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Y po0oTi pO3TIAIalOThCS TEOPETUYHI Ta MPAKTHYHI ACMEKTH KOMYHIKATHUBHOI TIOJITUKH B
MapKETHHI'Y TOPrOBEILHOTO MiANPUEMCTBA Ta HANPSMKH 1i ynockonaneHnHs Ha Harley-Davidson Odesa.

BusHaueHo CyTHICTh Ta 3HaYCHHS KOMYHIKAaTHBHOI NOJIITHKM B MApPKETHUHTY, NMPOAHATI30BaHO ii
OCHOBHI 1HCTPYMEHTH Ta PO3IJISHYTO NMOKAa3HUKHM OLIHKKA €(EeKTHBHOCTI KOMYHIKaTHMBHHX 3aXOIB Ha
pO3IpiOHOMY TOProBelbHOMY IiampueMcTBi. HagaHo 3araibHy XapaKTepHCTHKY misiibHOCTI Harley-
Davidson Odesa Ta mpoaHami30BaHO MAapKETUHIOBE CEPEOBUIINE MiAnpueMcTBa. JloCiHKeHO
BUKOPHUCTAHHS KOMYHIKaTUBHUX 1HCTPYMEHTIB B CUCTEMi MapKETUHTY KOMIIaHii.

3anpornoHOBaHO IIUISXH BIOCKOHAICHHS KoMyHikaTuBHOI moituku Harley-Davidson Odesa, siki
BKJIIOYAIOTh PEKOMEHMAllil MIoA0 MpoBelneHHs PR-3axony, MOKpalleHHs NPOCYBaHHS Yy COLIaJbHHX
Mepexax, a TaKOX 3aXOoAW 3 OINTHMI3alii peKJamMHOI MisITBHOCTI MIANPHEMCTBA Ta HELIHOBOTO
CTUMYJIIOBaHHS 30yTy.

Knwuosi cnoea: MapkeTHHT, KOMYyHiKallii, KOMYHIKaTHBHA IOJIITUKA, MPOCYBaHH:, peKiama,
TOPTOBEJbHE i AIPUEMCTBO, PO3/IpiOHA TOPTiBIIS, PHHOK MOTOTPAHCIIOPTY.
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The work deals with the theoretical and practical aspects of communication policy in marketing of
a trading enterprise and directions for its improvement at Harley-Davidson Odesa.

The essence and significance of communication policy in marketing are determined, its main tools
are analyzed, and indicators for assessing the effectiveness of communication activities in a retail enterprise
are considered. A general description of the activities of Harley-Davidson Odesa is provided and the
marketing environment of the enterprise is analyzed. The use of communication tools in the enterprise's
marketing system is investigated.

The qualification work provides proposals for improving the communication policy of Harley-
Davidson Odesa, which include recommendations for holding a PR event, improving promotion in social
networks, measures to optimize the company's advertising activities and non-price sales promotion.
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