YIPAaBIATh OTXOAAMM CTPOUTENIBCTBA U AEMOHTAXa, pa3AessiTh MaTepHallbl Uil UX IIOBTOPHOTO HC-
M0JIb30BaHUS WM NepepadOTKHU. DTO IOMOTAaeT CHU3UTh HAarpy3Ky Ha CBAJIKU U SKOHOMHTb IPUPO/I-
HBIE PECYPCHI.

Pa3BuTHe 3KO0NIOrMYECKOl YCTOWYMBOCTH CTPOUTENBHOM MNPOMYKIUU TpeOyeT MOBBILICHUS
OCBEJIOMJICGHHOCTH M 3HAaHUH B 3TOH 001acTu. PAOOTHUKH B CTPOUTENBCTBE JOJKHBI OBITH O0YUEHBI
C Y4E€TOM IPUHLHUIIOB 3KOJIOTUYECKON YCTOMYMBOCTH, IPUMEHEHHUS HKOJIOTUYECKH YHUCTBIX TEXHO-
noruit 1 MmetogoB. OOGpa3oBaTebHbIE IPOTrPAMMBbI U CEMUHAPBI 10 SKOJIOTHU U YCTOHYHUBOMY CTPO-
UTEJbCTBY IIOMOTAIOT MOBBICUTHh KBAIU(UKAIMIO CIIEHUAINCTOB U PACIPOCTPAHUTh 3HAHUS B 3TOU
o0nacTu.

DT crnocoObl ABJISIOTCS JUIIb HEKOTOPHIMU U3 BO3MOXKHBIX MOIXO0B K MOBBIIICHHIO KOHKY-
PEHTOCIIOCOOHOCTH MPOAYKIIMY HAa CTPOUTENIBHOM NpeAnpusiTuu. KoHKpeTHbIE METO/IbI U CTPATETUH
MOTYT Pa3Inyarbcs B 3aBUCUMOCTH OT IIeJiel U XapaKTepUCTHK mpeanpusatus. Baxxxno pazpadorars
WHJIMBUIyaJIbHBIN T1JIaH JACUCTBUMN, YUYUTHIBAIOIIUNA 0COOCHHOCTH KOHKPETHOM CUTYalluu U PbIHKA.
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RECOMMENDATIONS FOR THE PROMOTION OF BATHING
PRODUCTS OF MARK FORMELLE LLC IN INSTAGRAM

M.A. Rovnejko

Brest State Technical University
Republic of Belarus, Brest, st. Moskovskaya, 267
0101margarita@mail.ru

The article discusses the project developed by the author to promote the products of «Mark
Formelley in Instagram in the framework of improving the product policy of this business entity.
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PEKOMEHJIAIIVMH IO ITPOJIBUKEHUIO KYIIAJIBHOM
MMPOAYKIMNHU OO0 "MARK FORMELLE" B INSTAGRAM

M.A. PoBHETKO

BpecTckuii rocy1apcTBEHHbIA TEXHUUECKU YHUBEPCUTET
Pecny6nuka benapycs, . Bpecr, yin. MockoBckas, 267
0101margarita@mail.ru

B cmamve paccmampusaemcs pazpabomanmubviil a8MopoM NPOeKm NPOoOSUNHCEHU NPOOYKYUU
00O «Mark Formelley» 6 Instagram 6 pamkax cogepuiencmeosanus moeapHo NOAUMUKYU 0AHHO20
CyOvLeKma x035UCmME06aHUsL.

Knrouesvie cnosa: unHHOBAYUOHHBLIL MAPKeMuUHe, NPOOsudICeHUe NPOOYKYUL, mosapHas noau-
MUKa, NOGbIULEHUE KOHKYPEHNMOCNOCOOHOCIU, PeKIaMubLL sudeoponuk, bannep, Mark Formelle.

In modern society, women's swimwear is a marketing tool for promoting the image of an ideal
body, which is now very popular among a wide target audience. In view of the relevance of this
subject of consumer demand, the author has developed a project to promote the products of "Mark
Formelle™.

The purpose of the developments is to improve the product policy of "Mark Formelle” in or-
der to increase the competitiveness of the enterprise, leading to an increase in the level of sales and,
as a result, to social and economic efficiency.

The object of the study is "Mark Formelle" (a group of companies, one of the leading Belarus-
ian manufacturers of women's, men's and children's underwear and knitwear, including swimwear).

The project for promoting the products of "Mark Formelle™ (women's swimwear) consists of
several points: creating a promotional video; creation of a banner; making changes to the profile of
"Mark Formelle” in Instagram; making adjustments to the official website of Mark Formelle.

Consider proposals for making changes to the profile of "Mark Formelle™ in Instagram.

When examining the profile, the author noticed that in the "Actual” section in the profile of
"Mark Formelle™ on Instagram there is no "swimwear" subsection [1].

On Fig. 1 shows the subsection "swimwear" developed by the author with the icon of a girl
sitting in a bathing suit against the background of the sea:

Fig. 1. "Mark Formelle" Instagram account after adding the "swimwear" subsection
Source: author's development
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The next suggestion is to post up-to-date posts, as well as "carousels™ of pictures with images
of new models of swimwear, since at the moment there are no posts about swimwear in the profile
of "Mark Formelle" on Instagram (Fig. 2):

Fig. 2. Instagram account of "Mark Formelle" after adding a “carousel™ of photos of the new model
Source: author's development

It should be noted that modern consumers are interested not only in the swimsuits themselves,
but also in other items of clothing that could successfully complement the beach look. The tunic is
the most relevant element of complementing a bathing suit. To this end, the author proposed to in-
troduce this product into the range of bathing products of the "Mark Formelle™ enterprise. This will
attract a much larger number of potential consumers and increase sales and profits of the enterprise.

If the company decides to introduce beach tunics into its range, then this must be reflected in
the Instagram profile and publish the corresponding carousel of photos depicting tunic models. The
described "carousel” can be presented in such a form as in Fig. 3:

BVF IMInfamaud SO nouwosaor 6 786 nasron
—-—./ Mark Formede / Magx Scgantn
nhaw

markformede by catalog themichinamy novnki

Fig. 3. Instagram account of "Mark Formelle" after adding a “carousel™ with a tunic model
Source: author's development
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It would be rational to place a bright post with a marine theme. Suggested text: "Are you
ready for the summer yet?.." The personification trigger was used as an effective psychological
technique. The color scheme is made taking into account the rules of sensory marketing. The picture
for an Instagram post looks like this (Fig. 4):

Fig. 4. Picture for the post in the account of "Mark Formelle™ in Instagram
Source: author's development

This is how the "Mark Formelle™ account on Instagram will look like after all the proposed
changes (Fig. 5):

Fig. 5. Instagram account of "Mark Formelle™ after all proposed changes
Source: author's development

It will be useful and rational to use hashtags under posts, which simplifies the search for in-
formation: #mapkdopmens_KynalbHUKH, #MF_xymaabHHUKH, #MF_cobupaemcssHamope,
#MF_roroBumcsaxiery, #MF_kynansHukuHoBUHKH, #MF_akTyanbHbIeKyNalbHUKH.

Conclusion. The recommendations developed by the author for promoting the women's
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swimwear of "Mark Formelle" will lead to the following positive effect: the speed and ease of find-
ing information about new products and collections of swimwear on the company's website; provid-
ing the consumer with the possibility of a detailed choice of the best swimsuit model; increasing the
volume of the target audience by expanding the range of bathing products due to the beach tunic;
the possibility of convenient acquaintance with information on new bathing suits and tunics through
Instagram; attracting consumers by placing posts and banners using triggers and sensor marketing
tools.

Using the recommendations proposed in the promotion project will allow "Mark Formelle"” to
increase the reach of the target audience, attract the attention of potential consumers, which will
have a positive socio-economic effect.
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®PAHYAM3UHIOBASA NOJIUTUKA COAO «<KOMMYHAPKA»:
IIYTHU COBEPHIEHCTBOBAHUA

M_.A. PoBHeliko

bpecrtckuii rocyapCTBEHHBINM TEXHUYECKUI YHUBEPCUTET
Pecniyonuka benapycs, . bpecr, yi. MockoBckas, 267
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B cmamve paccmampusaemcs pazpabomannviii agmopom npoeKm peKxoMeHoayuil no cosep-
wencmeosanuio @panvaizunea benopycckozo openoa COAO «KommyHnapka» 6 yenax ysenuyeHus
9KOHOMUYECKOU NPUOBLIU NPEONPUANUAL.

Kniouegvie cnosa: unHOBAYUOHHBIN MAPKeMuHe, Gpanyatizune, Gpaniau3unz06ds NOIUMuKda,
¢panwusa, ppanyaiizu, gppanuaiizep, Kowmynapxa.

FRANCHISING POLICY OF «kKOMMUNARKA»:
WAYS TO IMPROVE

M.A. Rovnejko

Brest State Technical University
Republic of Belarus, Brest, st. Moskovskaya, 267
0101margarita@mail.ru

The article discusses the draft recommendations developed by the author for improving the
franchising of the Belarusian brand JOJSC «Kommunarkay in order to increase the economic profit
of the enterprise.

Keywords: innovative marketing, franchising, franchising policy, franchise, franchisee, fran-
chisor, Kommunarka.
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