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AHOTAINIA

Kysomenko M.O. Bukopucmanmns nidepieé OyMOK 6 cucmemi MapKemuH208Ux
KOMYHIKayil nionpuemcmaa.

B kBanmidikauiiiHiii poOOTI pO3IISIHYTO TEOPETUUHO-METOANYHI OCHOBU CUCTEMHU
MapKETUHIOBUX KOMYHIKallll MIANPUEMCTBA 1 BUKOPUCTAHHS JIJEPIB AYMOK Yy HEI,
pO3po0JIeHO peKOMEHallli 11040 BAOCKOHAJIEHHS CUCTEMH MapKeTuHry BiuiiBy TOB
«PYII». 3 ypaxyBaHHsAM KiIr04oBUX 3anad po3BUTKy TOB «PVYIID» 3ampomnoHoBaHO
BIIPOBaKEHHs adiiiioBaHoi mporpamu AJis iHGIIOeHcepiB Ha 6a31 IHTepHET-Mara3uny
KOMIaHii, 0 COpUATHME MIABUIICHHIO KOHKypeHTocrnpoMokHocTi TOB «PVYII» na
JpOrepi-pUHKY.

KarouoBi cioBa: MapKeTHMHroBi KOMYHIKAIlii, cHCTeMa MapKETUHTOBUX
KOMYHIKAI[il MiMPUEMCTBA, MAapKETUHI BIUIMBY, CHCTEMa MApKETUHTY BIUIUBY
HiAMPUEMCTBA, JIJCPH IYMOK B CHUCTEMiI MapKETHMHIOBHX KoMyHikarii, influence-
MapKeTUHT, adigiiioBaHa Iporpama.

SUMMARY

Kuzmenko M.A. Use of opinion leaders in the marketing communications system
of the enterprise.

The bachelor's thesis examines the theoretical and methodological foundations of
the enterprise’'s marketing communications system and the use of opinion leaders in it,
and develops recommendations for improving the influence marketing system of RUSH
LLC. Taking into account the key tasks of development of RUSH LLC, it is proposed to
introduce an affiliate program for influencers on the basis of the company's online store,
which will help to increase the competitiveness of RUSH LLC in the drogerie market.

Keywords: marketing communications, enterprise marketing communications
system, influence marketing, enterprise influence marketing system, opinion leaders in
the marketing communications system, influence marketing.
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