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AHOTALIS

Kapnenxo B.O. Inmepnem-mapxkemune ax 3acio6 yOOCKOHANEHHS KOMYHIKAYIUHOL
OisIbHOCMI NIONPUEMCINEA

B kBanidikaiiiiniit po6oti 6akasaBpa po3risIHyTO TEOPETUKO-METOIUYHI aCTIEKTH
KOMYHIKaIliifHOT MapKeTHHTOBOI MISUTBHOCTI MiANPUEMCTBA, IHCTPYMEHTH I[HTEpHET-
MapKeTUHIy Ta iX BIUIMB Ha KOMYHIKAI[IiHY JISJIBHICTh HIANPHUEMCTBA, 31HCHEHO
MapKETUHTOBUN aHalli3 JISJIbHOCTI, PO3PO0JIEHO pEeKOMEHAIlll 1100 BIOCKOHAJIEHHS
koMmyHikamiitHoi misnmbHOCTI TOB «®I3I» 3a pomomororo iHCTpYMeHTIB IHTepHET-
MapKeTUHTy. 3 ypaxyBaHHsAM crieuudiku npoaykimii nignpuemctsa TOB «®I3I» Tta
KOMYHIKaIliifHOT ~cTpaTerii OpeHay 3ampomnoHoBaHO BrpoBajkeHHs Influence-
MapKETUHTY Y MapKeTHUHTOBY CTpAaTErii0 MiANPUEMCTBA, a TAKOXK HaJlaHl peKOMEHAIli
110/10 MiABUIIEHHS KIJIKOCTI BiJIBIyBadiB BeO-CalTy, 110 Ma€ MO3UTUBHO BILUIMHYTU HA
IMI1JIK, TII3HABAHICTh OpeHY 1 MIABUIIUTU KIIBKICTh MIPOIAXKIB 1 KIIIEHTIB.

KurouoBi ciaoBa: KoMyHIKaliiiHa JISUIBHICTH MIJNPUEMCTBA, YIOCKOHAJEHHS
KOMYHIKaIii{HOT JIsNTbHOCT1, [HTEpHET-MapKETUHT, IHCTPYMEHTH [HTepHET-MapKETUHTY,
MapKEeTUHTOBUM aHalli3 MiJIPUEMCTBA.

SUMMARY

Karpenko V.O. Internet-marketing as a tool of improving the communication
activity of the enterprise

In Bachelor’s thesis the theoretical and methodological aspects of the company’s
communication marketing activity, Interenet-marketing tools and their impact on the
company’s communication activity were considered, marketing analysis of the
company’s activity was carried out, recommendations for improving the communication
activity of “FIZI” LLC using Internet-marketing tools were developed. Given the nature
of products and brand’s communication strategy of “FIZI” LLC, it was suggested to
introduce Influence-marketing into the company’s marketing strategy, as well as
recommendations to increase the number of visitors to the website, which should
positively affect the image, brand recognition and increase the number of sales and
customers.

Keywords: communication activity of the enterprise, improvement of
communication activity, Internet-marketing, Internet-marketing tools, marketing analysis
of the enterprise.
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