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AHOTAIIIA

Tumomenko C.A. «®DopMyBaHHS CHUCTEMH TIEPCOHAIBHUX MPOAAKIB Ha
M ITPUEMCTBI»

B poGoti 3ampomoHOBaHO HUISIXM  YJOCKOHAJEHHS PEKJIaMHOI  KammaHii
mignpueMcTBa.  JIOCHDKEHO  TEOPETHYHI  aCHeKTH  YOPABIIHHSI  MapKETHHTOBOIO
TISTBHICTIO miampueMcTBa. byno HamaHo 3aranbHy oprafizamiiHy xapaktepucTuky TOB
«Bitanm mpec» Ta omiHeHO Horo QinaHcoBuil ctaH. IIpoBedaeHO aHaMI3 yHpaBIiHHSA
MapKeTHHTOBOI JisuibHICTIO TOB «Bitanm mpec» Ta po3poOJIEHO MPOMO3UIIii IIOA0
yJIOCKOHAJICHHS I[LOTO TMPOIECY. 3aMpONOHOBAHO YJIOCKOHAJICHHS MPOCYBAaHHS MOCIYT 3
BUKOpUCTaHHAM mpsamux mpojaxie TOB «Bitan mpec» 3a paxyHOK OprasizaiiiHux
3aX0J[IB Ta MOTHBali nepcoHany. OOIpyHTOBAHO 3aXOJd, SIKI JO3BOJSIOTH IMiABUIIUTH
00’ emu nipsimux npoaaxiB TOB «Bitan mpecy.

Ki1touoB1 coBa: MapKETUHT, peKJIaMHa KaMIaHisl, MApKETUHT-MIKC.

SUMMARY

Tymoshenko S. «Formation of system of personal sales at the enterprise»

The paper proposes ways to improve the company's advertising campaign. Theoretical
aspects of management of marketing activity of the enterprise are investigated. The general
organizational characteristics of Vital Press LLC were presented and its financial condition
assessed. An analysis of the management of marketing activities of Vital Press LLC was
made and proposals were made to improve this process. Improvement of promotion of

services with the use of direct sales of Vital Press LLC at the expense of organizational

measures and staff motivation is offered. Measures to increase the direct sales of Vital Press

LLC are justified.
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