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1. ETaniy BUKOHAHHS

Homep eTtamy: 1

Hassa eramny: Po3po6sieHHS! TEOPETUKO-METOAUYHOrO Ta IPAaKTUYHOTO 3ab6e3neyeHHs GOpPMyBaHHS MapKETHUHTOBOI CTpaTerii

PO3BUTKY MoJlirpadidyHUx MOCIyT
IToyaTok erany: 06-2021
3akinueHHs etany: 08-2021

Bup, 3BiTHOTO ZOKyMeHTa: OCTaTOYHUH 3BiT

2. BukoHaBeupb

HasBa oprasisanii: XapkiBCcbKuil HalliOHaJIbHMI eKOHOMiuHUH yHiBepcuTeT imeHi Cemena KysHers
Kom €IPTIOY /IIIH: 02071211

MigmopsaxoBaHicTh: MiHiCTEpCTBO OCBITU i HAyKu YKpaiHu

Agppeca: npocnekTt Hayku, 6yg. 9-a, M. XapkiB, XapkiBCbKuil p-H., XapKiBcbka 0611., 61166, Ykpaina
Tenedon: 380577020304

Tenedon: 380577020717

E-mail: post@hneu.edu.ua

WWW: http: / /www.hneu.edu.ua/

3. Bnacuuk peayabtatiB HIJIKP (nmpoayKiiii)

Ha3sBa opramnisaunii: fIciHcpka €BreHis BikTopiBHa

Kom €IPTIOY /IIIH: 2986114321

Appeca: np-KT TpakTopoOyHiBHUKIB, GyOMHOK 65, KB.247, M. XapKiB, XapKiBCbKUI1 P-H., XapKiBcbKa 061, 61066, Ykpaina
IigmopsaKoBaHiCT:

Tenedon: 0577020670

4. JI>kepeJia Ta HanpsiMu piHaHCYBaHHA

IligcraBa o1 mpoBeAeHHs PooiT: 25 - 1oroBip 3 ¢isnvHoI0 0oco6orto. 3amoBHukoM HJIP (IKP) Buctymnae ¢iznyna ocoba, 3a
PaxXyHOK KOIITIB SIKOI BUKOHYETbCSI pO60Ta

KIIKBK:

Hanpsm ¢inancyBaHHs: 2.2 - IPUKJIALHI JOCTIIPKEHHS i po3po6Ku

J>kepena piHaHCYBaHHS



IkepeJio diHaHCyBaHHS: 7722 - KOLITY IiMIPHUEMCTB, YCTAHOB, OpraHi3auiil YkpaiHu

dakTuunnii 06csr pinancyBaHHs 3a 3BiTHME eTan: 15.000 TuC. TpH.
5. HaykoBo-TexHiYHa po6oTa

Hasga po6oTH (YKp)

MapkeTHHroBe JOoCiIKEHHS PUHKY IoJlirpadivHUX ITOCITYT

Haspa po6oTH (aHrJ1)

Marketing research of the printing services market

Pedepar (yxp)

B yMoBax >KOPCTKOi KOHKYPEHLii Ha PUHKY MoJirpadidyHuX Ta IPYKapChKUX MOCJIYr HEOOXiZHO IOCTIMHO MOJIMIIYBaTU BXE
HagBHUX aCOPTMMEHT i 3HaXOPKEHHS HOBUX iHCTPYMEHTIB BILJIMBY, 3aJly4€HHS Ta YTPMMAHHSA HOBUX KJII€HTIB, CTBOPEHHS CTiKOi
6a3u MOCTIHUX KIIi€HTIB Yepe3 MifBUIEHHS BIi3HABaHOCTI KOMIaHii. Ha cbOorofHimHill JeHb OOHUM 3 3aBAAHHS MiATIPUEMCTB
uiei cepu € GopMyBaHHS JIOSIIBHOCTI MOKYMILIIB, B IIEpIIy Yepry, A0 CaMoro 6peHIy, a He 10 KOHKPETHOi Nociyru abo ToBapy. B
JaHUI 4ac MOXKJIMBICTb 30€peskeHHs1 (OTO, JOKYMEHTIB Ta iHIIOI HEOOXiZHOI NOKyMeHTalii B BipTyalnbHMX GaHKax 30epiraHHs
3HAYHO 3HIDKye NOTPeby Jofel B «(isnyHOMY» ix HasBHOCTI. Taka cuUTyallis, 3 OGHOrO OOKy, HETaTMBHO TO3HAYa€ThCSl Ha
peHTabeIbHOCTI PUHKY OPYKY, aje, 3 iHIMOro OOKy, Ja€ MOXJIMBICTb CPOPMYBATU MOIHUT 3a AOMOMOIOK HOBUX METOHIB Ta
iHcTpyMmeHTiB. O0'eKTOM HOCIiIKEHHSI € MignpueMcTs cepu mnosirpadpiyHux nociyr. IlpeiMeT NOCHIIPKEHHS MapKEeTUHIOBA
CTparTerist IpoCyBaHHsI KOMIIaHii, 1O CIeLiali3yloTbCsl Ha BUPOOHULTBI nosirpadiuHoi i Apykapcekoi npoaykuii. Meta po6oTu:
OOI'PYHTYBaTH METOLOUYHUI MifXif] IO CTBOPEHHIO MAPKETUHIOBOI CTpaTerii IpocyBaHH MiANpHeEMCTBA HAa PUHKY NoJjirpadiyHux
MOCJIYT. 3aBIaHHS1 POOOTHU: BUBYUTHA MAPKETHUHIOBOI CTpaTerii IPOCYBaHHS 3 ypaxyBaHHSIM 3apYODKHOTO Ta BITYM3HSHOTO JOCBiLy;
JIOCJIIPKEHHST OCOOJIMBOCTEN IPOCYBAaHHS KOMIIaHiI Ha CY4aCHOMY PHUHKY IoJjlirpaidyHuX i [APYKapCbKUX IIOCJYT; aHasli3
30BHIIHIO i BHyTpimHIO cepenoBuma (SWOT - aHanis); po3po6ka METOAUKM NPOCYBaHHSI KOMIIaHII Ha PUHKY HoJjirpadiuHux
nociyr. Pe3ynbraTi AOCTIJIPKEHHSI - POOOTa OpieHTOBaHa Ha BUPINIEHHS aKTyaJbHUX NMPOOJEM iHTEerpoBaHMX MapKeTMHIOBUX
KOMyHiKaliil y 3a3HaveHiit cepi. Pobora moxe 6yTH LjiKaBoio ass (axiBIiB B 06s1aCTi pekiaMu i 3B's13KiB 3 TPOMAJCHKICTIO, 110

3aIMalOThCS IIPOCYBAHHSIM KOMITaHIl Ha PUHKY NOTirpadivHux Ta JpyKapChbKUX MTOCIYT.
Pedepar (aHr1)

In conditions of fierce competition in the market of printing and printing services, it is necessary to constantly improve the
existing range and find new tools to influence, attract and retain new customers, create a stable base of regular customers by
increasing the company's visibility. Today, one of the tasks of enterprises in this area is to form customer loyalty, primarily to
the brand itself, and not to a particular service or product. Currently, the ability to store photos, documents and other necessary
documentation in virtual storage banks significantly reduces people's need for "physical" availability. This situation, on the one
hand, has a negative impact on the profitability of the printing market, but, on the other hand, makes it possible to generate
demand using new methods and tools. The object of study are enterprises in the field of printing services. The subject of
research is the marketing strategy of promotion of companies specializing in the production of printing and printing products.
Purpose: to substantiate the methodological approach to creating a marketing strategy to promote the company in the market
of printing services. Tasks: to study the marketing strategy of promotion, taking into account foreign and domestic experience;
research of features of promotion of the companies in the modern market of polygraphic and printing services; analysis of
external and internal environment (SWOT - analysis); development of methods for promoting the company in the market of
printing services. The results of the study - the work is focused on solving current problems of integrated marketing
communications in this area. The work may be of interest to professionals in the field of advertising and public relations,
promoting companies in the market of printing and printing services.

Ingexc YIK: 373.61; 339.138; 658.8

Kozu temarnunux pyopuk HTI: 06.81.03

6. HaykoBo-TexHiyHa npoaykuis (HTII)



HTII 1

Hassa npoaykii (yKp): MeToanKy MpoCyBaHHS KOMIIaHii Ha PUHKY MoJirpadivHux MOCIyT.
Ha3zBa npoaykuii (anri): Methods for promoting the company in the market of printing services
OuikyBaHi pe3yJbTaTi: AHAIITUYHI MaTepianu

T'anyss 3acTocyBaHHS: Pe3ynbTaT MOXKYTb OyTH BUKOPUCTaHi B pOOOTi MifIPUEMCTB Ta OpraHi3allii, sIKi 3aliMaloThCs

noslirpadivHoI0 IisSJIHICTIO.

Omnuc npoaykiii (ykp): MeTonuka q03BoJIsie 3a/y4aTh HOBUX KJIIEHTIB, 32 paXyHOK PO3IIMPEHHS CIIEKTPY MOCJYT, 1[0 HaJlae
i IIPUEMCTBO, MiABUIIATY PiBEHD IX JIOSJTIbHOCTI IO IMiAIIPUEMCTBA Ta CTBOPUTH YMOBY [JIS1 IIiABUIIEHHS BJIACHOI

KOHKYPEHTOCIIPOMOYKHOCTi Ha PUHKY

ConianbHO-eKOHOMIYHa cnipsimoBaHicTk HTII: TlinBuieHHs MPOgyKTUBHOCTI Ipali
Cragis 3aBepmenocti HTII: 3git o HIJIKP

Bnposazykernnsa HTII: BipoBazkeHO

CTpoKu BIIPOBaZI>KEHHS!

Bupo6nuk npoaykuii: XHEY im. C. Kysnens

Cno>kuBayi NpoyKuii:

IlepcneKTHBHI pUHKH:

IIpaBa iHTe/IEKTyasIbHOI BJIAaCHOCTI: 3a JOrOBOpaMU

dopmu Ta ymoBH nepepavi npogykiuii: [Ipogax npoaykiii
7. Biosriorpagiynuii onuc

8. 3BiTHa JOKyMeHTaNis

KisnbKicThb cTOpiHOK B 3BiTi: 44
Mosga 3BiTy: YKpaiHCbKa

KinpkicTs ¢aiisiB y 3BiTi: 1
9. 3aKkJII0YHI BiZOMOCTI

IlepeJiik 0Ci6O-BHKOHABIIiB

Bosk Bosogumup AHaTosiitoBuY (K. €. H., JO11,)
I'punesud Jiopmuna Bononumupisza (1. e. H., o11L.)
Poxxo Bixrop IBaHOBUY (K.€.H., 7O11.)

Yc MapuHa IropiBHa (K.e.H., 1011.)

YynpuHa fnina OsnekcaHpiBHa



KepiBHHK opraHi3ariii:
[Tonomapenko Bonopumup CrenaHoBuy (f.e.H., mpodecop)
KepiBHHKHU po6OTH:

I'punesuy Jliogmuna BorogumupisHa (1.e.H., O11.)

KepiBHuK Bigainy peectpanii HayKoBoi gisibpHOCTI
YxpIHTEI

IOpuenko T.A.



