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JumnomHa po6ora Ha TeMy «bBpeHa-MeHeXKMEHT MiANPHEMCTBA Ha
inHoBamilinux 3acagax (ma mpukaaai TOB «borman JligpT»)» wmictuth 75
CTOpiHOK, 5 Tabmuib, 7 pucyskiB. Ilepemik mnocunanb HapaxoBye 41
HalMEHYBaHHS.

Memorw pobéomu € NOCTIIHKEHHS TEOPETUYHUX OCHOB Ta po3poOKa
MPaKTUYHHUX 3aXO0/IIB OPECH/I-MEHEPKMEHTY Ha IHHOBAIIIMHUX 3acajiax.

00’ekmom 0ocnioxyncenna € cucrema OpeHI-MEHEUKMEHTY MIANPUEMCTBA
Ha IHHOBAIIMHUX 3acajiax.

Ilpeomemom Oocnidycenna € CTaH CHUCTEMU OpeHA-MEHEIKMEHTY
nianpueMmctBa TOB «borgan JlidhT».

Memoou oocnidxcenna: CUCTEMHHI MiIX1A, METOJ TPyIMyBaHHS, METOIU
€KOHOMIYHOT0 aHaJli3y, rpa)iuHOro MOJICJIFOBAHHS OPraHI3alliHUX CTPYKTYD.

Pesynomamu  0ocnidxcenns MOXyTh OyTH BUKOPUCTaHI Ha MPaKTHUII
BITYM3HSHUMU MignpueMcTBamu, 30kpema TOB «bornan JlipT». [Ipencrasnennii y
poOOTI aNrOpUTM OLIHKUA CKJIAJ0BUX OpEHJI-MEHEPKMEHTY Ha 1HHOBAIlIMHUX
3acafax IMANPHEMCTBA JO3BOJISITH 3a0€3MEUYUTH  CTAOLTI3aIii0  E€KOHOMIYHHMX
MOKA3HUKIB, MIABUIIUTA THYYKICTh 1 aJanTHUBHICTh BHYTPIIIHBOTO CEPEIOBUIIA
MIJMPUEMCTBA Ta 3a0€3MEUUTH MPUOYTKOBICTh BiJl EKOHOMIYHOI HisSTHOCTI
MIJIMPUEMCTBA B JJOBTOCTPOKOBOMY TEPIO/II.

Pexomenoauii w000 GUKODUCMAHHA  pe3ylbmamie  pooomu.
3anponoHOBaHi Ta OOTPYHTOBAHI y pOOOTI IIISXU BIOCKOHAJICHHS CUCTEMHU OpEHI-
MEHE/DKMEHTY TiIPHEMCTBA, JTO3BOJIATH 3a0€3MEYUTH PO3BUTKY IiIPHEMCTBA HA
IHHOBAIIIMHUX 3acajlax B yMOBaX HEBU3HAUEHOCTI PUHKOBOTO TIOMHUTY Ta
HeCTaOUILHOTO 30BHIIIHHOTO CEPEOBUIIIA.

Pesynomamu nepesipku modxciusocmeil RpaAKmu4Ho20 GUKOPUCHAHHA
ompumanux pesynomamie. KepiBaunrey TOB «borman Jlipt» mo3BonseTscs
BHUKOPHUCTOBYBATH 3aIlPOIIOHOBAHI MPOIO3UIIii Ta peKOMEH IaIlii JTUTIIIOMHOT poOOTH
IOJI0 BJOCKOHAJIECHHS OpEeHI-MEHEKMEHTY Uil 3a0€3MEYeHHS  PO3BUTKY
M1IPUEMCTBA.

Knrouosi cnoea: Openo-menedscmenm, NpUHYUnU OpPeHO-MEHeOHCMEHMY,
iHcmpymMeHmu OpeHO-MeHe0HceHmy, IHHo8ayii, OpeHo, NPomMuciose nNiONPUEMCMEO,
VNPAGNIHHA OPEeHOOM, OpeHOIHe, BHYMPIUHE cepedosuule, 308HIUHE cepedosuiye,
EeKOHOMIYHA eeKMUBHICMb.



ABSTRACT

The thesis on the subject «Brand management of the enterprise on an
innovative basis (using the case of LLC «Bogdan Elevator»)» contains 75 pages,
5 tables, 7 figures. The list of references has 41 titles.

The goal of the research is research of theoretical foundations and
development of practical measures of brand management on an innovative basis.

The object of research is the brand-management system of the enterprise
on an innovative basis.

The subject of the research is the state of the brand management system of
the LLC «Bogdan Elevatory.

Research methods: systematic approach, grouping method, methods of
economic analysis, graphical modeling of organizational structures.

The results of the research can be used in practice by domestic enterprises,
in particular LLC Bogdan Elevator. The presented algorithm of estimation of
components of brand management on the innovative basis of the enterprise will
allow to stabilize economic indicators, increase flexibility and adaptability of the
internal environment of the enterprise and provide profitability from economic
activity of the enterprise in the long-term period.

Recommendations about the usage and application of the results of
research. The ways of improvement of the brand-management system of the
enterprise, proposed and grounded in the work, will allow to ensure the
development of the enterprise on an innovative basis in conditions of uncertainty of
market demand and unstable external environment.

The verification results of the practical usage of the results of bachelor’s
thesis. The management of LLC Bogdan Elevator is allowed to use the offered
suggestions and recommendations of the thesis to improve brand management to
ensure the development of the enterprise.

Keywords: brand management, brand management principles, brand
management tools, innovation, brand, industrial enterprise, brand management,
branding, internal environment, environment, economic efficiency.



