O Ha3HaYeHHHM PelEeH3eHTOB BbBIMYCKHBIX KBATU(PUKANHOHHBIX PadOT CTYJEHTOB
o0pa3oBareiibHOl  mporpamMmmbl  «MapkeTuHr: nu@poBble  TEXHOJOTMH W
MapKeTHHI0Bble KOMMYHUKAUW» Boiciieii mkoabl 0u3Heca

[TPMKA3BIBAIO:

1. Ha3HauWTh pEIEcH3EHTOB BBIYCKHBIX KBAJIU()HUKAIMOHHBIX pa0OT CTYICHTOB 2
Kypca 00pa3oBaTeIbHONM IPOrPaMMBI MAarUCTPATYPhl K MapKeTHHT: MU(PPOBBIC TEXHOJIOTHHU H
MapKETUHTOBBIE KOMMYHUKAIWK», HampaBieHUs moAroToBku 38.04.02 «MeHemKMEHT,
BeicIieit mkossl Ou3Heca, 04HOM GOpMbI 00YUCHHUS COTIACHO CIUCKY (MPUIIOXKEHUE).

3aMecTUTeh JUPEKTOpa A.O. I'abpwuenos
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Cnucok PE€UEH3CHTOB BbINIYCKHBIX KBaJIH(l)I/IKaHI/IOHHLIX paﬁoT CTYACHTOB

Ne
®.1.0. cryaenra Tema padoThI Ha PyCCKOM fI3bIKE
/11
Bnusinue influence-mMapkeTrHra Ha MpOAaXH KOMITAHUH Ha IPHUMEpPe
1 AzanoBa Codbst AHTOHOBHA HIKOJIbl OHJIalH-(uTHECA #Sekta
Pa3paboTka MapKeTHHIOBOM CTpaTETHH IJIs1 BBIX0Aa KOMIIAHUH
2 AxcenoBa Anekcanapa ropesra Skillfactory Ha HOBBIH CETMEHT PBIHKA
[IpumeHeHne TpaJUIIMOHHBIX (0(QIIAfHOBBIX) MApKETHHIOBBIX
WHCTPYMEHTOB ISl IPOJIBMYKEHUS IM(PPOBBIX KOMIIAHUH B YCIIOBHUSX
3 AnunckrHa Exatepuna AnekceeBHa TpaHc(hOPMAaLIMH POCCHICKOTO PEKIAMHOTO PhIHKA
Pazpabotka cTpaTerun MapKeTHHIOBBIX KOMMYHUKALMHA AJIS1 HOBOT'O
CTM 6penna B chepe 0ptoTH (Ha npumepe komnannu OO0 «YMHBIH
4 ApytionoBa Codbst BragncnaBosHa Wmmopt»
PexoMenaanmy no KOppeKTUPOBKE MapKETUHIOBOW CTPATETHH C LIEIBI0
MIPUBJICUCHHST IKOCUCTEMHBIX M0JIb30BaTenel B cepBuc « THHBEKOP D
5 babenko Anacracusi BiagumuposHa [lytemecTBus»
dopMupoBaHHE OIBITA B3aUMOJAEHCTBUS C OPEHIOM Ha PHIHKE
6 Bapuaesa Eprenus BrnagucnaBoBHa HeaBmknMocTH (Ha npumepe JXKK npemuym-kinacca)
BiusHue KOMMYHHKAIIMOHHOW CTPAaTEIMU Ha KamUTal OpeH1a KOMIIaHUH
7 Bbacapsirnna Anna EBrenneBHa Ha npuMepe “BkycHo - 1 Touka
MapkeTHHroBasi CTpaTerus BEIBOAA Ha PHIHOK HHHOBAILIMOHHOTO
8 baxunys AnnHa DayaproBHa npoaykra MedTech komnanun
OreHka BIHMAHUS BHYTPEHHETO MAapKETHHTa Ha JOSIBHOCTh
9 borpanosa Bukropust Paganesna COTPYJHHKOB (Ha mpuMepe SHnexca)
[oBbiieHe y3HaBaeMOCTH opuauueckoid ¢gupmsl Ha B2B u B2C
10 bonotnna Anacracus IOpbeBHa pBIHKAX
PazpaboTka cTpaTeruu npuBjicdYeHUS MOTPeOUTEIEH KaTEropuu 1o
11 brikoBa AnnHa AHapeeBHa YXOJ1y 32 MOJIOCTBIO pTa
PasBuTHE KOHLIENIMKY MapKETUHTa OTHOILECHUH B (papManeBTHUECKON
12 I"aBpunioBa AHacTtacusi AJIEKCAaHIPOBHA |MHAYCTPHH PELIENTYPHBIX MTPENapaToB
Pa3paboTka pexoMeHaIwii o0 COBEPIIEHCTBOBAHUIO CTPATETUN
13 I'azuzoBa Po3za PycteMoBHa TIPOJIBIDKECHMSI 00YBHOT'O pUTEiIepa
WHCTpyMEHTH yBeTMUSHHUS KOHBEPCUU NPOJaX (U3 JUIa B IEPBYIO
14 I'aneeBa Beponuka PycinanoBHa noe3nKy) nponaykra "Angexc Go s 6uzHeca"
15 I'ogynoBa Anactacus JMutpueBHa MapxeTunrosas ctparerus cepsuca CoepluBectuiinm
@DakTopsl, BIUAIOLINE Ha BEIOOP MapKeTIielica MpeICTaBUTEIIIMU
16 I'opOukoBa AsimHa AHApeeBHA IOKOJIEHUs Z, Ha puMepe SIHnekc Mapket
®axTops! HOPMHUPOBAHNUS JOSITBHOCTH K OpEH]Ty B KATETOPHH MTOCYIBI
17 I'puropsesa Kpuctunaa KOpreBHa Ha POCCUMCKOM pBIHKE
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2 Kypca MarucTpatypsl o0pa3oBare/ibHOIi nporpaMmmsl ''M

TemMa HA aHTJINHCKOM fI3LIKE

Analysis of the Effect of Influence-Marketing on Company's Sales on
the Example of School of Online-Fitness #Sekta

Development of a Marketing Strategy for Company Skillfactory to Enter
a New Market Segment

The use of traditional (offline) marketing tools to promote digital
companies in the context of transformation of the Russian advertising
market

Developing a marketing communications strategy for a new private
brand in the beauty industry (on the example of the Smart Import LLC)

Recommendations for adjusting the marketing strategy of the Tinkoff
Travel service in order to attract users within the ecosystem

Creating Brand Experience on the Real Estate Market (Using the
Example of Premium Housing Complexes)

The impact of brand communication strategy on the brand equity of
companies on the example of “Vkusno — I Tochka"

Marketing strategy for introducing the company's innovative MedTech
product to the market

Assessment of the impact of internal marketing on employee loyalty
(using the example of Yandex)

Increasing law firm visbility in B2B and B2C markets

Oral Care Category Consumer Attraction Strategy Development

Development of the concept of relationship marketing in the
pharmaceutical industry of prescription drugs

Development of recommendations for improving the marketing strategy
of a footwear retailer

Tools to increase sales conversion (from the lead to the first trip) of the
Yandex Go for Business product

Marketing strategy of the SberInvestments service

Factors influencing the choice of marketplace by representatives of
generation Z on the example of Yandex Market

Factors shaping brand loyalty in the cookware category on the Russian
market
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[Tpunoxxenue
K npukasy BIIIb
OT Ne

[apkeTHHI: HU(POBbIE TEXHOJTOTMU U MAPKETHHIOBble KOMMYHHMKAIUK'"

Penensenr

105 (0)

yueHasi cTeneHb, yUeHoe 3BaHue, MeCTO
padoTLI, 3aHUMAaeMas J0JKHOCTDh

I'Bo3neB Burannit

00O "Ctpum", pyKOBOIUTENH OTJENA TPOAAK

ITases1 Mapus Hukonaesna

000 "doxkchopn", pyKoOBOAUTENb OTAETa KOHTECHT-
MapKeTHHTa

CronsipoBa AHHa BsiuecnaBoBHa

00O "HCK", pykoBoauTENb OTAENA MAPKETUHI OBBIX
WCCJIENOBAHNNA AHAJIMTHYECKOTO LIEHTpa

KopobeiinukoBa Anactacus OnerosHa

00O "Owmera baptep", TUpeKTOp PEKIAMHOTO areHTCTBA

Kpon Kcenus AnekcannpoBHa

GPB Invest (AO «I"a3mpom0aHK»), BeyIHil MApKETHHT-
MEHEDKEP 10 TPOIYKTY

CromsipoBa AHHa BsiuecnaBoBHa

00O "HCK", pyKOBOIUTENH OTEIa MAPKETHHTOBBIX
WCCIICIOBAaHUH aHATMTUYECKOTO [IEHTPa

Cepmroukuii Cepreii BsiuecnaBoBuy

00O "beropconos", pyKoBOIUTENb OTJENA MPOAAK

ITuckapera Anekcanapa CepreeBHa

00O «/HHOBaIMOHHAS METUIINHAY, PYKOBOIUTETH
HaIpaBJICHUS MapKETUHTA TUCTAHIIMOHHOTO MOHUTOPHHTA
kommanuu "Coep3oposse”

JlaTpimosa Jlroqmuna CepreeBHa

PAHXwul'C, 3aBenytomas kapeapoil MapKeTHHIa
(akynbTeTa MapKeTHHIa, peKiIaMbl U cepBuca MHcTuTyTa
oTpacneBoro Menepkmenta PAHXul'C

Iepen Cagrypos

Partisans, reHepaabHBIN AUPEKTOP

Banurosa Jlunusa AckapoBHa

MI'Y umenn M.B. JIomoHOCOBA, cTapIInii HAYYHBIH
coTpyaHuK JlabopaTopuy HHCTUTYIIMOHAIBHOIO aHAJIN3a

Jlonatunckas Upuna BnagumuposHa

POV um. I'.B. [lexanosa, noneHT kadeapsl MapKeTHHra

Acanos [laxun [IlamMuns oriel

00O "Pukep BocTok", reHepanbHbIN TUPEKTOP

Jlatunosa JInana MapaToBHa

00O Cuctema [1bO, meHemxep Mo MapKETHHTY

Yansues Brnagucnas CepreeBuu

00O "Anpexc", TpoyKTOBBIM MEHEIKED

MaxapoBa Kcenus JImutprieBHa

I[TAO «BpIMmenkom», 3KCTIEpPT 10 MapKETHHTOBBIM
UCCIIEIOBAHUSIM B JIeTIapTaMEHTe eIMHOTO IIEHTPa
WCCJICJOBAHNN

OpemkoBa Exarepuna AHaToIbEBHA

00O “HoBble 06a4HbIe TEXHOJIOTHH ', BEAYIIHNA JU3aiHEP-
HCCIIEN0BATEID
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Bnusinue BU3yalbHBIX HACHTH(PHUKATOPOB OPEHI0B KOPEUCKOM

18 I'puropstH Mapuam ApTypoBHa KOCMETHKH Ha OTPEOUTENbCKUN BHIOOD
PazpaboTka MapKeTHHIOBO CTpaTeruy BHIBOJA HOBOTO NMPOAYKTA Ha
19 J3ro6enko Anmca BsaeciiaBoBHA peiHOK B2B Ha mpumepe koMmmaann X.
PazpaboTtka pekoMeHganMi 17151 MOBBILICHUS JOSUTBHOCTH
20 Hycmyponosa Kammia KyBonuiOekoBHa |101p30BaTeNCH B CEPBUCE KOPOTKUX BepTUKAIBHBIX BHJeo "VK Kinbr"
OMHHKaHaJIBHBIN TTIOAXO0] B IOCTPOCHNUHU OTHOILEHHUH C TOTPEOUTESIMU
21 Enxnna Anexcanmpa CepreeBHa fashion 6pernoB B Poccun
MapxkeTtunroBsie ”HHOBaMU B popmupoBannn HR-6penna B IT-
22 EcbiMKaHOB ATMiIbXaH CEKTOpE: CTPATETHH, TEXHOJIOTHH U BBI30BBI B COBPEMEHHON 3KOHOMHKE
HccnenoBanne noTpeOUTENECKOrO MOBEACHUS MOJIOABIX JKEHIIUH MIPH
BBIOOpPE 0/1eXkK Bl poccuiickux fashion-OpeHnoB ¢ ydeTrom
23 JKaBoponkoBa Ajekcanapa AHIpPEeBHa |OMHHKaHAJIBHOIO MOAX0/a
OreHka BIHSHUS TOTPEOUTEIHCKOTO OMBITA HA JIOSJILHOCTD KJIMEHTOB Ha
24 Kyxosa Ennsasera CepreeBHa npuMepe cromaronorunueckor KimuHukU SDS Clinic
MapKeTHHTOBBIE PELICHUS IO IPUBJICUYECHHUIO MOJIOOHN KEHCKOMN
25 3aiinenBapr Banepus AnexcanapoBHa ayJIUTOPHUH K OpeH Ty MOJTHOM outdoor oex Il
BrnmsiHne MapKeTHHTOBBIX KOMMYHHKaui Ha iokaszarens CSI B
26 3aiikoBckuii Biagucnas BnaguMupoBud |0aHKOBCKOM CEKTOPE
@DakTOpbl BOCIPHUATHUS IOTPEOUTENIMH KO-OpEHANHTa B MHIAYCTPUH
27 3axapoBa Jlapesi AnekceeBHa MOJIBI Ha TipuMepe Operia o0yBu u akceccyapoB EKONIKA
PaspaboTka cTpaTeruu npuBiIeYeHUs KINEHTOB Ha pbiHKe B2B Ha
28 3emuenkoBa Mpuna CepreeBHa npumepe kommnanuu Wolfspin
ApanTtanys ¥ JOKaJu3auus 3anagHoro Ou3Heca Ha POCCHUICKOM pPBIHKE:
Crapateruu peOpeHANHIA U IEPCIIEKTUBBI B YCIOBHUAX COBPEMEHHBIX
29 Wcmarunos baxtusp Jamuposuy BBI30BOB
HccnenoBanue BIMSHUS PEKOMEHIATEIbHBIX CHCTEM C HUCITIOJIb30BAHUEM
HCKYCCTBEHHOI'O MHTEJIIEKTa HA TOTPEOUTENECKOE OBEACHNE KIIMEHTOB
30 Kaiitykos Poctucias Dnyaprosud POCCUICKHUX MY3BIKaJIbHBIX CTPHMUHIOBBIX CEPBUCOB
Bnusinne ESG vHUIIMaTHB Ha UMHIDK OpEHJIa TEXHOJIOTUIECKUX
31 Kamanernunosa Mapust KoHCTaHTHHOBHA | KOMITAHHIA
Pazpabotka cTpaTerun npoanmkeHres OpeHia Ha MapKeTIieiicax Ha
32 Kaparsyp Anexcannp VBanoBu4 npuMmepe komnannu Groupe SEB
®dakTophl MOTPEOUTENHCKOTO BEIOOPA Ha b2b phIHKE HUPPOBBIX
33 Kaprienko dannn CepreeBuy PEKIIaMHBIX YCIIYT
CrniocoOsl hopMUpPOBaHUS U NPOJBUKEHHUS aCCOPTUMEHTA B KaTETOPHU
34 Kupuitok DneoHopa fast-fashion B poccuiickux mapkermeiicax (Ha npumepe Wildberries)
OrieHka BIHSHUS MHPIIIOCHC MapKeTHHTa Ha TOTPEOUTENbCKOE
35 Kosanenko Mapus FOpreBHa MIOBE/ICHNE ¥ MMPOJAXKH B KATETOPHH MEJIKOW OBITOBOW TEXHUKH
Pazpabotka pekomeHngauuii o cosepiieHcTBoBanmo digital-ctpateruu
Ha OCHOBaHHMHU M3YYEHUS MOJIb30BATEIBCKOTO MOBEICHHS AJIS
36 Koanuerauy Anactacus AekcanapoBHa [osemuproro 6penna NANA
Bnusinue ynpasneHus B3auMOOTHOIIEHUAMU ¢ kineHTamu (CRM) u
HCKYCCTBEHHOTO HHTEIeKTa (Al) Ha MHTETrpUpOBaHHbIE
37 Koctpuna Tareana AnnpeeBHa MapKeTHHroBble KommyHuKaiuu (IMC)
PazpaboTka u peanuzanys MapKeTUHTOBOM CTpaTeruy CalIOHa KPacoOThl
38 Kpuxenu Onen ABpaamoBHa «WAVEy: npusneueHue U yJiep>KaHue IEJIEBIX KINEHTOB
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The influence of visual brand identifiers of Korean cosmetics brands on
consumer choice

Development of marketing strategy for launching a new product in the
B2B market on the example of company X.

Development of Recommendations to Increase User Loyalty in the Short
Vertical Video Service "VK Clips"

Omnichannel approach in developing relationships with consumers of
fashion brands in Russia

Marketing innovations in the formation of an HR brand in the IT sector:
strategies, technologies and challenges in the modern economy

Research of consumer behavior of young women in the omnichannel
shopping journey of Russian fashion brands

Impact Evaluation of Customer Experience on Customer Loyalty on the
Example of the Dental Clinic SDS Clinic

Marketing solutions to attract a young female audience to a brand of
fashionable outdoor clothing

The Impact of Marketing Communications on the CSI Metrics in the
Banking Sector

Factors of consumer perception of co-branding in the fashion industry
on the example of the footwear and accessories brand EKONIKA

Development of the Customer acquisition strategy on B2B market for
the company Wolfspin

Adaptation and Localization of Western Business on the Russian
Market: Rebranding Strategies and Prospects in the face of Modern
Challenges

Exploring the impact of artificial intelligence-based recommendation
systems on consumer behavior in Russian music streaming services

Impact of ESG initiatives on the brand image of technology companies

Development of a brand promotion strategy on marketplaces using the
example of Groupe SEB

Consumer choice factors in the b2b digital advertising services market

Formation boards and commercial promotion of fast fashion range on
the marketplaces of Russia (on the example of the Wildberries)

Evaluating the Impact of Influencer Marketing on Consumer Behavior
and Sales in the Small Home Appliances Category

Development of recommendations for improving the digital-strategy
based on the study of user behavior for the NANA jewelry brand

The impact of Customer Relationship Management (CRM) and
Acrtificial Intelligence (Al) on Integrated Marketing Communications
(IMC)

Development and implementation of the marketing strategy of the
beauty salon "WAVE": attracting and retaining the target customers
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I'punyk Anexcannp IlaBinoBud

OI'AOY BO «MOCKOBCKHIA MTOTUTEXHUIECKHIH
YHUBEpPCHUTET», podeccop kadenps! "Pekiama 1 CBS3H C
00IIIeCTBEHHOCTRIO B METHAWH Ty CTpUHN"

JIucenkos Dnyapa MuxaitnoBuy

AQO "PM Hanotex", renepaibHBIA JTUPEKTOP

YcmanoB AnsOept bopucosud

00O "Onukc", TUPEKTOp 10 MAPKETHHTY

OxankuHa Apuna CepreeBHa

000 «MTC dumxuran», Beayluuil MapKeTHHTOBBIN
AHAJINTUK

AnTtonoB Cepreii MakCHMOBHY

AO "JIaboparopus Kacmepckoro", criennainuct 1o nogoopy
nepcoHaa

CurkeBuy Jlanunn AuapeeBud

PAHXul'C, mnagmmii HayuHslil coTpyaHuk LlenTpa
PETMOHAIBHBIX HCCIICAOBAHUN U YPOAHUCTHKH

TapabanoBckuii Anexcanap AlleKCaHIPOBUY

000 «MenuuuHa», pyKOBOJUTENb OTETa MAPKETUHTA
xoMmmanuu Zabota 2.0

[lepenenkun Huxonait AnexcanapoBuy

POV um. I'.B. [InexanoBa, Zo1eHT KadeIpbl MAPKETHHTA

Banurosa Jlunusa AckapoBHa

MI'Y umenu M.B. JIomoHOCOBa, CTapUINil HAYYHBIH
coTpyaHuK JIabopaTopuy HHCTUTYIIMOHAIBHOIO aHAJIN3a

Katsimesa KOnus BanepreBHa

AO "Mbpnon @i ['pyn”, MeHemkep o cBA3AIM ¢
00IIeCTBEHHOCTHIO M paboTe ¢ aujepaMi MHEHUN OpeHaa
LOVE REPUBLIC

Cononunbia Brianumup Hukonaesuu

OAO "MOCKOBCKHII MEXaHUYECKU 3aBO", TEHEpaIbHBIN
JUPEKTOP

Coxomnsckag Onera

00O "AnmMaHoB ¥ TapTHEPHI", TUPEKTOP KINEHTCKOTO
cepBuca

Kacnapu Poman FOpreBnu

00O "HCTT", nupeKkTop 1Mo MapKeTHHTY B KOMIIAaHUH
HCTT

babwu Bragumup Bragumposny

Bolt Operations, rino6anbHbIH AUPEKTOP MO PUHAHCAM U
OM3HEeC-aHAINTHKE

Anexceenko Anekcanapa CepreeBHa

00O "Ukce 5 Pureiin ['pynn", MeHemxep Mo KOMMEPIUH U
KamraHusM Yrpasieaud CVM, HanpaBieHUs pa3BUTH
HEPETYJSIPHBIX MOKYIOK B ToproBo#i cetn "[Isarépouka”

HosukoBa Csernana CepreeBHa

LAB Industries, MeHexxep no nuppoBoMy MapKETHHTY

3o06nnHa Maprapura PenaroBHa

HIY BIIS (npoektHO-y4eOHast taboparopust «buznec-
MHKyOaTop BhICIIEH IKOJIBI 3KOHOMHUKHNY), Tpodeccop

Anuna AnbdpenosHa JlanT

00O "Uncoc KomkoH", pyKOBOAUTENH TPYIIIBI, OTAEI
PEryJSIpHBIX U CHHIMKATHBHBIX UCCIICHOBAaHUN

Kucenera Banepus JleonugoBHa

UII Kapkosa Anexkcannpa UropeBHa, pyKOBOJUTEND
otnena mapkernara SETTERS EDUCATION

Exarepuna lloroguna

Axunoneproe obmectBo "Tunbkodd bank", mpomyKkToBBIT
MapKeToJIoT

Tyneraes Tumyp AnekceeBud

POV um. I'.B. IlnexanoBa, noueHT Kadeapbl MAPKETHHTa
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39

KynukoBa Exarepuna JImurpreBHa

HepCHGKTI/IBH (l)OpMI/IpOBaHI/Iﬂ JIOSUIBHOCTH K KUTAMCKUM U
OTCUYECTBEHHBIM aBTOMOOHUILHEIM 6peH;[aM Ha pOCCHfICKOM PBIHKC

40

Jlamykos /IMutpuii Banepbesud

AHanu3 0coOeHHOCTEH BO3/IEHCTBUS peKIaMbl Ha roKaszarenb brand
awareness B yCIIOBHSIX PaUKaIbHBIX U3MEHCHUIN Ha COBPEMEHHOM
POCCHUICKOM PEKJIAMHOM PBIHKE Ha MPUMEPE MPOIOBOJILCTBEHHOTO
OpeHpa.

41

JleGeneBa Anactacus CepreeBHa

Pa3paboTka KOMMYHHUKAaIIMOHHOM CTpaTEeTHH I IpoekTa grab-and-go
«Kodemanus.Bez Tarelok»

42

Jleonona Ilonuna AnipeeBHa

[IpuBieyeHre HOBBIX KIIMEHTOB B c(hepe 00JIaUHBIX BUPTYaJIbHBIX
MIPOCTPAHCTB: UCCIICJIOBAHUE TIOBEICHYCCKUX (PaKTOPOB U Pa3paboTKa
pEKOMEHIallMil Ha TpUMEPE KOMIaHUuU X

43

JlymanoBa Anekcannapa BanepreBHa

Kareropuiiaslii MEHE)KMEHT KaK HHCTPYMEHT YIIPABICHHUS
aACCOPTHMEHOM B ceTH X Ha mpumMepe kareropun "Cpeactsa mis
CTUPKH"

44

Jlytues Apocnas FOpbeBuu

MapKeTHHTOBbIE CTPATETHH POCCHICKOTO MAJIOTO U CpeIHero Ou3Heca
cepbl TOPrOBIU B YCIOBUU OTPAaHUYCHUI.

45

MappsaHoBuy bosiHa -

[oBbiuenue 3 PeKTUBHOCTH IPOABHKEHHS areHCTBA HEIBH)KUMOCTH
CMM Investment Group 3a c4eT (QJIbTEepHATUBHBIX) CPEACTB T IKUTAII-
MapKeTHHra

46

Mkxkosu Annna CaMBeIOBHA

HCCHCI{OB&HI/IC MapKCTI/IHFOBBIX I/IHCprMCHTOB ITOBBIIIICHU ST
MOTPEOUTEIHCKOH JTOSIHLHOCTH Ha MPEANPHUITUSX PECTOPAHHOTO
ousHeca

47

Mopo3sosa [lapbs AnapeeBHa

AHanu3 UHCTPYMEHTOB IPOABIKEHUS POCCUMCKUX
BUJICOCTPUMHUHIOBBIX CEPBUCOB, IPOU3BOISAIINX OPUTMHAIbHBIN
KOHTEHT, B YCIIOBUSX OFPAHUYEHUS JOCTYIIa K MUPOBOMY PBIHKY
BUJICOKOHTEHTA

48

Hacynenxuit Anekcanap Cepreesud

PazButne 6pennoB FMCG komnanum B paMKax nepeaaqn On3Heca
POCCHICKOM COOCTBEHHUKY

49

Haxaraksa Anrenuna Haupuesna

praBHeHI/Ie MAapKETUHI'OBBIM IIPOABHUKCHHUEM B KATCTOPUU ACTCKAA
oJiek/1a Ha Mapkeriuieiice Ozon

50

HerecoBa Exarepuna l1BanoBHa

BimsHMEe OMHUKaHATIBHOW CTpAaTeTM KOMIIAHUH Ha TIOBE/ICHHE
norpebureseil (Ha npumepe komnanuu 3o010T1oe S16110K0)

o1

Hukynuna Anexcanapa CepreeBHa

PazpaboTka cTpaTeruu MpUBJICICHHS MOJIOION ayTUTOPUH C TIOMOIITHIO
WHCTPYMEHTOB reiMuuKaniu st uHaHcoBoro yupexaeHus [1AO
CoBkoMOaHK

52

Hosukosa Beponuka HukonaeBna

MapkeTHHroBasi porpaMmma BbIBOJa Ha PhIHOK HHHOBAILIHOHHOTO
MIPOAYKTa B PaMKax PELICHUS 3aJa4H [0 NPEMUYMHU3ALNN KaTerOpuu
cpeacts O6brToBoN Xumun komnannu OO0 «tOuunesep Pycby

53

O6onenckas Anna FOpreBHa

BenHec-3k0HOMUKA: TIEPCIIEKTUBBI PA3BUTHUS U TPSHIbI
MTOTPEOUTEITHCKOTO TTOBEACHUS

54

OptukoB Temyp Xam3a yrinu

BsanmoneiicTBue OpeHAOB U KyJIBTYPHBIX HHCTUTYLIMH B KOHTEKCTE
aKTyaJbHBIX MapPKETHHTOBBIX PELICHNH, HAIIPABICHHBIX Ha YKPEIUICHUE
UMHUJDKA U KIHEHTCKOH JIOSTILHOCTH

55

IlaraeBa DnnmHa AnpGepToBHA

Pa3zpaboTka maHa aumKUTaT MpOABMKEeHIS s cTaprana ElaYaa Ha
TIPEATIOCEBHOM DTaIe

56

Ilennep Cabuna -

HpO)lBI/DKGHI/IC 61—0[{3(6TH01>1 AaBHAKOMIIAHWH B COIMAJIBHBIX CCTAX

57

IlerpoBa Exatepuna BsiueciiaBoBHa

“Pa3paboTka cTpaTernu BeIX01a Ha peIHOK a7 B2B mpomykra AO
"JlabopaTtopus Kacniepckoro”

58

IInnuruna SlHa CepreeBHa

I'moGansHBIEe OpeHIb! HA POCCUHCKOM PBIHKE B HOBOM I'€OMOIUTHYECKON
CUTYalluU: MOJICIM U3MEHEHHUH U OTHOIIEHHE MOTpeOuTeNeH
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Prospects for Loalty Formation Toawards Chinese and Domestic
Automobile Brands in the Russian Market

Analysis of the Impact of Advertising on Brand Awareness in the
Context of Radical Changes in the Modern Russian Advertising Market,
Using the Example of a Food Brand

Development of a Communication Strategy for the Grab-and-Go Project
«Coffemania.Bez Tarelok»

Attracting new customers in the field of cloud virtual spaces:
behavioural research and development of recommendations on the
example of company X

Category management as a tool of managing assortment in the retailer X
on the example of the category "Laundry"

Marketing strategies of Russian small and medium-sized businesses in
the sphere of trade under restrictions.

Increasing the Efficiency of Promotion of the Real Estate Agency SMM
Investment Group through (Alternative) Means of Digital Marketing

Research of marketing tools for increasing consumer loyalty at the
enterprises of the restaurant business

Analysis of tools for promoting Russian video streaming services that
produce original content in conditions of limited access to the global
video content market

Development of the company's FMCG brands as part of the transfer of
business to a Russian owner

Management of Marketing Promotion in the Children’s Clothing
Category on the Ozon Marketplace

The Impact of the Company's Omnichannel Strategy on Consumer
Behavior (Using as an Example the Gold Apple Company)

Developing promotion strategy to attract a young audience using
gamification tools for a financial institution PJSC Sovcombank

Marketing program for an innovative product launch as part of Home
Care category premiumization in Unilever Rus LLC

Wellness Economy: Development Prospects and Consumer Behavior
Trends

Interaction of Brands and Cultural Institutions in the Context of
Relevant Marketing Solutions Aimed at Strengthening the Image and
Customer Loyalty

Digital Promotion Plan Developement for Startup "ElaYaa" on Pre-
Sowing Stage

Promoting a low-cost airline in social networks

“Go-to-market strategy development for Kaspersky Lab's B2B product”

Global brands on the Russian market in a new geopolitical situation:
change models and consumer attitudes
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00O "Hncoc Komkon", pyKOBOIUTEH TPYIIITHI, OTACIT
Amuna Ansdpenosra Jlaat PETYISIPHBIX ¥ CHHINKATHUBHBIX UCCIICIOBAHU

000 «HCK», 3aM. pyKOBOIUTEINS OT/I€1a MAPKETHHTOBBIX

My3ssiko Bagnm AnexcanapoBud WCCIICAOBAHNN AHATUTHICCKOTO IIEHTPA

Sheraton Nizhny Novgorod Kremlin, qupextop otaena
KonuesakoB Apcnan @aputoBud MPOJaX U MApKETHHTa
Tarpsra KoBasleHKO AJleKCaHAPOBHA 00O "4fresh", Branenen mpoayKkTa B KOMIAHUH

LAB Industries, pyKoBogUTEIb OT/ENa KATETOPHHHOTO

ITnuckanoc FOmug I1aBnoBHa MEHeI)KMEHTa

000 "ua®OM", pykoBoauTens otaena "Coruoaorus
Hopmunontosa FOnus AnekceeBHa SKOHOMHYECKOU KYJIbTYpHI"
Jlackoger; Cetnana BukroposHa PAHXul'C, nonenr kadeapsl pernHabHOTO YIIPaBICHUS
Jlesmun Poman JleonnapoBuy RedWings, MapKeTHHT THUPEKTOP

OO0 "HCK", pyKoBOOUTENb OTAENA CTPATETNYECKON
PankeBunu Aprem JleoHnnoBu4 OM3HEC-aHAINTHKA

00O "YepHoronoBka", pyKOBOIUTEb TPYIIILI O paboTe ¢

becenuna Onbra AnaToiapeBHa KJIFOYEBBIMH KJIMEHTaMU KOMITAaHUUU YepHOroyoBka
®dI'BOY BO "POY nwm. I'.B. IInexanosa", moreHT
Prixanuna Onbra BnagumuposHa Kaeapsl MapKeTHHra
Bapamyk Anna KoncrantnnoBHa Néana Jewellery, mapkerosnor
Pri6akoB Brnagumup Biagumuposud 00O JIXK. T. U. Poccus, 6peHa-MeHemKep
JlakomoBa Anacrtacuss MakCcUMOBHaA 00O "Cunrex MeHemkMeHT", OpeHI-MEHEDKEP
000 «MAP KOHCAIJIT», pykoBOIUTENH MPOEKTOB 110
Teepaoxnedosa Mapus Bnagumuposna NOTPEOUTENHCKUM HCCIIEIOBAHUSIM
JlesmH Poman JleonnoBuy RedWings, MapKeTHHT JUPEKTOP
I'enepasbHBIN JUPEKTOP MAPKETUHIOBOTO AU IKUTAI
Bymvun ['puropuit iIMutpresuy areHtcTBa “Be0 J[xenepeiimn ['pynn
00O "Asunakommanwus "[lobena", Begynuii MEHEIKED 110
Konockosa EnnzaBera AHTOHOBHA MapKETUHTY
UymaueHko AHHa AJIEKCaHIpPOBHA AO «Pr16aBIe KOpMay, TUpeKTop o MapKeTUHTy
ITyxtunckas Aana CepreeBHa 000 "MAPC", GpeHa-mMeHemKep
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Onenka 3QQeKTUBHOCTH PUTEHII-MeI1a MHCTPYMEHTOB Ha MIPUMEpe

59 Ionny6nas EnuszaBera EBrenpeBHa Openno komnanuu Groupe SEB
PazpaboTka MapKeTHHIOBOM CTpaTeTruu ISl CTyIUU KPAcOThI
60 ITonoa Exatepuna BsgeciaaBoBHa "BeautyMoon Studio"
PazpaboTka 70pokHOI KapThl pa3BUTHUS peKiaMHol maTdopmer Ozon
61 IToramuyk Kpuctuna JlenncoBHa Ha OCHOBE MCCIIEI0BaHMs TOJIb30BATEIHCKOTO MTOBEACHUS
Pa3zpaboTka pekoMeHIaIui 10 COBEPIICHCTBOBAHHIO
62 Tloraunnckast Hatanesa AHapeeBHa KOMMYHHKAIIMOHHON CTPaTEeTHH JIOKAJTHHOTO OpeHaa X KaTeropun Kakao
CoOcTBeHHBIE TOPTOBbIC MAPKH KOMITAHHUH, BIAJCIOMINX KPYTHEHIIIUMHU
63 IIpapsmas AxHa BragumuposHa MapketiuiericamMu B Poccuu
PazpaboTka pekoMeHIalui 10 MOBBIIEHUIO PE3yJIbTaTUBHOCTH
64 IIpo3opoBa Exarepuna CepreeBna 9KOCHCTEMHOTO Kpocc-ceiuia st ceppuca « Tuapkodd brzaecy
Hudposast Hapy>KHast pekJiaMa KaK HHCTPYMEHT IPOJIBHYKCHUSI:
65 ITpycora Codus KupuiosHa 0COOCHHOCTH HCIIOJIb30BaHUS, CHIIBHBIC M C1a0ble CTOPOHBI
®opmupoBanue JosuibHOCTH Ha B2B2C phiHKax Ha npumMepe
66 PaxmanoBa Mapus JimutpreBHa (hapmanetryeckux npemnaparoB (OTC)
BrnmsiHre TEXHOIOTHI JUIHKATAI-MapKETHHTa Ha IPOABIKEHUE OpeHaa
67 PaukoBa Enena BanepreBHa (Ha mpuMepe KPYMHEUIIINX JIFOKCOBLIX OPEHJIOB).
PazpaboTka pekoMeHIauui o COBEPIICHCTBOBAHUIO JUKUTAII-
68 PoxkoBa Enena AnekcanapoBHa CTpaTeruy NpoJBHKEHUS Ha npuMepe Komnanuu JIlunzmacrep
PazpaboTka pekoMMeHaMH 10 MPOABMKEHHUIO OpEH/Ia Ha OCHOBE
CBSI3M SMOILIMOHAIBHOTO UHTEJUIEKTa OpeH/ia 1 rmokasarejien ero
69 Pomunbina Buktopust BukroposHa 310pOBbsl Ha puMepe Openaa cuapa "Muctep Jluc"
AyTEeHTUYHOCTH OpeH/a Kak (hakTop GopMHUPOBaHUS TOTPEOUTENBCKON
70 Pomenko Exarepuna CepreeBHa JIOSTIBHOCTH HA PIHKE KOCMETHUYECKUX TOBApPOB.
Pa3paboTka MapKeTHHIOBOM CTpaTeTuy AJIsl IPOU3BOIUTENS
OTEYECTBEHHOTO MPOMBIIIIEHHOTO 000PYA0BaHHS ISl BOAOOOPaOOTKH H
71 Py6neBa Enena AnexcanapoBHa BOJ00UHCTKHY Ha mpumMepe kommnanun OO0 "Bomoobpaborka"
Oco6EeHHOCTH PEKJIAMHOTO POJBIKEHHS TOBAPOB allTeYHOTO
ACCOPTHUMEHTA Ha IUIOLIAIKaX MYyJIbTHKAaTErOPUITHBIX CEPBUCOB
72 Pynakosa Mapust MuxaitnoBHa 3JIEKTPOHHON KOMMEPIIUU
AHanmu3 0co0eHHOCTEH MOTPEOUTETHCKOTO BOCIIPUSTHS HOBBIX OPEH/IOB
73 Pycckux Anacracus JiMutpueBHa ras3upoBaHHbIX HanUTKOB PepsiCo B Poccun
AHanu3 pocCUICKOro pPhIHKA JIETKOBBIX aBTOMOOMIIEH Ha MpeaMeT
BO3MOXHOCTEH MHHOBALMOHHOTO Pa3BUTHSI JJIs1 aBTOMOOMIIBHBIX
74 CanmumoB Pacyn Pasmianosud KOMITAHHUH
PexoMenaanmy o COBEpIIEHCTBOBAHUIO MAPKETHHTOBOM CTPATErHH
75 CacdonoB Buranuii Binagumuposuy KoMmmanuu Pam6iiep 1o pazsButHio cepBrca Buneorardopmbl
76 CBupckuil Anekcasap AHApeeBUY Brnmsinue noTpeOuTesCKOro ONbITa Ha JIOSUIBHOCTh IOTpeOnTeNeH
OrneHka NpUMEHEHHsI CTPAaTeruy ""3eN€HbIN OpeH/1" B MapKETHHTOBBIX
77 CemenoBa Bukropus ['puropreBna KOMMYHHKAIAAX cepbl YX0JA0BOH KOCMETHKH
PazpaboTka MapKkeTHHIOBOH cTpaTeruu 00pa30BaTEeILHOTO MPOAYKTa
78 Cupaxosa Jlana oparnmoBHa JUIsL KpEaTUBHBIX HHIYCTPUH
Pa3zpaboTka pexoMeHanwii 1Mo Co3AaHUI0 MapKETUHTOBOW CTPATETHH
79 Crunaenko Aprem JIMutpueBny Mapkeriuierica Wildberries B cermenTe "ToBapoB st peMoHTa"
Pa3paboTka MapKeTHHIOBBIX KOMMYHUKAIIMA OpeH/ia ¢ NCIOIb30BaHHEM
80 CmupHoBa Hatanes OneroHa koHuenwu “lovemarks”
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Evaluating the effectiveness of retail media tools based on the brands of
Groupe SEB company

Marketing strategy development for the beauty studio "Beauty Moon
Studio"

Roadmap development for Ozon advertising platform based on users'
behavior

Development of recommendations for communication strategy
improvement of a local brand X cocoa category

Private labels of companies owning the largest marketplaces in Russia

Development of recommendations for increasing the effectiveness of
ecosystem cross-sell for the "Tinkoff Business" service

Digital outdoor advertising as a promotion tool: usage features,
advantages and disadvantages

Forming loyalty in B2B2C markets using the example of
pharmaceuticals (OTC)

The impact of digital marketing technologies on brand promotion (using
the example of largest luxury brands).

Development of recommendations for improving the digital promotion
strategy on the example of the Linzmaster company

Recomendations for brand promotion based on dependence between
brand's emotional intelligence and its health indicators on the example of
cider brand "Mister Lis"

Brand authenticity as a factor in creating consumer loyalty in the
cosmetics market.

Development of marketing strategy for the manufacturer of domestic
industrial equipment for water treatment and water purification on the
example of the "Vodobrabotka" LLC

Peculiarities of advertising promotion of goods of pharmacy assortment
on the platforms of multicategory e-commerce services

Features Analysis of Consumer Perception of the New PepsiCo' Brands
in Russia

Analysis of the Russian Passenger Car Market in Terms of Innovative
Development Opportunities for Automotive Companies

Recommendations for the improvement of Rambler's marketing strategy
to develop the Video Platform service

An impact of customer experience on customer loyalty

Evaluation of the application of the "green brand" strategy in marketing
communications in the sphere of care cosmetics

Development of a marketing strategy of an educational product for the
creative industries

Development of recommendations for creating a marketing strategy for
the Wildberries marketplace in the "DIY" segment

Development of marketing communications for the brand using the
concept of 'lovemarks'.
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CvupHoBa Mapus MuxaiiioBHa

®OI'BOY "Cankr-Ilerepbyprekuit I'ocymapcTBEHHBIIM
YHusepcuret", 3aBeayonui kaheapoi MapKeTHHTa

KysnenioB Hukuta EBrenneBud

00O Homapu Cuaiisc, ['pynna Actpa, pyKOBOIUTENH
HanpaBJICHNs AaHATUTHKH U UCCIICAOBAHUN

Boponmosa Enena AnekcanapoBHa

3A0 ®eppepo Pyccus, crapmmii OpeHn MeHeKep

Mapuenko CBerinana MuxaiinoBHa

00O "Hectnie Poccus", OpeHI-MEHEKEP TPYIIITBI

Burosckas Exarepuna I'eHHagneBHa

00O "Axenix", crapmmii MEHEIDKED

I'anunen Beesonon Bnagumuposuy

«Uentp Hudposuzanmun Ob6pazoBanus» («MockoBcKas
JIEKTPOHHAs IIKO0JIa»), PyKOBOAUTEH MPOTyKTOBOTO
HaIpaBJIeHUs

CrenankuH Jmutpuii Muxaitnosuy,

000 «HCK»,Benymmuii 3KCTIepT OTAeNIa MapKETUHTOBBIX
HCCIEAOBAHNN AHAIMTUYECKOTO HEHTPA

00O "llItpaymaHH", TUPEKTOP MO MAPKETUHTY U

Uupwes Cepreit AHaTobeBUY perucrpanuu
OI'BOY BO "POY mm.I'.B. [Inexanosa", moueHt kadempsl
IIBeTkoBa AHHa boprcoBHa MapKeTHHTa

Mupomkuna EBrenns BiagumuposHa

00O "AmmMaHOB ¥ apTHEPHL" , PYKOBOIUTEIND
JienapTaMeHTa IIaTHOTO Tpaduka

AnmHa AnsdpenosHa Jlant

00O "HUncoc KomkoH", pyKOBOAUTENb IPYIIIbI, OTAET
PEryJsIpHBIX U CHHIMKATUBHBIX UCCIICAOBAHUN

Anexceenko Anekcanapa CepreeBHa

00O "Ukce 5 Pureitn ['pynn", MeHemxep Mo KOMMEPLUH U
KamraHusM Yrpasienud CVM, HanpaBieHUs pa3BUTHS
HEPETYJSIPHBIX MOKYIOK B ToproBo#i cetn "[Isarépouka”

Bacunbes Iletp Bnagumuposuu

00O "TlonumuiacTuk", TUPEKTOP AeHapTaMeHTa
WH)KEHEPHBIX ITPOEKTOB

Kysun Anexcanap Bnagumuposuy

ITAO "AnTeunas cetb 36,6", reHEepaIbHBIN JUPEKTOP

3onoroBa Ceetiiana HukoiaesHa

ﬂHI[eKC MYSLIKa, PYKOBOAUTECJIb OT/ICJ]Ia MAPKCTUHI'A

Prikanuua Onpra BragumuposHa

®I'BOY BO "POYVY um. I'.B. Ilnexanosa", go1eHT
Kadepbl MapKeTHHTa

Koznosa Wpuna CranucnaBoBHa

000"MAMHIBOKC", npoayKToBbIil MeHeKep

Haymenko Enena FOppeBna

000 «Sunekc.Takcw», pyKOBOAUTEIb BOAUTEIIHCKOTO
MapKETHHTa

Ilerpyxun Hukurta AnexcanapoBud

Jwmxkuran arearctBo Family, kpeatuBHBII TUpeKTOp

OukoBa Haranesa AnexkceeBHa

00O "CBEPOBPA30OBAHME", crapmuii mpotyKTOBBII
MapKeToJIoT

Koznos Muxann Bukroposuu

000 «KEX EKOMMEPL», pykoBoIUTENb CTpaTEruH
Asuto ToBapoB

[IapomoB Anapeit BameHTHHOBHY

HWY BUID, PR aupexrop BIIIb
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81

Cobonesa /lapest KoHcTanTHHOBHA

Peanmaum[ CTPATCTHHU 3CJICHOI'O MAapKCTUHI'a HA OCHOBC CUCTCMbIL
C6aﬂaHCI/IpOBaHHbIX IoKazareleit

82

Cob6oip CBeTiTana AJleKCaHIpPOBHA

Brusiaue GpakTopoB yIOBIETBOPEHHOCTH CEPBUCAMHU POCCHICKIX
M(POBBIX HYKOCHCTEM Ha JIOSITFHOCTh KITHEHTOB

83

Cocuauna lOnus AnynpeeBHa

MapKeTI/IHFOBLIe KOMMYHUKAIUU TPOAYKTOBBIX pHTCﬁJ’ICpOB B
KOHTCKCTC YCTOIZHHBOFO Ppa3BUTUA

84

Cranuyk Codwus -

AKTyallbHbIe HHCTPYMEHTHI POIBUKEHHSI My3€€B COBPEMEHHOTO
HCKYCCTBA CpeIr MOJIOJIEKH: PEKOMEH/IAITUH 110 paboTe C MTOKOJIIEHUEM
Z

85

Crapuenko Banepus MuxatimoBHa

Komnnabopanuu gesireneit n300pa3uTenbHOTO UCKYCCTBA ¢ OpeHIaMH Kak
WHCTPYMEHT YJIY4IICHUS] HMUKa OpeHa (Ha mpuMepe KaTeropun
HAITUTKOB)

86

Cronbosa Auna Onerossa

CoBepIIeHCTBOBaHHE MAPKETHHIOBOM CTPATETHH Pa3BUTHUS
Meaunanpoekra Mail.ru (mpoekt VK).

87

Cronbosa Ennzasera ArekceeBHa

CrpaTteruu ¥ TEXHOJIOTUH CEIeOPUTH MAPKETUHTA B MIOBBIILICHUH
Y3HaBaEMOCTH JIFOKCOBBIX OPEHIOB BO BpeMsl MacIITa0HBIX CIIOPTUBHBIX
MEPONPUITHI

88

Cyxapesa [lonuna KoncrantuaoBHa

Ynpapienue OpeHIaMu B paMKax MPOTyKTOBON KaTerOPUH C LETbIO
yIiepKaHUs TIOTPEOUTEIS IO Mepe B3pOCiIeHus (Ha puMepe OpeH I0B
AXE u Rexona)

89

TanuisikoBa Ekarepuna AnexcanapoBHa

CoBepIeHCTBOBaHNE KOMMYHUKAIIMOHHOM CTPATETuH 1O MPOABHKCHHIO
AKOCHCTEMEI cepBUCOB Juia On3Heca banka BTh

90

TepHseBa AHHa AJleKCaHAPOBHA

TCCTI/IpOBaHI/IC AJIBTCPHATUBHBIX KaHAJIOB KOMMyHI/IKaHI/Iﬁ B YCJIOBUHNHU
OrpaHUuYCHHS ACATEIHHOCTH COIIMANBHBIX CETeH Ha MpUMepe (QpaHIIN3bI
kogeen camoobcnyxkuanus «<CAFEMA TO GO"

91

TumodeeBa Exareprna AnnpeeBHa

AnanTtanys MapKeTHHI'OBOH CTpaTETHH 3aIUTHI JJOJIU PhIHKA OpeH/a
AXE

92

Tperbsikoa Enuzasera EBrensesHa

Anroput™ GOpPMHPOBAHHS WHTETPUPOBAHHBIX KOMMYHUKAIMN OpeH A B
YCIIOBHUSX BHICOKOW KOHKYPEHIMH (OIIBIT MOCKOBCKHX CAJIOHOB KPAaCOTHI
Kareropuu *)

93

TypOenesa Exatepuna FOpbeBHa

OneHka yOBIETBOPEHHOCTH KJIMEHTOB MTPH UCIIOJIB30BaHUH CEPBHCOB
JOCTaBKH NIPOAYKTOB Ha npuMepe komnanuu "CoepMapker"

94

Taronsesa Jlapbs ImutpueBHa

BrnusiHue BUpTyalbHBIX HHQIIIOEHCEPOB HAa BOCTIPHUSITHE OPEHIOB B
WHYCTpHUU OBIOTH U (OIITH

95

YmakoB Kupunn AnekceeBud

Crparerus pocta Ozon fresh Ha peIHKE e-grocery: peKOMEHAAINU 10
noBbiteHnro GMV Ha OCHOBE CyIIECTBYIONIEH KIMEHTCKOM 0a3bl

96

®dapxanosa Madryna AnuniepoBHa

Pa3BuTHe peknaMHBIX CEPBUCOB HA POCCUICKOM PBIHKE OHJIANH -
KHMHOTEATPOB B YCIOBUAX PaJUKaJIbHOTO U3MEHEHHS MEINAPEKIAMHOTO
nasamadTa

97

Ounnuyk Beponnka OnyapaosHa

BrnusiHue crienmnpoekTa Ha pa3BUTHE OpeH/Ia Ha MpuMepe KoMnaHuu X B
Coepmapkere

98

Xapuenko Urops BuranseBny

Pa3paboTrka mapkeTHHrOoBOM cTpaTernu Ha B2B prinke Ha mpumepe
kommnanun "Hedrerank"

99

XobotuinoBa Mpuna CTaHuclIaBOBHA

JononHeHHas peaJbHOCTh KaKk HOBBIM CLIOCOO TOHECEHHS LIEHHOCTH
notpeburento Ha npumepe CTM «A30yka BKyca» komnanuu A30yka
BKycCa

100

Xomskoa Mapust IropeBna

Crparerus npoaBrmxeHus KoMnanuu Ha B2B porake
BBICOKOTEXHOJIIOTUYHBIX MPOYKTOB Ha MPUMEPE TPON3BOIUTENS CUCTEM
00J7a4HOTO BHJIEOHAONIOICHUS

101

Yapuymmunaa AHactacust CepreeBHa

Ponn (baKTopa 9KOJIOTUYHOCTHU TOBApOB OBITOBOI XMMUU B
(l)OpMI/IpOBaHI/II/I CKJIOHHOCTH HOTp€6I/ITeJ'Ief/’I K X HpI/IO6pCTeHI/IIO
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Implementation of a green marketing strategy based on a system of
balanced indicators

The influence of factors of satisfaction with the services of Russian
digital ecosystems on customer loyalty

Marketing Communications of Grocery Retailers in the Context of
Sustainable Development

Contemporary tools for promoting modern art museums among youth:
recommendations for engaging generation Z

Art Collaborations As a Tool For Improving the Brand Image (illustrated
by the example of beverage category)

Improving the marketing strategy of media project Mail.ru (project of
VK).

The Strategies and Technologies of Celebrity Marketing to Increase
Luxury Brands' Awarness During the Major Sporting Events

Brand management within the product category in order to retain
consumers as they grow up (the example of the AXE and Rexona
brands)

Improving the communication strategy to promote the ecosystem of
VTB Bank services for business

Testing of alternative communication channels under the conditions of
limiting the activity of social networks on the example of the franchise
of self-service coffee shops "CAFEMA TO GO"

Adaptation of the AXE brand marketing strategy of the market share
protection

Algorithm for the formation of integrated brand communications in a
highly competitive environment (experience of Moscow category beauty
salons)

Customer Satisfaction Assessment with Grocery Delivery Services using
the Example of SberMarket company

The Influence of Virtual Influencers on Brand Perception in beauty and
fashion industry

Growth Strategy for Ozon Fresh in the E-Grocery Market:
Recommendations for Increasing GMV within Existing Customer Base

Development of Advertising Services in the Russian Streaming Services
Market in the Context of Radical Changes in the Media Advertising
Landscape

The influence of marketing specilal projects: Sbermarket's company X
case

Development of a marketing strategy on B2B market (example of the
company "Neftetank™ )

Augmented reality as a new way to convey value to the consumer using
the example of the private label "Azbuka Vkusa" of the Azbuka Vkusa
company

The Company's Promotion Strategy in the B2B Market of high-tech
products on the Example of a Manufacturer of Cloud Video Surveillance
Systems

The impact of household chemicals' eco-friendliness on consumer
disposition toward buying them
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CenuBanoBa TatesiHa ropeBHa AO «Kerty», 3aMeCTUTENh TUPEKTOPA

ITAO MTC, pykoBoANTENb HAMIPABIEHUS 110 Pa3BUTHIO

Anrtonenko Exatepuna BinagumuporHa Openna
Bropo crparernueckux koMMmyHukanuii Lessmore,
Honros Cepreit CepreeBud PYKOBOJHTENb

Myz3eii uckyccrBa aBanrapjaa (MAI'MA), 3amecTuTelb
I'pomoBa Anacrtacusi BuktopoBHa PYKOBOAMTEIIS 110 CBSA3SM C OOIECTBEHHOCTHIO

MI'Y umenu M.B. JloMmoHOCOBA, JOIIEHT, 3aMECTUTENH
3aBenyrolero kadenpoii o yueObHo padote
KOOPJMHATOP 110 peaTu3aliii HOBOTO yueOHOT0 T1aHa B
Mupaksa Apakcst [ puropesHa OaxamaBpuaTe Mo HanpaBJIeHHIO «MeHEHKMEHT)

ITaBroBa Enena BacunbeBHa 00O "IxxorcoH & JI>KOHCOH", TUPEKTOP MO0 MAPKETHHTY

POV um. I'.B. [Inexanosa, npodeccop kadeapst

Hanuenok Jlapuca AnekcanapoBHa MAapKETHUHIa
AHpnpeeBa Anecs AnekcaHIpoBHA Hair Care, 6pena MeHemkep

OI'BOY "Cankr-IlerepOyprekuii ['ocynapcTBeHHbIH
CmupnoBa Mapus MuxaitnoBHa YHuBepcuret", 3aBeayoniuii Kadeapod MapKeTHHTa

DOI'AOY BO «MOCKOBCKHH MOTUTEXHUIECKUI
YHHBEpPCUTET», TIpodeccop kadenps! "Peknama u cBs3u ¢
I'puniyk Anexcauap IlaBaoBuua 00IIIECTBEHHOCTRHIO B MEAUANHAYCTPUN"

puity p YCTp

Kurynesa Hanexma AnekcanapoBHa 00O "Ywmnsiii Puteiin", crapmmii OpeHI MEHEKED

MI'Y numenu M.B. JlomoHocosa (JlabopaTopus
MHCTHTYIIHOHAJIBHOTO aHAJIN3a), CTAPIIUIA HAyIHBIH

Banurosa Jlunusa AckapoBHa COTPYAHUK
UyxnoBa Enena MuxaliioBHa AQ «batiepy, cTapmuii MEHEDKEp OT/AeNIa MapKEeTHHTa
EA Team Agency, pyKOBOJIUTEINb OT/e)Ia WH(ITFOSHC
Kpasen Banepus IOpseBna MapKeTHHIa
Axumnonepnoe obmiectBo "Tunbkodd bank",
Kapnymua Muxann ['ennanueBnd PYKOBOAMTENH OT/IE€TIa MAPKETHHTa

000 «HCK», Bemgymmii s5KcrepT OTAeNa CTPaTerHuecKoi
Tpounkuit Bnagumup Baaumosuu OM3HEC-aHAIUTHKA

ITAO "Co6epbank", pyKOBOIUTEIH TPYIITHI aHATUTHKH
Meitnax Jappa PomaHoBHa TPOJYKTA

Anncumos Cepreii ['puropseBuy 00O «TonpATTH-IAHCY , TUPEKTOP

000 "TIMK-®APMA", mupeKTop 1Mo MapKeTUHTY H
Kpusos Aprém BukToposuu poAaxxaM

I[TAO "BeimnienkoM", BeIymui MEHEIKEp MO

KapanTaesa Mapus [ImurpueBHa MPOJYKTOBOMY MapKETHUHTY
00O "ua®@OM", ympaBISIOMHNA TUPEKTOP AeTapTaMEeHTa
Cenpix Exarepruna AnexcaHapoBHA cbopa JaHHBIX
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Konna60pau1/n/1 6pCHI[OBI MAapKCTHUHI'OBBIC PCIICHHUA, MCTPUKU

102 [YepBorkuna Kpuctuna EBrenpeBHa 3¢ (EKTHBHOCTH.

OMOLMOHANBHAS COCTABJIIONIAs MYJIbTUIIIAT(HOPMEHHOTO
103 |Yepesosa Banepus AnekcaHapoBHa TIPOIBIDKCHMSI IMIHOTO OpeHaa HHQIIFOSHCEpa

CoBepiieHCTBOBaHHE MapKeTHHTOBoM cTparterun kommnannu VK Tech
104 [YepecoBa Anéna Uropesna Ha pbiHKe KazaxcTtana
105 |YepusimieB Marseii MiBanoBuy @DakTOpbl HEHHOCTHOIO NMPEJIOKEHUS Ha PhIHKE e-grocery B Poccun
106 [Hlab6anoB I'ypban AneckepoBuy IIponemxenue O6penaa Lay's nHa OZON

Pa3paboTka pexkoMEeHIAIHi TT0 YITYYIIIeHHIO BOCIIPHATHS
I0JIb30BaTEIIMA KOMMYHUKAIIMK OpeHia B m-commerce KaHaje
107 [Illamamora Anactacus FOpbeBHa puTeiinepa

PazpaboTtka pekoMeHgaNi 10 MPUBJICUYECHUIO KITUCHTOB B
HedTerazoxumuieckoit orpaciau B cermedT "ABC-mmactux" ans OO0

108 |lllemuronona JImana BsiuecimaBoBHA "CUBYP"

109 |llnaxwura Hagexnga AnexcanapoBHa Oco0eHHOCTH TUKATAT MapKETHHTA B cTpaHax AQpHUKH

110 [HInarma Anexcanap CepreeBud Mapxketunrosble crpateruu NFT-mapkernieiicoB
H3meneHne moTpeOUTEeNbCKUX MPEANIOYTEHHI B YCIOBHAX

111 |Onensbaym Jlnana ['eoprueBna Tparchopmanuu poccuiickoro fashion-peraka

Pa3paboTka pekoMeHIaluii 1o MPOBUKCHUI0O MOOUIBLHOTO
MpUIOKEHUs «SHaeKe — ¢ AJHCOi» ¢ Y4ETOM BBISBICHHBIX ()aKTOPOB
112 [OpkenoBa Annna KemanoBHa WCTOJIb30BaHMs reHepaTuBHON Mojenu «YandexGPTy

ApXeTUNHYECKUI NOAX0/ B IOCTPOCHUH KOMMYHHUKAIUOHHOU
m1aT(OpMBI IMYHOTO OpeHa B CONMATBHBIX Meaua (Ha mpuMepe 0JI0ToB

113 |FOpoBa Maprapura lUropesna 110 MAPKETHHTY)
KoppekTupoBka cTparernu npoJIBUKeHUs MpoAyKiun kommanuu De La
114  |FOmxosa [lapps MuxaiigoBHa Sierra Ha peinke B2C B Poccun

Tpauchopmarus TOTPeOUTENHCKOTO BEIOOpA MOJIOIBIX TIOTpEeOUTENeH
JIIOKCOBBIX OPEH/IOB I0]] BIMSTHUEM KOMMYHUKAIIUH O BaKHOCTH
115 |fxoBneBa EnmzaBera MuxaiioBHa YCTOMYUBOTO Pa3BUTHUS

[Moxxon “B3znom pocra” (Growth Hacking) B opranusaiiyu MapKeTHHTa
116 |Aubpmmba Exatepuna AsiekceeBHa KoMmaHuu TUHBKOGD G

MexaHu3Mbl IPOABIKEHHUS aBTOPCKUX (PUTHEC-TIPOEKTOB B PAMKAX
117 [ScueBa Exatepuna AHgpeeBHa pBIHKA CIIOPTUBHOI'O MapKETHHIa
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Brand Collaborations: Marketing Solutions and
Performance&nbsp;Metrics.

The emotional component of multi-platform promotion of an
influencer’s personal brand

Improving of Marketing Strategy of VK Tech in the Kazakhstan Market

Value Proposition Factors in the Russian E-grocery Market

Promotion of Lay's brand on OZON

Development of recommendations to improve users' perception of brand
communications in the retailer's m-commerce channel

Development of recommendations for attracting customers in the
petrochemical industry to the ABS-plastic segment for SIBUR LLC

Peculiarities of Digital Marketing in Africa

Marketing strategies of NFT marketplaces

Changing consumer preferences in the context of the transformation of
the Russian fashion market

Development of Recommendations for Promotion of the «Yandex — with
Alice» Mobile App in Consideration of the Identified Factors of Using
the «YandexGPT» Generative Model

Archetypal approach in building a personal brand communication
platform in social media (on the example of marketing blogs)

Adjustment of the Promotion Strategy of De La Sierra Products on the
B2C Market in Russia

Transformation of the consumer choice of young consumers of luxury
brands under the influence of communication about the importance of
sustainable development

Growth Hacking approach in Tinkoff's marketing organization

Mechanisms for promoting author's fitness projects in the sports
marketing market
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POV um. I'.B. Ilnexanosa, qoueHT Kadeapbl peKaMbl,

Kyrtoeipkuna Jlroqmuia BiaauciaBoBHa CBsI3€l C OOIECTBEHHOCTRIO U IM3aiiHa
[TanikoBa HaTtanes AnekcanapoBHa 000 "Kocmoc-4", perakTop KOHTEHT-ITPOEKTOB
Apwucrapxosa Cpernana JIeoHnmoBHA VK Tech, Bemymuii MeHemkep M0 MapKETHHTY

00O "YMHOE IPOCTPaHCTBO", pyKOBOJUTEH OTIETa
Hexpacos Imutpuii ropesuu KIIMEHTCKOW aHAJIIMTUKU samokat.tech
HWcaiixknna Hatambs 00O "AnMaHOB ¥ MAPTHEPHI'", TUPEKTOP 110 MAPKETHHTY
Kuctkuna Mpuna AnekcanapoBHa 000 «Manmutus PYCy, pykoBogUTENb MeIUATPYyIIbI

®OI'BOY BO "POYVY um. I'.B. Ilinexanosa", g01eHT
Prikanunaa Onbra BiaaguMupoBHa kadeapsl MapKeTHHIa

00O "AmmaHOB ¥ TapTHEPHI", CTApILIUI AaHATUTUK

CymkoB Hukunra AnexkceeBnd nenapramenTa ORM u pexsiaMbl B COLICETAX

Rarible Inc., coyupenuTens u pyKOBOIUTEIH 110
CanpHukoB Anekcanap CBSITOCIaBOBUY CTpPaTErn4eCcKOMY pa3BUTHUIO
Tumoxwuna ["anuaa CepreeBHa POY uwm. I'.B. IlnexaHoBa, A01EHT Kadeapbl MAPKETHHTaA

00O «ngeke», pyKOBOIUTENb TPYMIIbI

KymakoBa AnHa BacunbeBHa MeJUaIIaHUPOBaHUs
Kob6una Hegexna IOpneBHa 000 "Kocmoc-4", reHepanbHbIil TUPEKTOP

I'pynna xkomnannii "KPUODPOCT", pykoBoauTens oTaena
I'myxoBckux Ceprei AnekcanIpoBHY MapKeTHHIa

POV um. I".B. [InexanoBa, IOIEHT KaeIpbl pEKIaMbl,
Kytsipkuna Jlogmumna BnannciaBoBHa CBsi3ell ¢ OOIIECTBEHHOCTRIO U IM3aifHa

00O "O30H TexHOJOTUH", pyKOBOAUTEND MOATPYIIIIEI
Hagswuranus, MapkeTHHTOBbIe HHCTPYMEHTHI, [lonck u
laitoyn Aupapeit BacunbeBny pPEKOMEHIalluu

ITAO "Co6epbank", pyKOBOIUTENH TPYIINHI aHATUTHKH
IIPOJIYKTA, UCIIOJHUTENBHBIA JUPEKTOP Y IIPaBICHUS

MaprteiaiieBa Banepust AnekcanapoBHa CIIOHCOPCTBA U COObITHITHBIX MTpoekTOB CHEP
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Azanosa Codnss AHTOHOBHA

AsaHoBa Codbsa AHTOHOBHaA

AxceHoBa Aekcanapa

AKceHoBa AnekcaHapa

Hropesna NropesHa

AnnckuHa Exatepunra AHUCKMHA EKaTepuHa
AllekceeBHa AnekceeBHa
ApyTtionoBa Cobs ApyTioHoBa Codba
BrnagucnaBoBHa BnaaucnasoBHa
baGenko AHacTtacus babeHKo AHacTacus
BiramumuporHa BnaanmmnpoBsHa
bapniaeBa EBrenus bapuaesa EsreHua
BrnagucnaBoBHa BnaancnasoBHa

bacapeirnna Auna EBrenneBHa

bacapbirmHa AHHa EBreHbeBHa

Bbaxunys Annna DxyapnoBHa

baxmays AnvHa DayapaoBHa

bornmanosa Bukropus
PananeBHa

boragaHosa Buktopua
PapanesHa

Bbonoruna Anacracus FOpbeBHa

bonotnHa AHactacua KOpbeBHa

brikoBa AnvHa AHOpeeBHA

bbikoBa AnvHa AHApeeBHa

l'aBpunioBa AHacracus
AJekcaHpoBHa

MaBpunosa AHactacusa
AnekcaHapoBHa

I'azusoBa Po3a PycreMoBHa

la3mn3oBa Po3a PyctemoBHa

l'aneeBa Beponuka PycnanoBHa

laneeBa BepoHuKa PycnaHOBHa

l'onynosa Anacracust
JAMutpueBHa

F'ogyHoBa AHacTacua
I_LI,I\AMTpmeBHa

I'opbukoBa AnnHa AHZIpeeBHa

fop6buKkosa AnnHa AHApeeBHa

I'puropeeBa Kpuctuna
IOpreBHa

lpuropbesa KpuctunHa
KOpbeBHa

['puropsn Mapuam AptypoBHa

puropaH Mapmnam ApTypoOBHa

J3r00enko Amnuca

[3to0b6eHKko Anuca

BsiuecnaBoBHa BAyecnasoBHa
Hycmyponosa Kamuna Oycmyponosa Kamuna
KyBonumbexkoBHa KyBoHMIL6EeKOBHa

Enxuna Anexcanapa CepreesHa

EnknHa AnekcaHgpa CepreesHa

EcpiMkaHOB AquibXxad

EcbimKaHOB AgunnbxaH

KaBoponkoBa AnekcaHapa
AHnzpeeBHa

KaBopoHKoBa AneKkcaHapa
AHApeeBHa

Kyxosa Ennszaera CepreeBHa

"MykoBa Ennsaserta CepreesHa

3aiinenBapr Banepus

3aliaeHBapr Banepus

AnekcaHapoBHA AnekcaHapoBHa
3aiikoBckuii Bnagucias 3alikoBCKuUit Bnagucnas
Bragumuposuy Bnragnmuposuy

3axaposa Jlapbs AnekceeBHa

3axaposa [Japbsa AnekceesBHa

3emueHkoBa Mpuna CepreeBHa

3emuyeHKoBa MpuHa CepreesHa

Wcmarunos baxtusip

Ucmarnnos baxtuap

JamupoBuu |Jamuposuy
Kaiityxos Poctucnas KaiiTykos PocTtucnas
DyapI0BUY SayapaoBsuy
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Kamanernunosa Mapust
KoncTanTHHOBHA

KamanetamHosa Mapwua
KOHCTaHTWMHOBHa

Kaparsiyp Anekcannp MBaHoBu4

Kaparayp Anekcanap MeaHoBuY

Kaprieako [lanun CepreeBud

KapneHko JaHun Cepreesmny

Kupwuirox Dneonopa

Kvpuntok dneoHopa

Koameako Mapwus FOpreBHa

KosaneHko Mapwua OpbeBHa

KoBanuBany AHacracus
AJekcaHapoBHa

KoBanusHWY AHactacuma
AnekcaHapoBHa

Koctpuna Tateana AuapeeBHa

Koctpuua TatbAHa AHApPEeeBHa

Kpuxenn Dnen ABpaaMoBHA

Kpunxenn dneH ABpaamoBHa

Kynukosa Exarepuna
JmMutpreBHa

Kynukosa EkatepuHa
I_LI,N\MTpmeBHa

Jlamykos JIMutpuii BaneposeBuu

Nawykos Amutpuin Banepbesny

JlebeneBa Anacracus CepreeBHa

Nebepnesa AHacTacus
CepreesHa

Jleonona Ilonuna AnapeeBHa

JleoHoBsa MNonnHa AHApeeBHa

JIynanosa Anekcanapa
BanepreBHa

JlynaHoBa AneKkcaHgpa
BasnepbeBHa

Jlytues Apocnas KOpbepuu

Jlytues Apocnas KOpbeBmny

MappsiHoBuY bosiHa -

MapbaHoBuY bosaHa -

MkosH Amnaa CaMBenoBHaA

MkosaH AnnHa CamBesioBHa

Mopo3zoBa dapsst AnapeeBHa

Mopososa Japba AHApeeBHa

Hacyneuxuii Anexcannp

Hacyneuknin AnekcaHgp

CepreeBuu Cepreesuy
Haxaraksa AxrennHa HaxaTaksH AHrennHa
Haupuena HanpunesHa

HerecoBa Exarepuna llBaHoBHa

HeTtecoBa EkaTepuHa MBaHOBHa

Hukynuna Anexcangpa

HukynunHa AnekcaHgpa

CepreesHa CepreesHa
Hosukosa Beponunka Hosukosa BepoHuka
HukonaesHa HukonaesHa

Ob6oneHckast AnHa KOpbreBHa

O6oneHckan AHHa KOpbeBHa

OptukoB Temyp Xam3a yriau

OpTtnkoB Temyp Xamsa yrnm

Ilaraesa DynHa Anp0epToBHA

Maraesa dnnmMHa AnbbepToBHa

Ilennep CabuHa -

MNeHHep CabuHa -

[lerpoBa Exarepuna
BsiuecaBoBHa

MNeTtposa EkaTtepuHa
BAyecnaBoBHa

[Innuruna SlHa CepreeBHa

MuHurnHa AHa CepreeBHa

[MonmyOnas EnuzaBera

MNopnybHas EnnsaseTa

EBrenneBHa EBreHbeBHa
Ilonosa ExaTepuna Monosa EkaTepuHa
BsiueciiaBoBHA BsuyecnaBoBHa

ITotamuyk Kpuctuna JlenncoBHa

Notanyyk KpuctnHa JeHucosHa

IMToraunuckaga Hatanbs
AHJpeeBHa

MoTauymHcKas HaTtanbA
AHAapeeBHa
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MpaBawan AHHa

IIpaBsimas AuHa BnagumupoBHa]BaagumuposHa
ITpozopoBa ExkaTepuna MNpo3opoBsa EkaTepumHa
CepreeBHa CepreesHa

[Ipycosa Codusa Kupunopna

Mpycoea Copua KnpunnosHa

PaxmanoBa Mapust JIMmutprieBHa

PaxmaHosa Mapus
I_LI,N\MTpMEBHa

PauxoBa Enena BanepreBHa

PaukoBa EneHa BanepbeBHa

PoxxkoBa Enena AnekcaHapoBHa

PorkkoBa EneHa
AnekcaHapoBHa

Pomunipina Bukropust
BuktopoBHa

PomunubiHa BukTopua
BMKTOpPOBHA

Pomenko Exarepuna CepreeBHa

PoweHko EkaTepuHa
CepreeBHa

Pybnesa Enena AnexcanapoBHa

Pybnesa EneHa AnekcaHapoBHa

PynakoBa Mapus MuxaiinoBHa

Pynakosa Mapua MunxannosHa

Pycckux Anacracus
JAMutpueBHa

Pycckux AHacTtacma
I_LI,I\AMTpmeBHa

CanumoB Pacyn PaBmianoBuu

Cannmos Pacyn PasliaHoBMY

Cacdono Buranmii

CadoHoB Butanui

Biagumuposuu Bnagumuposuy
CBupckuil Anekcanap CBupcKMN AnekcaHap
AHJpeeBHY AHapeeBuy
CemenoBa Buxropus CemeHoBa Bukropus
I'puropreBHa lpuropbesHa

CupnaxoBa /lana MGparnmoBHa

Cupakosa JaHa MbparnmoBsHa

Cnunuenko Aprem JIMutpreBnd

CannyeHko Aptem Imutpmesny

CmupnoBa Hatanes OserosHa

CmupHoBa Hatanba OnerosHa

Co0Gonesa dapbs
KoHcTaHTHHOBHA

Cobonesa [apbs
KOHCTaHTUHOBHaA

Co6oib Csetiiana

Cobonb CBeTnaHa

AJekcaHpoBHa AnekcaHApoBHa
Cocuuna IOnmust AHpeeBHa CocHuHa t0nmna AHgpeesHa
Cranuyk Codus - CraHyyk Codumsa -

Crapuenko Banepus
MuxaiinoBHa

CrapueHko Banepus
MwuxannoBHa

CronooBa Auna OierosHa

Cronbosa AHHa OnerosHa

Cronoosa Enuzasera

CtonboBa Ennsaseta

AnekceeBHa AnekceeBHa
Cyxapesa [lonuna Cyxapesa MonunHa
KoncrantnHoBHA KoHcTaHTMHOBHA

TamuteixkoBa Exarepuna

TawnbikoBa EkaTepuHa

AnekcaHapoBHa AnekcaHapoBHa
TepHAaeBa AHHaA
Tepusea AHHa AnekcaHapoBHa |ANeKcaHapoBHa
Tumodeesa Exarepuna Tumodeesa EkaTepuHa
AmnnpeeBHa AHAapeeBHa
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TpetbsikoBa Enuzasera

TpeTbAkoBa Ennsaseta

EBrenneBHa EBreHbeBHa
TypbeHeBa EKkaTepuHa
Typ6eneBa Exarepuna FOpreBHa|lOpbeBHa

Tsronsesa Jlapbs JImutpueBHa

Taronaesa dapba AmutpresHa

YmakoB Kuprmr AnekceeBud

Ywakos Knpuan Anekceesmy

dapxanoBa MadryHna dapxagosa MadTyHa
AnuniepoBHa AnunwepoBHa
Oununuyk Beponuka ®dununnuyk BepoHuka
OnyapaoBHa dpayapAoBHa

Xapuenko Urops ButaaneBuy

XapyeHko Nropb Butanbesmy

Xob6otunora Mpuna
CranunciaBoBHa

XoboTtunosa NpurHa
CTaHucnaBoOBHa

XowmsikoBa Mapust UropeBHa

Xomakosa Mapua UropesHa

YapuymmHa AHacTacus

YapHywmrHa AHacTacumaA

CepreeBHa CepreeBHa
UepsotkuHa Kpuctuna YepBoTKMHa KpuctnHa
EBrenneBHa EsreHbeBHa

Uepeszosa Banepus Yepesoa Banepus
AnexcaHapoBHA AneKkcaHapOBHa

Uepecora Anéna UropesHa

Yepecosa AnéHa NropesHa

UepnbiieB MaTsell MIBanoBUY

YepHbiwes MaTtseli MiBaHOBKY

[[Ta6anoB ['ypban AmeckepoBuy

LWabaHoB N'ypbaH AneckepoBuy

Lamanosa AHacTacua

[ITamanoBa Anacracus FOpbeBHa|lOpbeBHa
[llemuronosa Jluana LWemuroHosa AnaHa
BsiuecnaBoBHa BayecnaBoBHa
Insxuaa Hamexna WnaxuHa Hapexaa
AnekcaHpoBHA AnekcaHApoBHa

Inarna Anekcanap CepreeBud

WnarnH AnekcaHap Cepreesmy

Onenvbaym Jlnana ['eopruesna

dnenbbaym finaHa NeopruesHa

OpkeHoBa AnnHa KemanoBHa

DpKeHoBa AnnHa KemanoBHa

IOpoBa Maprapura Uropesna

KOposa Mapraputa NropesHa

IOmkoBa Jlapsst MuxaitsioBHa

HOwkoea dapba MunxannosHa

SIkoBneBa Ennsasera
MuxainoBHa

AxkoBneBa EnnszaseTta
MwuxalinoBHa

SAnsmnHa Exatepuna
AnekceeBHa

AHbWKWHA EKaTepuHa
AnekceeBHa

ScueBa Exarepuna AnipeeBHa

fAcHeBa EkaTepunHa AHapeeBHa
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