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CnHcok TeM, pyKOBOIHUTEJI€eil U COPYKOBOAUTEI€ii BBINYCKHBIX KBAJIM(PHKAIMOHHBIX padoT CTYACHTOB 00pa30BaTeIbHOI POrpaMMBbl
"MapkeTHHr: nu¢poBbIe TEXHOJIOTNU H MAPKETHHIOBbIe KOMMYHUKAIUU'"

Ne n/mt DHUO cTyaenTta Tema padoTbl HA PYCCKOM sI3bIKE Tema paGoThbl HA AHIIHIICKOM SI3bIKE PykoBoauTe b pa60oThI CopyKOBOANTEb PA0OOTHI
Pa3paboTka cTpaTeruu NpuUBICYCHHS 1 Development of a Strategy for Attracting and
pasBuTHs mapTHepckoii cetu 6penna Allies of  |Growing the Partner Network of the Allies of | Tuxoxos Baaum BukTopoBud, JOLEHT,
1 AraponstH AHHa MypaJoBHa . . . . .
Skin B ipodeccroHaIbHOM CErMeHTe Skin Brand in the Professional Cosmetics JiernapTaMeHT MapKeTHHTa
KOCMETHKH Segment
. IefiMudukaiys KaK HHCTPYMEHT Pa3BUTHUS Gamification as a Tool for Developing an Berposa Tarbsina BnagumuposHa,
2 AneitankoBa Jlapbst CepreeBHa - .
OpeHaa paboronaTesns B GUHTEX-KOMITAHUSIX Employer Brand in Fintech Companies JIOLICHT, JCTIapTaMEHT MapKETHHTa
Pa3paboTka MapKeTHHIOBOH CTpaTEeruu BHIBOJA .
Ha pLIHOK HOBOIIJ"O MpOJyKTa xg asza Bonocaﬁm Development of a Marketing Strategy for Manun Anekcanap Bragumuposuy
3 AmnanbeBa SlHa AnexceeBHa p POZLKT YXOZ Launching a New Hair Care Product for the AP AHMAD ’
JUISL Macc-IIPEMHUYM cerMeHTa koMmraHuu Lab - . JIOLIEHT, eMapTaMeHT MapKeTHHTa
. Mass-Premium Segment of Lab Industries
Industries
OcobenHocTn hopmupoBanus U npoasmkenus |Features Creation and Promotion of Personal  |Berposa Tarbsina BnagumuposHa,
4 Annmenko Codpst ropesna .
JIMYHBIX OPEHIIOB CpeH IPpEIIpUHUMATENEH Brands Among Entrepreneurs JIOIEHT, IeNapTaMeHT MapKeTHHTa
PazpaboTka reiiMuduIIIpOBaHHON MOIEITH -
HOBiImeHM BOBﬂefé:chm v )K;IHM Development of a Gamified Model to Increase
N yaep N Consumer Engagement and Retention as Part of |Berposa Tarbsina BiagumupoBHa,
5 ApmaanHOoBa AHactacus CepreeBHa (moTpebureneii B paMkax MapKETHHIOBOH - .
CTpaTeruH 3amycia HOBOT MH(POBOro B2C a Marketing Strategy for Launching a New JIOLICHT, JIeNapTaMEHT MapKETHHIa
p Y Hop Digital B2C Product
IIPOJYKTa
PaspaboTka cTpaTeruu mpojak Ha Developing a Sales Strategy on the OZON Mycarosa Xanuna BoprcoBHa, 1o1eHT
6 Apxunos Unbs Bagumosud P . p PO pIng y y P » IOLCHT,
Mmapkermeiice OZON Marketplace JIeIapTaMeHT MapKETHHIa
YpaBieHne KauecTBOM ITOJIb30BaTEILCKOTO .
P Quality Management of User-Generated Poxkos Kupuin JIsBoBuu, nipoeccop,
7 baxenoBa Mapust Anekcanaposaa |koHteHTa (UGC) Kak (hakTop JIOSUIBHOCTH K
Gperiy Content (UGC) as a Brand Loyalty Factor JierapTaMeHT MapKETHHTa
Development of a Comprehensive Jlysuiia MapHKa AJICKCaH/pOBHa, AMPEKTOp
Pa3paboTka KOMILIEKCHOH KOMMYHHKAI[MOHHOIT - . INanTeneeBa Enena KoncTaHTHHOBHA,  |IemapTaMeHTa PEryispHBIX U
8 Bapoesa Kpucrina AnanosHa . Communication Strategy for the Archipelago .
crpateruu Operna Archipelago Brand JIOLICHT, AeNapTaMEHT MapKETHHTa CHHJIUKATUBHBIX HccienoBanuii, 000
"Nncoc Komkon"
AHanM3 BIUSHUS ICUXOrpadUIecKux Analysis of the Impact of Psychographic N
N . . .. . Berposa TaresHa BriagumupoBHa, ITaBnoB Aprem EBrenneBud, reHepaibHbII
9 Beruu Kcennst CepreeBHa ajlanTaluii Ha eNeBble oKasaTeNu pekiaMuoil |Adaptations on Advertising Campaign Target " "
. . s . . JIOLIEHT, AeNapTaMeHT MapKEeTHHTa nupextop, OO0 "INaBnoBad
KaMIIaHHH B TPAHHIIAX YCTAaHOBJICHHOMN Metrics Within the Established Creative
Mepu Kak POIYKT MapKETHHTOBOM CTPATETHH: .
P POAYKT Mapr P Merch as a Marketing Strategy Product: ManuH Anekcanap Biaanmuposuy, BonbiiakoBa Anna Uropesua, Open -
10  |Benkuna Codbst AHIpEeeBHA pa3paboTka afanTHBHON KOHICIIUH JUTs - . N R
6perina Developing an Adaptive Brand Concept JIOLIEHT, J€MapTaMeHT MapKeTHHTa MeHepkep crernpoexTos, AO "BxycBuimn
DopMHUPOBaHKE NPOJAYKTOBOM CTpaTEruu Formulation of a Product Strategy for a Real Tpetbsik Onbra AHaTONBEBHA,
11 |BepanukoB Aptem I'eopruesuu .
JICBEJIONEPCKON KOMIaHUH Estate Development Company mpodeccop, fenapTaMeHT MapKeTHHra
Pa3paboTka MapKEeTHHIOBOI CTpaTEeruy s . . .
p p p A Marketing Strategy Development for a Digital |Berposa Tarbsina Bnagumuposha, I'ynakoBa Onbra BsiuecnaBoBHa, crapiumii
12 |Bepeskuna [lnana AnekceeBHa mudposoro B2B-npoxykra B chepe -
buaco exHOTOMIT KOMITA % B2B FinTech Product of Company X JIOLIEHT, AeNapTaAMEHT MapKETHHIa MpernoaaBaTeb, NenapTaMeHT MapKETHHTa
MHAHCOBBIX TEXHOJIOTUH KOMIIAHUH
. I'ynaxoBa Onbra BsuecnaBoBHa
Pa3BuTHE KaTeropuy roTOBOH ebl Ha Development of the Ready-to-Eat Food ¥ . ’
13 |BuproxoBa Mapust AHapeeBHa CTapLINii IpenoiaBaTeib, AeNapTaMeHT

mwiatpopme "Kymep"

Category on the "Kuper" Platform

MapKETHHI'a
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BunusiHue 110J1b30BaTeIbCKUX OT3HIBOB U

Impact of User Reviews and Ratings on the

ITanteneeBa Enena KOHCTaHTHHOBHa,

Iy6enok Jlenuc OneroBud,

14 |Bpeikun Aptyp CepreeBuu PEHTHHIOB Ha TOTPEOUTENBCKUI My Th IPU Consumer's Path Buying Beauty Products on HCTIONHUTENBHBIH aupektop, OO0
. JIOLICHT, JeNapTaMeHT MapKEeTHHIa " o
[OKYIKe ObIOTH-IIPOJIYKTOB Ha MapkeTiuieiicax [Marketplaces AIIIMaHOB M ITAPTHEPHI
PaspaboTka MapkeTHHIOBOH ctparernu 6penga |Developing Marketing Strategy for the Planta
et Berposa TaTtbsana BnagumuposHa,
15 |Bamkuna Anacracus JImutpueBna |Planta Rosa na ocnoBe npuniumnos sxonomukd |Rosa Brand Based on the Principles of the
. - JIOLICHT, [eNapTaMeHT MapKeTHHIa
BICYATICHHUI Experience Economy
ymxua Muxann AeKkcaHapoBUY,
Pa3paboTka KOMMYHHKAI[HOHHOW CTpaTeriu Development of the Communication Strate npocgeccop, JlenapTaMeHT MapKeTHHra
16 |Bepuna AHacracus AHATOJbEBHA P 4 H P P L 9y pod p, flenap p
aBuakommnanuu «Ilobemna» for the Pobeda Airlines u npeanpuHuMarenscTea, HUY BIID -
Hwxuuii HoBropon
Pa3paboTka KOMMYHHKALHOHHOH CTpaTeruu Development of a Communication Strategy for Benosepuesa Mpuna MynepoBHa,
X . . Berposa TaresHa BragumupoBHa, . " .
17  |Burymkuna Kpucruna OneroBHa  |mpojBsKeHHs racTporuia X Ha PhIHKE Promoting Gastro Guide X in the Kazakh reHepanbHbIi qupekTop, OO0 "bubpaiit
JIOLICHT, JeNapTaMeHT MapKEeTHHIa 8 N
Kazaxcrana Market KoMMblOHHKEHIIHC
IMoBeneHUECKHE ACTEPMHHAHTHI BBIOOpa . . .
i AeTep P Behavioral Determinants of Consumers Choice |Byrkosckas Bepa ITetpoBHa, foLeHT,
18 |Bmacosa Ombra CepreeHa poccuiickoro 1 UMIOPTHOIO BUHA CPEIU - -
. between Russian and Imported Wine JiernapTaMeHT MapKeTHHTa
norpebuTenei
Pa3paboTka MapKeTHHIOBOIl CTpaTeruu Development of a Marketing Strategy for
R . TuxonoB Bagum BukropoBud, 10O1EHT,
19 |BoukoBa Ceernana BanentrHoBHA —|kommanuu «HoBacrom» Ha B2B-peiake meauko-|Novastom in the B2B Market of Medical and
- JIerapTaMeHT MapKeTHHTa
CTOMATOJOIMYECKUX YCIIYT Dental Services
BesiBiieHHe OTPpeGHTENBCKIX OapbepoB Ipu Identifying Consumer Barriers to Purchasing
MOKYIIKe TOTOBOIA /Il B TpoyKToBOM prrteiiie |Ready-to-eat Meals in Grocery Retail and INanreneeBa Enena KoncrantunoBHa, |Oitaep Onbra KoHcTaHTHHOBHA, 1.9.H.,
20 [Bomno6yesa Bukropus HropesHa " . - .
1 pa3paboTKa peKOMEHAALMIT JJI1 TOPTOBBIX Developing Recommendations for Retail JIOLIEHT, ACMapTaMeHT MapKeTHHTa JIOLICHT
ceTeil 110 MX CHHKCHHIO Chains to Overcome Them
Pa3paboTka peKkOMEHIALH 110 BBIBEICHUIO .
P N P At . a A Launch Strategy for a New Mens Hair Mycarosa JKanna BopucosHa, noueHT,
21  |Boponunna AnHa BiagumuposHa HOBOM JIMHUHU NIPOJYKTOB CTAalJIMHIA JJIst . - .
. |Styling Product Line for LAB Industries JierapTaMeHT MapKETHHTa
MyX4HH Ha npuMepe kommnanuu LAB Industries
. Wupunoxk Jlapest AnexceeBHa, pyKOBOIUTEIb
MapKeTHHIOBast CTPATErUsl PA3BUTHS 1 Marketing Strategy for the Development and  |Berposa Tarbsia BiagumuposHa, A Hap ' PY A
22 |BropuukoBa Kpucruna AnnpeeBHa - B " oT/eNna MapKeTHHra M e-COm KOMITaHHH,
MacirabupoBanus Openia «Xortenka JHs!» Scaling of the "Hotelka Dnya!" Brand JIOLICHT, eNapTaMeHT MapKeTHHIa " o
000 "Hxkc-Taiim
Bimsaue influence-mapkernsra Ha the Impact of Influencer Marketing on the
. OpPMHUPOBaHUE IIU(PPOBOTO JAOBEPHS Formation of Digital Consumer Trust in Pe6si3una Bepa AsnekcanipoBHa
23 [T'ésamsn ['eBopr ApankoBud (opmip et p FloBep . or - P AP ’
noTpeduTeNneil B MOAMNCOYHBIX CEPBUCAX HA Subscription Services Using the Example of npodeccop, AenapTaMeHT MapKeTHHTa
MIPHMEPE OHJIANH-KHHOTEATPOB Online Video Streaming Platforms
Pa3paboTka peKOMEHAIHii 110 YIIYUIICHUIO Developing Recommendations for Enhancin N
P P fa yaya _p .g . g [TanreneeBa Enena Koncrantunosna, |Oitnep Onbra KoncrantuHoBHa, A.9.H.,
24 [T'neGoa Banepust Anexcanaposra |3dexTHBHOCTH MOAMHCKU Kak HHCTpyMeHta  |Subscription Effectiveness as a Customer
- JIOLICHT, JeNapTaMeHT MapKeTHHIa JIOLICHT
JIOSUTBHOCTH KJIMEHTOB B KOMIIAHUKA Maruur Loyalty Tool at Magnit
Pa3paboTka HOBOI MH(POPMAIIMOHHOM Development of a New Information
CTPYKTYpHI caiita mporpamm JI10 BIIIB HUY |Architecture for the Continuing Professional Berposa Tatbsina BnagumupoBHa.
25  |TnymenkoBa Arica AJieKCaHIPOBHA pyKIyp porp A . uing P AMMHP ’
BILID Ha ocHOBe naHHBIX 0 mojk3oBarelibckoM |Education Programs Website of the HSE JIOLICHT, ICNapTAMEHT MapKETHHIa
IOBEICHUN Graduate School of Business Based on User
PaspaboTka MapkeTHHIOBOM cTpaTeruu 3amycka |Developing a Marketing Strategy for Launching [ [IBopsitunna Mapuna MuxaiiioBHa
26  |Tomukosa Banepust Cepreesna P P p Y pinga 9 9y g|Hsop p ’
HOBOI'0 OpeHia KocMeTHKH X Ha peiHke OAD a New Cosmetics Brand in the UAE Market JIOLICHT, JEapTaMEHT MapKETHHTa
dopMupoBaHne HAMOHATIBHOTO OpeH/Ia . - . benoszepuesa Mpuna MynepoBHa.
PMUD 1 PCHA Formation of Russia's National Brand through |Berposa Tarbsia Biagumuposua, po . P yHeP e .
27  |Tonosko Banepust Anekcanaposaa |Poccuu yepes KyJabTypHYIO HIACHTHYHOCTD B L - . re”epanbHblil tupekrop, OO0 "bubpaiit
Cultural Identity in Marketing Strategies JIOLIEHT, JIeNapTAMEHT MAPKETHHIa R
MapKETHHTOBBIX CTPATETHSIX KOMMBIOHHKEHIITHC
Co3nanrie OpeHIUHIOBOW CTPATETHHU TS . . . .
Aan peH P A Creating a Branding Strategy for the Russian  [Berposa Tarbsina BiagumupoBHa, Jlebenes Anexcannp BanepbeBny, crapiimii
28 [I'pubosckas Auxa HukonaesHa POCCHIICKOTO BUHOJIENHS Ha TIpUMepe - -
. Wine Industry Using the Example of a Farm JIOLIEHT, AeNapTaAMEHT MapKETHHIa MpernoaaBaTeb, NenapTaMeHT MapKETHHTa
KPECThSHCKO-(hepMEPCKOro X03siicTBa
BuisiHue CrITBI JTIMYHOTO OpeH/a Ha The Impact of Personal Brand Strength on the .
X AT ; Yennokosa-1llelika Anna BuranbeHa,
29  |T'yuuo MBan DHHHEBHY po(heCCHOHANBHYIO KAIIUTAIN3ALUIO Professional Capitalization of Creative Industry
. . JIOLICHT, IeNapTaMeHT MapKeTHHIa
CIICLUAINCTOB KPEATUBHOM MHIYCTPUH Professionals
P Pa3paboTka peKoOMEeH a1 110 TIOBBIICHUIO Developing Recommendations for Improving  |ITanreneeBa Enena Koncrantunosua, |Oiinep Onbra KoHcTaHTHHOBHA, [1.3.H.,
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1 DIPADIVIUDA \CUWD/ J{VKLLPHIUDOA

YAOBJECTBOPEHHOCTH HOTDG6I/ITGJ'II>CKI/IM OIIBITOM

Customer Experience in Retail

JOLECHT, ACTIAPTAMEHT MapKETHUHTa

JOLICHT

Hudpossie meaua B mpoasmkenuu fashion

Digital Media in Promoting fashion Brands: a

Yennokopa-1lleiika AnHa BuranbeBHa,

31 |HdaBankoBa Exarepuna AHapeeBHa |OpeHIOB: CpaBHUTENIbHBIN aHann3 Kutaiickux 1 |Comparative Analysis of Chinese and Western
- JIOLICHT, JeNapTaMeHT MapKEeTHHIa
3aIaIHbIX IPAKTHK Practices
Pa3paboTka mporpaMmel LH(PPOBBIX Development of a Digital Marketin .
P porp wihp . P L g g Mxurapsau Cepreii Bnagumuposuu,
32 |Hanunosa Enena Bnagumuposna MapKeTHHIOBBIX KOMMYHHUKaILMii Typorieparopa |Communications Program for a Tour Operator
. npodeccop, AernapTaMeHT MapKeTHHTa
JUISL YBEJIMYCHHS MIPSIMBIX PO to Increase Direct Sales
AmHanu3 MapKeTHHI0BOI1 cTpaTeruu . S D o
. p ? . Analysis of the Retailer's Private Label Becenos Cepreit BsiuecnaBoud,
33 [demumor Qmurpuit CepreeBud MPOJIBIIKEHUSI COOCTBEHHOI TOProBO Mapku - -
. N Marketing Strategy in E-commerce npodeccop, AernapTaMeHT MapKeTHHTa
puTeiiepa B 2JIEKTPOHHON KOMMEPLIHU
Paspaborka digital-ctparerun nmpoaBmKeHuUs Development of a Digital Promotion Strategy [Iy6enok Jdenuc Onerosud,
. . N ITanteneeBa Enena KoncranTuHOBHA, .
34  [[lenucenko AnnHa AHApEeBHA roctuHryHOro Openna X ¢ yuerom usmerennii  |for Hotel Brand X in the Context of Changing UCIIONTHUTENbHBI aupekTop, OO0
- . . JIOLICHT, IeNapTaMeHT MapKeTHHIa N "
[TOBE/ICHHSI TYPUCTOB B YCIOBHSIX Tourist Behavior under Generative Search AIIMaHOB U TAPTHEPHI
Crparerus pa3BHTHS KATETOPUU HAITUTKOB PepsiCo's Beverage Category Development .
. . . " Becenos Cepreii BsuecnaBosu,
35 |Henucosa Drens KoncrantunoBHa |kommanuu PepsiCo B pamukanbHbix yenoBusx | Strategy in the Radical Conditions of the
N - npodeccop, AernapTaMeHT MapKeTHHTa
Ha POCCHICKOM PBLIHKE Russian Market
IpuMeHeHne HCKYCCTBEHHOTO HHTENCKTA B e . . .
p N Y The Use of Artificial Intelligence in Detsky Mir Benosepriesa Uprna MyHepoBHa,
MapKETHHI'OBO# CTpaTerny KOMIIaHUH - - s BerpoBa Tarbsina BiagumupoBHa, . " N
36 |dxamosa Banepus AnnaposHa " N N Marketing Strategies to Optimize the Customer reHepanbHbli qupextop, OO0 "bubpaiit
Jlerckuit MUp" 11l ONTUMH3ALMH KIIMEHTCKOTO . JIOLICHT, JIeNapTaMEHT MAapKETHHIa Lo
ombTa Experience KOMMBIOHHKEHIITHC
. Development of a Marketing Strategy to
Pa3paboTka MapKeTHHIOBOM CTPATerHu - .
. Increase Online Sales for the Company ToponwuH Bacunuii AHatonseBuy,
37 |HdocroBasnoBa TarbsiHa AjeKCeeBHA |yBeIMYEHHs OHIAWH-TIPOAAK KOMIIAHHN . .
N «Vodolay» in the Face of Increasing JIOIEHT, JIeMapTaMeHT MapKeTHHTa
«Bogoneit» B yCIOBHUAX YCHIICHHUS KOHKYPEHIIUH e
Competition
PaspaboTka pekOMeH Al JUIs TOBBILICHUS _— .
P P AT L . Designing Recommendations to Increase the Mycarosa XKanuna BoprcoBHa, nomeHrT,
38 [HdypoBa Anna KoHcTaHTHHOBHA JI0JIM 3aBEpPIICHHBIX OPOHUPOBAHUM B TPEBE- I .
Share of Completed Bookings in Travel Service | remaprameHt MapkeTrusra
cepBUcax
CoOBepLICHCTBOBAHHE MAPKETHHIOBOI Improving of the Marketing Strategy of a
p N P _p g. L . 9 gy . Manus Anekcanap Biagumuposuy, BonbmakoBa Auna HropesHa, OpeH-
39  |dsibans MBan Cepreeuy CTpaTeruy 4acTHOM KIMHUKY Ha perrnonaibHoM |Private Clinic in the Regional Medical Services " "
. JIOLICHT, JeTIapTaMeHT MapKETUHTa MeHemKep cnennpoextos, AO "BkycBuiml
peiake MenumuHCcKEX yeayr [epmckoro kpast  |Market of the Perm Region
Pa3paboTka 1 peaan3anus MapKeTHHTOBOM Development and Implementation of the Wuaunok Jlapbst AnekceeBHa, pyKOBOAUTEIb
- . Berposa TaresHa BriagumupoBHa,
40  |XKunkuna Mapuna CepreesHa cTpareruu ueHTpa akpobaruku u rumaactukn | Marketing Strategy for the Acrobatics and OLCHT. JCTIADTAMCHT MADKETHHIE OT/ieNa MapKeTHHTa U e-COm KOMIaHHH,
«PLATFORMA» Gymnastics Center «<PLATFORMA» FIONCHT, Aienap P 000 "Uxkc-Taiim"
Cpasnenue 3¢ (heKTHBHOCTH TPUMEHECHUS . . .
HBEDCATLHEX TDHEMOB HEHDOMADKETHHIA C Comparison of the Effectiveness of Using
Y P p pomap . Universal Neuromarketing Techniques with BerpoBa Tarbsina BiagumupoBHa,
41  |’Kuno Anacracusi AJieKceeBHa HHCTPYMEHTapUeM Icuxorpaduueckoit - L
Psychographic Content Personalization Tools | goueHT, aenapraMeHT MapKeTHHTa
MEePCOHAIM3AIMN KOHTEHTA B paMKaXx L . .
N Within an Advertising Campaign
PEKJIAMHOM KaMIIaHUH
®DomeHkoB JleHuc AnekcaHapoBuy,
- L 3aMECTHTEIb JIUPEKTOPA 10
Paspaborka crpateruu kouteHT-kommyHuKkaiuu | Developing a Content Communications A I?, P
. . Manun Anekcanap Bnagumuposud, 00pa30BaTENbHOM IEATENBHOCTH U paboTe ¢
42 |3amaypa Bapsapa UropesHa Openza Buyson ¢ mpuMeHEHHEM TEXHOIOTHI Strategy for the Buyson Brand Using Al- .
; JIOLIEHT, JIeNapTAMEHT MAPKETHHIa naptHepamu, HarmoHanbHbIi
HCKYCCTBEHHOTO MHTEILICKTa Technologies N R
HCCIeI0BaTeNbCKuil yHuBepeuTer "Boicuiast
1mKkoja 9konomukn" - Hmwkuuii HoBroposg
BuusiHEe 3amycKa HOBBIX IIPOLYKTOB H The Impact of New Product Launches and
MU(pOBBIX HHTErPALIMii HAa pa3BUTHE Digital Integration on the Transformation of the |Hesoctpyes Ilerp FOpbeBuu, moueHt,
43 3amstuHa Omms AnexcanapoBHa uudp pai p g 9 py PP fon

0aHKOBCKOW 3KOCHUCTEMBI B ycCoBUAX
CAHKIMOHHBIX OFpaHM‘iCHHP’I

Banking Ecosystem in a Sanctions-constrained
Environment

ACTIapTaMEHT MapKEeTHUHTa
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Crparerus pa3sBUTHS U IPOJBIKEHUS OpeHa

Strategy for the Development and Promotion of

Berposa Taresna BiagumupoBHa,

Crporanos Uropb AsekceeBud, JI0LEHT,

44 |3axapoB Aptém AHzapeeBHY Kkadenpa npeApUHUMATENBCTBA U
P P AP Grattol B MHTEPHET-NIPOCTPAHCTBE the Grattol Brand on the Internet JIOLIEHT, J€NapTaMeHT MapKeTHHIa (benpa npenp
sioructuku, POY um. I'.B. Ilnexanosa
Paspaborka cucreMsl MpoayKToBbIX pewenuii B | Development of a System of Product Solutions
cepe KOHTEHT-yCIyT Ui MapkeTiuieiicos st |in the Field of Content Services for Manun Anekcanap Bnagumuposud,
45  |3axapoBa AuieHa BanepbeBHa - .
IpuBJICYEHHUs U pa3BuTus B2B-KineHToB Marketplaces Aimed at Attracting and JIOLIEHT, J€NapTaMeHT MapKeTHHIa
are’rcTea X Developing B2B Clients of X Agency
CerMeHTanus COBEPIICHHOIETHUX Segmentation of Adult Consumers of Cigarettes N
. . . . Crapkos Anppeii ['ennanpeBuy,
46  |3eitna Mapust Bragumuposaa notpebureneii curaper u Harpepaemoro tabaka |and Heated Tobacco Products in the Russian
JIOLICHT, IeNapTaMeHT MapKeTHHIa
Ha pbIHKe Poccum Market
PaspaboTka cTpaTeruu BEIBOIAa HOBOTO
Op ra e P 2 X Ha OCCHUCK i TaGadHLi Development of a New Product Strategy of Terhsik Ombra AHATONLEBHA
I T H H niicKuil TabayHbIit . Thsik OJibra AHATOJIBEBHA,
47 |3ypacsa Jlaypa ApKasesra EIHZ(?I,( B CJIfI)OBiHX )KCC"II“)KI/IX OrpaHUYeHui Brand X on the Russian Tobacco Market under np0(1)ecco ernapTaMeHT MapKeTHHTa
P Y P Strict Promotion Restrictions P P, Actiap p
[IPOJIBHKCHHS
Pa3paborka MapKeTHHIOBOI CTpaTeruu Development of a Marketing Strategy for the Marus Asekcaan BiatiMiposid Tperbsx Amutpuii Bragumuposuy, ,
48  |HOpsieB Muxanin AJIEKCaHIPOBUY | pa3sBUTHs OHJIAMH Npoax kateropun rotosoii  [Growth of Online Sales of the Ready-to-eat b ATMID ’ JUPEKTOp 10 pa3BuTHIO 6m3HEeca, OO0
- " " - JIOLICHT, JIeNapTaMeHT MapKEeTHHIa
el B ceTd «IlepekpecTok» Food Category in the "Perekrestok" Retail «benropconom
Paspaborka cTparerin ynpasieHHs . .
P P yrp Developing a Customer Experience T'ontmaxep KoncrantuH EBrenbeBuy,
KJIMEHTCKHM OIIBITOM KaK KOHKYPEHTHOI'O . Manun Anekcanap Bragumuposuy, . "
49 |VBanoBa ApmHa AHIpeeBHA DCHMYILECTEA KIHHHKH SCTeTHIecKoil Management Strategy as a Competitive OLCHT. JeHADTAMCHT MAPKETHHIA reHepanbHbIi qupekTop, OO0 "Kommanus
PEHMYIH Advantage for Aesthetic Medicine Clinics AIOLCHT, Zictiap P "Uroms"
ME/IUIUHBI
. . i [Tapko Enena PomanoBHa, cTapuimii
BuusiHue MapketuHroBbix kommyHukanuid Ha | The Influence of Marketing Communications
50 [VBanoBa Mapus AnekcaHIpOBHA . . - HpenoaBarenb, AenapTaMeHT
oBeJIeHKe moTpeduTeneii B chepe X on Consumer Behavior in X Field
MapKeTHHra
Pa3pabotka cTpareruu yaepikaHus u Development of a Strategy for Customer Marus Asecarn BratiMubosi I'onrmaxep Koncrantun EBrenbeBuy,
51 |UBamenko EnuszaBera Onerosna MTOBBIIICHHS JIOSUTBHOCTH KIIMEHTOB B B2B- Retention and Loyalty Enhancement in a B2B AP AAMHAD ’ reHepanbHbIi qupekTop, OO0 "Kommanus
- JIOLICHT, JeNapTaMeHT MapKeTHHIa
KoMMyHuKannoHHoM arenTctBe No Name Buro |Communication Agency No Name Buro "Uromnp"
MapkerunHrossie KoMMyHuKaruu B cermerte | Marketing Communications in the B2B Mxwurapsin Cepreit Bnagumuposny,
52 |VBuenko AHHa AjekceeBHA " . " . .
B2B Ha npumepe komnanuu "[lepBbiii but Segment: the Example of the First Bit Company [mpodeccop, nenapraMeHT MapKeTHHIa
Ob6partnas ctopona MM-ontumuzanuu: nodeMmy . Lo .
The downside of Al optimization: Why Berposa Tarbsina BnagumuposHa, Jlebenes Anexcannp BanepbeBnu,crapimit
53  |HnbsicoB Uibst Uropesuy MOTPEGHUTENH OTBEPraloT OPEH IbI, KOTOpBIC - .
axtuBHo npuversior MU B cocii paote consumers reject brands that actively use Al JIOLICHT, JeNapTaMeHT MapKeTHHIa nperoiaBaTeib, AnapTaMeHT MapKeTHHIa
- . I'ynaxosa Onbra BsiuecnaBosHa,
Wnnenrudukaropsl Openna u ux piausaue Ha  |Brand Identifiers and Their Impact on Brand N
54  |KakabanueBa Ana . CTapIIMii IPErnoaaBaTelb, JenapTaMeHT
Kanuran Openza Equity
MapKeTHHTa
OBEpHE K COOCTBEHHBIM TOPrOBBIM MapKaMm L .
ﬁa KIe)TmeﬁCOB Pocemn: (baf:m o P Trust in Private Labels of Russian
p ) P Marketplaces: Factors of Formation and Impact |ITaurtenceBa Enena Koncrautunosra,  |Oiinep Onsra KoncrantuHOBHa, 1.3.H.,
55 |Kamaesa [Iluana ®uiiocoBHa (OPMHUPOBAHUSI ¥ BIMAHUE HA TIOBEICHIECKUE - -
. on Behavioral Intentions (Case Study of the JIOLIEHT, JIEMapTAMEHT MapKETHHTa JIOIIEHT
HaMepeHus (Ha MpUMepe KaTeropuy “toBapsl |, "
. Home Goods" Category)
Jutst ioma’”)
Kpurepun kadectBa cets 3 (HeKTHBHBIX Quality Criteria for a Network of Efficient
. . . R . . KpacnukoB Anekcanap Biagumuposuy,
56 |Kapmenko [{mutpwuii JIeoHuI0BMY  |[IYHKTOB BbIJa4u 3aKa30B KpynHbix poccuiickux [Order Pickup Points for Major Russian
. JIOLICHT, [IeMapTaMeHT MapKETHHIa
MapKETIICHCOB Marketplaces
BuisiHKE MCTIONB30BAHUS HCKYCCTBEHHOTO e
HHTEJUIEKTa B IU(PPOBOM Ma I}:eTI/IHFe Ha The Influence of the Use of Artificial KpacHukoB Anekcaup Brnaaumupouy
57 |Kapnosa Aurenuna CepreeBHa HOp P Intelligence in Digital Marketing on Brand P AP DHAMMMUp ’

BOCIIPUATHE OPEH/Ia 1 SMOLUOHABEHYIO
JIOSTIbHOCTh

Perception and Emotional Loyalty

JIOLICHT, ACMapTaMEHT MapKeTHHTa
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Pa3paboTka cucTeMbl paHHETO OOHAPYKEHUS
MUKPO-TPEHJIOB B IIOBEJICHUHU NOTpeOuTeNeit

Development of PepsiCo's Early Micro-Trend

Mxurapsau Cepreii Bnagumuposuu,

58 |KokyeB Makcum OneroBuy . Detection System in the E-Commerce Dairy
xommnanuu PepsiCo Ha PhIHKE MOJIOYHBIX Market npodeccop, AernapTaMeHT MapKeTHHTa
[IPOJIYKTOB B 3JIEKTPOHHOH KOMMEpLIHH
N . |Development of an Omnichannel Marketing
Pa3paboTka OMHHKaHAJIBHON MapKETHHIOBOH Strateav for the Arcade Network: a Berposa Tatssna BiamiMiposa Menuronsia Onbra ApkaJbeBHa, TUPEKTOP,
59  [Komotuii ITonuxa FOpseBHa CTpaTeruy AJIsl CeTH «ApKaja»: coueTaHHe gy X . N P AHMHD ’ HOVY J10 "Yuebno-KoHcynbTaTuBHBILIH
N . Combination of Offline and Online Sales JIOLICHT, JeNapTaMeHT MapKeTHHIa "
otiaiiH ¥ OHNANH KaHaJIOB MPOAAK Channels Lenrp Ipemuym TpeHHHT
. ®DakTopsl (HOPMHUPOBAHHS JOBEPHS K Determinants of Trust in Marketplaces amon Tsepckoit MakcuMm FOpbeBry, JOLEHT.
60 |Komunos Oiibek Yiyréek yriu P (bv pMUp AoBepH . P g P P AOUEHT,
Mapkeriuieiicam y nonp3osareneii B Mockse Users in Moscow JIeHapTaMeHT MapKeTHHTa
MapKeTHHIOBBIi1 IITaH 110 Pa3BUTHIO Marketing Plan for the Development of the
" " . - " Manun Anexcanap Brnamumuposuy,
61 |KoncrantuHOBa AprHa AHIpeeBHa |pa3BiekaTenbHOro npoekTa "Uebypamka" kak |Entertainment Project "Cheburashka" as a
. - JIOLICHT, JIeNapTaMeHT MapKEeTHHIa
TPaHCMEIUHHOrO MPOIYKTA Transmedia Product
Crparerus MOBbILICHHS JIOUILHOCTH KireHToB | Strategy for Enhancing Customer Loyalty at
N pekiIaMHOro areHTcTBa X Ha OCHOBE Advertising Agency X Based on Analytical Mxurapsia Cepreit Bnagumuposud,
62 [Kocrroxun JImurpuii Cepreesud N . -
AQHAIMTHYECKOH OLIEHKH Pe3yIbTaTHBHOCTH Performance Evaluation of Advertising npodeccop, AenapTaMeHT MapKeTHHTa
PEKJIAMHBIX KaMITaHHU Campaigns
TpaHchopManus MapKeTHHIa: Pa3BUTHE Marketing Transformation: the Development of
Kouentox Anacracus panchopua P P g . i P Tpetbsik Onbpra AHaTONbEBHA,
63 NHQIIIOCHC-MAPKETHHTa B YCIOBUSIX HOBBIX Influencer Marketing Within the Context of
KoHcTaHTHHOBHA . ; npodeccop, AernapTaMeHT MapKeTHHTa
colManbHbIX M TexHonorunyecknx opuentrpos [New Social and Technological Trends
®domenkos Jlennc AnekcaHIpOBHY,
PaspaboTka MOIeH KOMMEpIUATU3aLUH Development of a Commercialization Model of 3aMECTHTEIIb IUPEKTOPA 10
64 |Kpasmosa Anéua Mixaiiiosia BBICOKOTEXHOJIOTHYHBIX IPOIyKTOB Ha B2B High-tech Products in the B2B Market on the |Manun Anekcanap Bnagumupoud, 00pa3oBaTeNbHON IeITEIFHOCTH U paboTe ¢
P pBIHKE Ha npuMepe anTporioMopdHbix poboros |Example of Anthropomorphic Robots of JIOLIEHT, JIeMapTaMeHT MapKeTHHTa napTHepamu, HaunonansHeit
MPOMBIIUICHHOH Koprioparuu X Industrial Corporation X HCCIIeI0BATENbCKUH yHIBepcuTeT ""Bhiciuas
1mKkoja dkoHomMukn" - Hkauii HoBropoz
AJNrOpUTMBI IEPCOHAM3AINN KaK (HaKTO o . .
p P 8 ¢ P Personalization Algorithms as a Factor in IManTeneesa Enena KoHcTaHTHHOBHA,
65 |Kpasuosa ITonuna BanepbeHa pocra JIoBepHs M LICHHOCTH Openya y .
HoMB3OBATENCH Increasing Trust and Brand Value Among Users|otienr, renapraMeHT MapKeTHHTa
BuisiHME aJalTHPOBAHHBIX [IBETOBBIX MAJIHT] .
HCIIOIB3 eﬁmx BI;( eaTan;Ix MaTepuanax }f: Impact of Adapted Color Palettes Used in
Y P ? ’ Creative Materials on the Effectiveness Metrics . .
rokasarein 3G HeKTHBHOCTH BO3/ICHCTBHS B - . BerpoBa Tarbsina BiagumupoBHa, ITaBnoB ApréM EBreHbeBud, reHepaabHbIil
66 |Kpyrosa CBerana AnekceeBHa of Engagement Concerning Target Audience o "
OTHOIIICHHY IEIEBBIX MOJCETMEHTOB ayAUTOPHU Subsegments of an Advertising Campaign with JIOIEHT, AEMapTaAMEHT MapKETHHTa aupektop, OO0 "TlaBnoBnad
peKIaMHON KaMIIaHUH C Pa3InIHbIMU . . -
Different Psychographic Profiles
CUXorpaGuIecKuMH PODOUISIMH
Pa3paboTka MapKEeTHHIOBO# CTPaTEruu 1o Developing a Marketing Strategy to Introduce
. ManuH Anekcanap Biaanmuposuy,
67 [Kyranosa [lapest AnekceeBHa BBIBOJly KOMIIAaHIHM Ha IIepeHaCHIIeHHEI ppiHOK |the Company to the Oversaturated E-commerce
N JIOLICHT, JeNapTaMeHT MapKeTHHIa
JICKTPOHHON KOMMEPLIHU Market
Paspabotka go-to-market-crparernu BeiBoaa Ha |Development of a Go-to-market Strategy for Berposa Tarbsina BiagumunposHa,
68 |Kysuna Haranbs BnagumupoBha .
PBIHOK TEXHOJIOTHYECKOTr0 cTaprana Launching a Technology Startup JIOLICHT, JIeNapTaMeHT MapKEeTHHIa
PazpaboTka peKOMeH/Ialui ISl OBBIIICHHS Development of Recommendations to Improve
. . MycatoBa J)Kanna bopucoBHa, JOUEHT,
69 |JlaBpenkuna FOmnust AnnpeeBHa JIOSUTBHOCTH U yIIepKaHHUsl T10JIb30BaTelei User Loyalty and Retention for the T-Travel
. JIerIapTaMEHT MapKETHHTa
cepsuca T-IlyremnecTBust Service
BrisiBieHue GpakTopoB, BIUSIOMINX HA BBIOOD U P . .
I/ICHOJ‘IL3OBaI-(II:/Ie uﬂiec’m MOHII-IJIl,IX po, KT(I)DB Identification of Factors Influencing Retail KpacHukoB Anekcaup Brnaaumupouy
70 |Jla3suHa AHHa AJleKCaHAPOBHA H pory Bank Clients Choice and Use of Investment p Ap BIATMMHD ’
GaHKOB PO3HUYHBIMHU KIIMEHTAMH B YCIIOBHUSIX - - JIOLIEHT, JIeNapTaMEHT MAPKETHHIa
. Products under Economic Uncertainty
9KOHOMHYECKOI HEONPEeIeIeHHOCTH
Tpanchopmauus 6GuzHec-mozeneii kommnanuii B | Transformation of Companies' Business Models
. . - . KpacuukoB Anexcanap Biaaumuposud,
71  |Jlununa [onuaa AnekcaHapOBHA cepax pO3HHYHON TOPTOBJIH U Pa3BICYCHUI in the Retail and Entertainment Sectors under

10J1 BIMSHHEM HHU(POBOr0 MApKETUHIA

the Influence of Digital Marketing

JIOLICHT, ACTIapTaMCHT MapKECTUHTa
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Pa3paboTka ¥ OlleHKa Pe3yJIbTaTUBHOCTH

Development and Evaluation of the

Manun Anekcanap Biagumuposuy,

72 |Jlunmanckast Maprapura Cepreesa .
[IPOrPaMMBbI JIOSJILHOCTH Effectiveness of the Loyalty Program JIOLIEHT, JAENapTAMEHT MAPKETHHTa
. . . Wuannok Jlapest AnekceeBHa, pyKOBOAUTEIb
N . TpaHchopMaliss MAPKETHHIOBON CTPATErHU Transformation of the Marketing Strategy for |Berposa Taresina BiaaumuposHa, A Hap py
73 |Jlonarkun Tumodeit MuxaiinoBuu N . " " OTziea MapKETHHIa U €-Com KOMIIaHUH,
ontaiiH-mKonsl «<BA3HUCY the Online School "BASIS JIOLIEHT, JeNapTaMeHT MapKeTHHIa " o
00O "Uxkc-Taiim
Hcnonp3oBaHue NPUHIUIIOB MapKETHHTA R . Mununoxk Jlapest AnexceeBHa, pyKOBOJUTEIb
PHHIL P The Application of Luxury Marketing Berposa Tarssina BiaanumupoBHa, A Hap py A
74 |JlyxameBnu Anennna UropesHa POCKOIIH B CETMEHTE IIePCOHAIBHOTO S . . - OT/eNna MapKeTHHTa H e-COm KOMITaHHH,
Principles in the Private Banking JIOLICHT, JeNapTaMeHT MapKeTHHIa " o
0aHKOBCKOT'0 00CITY>KHBaHUS 00O "HUxkc-Taiim
Pazpadorka CXM-cTpaTeruu [uisi MOBBILICHUS
ozneTBo CHHOCTU II/)I no;mLHjj)cm Development of a CXM Strategy to Enhance Manun Anekcanap Bnagumuposud
75  [MaiiopoBa Anna CepreeBHa yf[) s08a 5 it o OLVKTO Customer Satisfaction and Loyalty for ome ena am; i e P . ’
oJIb30BaTesel HH(POBBIX I TOB . HT, JIeNapTaMeHT M THHT
P pony Ecosystem Digital Products Aot fienap P
9KOCHUCTEMBI
. N . — Jlyunna MapuHa AJleKCaHIPOBHA, TUPEKTOP
Paspaborka crparerun digital kommynukanuii | Development of a Digital Communication
Maxkcumona Hanexna . . . IManTeneeBa Enena KoncTaHTHHOBHA, — |ZemapTaMeHTa PEryIspHBIX U
76 BraTIMADOBHA Ha pbIHKE (PUTHEC-YCIIYT HAa IPUMEpE CETH Strategy in the Fitness Services Market: A Case OLCHT. AEHADTAMEHT MAPKETHHIA CHHIMKATHBHLLX Hecetopatmii. 000
P ¢urnec-kny608 DDX Study of the DDX Fitness Club Chain AAOREHT, Acniap P " A N A ’
Nncoc Komkon
Pa3paboTka peKoMeHIa1Hii 110 YIIPaBICHUIO Development of Recommendations for KpacuukoB Anexcanzap Biragumuposuy
77  |MapeHnoBckas puna JIMutpresHa P P oy p . Consumer Loyalty Management in the P P P ’
JIOSTHOCTBIO TTOTpeduTeNei MapkeTiuieiica X JIOLICHT, JeNapTaMeHT MapKeTHHIa
Marketplace X
Pa3paboTka MPOAYKTOBBIX PEIICHHI HAa OCHOBE . .
p oLy p Developing Product Solutions Based on JTBD |Hesoctpyes Ilerp FOpbeBuy, moreHr,
78  [Mapuenko FOmus Onerosna JTBD-cermenrannu (wm AJTBD- : .
Segmentation (Or AJTBD Segmentation) JierapTaMeHT MapKeTHHTa
CEerMEHTAIUH)
Paspabotka cTpareruu npusiedeHus aBTopoB | «Strategy development for engaging content Berposa Tatbsina BnagumupoBHa,
79  [MexyeBa DinHa AHApecBHa P P ps P &y P! gagie P ATMHP
KoHTeHTa Ha miathopme Wibes (RWB) creators on the Wibes platform (RWB) JIOLICHT, ACIAPTAMEHT MAPKETHHIa
N KynbTypHas HICHTHYHOCTH U BOCHIPHSITHE Cultural Identity and Consumer Perception of |Byrkosckast Bepa IlerpoBHa, joreHT,
80 [Meiip6aeBa Asxan . - -
sokanbHbIX fashion-OpenoB B Kazaxcrane Local Fashion Brands in Kazakhstan JIeIapTaMEeHT MapKETHHIa
Pa3paboTka MapKeTHHIOBOM CTpaTernu . N
p p P Development of a Marketing Strategy for the  |Crapkos Anapeii ['enHaabeBuy,
81 |Menkosa Munena CepreeHa KaTeropuu ckoBopon 10 2028 roxa st -
Frying Pan Category for Tefal through 2028 JIOLIEHT, JICMIapTAMEHT MapKEeTHHTa
kommannu Tefal
MoTHBEI U TOCIEACTBHA U(POBOH YCTATOCTH B| - . . . .
N A unbp yv N Drivers and Consequences of Digital Fatigue in |Byrkosckas Bepa [letpoBHa, Jo1ieHT,
82  |Muxaiinosa Cepapuma CepreeBHa  [mOTpeOUTEIECKOM MOBEACHHH POCCUHUCKOM - -
Russian Youths Consumer Behavior JICNapTaMeHT MapKETHHIa
MOJIOJICKHU
T'acTpoHOMUYECKHI OpEHIMHT TOpojIa: KaK Gastronomic City Branding: How to Build a Poxxkos Kupuiut JIbBoBu4, nipodeccop,
83  |Mocuna Mapus [laBioBHa p PeHA R s X Y 9 - P pod P
cJieaTh OPEH ] ropoIa Ha MECTHOM KYXHE City Brand Around Local Cuisine JIeapTaMeHT MapKETHHTa
Paspaborka MapkeTHHroBO# crpateruu BeiBosia |Development of a Marketing Strategy for N
- : JBopammna Mapuaa MuxaiinosHa,
84  [Msrkos MBan Bragumuposuda HOBOT'O PECTOPAHHOTO OpeHza Ha Launching a New Restaurant Brand in a
- - JIOLICHT, JeNapTaMeHT MapKEeTHHIa
PETMOHAIBHBINA PHIHOK Regional Market
Bapsepsl 1 apaiiseps! popmupoBanus nerHoctu (Barriers and Drivers of Value Formation and
Lo . |Pebsizuna Bepa AnexcanapoBHa,
85 |Hasaposa Enm3aBera AnekceeBHa — |kopropaTuBHOro obyuenust u cipoca Ha Hero  (Demand for Corporate Education in the Russian
N npoceccop, AenapTaMeHT MapKEeTHHTa
Ha POCCHIMCKOM PBIHKE Market
Paspaborka MapkeTHHroBO# crpateruu Beixoza |Development of a Marketing Strategy for the T'onrmaxep Koncrantun EBrenbesuy,
. " " e Manun Anekcanap Biagumuposuy, . "
86 |HesmsnoBa Asust HaueBna OproTH-pHTeiiepa "3onoroe S1610k0" Ha peiHOK [Market Entry of the Beauty Retailer “Golden reHepaibHbIi gupektop, OO0 "Kommanust

PecnyGnuku Y36exuctan

Apple into the Uzbekistan Market

JOLEHT, ACTIapTaMEHT MapKETUHTa

"Uronp"
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PazpaboTka pekomeHaanmii mo
COBCPILECHCTBOBAHUIO CTPATErUH LIU(PPOBOTo

Designing Recommendations to Optimize

[apko Enena PomanoBHa, crapumit

87 |Hecrepkuna Anmna FOpbeBHa . Digital Marketing Strategy for the Online HpenoaBaTeb, AenapTaMeHT
MapKeTHHra 17151 cepbl OHIIaH-OPOHUPOBAHNUS -
Travel Booking Market MapKeTHHIa
B TypHU3Me
. Pa3paboTka pexoMeHanui 1o Development of Recommendations for CrapkoB Anppeii ['enHabeBuy,
88 |Hecrepos Cepreii CepreeBuu I
peno3uIMoHUpoBaHmi0 Openaa 6anka [ICh Repositioning the PSB Bank Brand JIOLICHT, JCTIapTaAMEHT MapKETHHTa
KommekcHsli aHaIM3 KOMMYHUKaIIHOHHOTO A Strategic Analysis of Marketing and Berposa TaTesna BioaguMuposHa JleGener Anexcanap BanepseBnd, crapmmii
89  |HuuenkoB AHzpeii AHATOIbEBUY YHHKAN Communication Channels for WB Bank's ™ FIMHAD ’ n 7P P > €Tap
npozsikenus Gpuntex-cepsrcoB WB Banka Fintech Products JIOLICHT, JIeNapTaMeHT MAapKEeTHHIa peroiaBaTelib, AenapTaMeHT MapKeTHHIa
JInunblii 6pen nHGIIOCHCEPA U €ro POJib B Personal Brand of an Influencer and Its Role in
. . Berposa Taresina BraaumuposHa,
90 [Hosuxosa Onecs UnpuHn4dHa Pa3BUTHU U NPOJBHKEHHU COOCTBEHHBIX the Development and Promotion of Their Own
JIOLICHT, IeNapTaMeHT MapKeTHHIa
TOPTOBBIX MapOK Brands
Jlyunna Mapuna AnekcaHpoBHa, AUPEKTOP
OcoOeHHOCTH MPO/IBIKEHHUS KOMIIAaHUH Ha Features of Companies' Promotion in the ITanrteneeBa Enena KoHncTaHTHHOBHA, — |JenapTaMeHTa peryisipHbIX U
91 [HoxuukoB Makcum HUropesuy . .
PBIHKE a3apTHBIX UT'D Gamblmg Market JOLCHT, ACMapTaMEeHT MapKETUHIa CHHIMKATUBHBIX MccaenoBanuii, 000
"Hncoc Komxor"
®domenkos Jlennc AnekcaHIpOBHY,
. . 3aMECTHTEIIb IUPEKTOPA 10
Pa3paboTKa cTpaTeruu IMpoIBIKECHUS Developing a Promotion Strategy for the 8 }1 p
S - s Manun Anekcanap Bragumuposuy, 00pa3oBaTENIbHOM JEATENBHOCTH U paboTe ¢
92  |Osxruxuna Jlapes ViBanoBHa KOPIIOpPaTHBHOTO KOHKypca Hay4HbIX mpoekToB |Corporate Scientific Project Competition "Sila .
@ " . JIOLICHT, JeNapTaMeHT MapKeTHHIa naptHepamu, HarmoHanbHbIiH
Cuita cBeta Sveta N
HccreI0BaTeNbCKUi yHuBEepcHUTeT "Briciias
mKoa skoHoMukn" - Hiokauit HoBropon
Pa3paboTka peKOMEeHJaiuii TSl TOBBIIICHHSI Development of Recommendations for
- . . [TanreneeBa Enena KoncrantuHoBHa,
93 [ITapamonoBa AHactacusi POMaHOBHA |TOSIIBHOCTH KITHEHTOB CETMEHTA IIPEMHUYM Increasing Customer Loyalty in the Premium
. . . ; : . JIOLICHT, JeNapTaMeHT MapKEeTHHIa
onuiaiig fashion-pureitnepa X Segment of the Online Fashion Retailer X
DaKTOPBI, BIHUAIOLUINE HA TIOKYIKY Factors Influencing the Purchase of Online
. . - S . . ITanreneeBa Enena KoncranTuHoBHa,
94 [Ilerpenko Ionuna BagumoBHa npemuanbHbix CTM y ownaiin fashion - Fashion Retailers' Premium Private-label
N JIOLICHT, JIeNapTAMEHT MAPKETHHIa
PUTEHIEPOB Products
Mexanu3sm popmupoBanus Bocripuaumaemoii | The Mechanism for Creating Perceived Brand
. . .. . Mycarosa XKanna bopucosHa, 1oueHT,
95 [Mlerposa dapss EBrenseBna 3a6oThI Gperna B udposoii cpexne st 6perna  |Care in the Digital Environment for Royal
. - JIerapTaMeHT MapKeTHHTa
Royal Canin Canin
Pa3paboTka MapKeTHHIOBOM CTpaTEeruu JJist Development of a Marketing Strategy for a
96 |Mnsosanos Amxpeii Basepsesud JUCTPUOBIOTOPA MEXIyHAPOAHOro OpeHaa Distributor of an International Brand of Beauty |Mauun Anekcanap Bnagumuposud, bBonpiiakoBa Anxa MropesHa, Opena-
P P P OBIOTH-MHCTPYMEHTOB TocIie pedpenaunra (Ha |Tools after Rebranding (Using the Example of | nouent, nenaprament mapkeTutra Mmenepkep crennpoextos, AO "Bkycsumn"
npumepe TRUYU B PD) TRUYU in the Russian Federation)
COBEpIICHCTBOBAHUE CUCTEMBI TIPUBJICUECHUS . .
. OHSBO CTBGHHOMO 11 COHanan Enhancing the Production Personnel
p A p Recruitment System by Integrating Digital and | dBopsiumaa Maprna MuxaiinosHa,
97  |lluBoBapoB Kupuit BiaguMupoBuy [MCTIonb30BaHHEM HHTETPAIMH LU(PPOBBIX U o - -
Traditional Marketing Tools in Segezha JIOLIEHT, JIEMaPTAMEHT MapKETHHTa
TPaMIHOHHBIX HHCTPYMEHTOB MapKETHHTa B -
" i Holding
xomauare "Cerexa
Pa3paboTka MapKeTHHTOBOI CTpaTerny BEIBOJA . T'ontmaxep Koncrantun EBrenseBnu
P o P P A Development of a Marketing Strategy for the  |Mauun Anexcannp Bnagumuposud, P . " ’
98  |IInacrununa Japbst EBrenbeBHa Openza "X" Ha PBIHOK KOPMOB ISl IOMAIIIHUX o reHepaibHblil gupexrop, OO0 "Kommnanus
Launch of Brand "X" in the Pet Food Market  |nomenr, nemapramMeHT MapkeTHHIa R N
JKUBOTHBIX Uroms
Crparerus BbIBOZIAa HOBOTO TIPOJIYKTa Ha 3pesIOM The strategy of launching a new product ina TuxonoB Bagum BukropoBud, 101eHT
99  |Inornukosa Anactacus Esrenbesia|  + A POAYK P mature market (using the example of Schauma P de ’

peiHKe (Ha npuMepe Operaa [llayma)

brand)

JlenapTaMeHT MapKeTHHIa
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