «I"AJTAHTO5», CALUBIAJIbHBIA CETKI,
KAHTOHT-IIUIAH, MOTABAA AV JIBITOPBIS, OKAHAMIYHAA
DOEKTBHIVHACID, KAMVYHIKATBIYHAS DOEKTBHIVYHACID,
BBIHIKOBACIIb CALIBISIJIBHBIX CETAK, ITABBIIIAHHE D®EKTHIYHACII].

MbhTa nacienaBaHHs: alpPHKa 3(EKThIYHAcCIll mpacoyBaHHs TaBapay AAT
«[amanTIs» § canpBUIBHBIX CETKaxX 1 pachpaloyka IparmaHoy Ma IMaBBIIIPHHI STO
BBIHIKOBACIII.

AOG'eKT macnenaBaHHS. CALBLUIBHBIL CETKlI SK IHCTPYMEHT HpacoyBaHHSA
TaBapay.

[Ipanmer macnemaBaHHs: 3(PEKTHIYHACIH BBHIKAPBICTAHHS CAllbISUIBHBIX CETaK
U1 pacoyBaHHs npanykubllt AAT « amanTas.

Mertanpl  nmaciienaBaHHSA: — KaHTAHT-aHalli3, JaKyMEHTAUbIMHBI  aHaMi3,
AKCIIEPTHBIS alPHKI, @ TAKCaMa IHCTPYMEHTBI B30-aHaMIThIKI

BobOnacip mMarysiMara NpbIMSHEHHS: MpanaHaBaHbId PAIISHHI MOTYIb OBIIb
BBIKAPBICTAHbl Ha MPAKTHILbI JJIs MaBBIIIIHHSA A(EKTHIYHACI CAlbLUIBHBIX CETaK
AAT «l"anmanTasny.

A¥Tap mpansl nmauBsp/Kae, IITO MNPBIBEI3CHbI § €l pa3iikoBa-aHATITHIYHbI
MaTaIpBISI TpaBUIbHA 1 a0'eKThIYHA aJIIOCTPOYBAae CTaH JaciielyeMaro Iparpcy, a
Yce 3ama3plyaHbls 3 JITapaTypHBIX 1 HIIBIX KPBIHII CyTIpaBaKaroliia criacblikami Ha
1X ayTapay.



