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PE®EPAT

[Typnunosa Onbra CepreeBHa

«OueHka peKJIaMHOM JAeATeJbHOCTH npeAnpuaTus (Ha npumepe OAO
«XoymKpenurbank»)»

O0béM nummoMHONW paboTel coctaBisier 84c. B paborte comepxkurcs 2
TaOnuIbl U1 S5 pucyHKOB. CIIUCOK MCHOJIB30BAaHHBIX UCTOYHUKOB BKIIIOYAET B ceOs
46 HaMMEHOBaHUSI.

[lepedyeHb KIIOUEBBIX CIIOB: peKiama, CpelcTBa pekiambl, 3PPEKTUBHOCTD,
CEerMEHTAallMsl, aHAJIN3, UCCIIEJOBAHUE, OTKIIUK.

O6bexToM uccienoBanus padbotsl sBisieTcss OAO «XoyMm Kpenut banky.

[IpenmeToM ucciieqoBaHus SIBIAETCS pekiaaMHas esaTenbHocTh OAO «Xoym
Kpenut bankay.

[lear umccnenoBanus — oleHKa d(PPEKTUBHOCTH PEKIAMHOMN JESITEIbHOCTU
OAO «Xoym Kpemut banka» u pa3paboTka MEXaHU3MOB COBEPIICHCTBOBAHUS
pPEKIIaMHOM JIeSITEIbHOCTH OaHKa.

3agauu UCCIENOBAHUSA:  U3YYUTh I[OHATHE pEKJIaMbl; MPOAHAIU3UPOBATH
METO/bl ompeneseHus 3PGEeKTUBHOCTH PEKIAMHOM JESTEIbHOCTH OpPTraHMU3aluHy,
npoBecTd aHanu3 pekiaaMHou aearenbHocTH OAO «Xoym Kpenutr banka» u
pa3paboTaTh MEXaHU3MbI COBEPIICHCTBOBAHUS PEKIIAMHOM JIEATEILHOCTH OaHKa.

[Tpu Hanucanum pabOTHI UCIIOJIH30BATUCH MATEMATHYECKUE METObI pacuéra
2 PEKTUBHOCTH PEKJIAMHOM JIESITEIHPHOCTH OaHKa, ONMUCATEIBHBIM METOJM, METO/I
CpPaBHEHUS U aHAJIN3a, & TAKKE HCIOIB30BAJICS METO (POKYC-TPYIIIIHI.

O6unactb npuMenenus: B npakTuke padotel OAO «Xoym Kpeaut bankay.

ABTOp pabOThl TMOATBEPXKIAET JOCTOBEPHOCTh MPHUBEIACHHOTO PAaCUETHO-
AHAIMTUYECKOTO0 MaTepuayia U Pe3ysbTaToB JAUILUIOMHON paboOThl, 00bEKTUBHOCTH
OTPAXXEHUSI COCTOSHMSI MCCIEAyeMoro mpouecca. Ha 3auMMcTBOBaHHBIE U3
JUTEPATypHBIX M JPYrUX HMCTOYHUKOB TEOPETHUYECKUE W METOAO0JOTHYECKUE
MOJIOKEHUS B pabOTe yKa3aHbl CCHUIKH HA UX aBTOPOB.



PODEPAT
[IypasutaBa Bonera Cspreeyna

"AIPHKA pIKJIaMHAaii 13efinacui mpaanpeieMcTBa (Ha npbikiaanze AAT
« XoymKpaasitbank »)»

AG'éM mpiTuTOMHAK TIparisl ckiranae 84¢ . Y mparisl 3Msmrdaeriia 2 Tamiisr i 5
MamoHKay . Criic BBIKapbhICTAHBIX KPBIHII YKIIIoUae ¥ cs10e 46 HaliMEeHHS.

[lepanik  xmiowaBeix  cinoy:  POKIIAMA, CPOJKI  POKIIAMBI,
MAPKETBIHT, D®EKTHIYHACIIb, CEI'MEHTALIBIA, AHAIJII3,
JACJIEAABAHHE, BOATI'YK.

AbG'exkram nacnegaBanus npausl 3'syngenna AAT «Xoym Kpaabit banky.

[Ipanmeram nacnmenaBaHHs 3'ayndenua pakinamHas aszerHacub AAT «Xoym
Kpaxeir bankay.

Mbra nacnenaBaHHsi - amPHKa A(PeKThIyHACII pakiamHail n3eitHacii AAT
«Xoym KpageiT Banka» 1 pacmparnoyka mMexaHi3May yiacKaHaJICHHsS pIKJIaMHa
n3erHact OaHka.

3amaubl fJacielaBaHHS: BBIBYYBIIb MAHALILE pPIKJIAMbL; IMpaaHali3aBalb
MeTaJbl BbI3HAUSHHSA 3(DEKTHIYHACII p3KJIaMHal J3eiHacIll apraHizaibll, IpaBecil
anami3 poknamHail n3eiiHacui AAT «Xoym Kpageit banka» 1 pacnpanabaiib
MeXaHI13Mbl y1acKaHAJICHHS pIKJIaMHal 3eiHacIll OaHKa.

[Ippl HamicaHHI Mpanbl BBIKAPHICTOYBAIICS MAT3MATHIYHBIA METaJbl Pa3JiKy
a(heKThIYHACII pAKJIaMHAal A3eiHacIll 0aHKa, anicalibHbl METa1, MeTaj apayHaHHs
1 aHaNi3y, a Takcama BBIKapbICTOYBaycst MeTal (POKYC - TPYIIbIL.

Bo6nacup yxpiBaHHs: y npakThilbl padboTel AAT «XoyMm Kpaasir bankay.

A¥yTap mpanbl NauBspAKae MAYHACUb MpbIBEA3€Hara pasJlikoBa -
aHaMITBIYHAra MaT3PbIUTy 1 BBIHIKAY JABIIJIOMHAN mpanbl, a0'eKThIyHACIb
aJUTIOCTPaBaHHs CTaHy JociieqHara mnpaipcy. Ha 3amaspiuanblis 3 giTapaTypHBIX 1
IHIIBIX KPBIHIL TapATHIYHBISA 1 METaJAJariyHbld MaJa)K3HHI Y Mpalbl Ma3HauyaHbl
CIIaChUIKI Ha 1X ayTapay.



ABSTRACT
Purdilova Olga Sergeevna

«Evaluation of promotional activities of the enterprise (on the example of
0OJSC "Home Credit Bank")»

The volume of the diploma work is 84p . The work contains 2 tables and 5
figures. List of sources used includes 46 references.

List of keywords: advertising, advertising media, efficiency, segmentation,
analysis, research, response RATE.

The object of research is the work of *"Home Credit Bank™.

The subject of this study is to promotional activities of "Home Credit Bank™.

The purpose of research - evaluation of promotional activities of "Home
Credit Bank™ and the development of mechanisms to improve the promotional
activities of the bank.

Objectives: to study the concept of advertising; analyze the methods for
determining the effectiveness of advertising the organization, analyze advertising
of "Home Credit Bank"” and to develop mechanisms to improve the bank's
promotional activities .

When writing of mathematical methods used for calculating the efficiency of
promotional activities of the bank, descriptive method , the method of comparison
and analysis, and also used the focus group method.

Scope: work practices of *"Home Credit Bank™.

The author confirms the accuracy of the reduced computational and analytical
material and the results of the thesis, objectivity reflect the state of the process
under investigation. On borrowed from literature and other sources of theoretical
and methodological positions in the work are references to their authors.



