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Y poboTi [mochi/pKeHO aKTyaJdbHI TMIiAXOAM A0 BIOCKOHAJCHHS PEKIAMHOI isUTbHOCTI
nianpuemctBa Ha npuknagi TOB «IntepTon Ykpainay. [IpoaHanizoBaHo TeOpeTHUHI OCHOBH PEKIaMHOT
JiSUTBHOCTI, YTOYHEHO CYTHICTh MOHSTTS «peKiiamay, Il OCHOBHI ()yHKIIi Ta 0COONMBOCTI 3aCTOCYBaHHS B
cydacHOMY Oi3Hec-cepeIOBHIIi. 3HaYHA yBara MpH/iieHa ONKCY eTalliB IUTaHyBaHHs PEKJIAMHOI KaMIaHil
Ta crienuQ il BUKOPUCTaHHS PI3HUX PEKIIAMHUX IHCTPYMEHTIB Ha Pi3HUX €Tarax XUTTEBOTO IIUKITY TOBAPY.

OxpiM 1BOTO, 3TIMCHEHO aHaJli3 OCHOBHUX €KOHOMIUHUX MOKA3HUKIB JiSUTBHOCTI IiIIPUEMCTBA,
OIIIHEHO KOHKYpPEHTHE CepEeIOBHIIE Ta BU3HAUCHO KITFOUOBI MepeBaru KoMmaHii Ha puHKY fashion-pureiiny.
Ha ocHOBI oTprMaHuX AaHWX 3alpOIIOHOBAHO PEKOMEHJAIII] TS MiABUIIECHHS e(EeKTHBHOCTI peKIaMHOT
JSUTBHOCTI, 30KpeMa BIPOBAIXKCHHS IEPCOHANII30BAaHUX PEKIaAMHUX KaMIaHil, BAKOPHCTAHHS HU(POBUX
iatdpopm Meta Ads i Google Ads Ta ctBopeHHs porpamiu JosutbHOCTI. [IpoBeneHo po3paxyHOK BHTpAT i
eKOHOMIYHOi  e(eKTHBHOCTI peamizamii [WMX peKOMeHHallid, IIM0 MIATBEPIKYE JOIIBHICTh
3aMpOTIOHOBAHUX 3aXO0IiB JUIA MiABUINEHHS KOHKYPEHTOCTIPOMOXHOCTI Ta TPUOYTKOBOCTI ITiIIIPUEMCTBA.
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IHCTPYMEHTH MapKETHHI'Y, BUAH PEKIIAMHU.
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The paper explores current approaches to improving the advertising activities of the enterprise
using the example of LLC "Intertop Ukraine". The theoretical foundations of advertising activities are
analyzed, the essence of the concept of "advertising"”, its main functions and features of application in the
modern business environment are clarified. Considerable attention is paid to the description of the stages
of planning an advertising campaign and the specifics of using various advertising tools at different stages
of the product life cycle. In addition, an analysis of the main economic indicators of the enterprise's
activities is carried out, the competitive environment is assessed and the key advantages of the company in
the fashion retail market are identified. Based on the data obtained, recommendations are proposed to
increase the effectiveness of advertising activities, in particular, the implementation of personalized
advertising campaigns, the use of digital platforms Meta Ads and Google Ads and the creation of a loyalty
program. The cost and economic efficiency of implementing these recommendations are calculated, which
confirms the feasibility of the proposed measures to increase the competitiveness and profitability of the
enterprise.
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