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Occe TakblpblObl

Tembl acce

Essay Themes

MapKkeTUHITIK 3epTTeynep
MEH TYTbIHYLUbI
OinimgepiHi4 6usHec
caTtblfbIMbIHA cCepi

BrivsiHne mapkeTUHroBbIX
nccnegoBaHUm U 3HaHUM O
noTpedutensax Ha pocT
npogax 6usHeca

The Impact of Marketing
Research and Consumer
Knowledge on Business
Sales Growth

2 | TyTbiHyWbIIapabIH [MporpamMmmbl NOASILHOCTH Customer Loyalty
agangblk 6argapnamanapsbl | KMMEHTOB Kak Programs as an Effective
— MapKeTUHITIK bIKnan 9 PEKTUBHBIN UHCTPYMEHT | Marketing Tool
eTyaiH TMimai Kypansl MapKeTV'HFOBOFO
BO3EeNCTBUSA
3 OneyMeTTIiK xeninepaix N3meHeHne Changes in Consumer
TYTbIHYLWUbIbIK MiHE3- notpebutensckoro Behavior Under the
KyTblkka acepi noseneHnsa nog Influence of Social Media
BO34ENCTBMEM COLMaAnNbHbIX
ceTen
4 | Kasipri 6usHec optagarbl AKTyarnbHble TPeHObl B Current Trends in Internet
WHTEPHET-MapPKETUHITIH, WHTEPHET-MapKeTuHre B Marketing in the Modern
©3€eKTi TpeHaTepi COBpeMeEHHOW Gn3Hec- Business Environment
cpepe
5 | bpeHAaTi HbIiFanTy Kypanbl Mcnonb3oBaHue Using Corporate Social
peTiHae KopnopaTuBTiK KoprnopaTuBHON Responsibility to
aneymeTTiK couvanbHou Strengthen Brand Equity
KayanKkepLUiniKTi OTBETCTBEHHOCTU AN1S
naiaanaty ycunexus 6peHaa
6 | MageHu KynbTypHble pa3nuuns kak | Cultural Differences as a
avblpMallblfbIKTap — drakTop, POPMUPYIOLLMIA Factor Shaping Marketing
MapKEeTUHITIK MapKeTUHroBble CTpaTernn | Strategies
cTpaterusnapgbl
KanbinTacTblpaTbIH bakTop
7 TypakTbl MApPKETUHITI Passutne ycron4meoro Development of

KoprnopaTmusTiK
cTpaTerusHolH 6ip 6eniri
peTiHae OaMbITy

MapKeTuHra Kak arieMeHTa
KOpI'IOpaTI/IBHOIZ cTparternm

Sustainable Marketing as a
Component of Corporate
Strategy




>KacaHabl MHTennNeKT
TexHonormsanapbiHbIH
AaMybIH eckepe OTbIpbin,
MapKeTUHITETI
WHHOBaUMsAnNbIK OafbITTap

MNHHOBALUMOHHbIE
HanpaBneHMs B MapKeTUHre
C y4eTOM pasBuUTUS
TEXHOSOrMMN NCKYCCTBEHHOIO
MHTEeNnekKTa

Innovative Marketing
Directions Considering the
Development of Artificial
Intelligence Technologies

9 | OTUKaHbIH MapKETUHITIK Ponb aTukn B The Role of Ethics in
cTpaterusanap meH 6peHa dopmuposaHum Shaping Marketing
OepneniH MapKeTUHIOBbIX CTpaTerni Strategies and Brand
KanbinTacTblipyaarbl peni v penyTauum bpeHpa Reputation

10 | Big Data xaHe MpumeHeHwve Big Data n Application of Big Data and
aHanuTUKaHbl XXapHama aHanuTUKN B pekname u Analytics in Advertising
MEH MapKeTUHITIK MapKeTUHIOBbIX and Marketing Research
3epTTeynepae KongaHy nccnenoeaHnsx

11 | Mobunbai BospenctBrne MobunbHbIX The Impact of Mobile
TexHonorusnapably, TEeXHOMOorn Ha nosefeHne Technologies on
TYTbIHYLLUbI MiHE3-KY Kbl notpebuTenei n Consumer Behavior and
MEH MapKEeTUHITIK MapKEeTUHIroBbIE NOAXOAbI Marketing Approaches
Tacingepre biknanbl

12 | OnekTpoHabl MapKeTUHT B 3MEKTPOHHOM E-Commerce Marketing:
KomMmepumsaarbl KOMMepLUWKn: BbIi30OBbI U Challenges and
MapKETVHT: LMpIbIK BO3MOXXHOCTM LicppoBOWA Opportunities in the Digital
opTagarbl KublHObIKTAp MeH | CPEAbI Environment
MYMKIHAIKTEP

13 | Undbpnangbipy gsyipiHaeri | KntoyeBble dhakTopsbl Key Success Factors of
MapKeTUHITIK yCneLHoCTH Marketing Campaigns in
KamnaHusinapabliH MapKEeTUHIOBbLIX KaMNaHWW B | the Digital Age
TabbICTbIbIFbIH anoxy uudposusalmm
aHbIKTaWUTbIH HEeriari
drakTopriap

14 | MapkeTuHr TMiMAainirid lMepcoHanusaumns Kak Personalization as a Tool
apTTbIpy Kypanbl peTiHgeri | NHCTPYMEHT MOBbILLIEHNUS for Enhancing Marketing
nepbecTeHaipy xoHe oHbl | 3 dekTrBHOCTY Efficiency and Its
Xysere acblpyaarbl MapKeTuHra v Bbl30BbI €€ Implementation
KUbIHOBIKTap peanusaummn Challenges

15 | Okonorusnblk TpeHaTep — Okonornyeckme TpeHapbl kak | Environmental Trends as
MapKETUHT NeH TYTbiHyLWWbl | ApaiBepbl M3MEHEeHUs Drivers of Change in
TanfamblHbIH ©3repyiHe MapKeTuHra n Marketing and Consumer
acep eTyLwi cdakTopnap ”0Tpe6V'Te”b(EKV|X Preferences

npeanoYTeHnN

16 | WafbiH xxaHe opTa 6usHec | dpdeKTUBHbIE Effective Marketing

YLLiH TUIMAI MApKETUHITIK
cTparternanap

MapKeTUHIoBble cTpaTernm
A8 ManbiX U cpeaHnx
npeanpusaTum

Strategies for Small and
Medium-Sized Enterprises




17 | UHTerpaumnsinaHraH NHTerpmpoBaHHble Integrated Marketing
MapKEeTUHITIK MapKEeTUHIoBbIe Communications:
KOMMYHUKaumanap: KOMMYHUKaunn: Advantages and Potential
apTbIKWbINbIKTapbl MeH npenmytlecTea n Limitations
bIKTUMa LIeKTeynepi noTeHumarbHbIe

orpaHumyeHus

18 | TypakTbl MapKeTUHr OueHKa yCcToON4YMBbIX Evaluating Sustainable
cTpaTerusinapblH Garanay: | MapkeTUHroBbix cTpaTernii: | Marketing Strategies:
erLiey xasHe CINOXHOCTWN U3MepeHnd un Challenges in
WHTepnpeTaums WHTEpnpeTaumm Measurement and
KUbIHOBIKTapbI pesynbTaToB Interpretation

19 | Kasipri 3amaHfbl MapkeTuHr | Micnonb3oBaHue The Use of Artificial
ToxipmbeciHae »xacanapl WHCTPYMEHTOB Intelligence Tools in
WHTENNEKT KypangapblH NCKyCCTBEHHOIO Modern Marketing Practice
KonaaHy WHTENeKTa B COBPEMEHHOM

MapKETUHIOBOW NpaKTuKe

20 | TyTblHYyLWbI KabbINAaybl MpumeHeHne The Application of
MEH MiHe3-KyJIKbIH HenpomapKeTUHra B Neuromarketing in
3epTreygeri ncecnenosaHnn Studying Consumer
HeMpOMapKeTUHITI KonaaHy noTpebuTenbckoro Perception and Behavior

BOCMNPUATNA U NoBeadEeHUA




