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Junnomuas padota: 69 ctp., 20 puc., 5 Tab., 54 UCTOUH.

COBPEMEHHBIE TEHJIEHLIMU PASBUTH S HAPYKHOU PEKJIAMBI,
[TUOPOBU3ALIMA HAPYXKHOUN PEKJIAMBI, IIOHATUE COBPEMEHHOM
HAPYXXHOM  PEKJIAMBI, DPPEKTUBHOCTh MCIIOJIH30BAHUA
HAPYXHOM PEKJIAMBI, ITOKA3ATEJIM 3®DPEKTUBHOCTH HAPYKHOM
PEKJIAMBI

Lens uccienoBanus: pa3paboTKa MPEASIOKEHUN MO Pa3BUTHUIO HAPYKHOM
pexiiambl B COOO «MobunbHble TeneCucteMbiy.

OOBeKT uccienoBaHus: HapyKHasl peKiama.

[Ipenmer wuccnenoBanusi: HapyxHas pexiama COOO «MoOusnbHbIe
TeneCucteMb».

Meroabl uccneoBaHus: CTPYKTYPHBIA METOJ, (PYHKIIMOHAJILHBIA METO],
JIOTUYECKUU M CPAaBHUTEJIBHBIN aHAINU3, NEAYKIMS, UHIYKIUS, CTATUCTUYECKUE U
HKOHOMUKO-MATEMATHUYE€CKHUE METO/IbI U CyObEKTUBHO-O0BEKTUBHBIN MOIXO/I.

UccnenoBanus u pa3paboTKa: Ha OCHOBE U3YUYEHHUS TEOPETUUECKUX BOIPOCOB
Hapy>KHOU peKIaMbl ONPEIETIEHbI €€ CYITHOCTh, OCHOBHBIE BU/IbI, TAIbl CO3JaHUS,
COBPEMEHHbIC TEHACHIMU Pa3BUTHUS, MOAXOAbl K OLEHKE pPE3yJbTaTUBHOCTH,
MPOBEJICH aHallM3 MCIOJIb30BaHus HapykHOU pekiiambl B COOO «MoOunbHbIe
TeneCucteMbl», aaHa OIEHKA MPOBEICHUS MEPONPUSATUA TO YIYUIICHUIO
HapykHO# pexiiambl B COOO «Mob6unbabie TeneCucrembn.

O6mactb BO3MOXHOTO IMPUMEHEHHUSA: MPAKTUYECKOE HCIOJIb30BAHHE
Hapy>KHOM pexinambl B pexiamHoM  jaestenbHocTd  COOO «MoOuibHbIE
TeneCucteMb».

ABTOp pPabOThl MOITBEPXKAAET, YTO MPHUBEICHHBIA B HEW pacueTHO-
AHATUTUYECKUI MaTepual NpPaBWIBHO M OOBEKTUBHO OTPAKAET COCTOSHUE
UCCJIEYyEMOro IMpoliecca, a BCE 3aMMCTBOBAHMS M3 JIUTEPATYPHBIX U APYIHX
HMCTOYHUKOB COMPOBOXKIAIOTCS CChUIKAMH Ha UX aBTOPOB.



Jpiruiomuas pabora: 69 crap., 20 main., 5 Tab:1., 54 KpbIH.

CYYACHBISI TOHJDHIBI PA3BIL 3HEIIHSAN POKJIAMBI,
JIIYBABI3ALIBISL  3HEIIHSAM POKJIAMBI, TTAHMALIE CYYACHAH
3HEIIHSN POKJIAMBI, D®EKTBIYHACIH BHIKAPBLICTAHHS 3HELIH AN
POKIIAMBI, TTAKA3YBIKI SPEKTHIYHACIII 3HEIIH I POKJIAMBI

Mbara nacnenaBaHHS: paclpalioyka TmpanaHoy Mma pasBilllll  3HEIIHSH
pakaamel ¥ CTAA «Mabinbabis TaneCicToMbD.

AG’exT gacienaBaHHs: 3HEUIHS PIKIama.

[Ipanmer  nmacnenaBanus:  3HemHsst  pakidama  CTAA «MaOGinbHbIsA
TaneCicTambDy.

Meransl nacnefaBaHHS: CTPYKTYpPHBI MeTajl, (YHKIBISHAIBHBI METas,
JariyHel 1 MapayHanbHBl aHami3, JIAYKUbIS, I1HAYKUbIS, CTATBICTHIYHBIA 1
HKaHAMIYHA-MaTAMAThIYHbISA METAJIbI 1 CY0’ eKThIYHA-a0’ €KThIYHBI MaJbIXO/I.

JlacnenaBaHHi 1 paclpaloyka: Ha acHOBE BBIBYYDHHS TIAPITHIYHBIX
NBITAHHSY 3HENTHSAN PAKJIaMbl BhI3HAYAHBI SI€ CYTHACIb, ACHOYHBIS BiJbI, ATarlbl
CTBApAHHS, CYyYaCHBIS TOHJIDPHIBI Pa3Billllsd, MAJbIXOAbl JIa alPHKI BBIHIKOBACIII,
IpaBeJ3€Hbl aHalli3 BbIKapbICTaHHS 3HEIHsN pakiaambel § CTAA «MabiibHbIsA
TaneCicTambl», Naa3eHa alPHKa MPaBsA3€HHI0O MEpanpbleMCTBaY Ma MaISIMIIDHHI
sHemHan pakiaMbel ¥ CTAA «Ma6Ginbabist TaneCicTambiy.

["ayina mMardeiMara BBIKAPBICTaHHS. MPAKTHIYHAE BBIKAPBICTAHHE 3HEITHSN
pokiamel ¥ pakinamuail g3eitnaciii CTAA «Ma6inbabist TaneCicTaMby.

A¥Tap pa®oThl nauBspKae, ITO NPBIBEA3EHBI ¥ €11 pa3iaikoBa-aHAIITHIYHbI
MaTAIPBISI PaBUTbHA 1 a0’ €KThIYHA aJUTIOCTPOYBAe CTaH Jacliieyara mparpocy, a yce
3arma3bpluBaHH1 3 JITAPaTYPHBIX 1 IHIIBIX KPBIHII CyMpaBaKaroIia CrachliikaMi Ha
1X ayTapay.



Thesis: 69 p., figures 20, table 5, 54 sources.

MODERN TRENDS IN THE DEVELOPMENT OF OUTDOOR
ADVERTISING, DIGITALIZATION OF OUTDOOR ADVERTISING, THE
CONCEPT OF MODERN OUTDOOR ADVERTISING, THE EFFICIENCY OF
USING OUTDOOR ADVERTISING, INDICATORS OF THE EFFICIENCY OF
OUTDOOR ADVERTISING

The purpose of the study: development of proposals for the development of
outdoor advertising in joint LLC «Mobile TeleSystemsy.

Object of the study: outdoor advertising.

Subject of the study: outdoor advertising in joint LLC «Mobile TeleSystemsy.

Research methods: structural method, functional method, logical and
comparative analysis, deduction, induction, statistical and economic-mathematical
methods and subjective-objective approach.

Research and development: based on the study of theoretical issues of outdoor
advertising, the essence, main types, stages of creation, modern development trends,
approaches to assessing the effectiveness were determined, an analysis of the use of
outdoor advertising in SOOO «Mobile TeleSystemsy» was carried out, an assessment
of the implementation of measures to improve outdoor advertising in SOOO
«Mobile TeleSystemsy was carried out.

Scope of possible application: in practice in the use of outdoor advertising
activities of SOOO «Mobile TeleSystemsy.

The author of the work confirms that the calculation and analytical material
carried out 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.



