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AHOTAIIISA

Mopo3s FO.1O. «IlinuiieHHs epeKTUBHOCTI MAapKETUHTOBOT A1STbHOCTI KOMIIaH1i»

B poGori 3ampomoHOBaHO NUISIXM  YAOCKOHAJICHHS PEKJIaMHOI  KammaHil
nignpueMcTBa.  JOCHiKEHO  TEOPEeTHYHI1  ACMEKTH  YNpaBIiHHA  MAapKETUHIOBOIO
TiSTBHICTIO miaAnmprueMcTBa. byno HamaHo 3aranpHy oprafizamiiHy xapaktepuctuky TOB
«llenTp» Ta omiHeHo #oro ¢QinaHcoBuii ctaH. IIpoBeaeHo aHaI3  yNpaBITIHHS
MapKeTHHToBoI0 JisibHicTIO TOB  «llenTp» Ta po3pobieHo mporo3uiii MO0
YIOCKOHAJICHHS I[LOTO TPOIECY. 3alpOMOHOBAHO YAOCKOHAJICHHS MPOCYBaHHS TMOCIYT 3
BUKOpPUCTAaHHAM IpsiMux npoaaxiB TOB «llenTp» 3a paxyHok opraHizaiiiHuX 3ax0/iiB Ta
MoTHuBalli mnepcoHanry. OOrpyHTOBaHO 3aXxOAM, Kl JO3BOJIAIOTh HIABUUIUTH 00’ €MU
nponaxis TOB «entp».

KitouoBi ciioBa: MapKeTHHTOBA AISUTHHICTh, MJIaHYBaHHS MapKETHHTY, pPEeKJIaMHa

KaMITaHiA.

SUMMARY

Moroz Yu. «Increasing the effectiveness of marketing activities of the company»

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 characteristic of Center LLC was presented and its financial
condition was assessed. The analysis of the management of marketing activities of LLC
Center was made and proposals for improvement of this process were developed.
Improvement of promotion of services with use of direct sales of Center LLC at the
expense of organizational measures and staff motivation is suggested. Measures to
increase the sales of Center LLC are substantiated.

Keywords: marketing, marketing planning, advertising campaign.



