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AHOTAIIS

I'onoBata K.C. PeknamHo-iH(popmaliiiine 3a0e3neueHHsT MTYYHO XYTPSHUX
TOBapIB.

VY po6oTi pO3TIIIHYTO TEOPETUYH1 ACTIEKTH JOCIHIKEHHS JISUTBHOCTI OyTIKY
«OnlyMe». BuznaueHo CyTHICTh pEeKJIaMH Ta OCHOBHI 3aCO0M Cy4acHOI1 peKJIaMHu.
BuBueHo TMOpSIOK YHpaBIiHHSI PEKJIAMHOIO TISUIBHICTIO HA MIJIPUEMCTBI.
Hocnimkeno  misubHICTh  OyTiKy  «OnlyMe». IIpoanamizoBaHo CTPYKTYpy
ACOPTHUMEHTY IITYYHUX XYTPSHUX BHUPOOIB Ta MPOBEACHO MOCIIIKEHHS SIKOCTI
MITYYHUX XYTPSIHUX BUPOOIB, 1110 MPONOHYe OyTik «OnlyMe».

PosrasinyTo Menia-pexiaMy ik iHCTPYMEHT 30UIbIIEHHS MPOJAAXKIB IITYYHUX
XyTpsHUX BUP0OIB y OyTiky «OnlyMe». [IpoanainizoBaHo 1HTep’€p Ta peKJIaMHO-
iHpopmariiiine ohopmieHHs O0yTiky «OnlyMe», 1110 103BOJIMIIO BU3HAYUTH OCHOBHI
HalpsiMU  TIJBUIIEHHS PEKJIaMHO-1H(GOPMAIITHOTO 3a0e3MeUeHHs  JTOCIIIHOTO
MIPUEMCTRA.

Jnst  3a0esneueHHss e()EKTUBHOCTI  (DYHKIIIOHYBAHHS — 3allpOIIOHOBAHO
CTBOPUTH CBii calT «OnlyMe», a a1 3aJ0BOJICHHS IOTHTY CIIOXHBAYiB
3alpPOIIOHOBAHO PO3IIMPHUTH ACOPTUMEHT 3a CTATEeBUM MPU3HAUYCHHSIM, PO3BUBATH 1
NIATPUMYBATH aCOPTUMEHT BUPOOIB, SIKWW BIANOBIIa€ CYYaCHUM HalpsIMKaM MOJU
Ta Ha TOBap, 110 KOPUCTYETHCA HU3BKUM TIOMTMTOM 3aCTOCOBYBATH 3HIKKH.

KitouoBi ciioBa: IITYy4HO XyTpsiHI TOBapH, YNPABIIHHA PEKIAMHOIO
JUSATBHICTIO, pEKJIaMHO-1H(OopMalliiiHe 3a0e3MeueHHs, IHTep’ €p, MeAia-peKiama.

SUMMARY

Holovata K.S. Commodity information provision of advertising and
informative measures of artificial fur goods

The theoretical aspects of the study of activity of the «Only Me» boutique are
considered in the paper. The essence of advertising and the main means of modern
advertising are determined. The order of management of advertising activity at the
enterprise 1s studied.The activity of the «Only Me» boutique is explored.

The interior and advertising and informational design of the «Only Me»
boutique have been analyzed, which allowed determining the main directions of
increasing the advertising and information support of the research enterprise. To
ensure the effectiveness of the operation, it is proposed to create its website «Only
Me» and in order to meet the demand of consumers, it is proposed to expand the
range for sexual purposes, to develop and maintain an assortment of products that
corresponds to modern trends in fashion and for goods that use low demand to apply
discounts.

Keywords: artificial fur products, advertising management, advertising and
informational support, interior, media advertising.
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