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IHEPEYEHD / LIST

PeKOMeHIYeMBIX TeM BBINYCKHBIX KBAJHPHKAIHOHHBIX padoT
JJISl CTYAEHTOB, o0y4ualomuxcs no Hanpasjaennio 38.03.02 «MenexkmenT»,
O6pasoBareabHas nporpamma «Ynpasienue ousnecom/Bachelor of Business
Administration (BBA), Ynpasienune mapkerunrom /Marketing Management»
(ounas popma o00yUeHHH)

of recommended topics of final qualification works for students studying in the field
38.03.02 '""Management', Educational program '""Business Management/Bachelor of
Business Administration (BBA), Marketing Management/Marketing Management'' (full-
time form of study)

Bece memul uz nepeuns A61510mcs APUMEPHBIMU U MO2YM  KOPPEKMUPOBAMBCA  HAYUHbIM
pYKoGoOumenem uiu kagedpou npu paccmompenuu u ymeepacoenuu. / All topics in the list are
approximate and may be adjusted by the academic supervisor or the department during review
and approval.

Ilo coenacosanuio ¢ HayunbiM pyKosooumenem wid Kageopou cmyoenm Modicem npeoiodcums
cobemeennyio memy. / In agreement with the academic supervisor or the department, a student
may propose their own topic.

BKP donoicna Gvime nod20moeiena na 0cnoée KOHKPemHou Op2anu3ayuy (ompaciv/peiHok), 6
Komopoii cmyoenm nianupyem npoxooums npaxmuxy. / The final qualification work (FOW) must
be prepared on the basis of a specific organization (industry/market) where the student plans to
undertake an internship.

Ipumep npasunvrozo ogopmnenus memor BKP: / Example of the correct formatting of an FOW
topic: «Paspabomka mapkemuneogou cmpameeuu QOO0 «Pomawkay 6 ycio8usx KOHKYpeHyuu»
(eciu mMoyHO U3GECMHO Mecmo Mpakmuxu) wiu «Paspabomka Mmapkemun2060u cmpamecuu
Opeanu3aAYUY HA PLIHKE CROPMUSHBIX YCIY2 6 YCI08UAX KOHKYPEHYUUY (eCIU MeCMO NPAKMUKY He
u3BECMHO, Mo HEOOX0OUMO onpedeums Ompaciv/peinok). / “Development of a marketing strategy
for Romashka LLC under competition” (if the internship location is known exacily) or
“Development of a marketing strategy for an organization in the sports services market under
competition™ (if the internship location is not known, it is necessary lo identify the
industry/market).

1. Vipapienue aHTHMKPH3UCHBIMM KOMMYHHKALMSMH B TIPOJBIKEHHH OpeHJa OpraHu3alif. /
Management of anti-crisis communications in promoting the organization’s brand.

2. YnpaBaeHHe KaTeropuilHbIM MEHEKMEHTOM B YCIIOBHAX KOHKypeHumH. / Management of
category management under competition.

3. PaspaboTka CTpaTerud KOHTEHT-MAPKETHHIa [yl [OKOJIEHHH «3ymepsl» M «anbdar. /
Development of a content marketing strategy for Generation Z and Generation Alpha.

4. VipapjieHHe HMHCTPYMEHTAMH HEHpPOMAapKeTHHTa B JESTEJIBHOCTH IPEINPUSTHIH MaIoro
Ousneca. / Management of neuromarketing tools in small business activities.



5. YupapjieHue MHCTPYMEHTAMH HeHpoMapKeTHHra MpH pa3paboTke HU(PPOBLIX MPOIYKTOB
opranusauuy. / Management of neuromarketing tools in the development of an organization’s
digital products.

6. YnpapieHue CEHCOPHBIM M  HMOIHOHAIBHBIM MApPKETHHIOM B [OCTPOCHHM OpeHja
opranusanuu. / Management of sensory and emotional marketing in building an organization’s
brand.

7. VnpasjieHHe COOBITHHHBIM MapKETHHTOM B NPOJABH)KEHHH opraHusauuu. / Management of
event marketing in promoting an organization.

8. Ynpasnenne BHEIPEHHEM HCKYCCTBEHHOIO HMHTE/UIEKTA B MApPKETHHIOBYIO JEATEILHOCTD
opranusanmu. / Management of artificial intelligence implementation in the organization’s
marketing activities.

9. VnpasiieHHe Kpocc-KyJIbTYPHBIM MapKETHHTOM TIPH 3KCIAHCHH OPraHW3allid B CTPaHbI
[noGanenoro KOra. / Management of cross-cultural marketing during the organization’s expansion
into Global South countries.

10. Ynpasnenne MapkeTHHIOBOH aHalIUTHKOI Ha ocHoBe 0a3 nqanubIx. / Management of database-
driven marketing analytics.

11. PaspaboTka MapKeTHMHTOBOW CTpaTerny BBIXOJAa OpraHu3anuu Ha pbikH ctpan bPUKC. /
Development of a marketing strategy for the organization’s entry into BRICS markets.

12. Pa3paboTka MapKeTHHIOBOH CTpAaTerMH OPraHW3allid Ha pbIHKE (QHUHTEX-yCayr. /
Development of the organization’s marketing strategy in the fintech services market.

13. YnpaBnenne MapKeTHHTOBBIMH KOMMYHHKaimsmu opranusauun B chepe ESG u KCO. /
Management of the organization’s marketing communications in the field of ESG and CSR.

14. YrpaBneHue HAIMOHAIBHBIM KYJIBTYPHBIM KOJOM B MApKETHHTOBBIX KOMMYHHKALHAX
opranusauud. / Management of the national cultural code in the organization’s marketing
communications.

15. Vipapnenue HeHpoMapKeTHHIOBBIM TECTHPOBAHHEM PEKIIAMHBIX MarepHasIoB B YCIOBHAX
uudposuzanun. /| Management of neuromarketing testing of advertising materials under
digitalization.

16. YnpasneHue cloHCOPCTBOM B MPOJBHKEHHH opranu3zaiun. / Management of sponsorship in
promoting an organization.

17. PazpaboTKa cTparerdu MpoBHKEHUSI CEPBHCOB (PHHAHCOBOH rPaMOTHOCTH OpraHH3alHy. /
Development of a promotion strategy for the organization’s financial literacy services.

18. Vipasnenue yar-00TaMH M MECCEHDKEP-MApKETHHIOM B opraHum3audu. / Management of
chatbots and messenger marketing in an organization.

19. YupasieHue 3THOKY/IBTYPHBIMH CHMBOJAMH B PEKIAMHON KaMIaHMH OpraHu3aiud. /
Management of ethnocultural symbols in the organization’s advertising campaign.

20. HWurerpanms mporpaMm JIOSIBHOCTH ¢ KIHEHTCKHM ONBITOM opranu3auud. / Integration of
loyalty programs with the organization’s customer experience.

21. Vmpasnenne CRM-cucteMamMy opraHi3aliini sl TOBBIICHAS T0SUTbHOCTH. / Management of
the organization’s CRM systems to increase loyalty.

22. VhopaBlieHHE  MCIOJB30BAaHMEM  MCKYCCTBEHHOIO  HMHTEJIEKTa B MAPKETHHIOBBIX
KOMMYHHKaIUsx opranusanin. / Management of artificial intelligence use in the organization’s
marketing communications.

23. VipaBieHHe MacKoTaMH B MapKeTHHTOBBIX CTparerusx opranuszauuil. / Management of
mascots in organizations’ marketing strategies.



24. OnTUMHU3anKs HHCTPYMEHTOB H(POBOTO MAPKETHHTa sl MOBBIIIEHUS KOHBEPCHH IPOJIAX
opranuzauuu. / Optimization of digital marketing tools to increase the organization’s sales
conversion.

25. VYnpasienue KaHagaMH TUCTPUOYIMH OpraHM3allMk B yCIOBHSX caHKimid. / Management of
the organization’s distribution channels under sanctions.

26. VYnpasieHHe MapKETHHTOBBIM OIO/DKETOM OpraHM3allMy M OLIEHKa BO3Bpara Ha HHBECTHIIMH B
veaoBusX caHkiumit. / Management of the organization’s marketing budget and assessment of
return on investment under sanctions.

27. VipasleHue NpoleccaMy JHIHBIX TPOJAK OpraHu3aiuu ¢ uenosbiosanneM CRM-cucrem. /
Management of the organization’s personal selling processes using CRM systems.

28. Ouenka 3((EeKTHBHOCTH HCHOJIB30BAHUS PYCCKHX CHMBOJIOB B COBPEMEHHOHM pekiame
opranmzanmii. / Assessment of the effectiveness of using Russian symbols in modern advertising
of organizations.

29. Vipasnenue 3pHEKTHBHOCTBIO PEKIAMHOM KaMIlaHHH OpraHu3aldH B mudposoii cpene. /
Management of the effectiveness of the organization’s advertising campaign in the digital
environment.

30. VipaBieHHe BOBICYEHHOCTBIO KIIMEHTOB OpraHu3aliiy depes refimudukanuio. / Management
of customer engagement of the organization through gamification.

31. VYipasienue >((EKTHBHOCTBIO HHTEPHET-PEKIaMbl OpPraHH3alMH C TOMOLIBIO  BeD-
ananuTHkH, / Management of the organization’s online advertising effectiveness using web
analytics.

32. VnpasjieHHe NPOrHO3HPOBAHHEM TOTPEOUTENBCKOIO MOBENCHUS KIHEHTOB OpraHH3aluu ¢
IOMOIIBIO TIPeJMKTHBHOI ananuTukn. / Management of consumer behavior forecasting of the
organization’s customers using predictive analytics.

33. VmpapieHwe  NPOrHO3MPOBAHUEM  HOTPEOMTENBCKOIO — MOBEJSHHA € [IOMOIIBIO
MCKYCCTBEHHOTO MHTenmekTa. / Management of consumer behavior forecasting using artificial
intelligence.

34. YnpasjieHHe NPOrHO3UPOBAHUEM TOTPEOUTEILCKOIO CIIPOCa ¢ TOMONIBIO aHATH3a OOJIBIIHX
nanublx. / Management of consumer demand forecasting using big data analysis.

35. VipasieHue NpoABHKeHHeM (103HIIMOHNpOBaHHeM) OpeH/ia OpraHu3alluy Yepes HH oS -
mapkeTnHT. / Management of the organization’s brand promotion (positioning) through influencer
marketing.

36. VupapieHude IpOJBHXKeHHeM OpeHja oOpraHu3allid B MECCEH/UKEpax B YCJIOBMAX
mudposmsarmn. / Management of the organization’s brand promotion in messengers under
digitalization.

37. YnpasneHue NpoJABMIKEHHEM OpeHAa OpraHW3alMM Yepe3 HHQIIOCHC-MapKeTHHT M
6norocdepy. / Management of the organization’s brand promotion through influencer marketing
and the blogosphere.

38. VYnpasieHue IpOABHKEHHEM TOBApPOB OPraHM3allMM HAa MapKeTIUIeHcax B YCIOBUAX
wudposmsanmy. / Management of the organization’s product promotion on marketplaces under
digitalization.

39. Vopasienue [poIBHKEHHEM IM(PPOBBIX (HHAHCOBLIX aKTHBOB M HHBECTHLHOHHBIX
IIpOAYKTOB opranmsanmyu. / Management of promotion of digital financial assets and investment
products of the organization.



40. PasBuTre cOOCTBEHHBIX NPSMBIX KAHAIOB TTPOJIAK OPraHH3alliU B YCIOBUSIX SKOHOMHYECKHX
cankimi. / Development of the organization’s own direct sales channels under economic
sanctions.

41. Paspaborka PR-xamnanuu Open/ia opranisaluy B yCJIOBHAX KOHKYpenimu. / Development of
a PR campaign for the organization’s brand under competition.

42. Paspaborka PR-kammanuu opranusauuu ¢ ucnonssosanuem KCO. / Development of a PR
campaign for the organization using CSR.

43. PaspaOoTka aHTHKPH3HCHOW MAapKETHHTOBOW CTPATETHH OPTaHW3AIlHH B YCIOBHIX CAHKIIHH.
/ Development of an anti-crisis marketing strategy for the organization under sanctions.

44. PaspaOotka OpeHza opranusanuu-padoroarens B ycnosusx cankuuii. / Development of the
employer brand of the organization under sanctions.

45. PazpaboTka HHTErpHPOBAaHHBIX MAPKETHHIOBBIX KOMMYHHKAIHH OPraHH3alHH B YCIOBHSX
uudposusanmu, / Development of integrated marketing communications of the organization under
digitalization.

46. Pa3paboTka MapKeTHHIra CTPaxoBbIX IPOJYKTOB OPraHH3alHH B YCIOBHAX U POBH3ANNH. /
Development of marketing of the organization’s insurance products under digitalization.

47. Pa3paboTka MapKeTHHTOBOH CTparermd OpraHH3alliH B YCIOBHAX KOHKYPEHLMH. /
Development of the organization’s marketing strategy under competition.

48. Ynpapnenue pazpaboTKOH HOBBIX IMPOAYKTOB OpPraHU3allMd C HKCIIOJL30BAHMEM JM3aiH-
MblIeHus. / Management of new product development in the organization using design thinking.
49. PaspaboTka OMHHKaHAJIBHOW CTpaTerdd OPraHM3al[dM JIIs 3JICKTPOHHOH KOMMEpIHH. /
Development of an omnichannel strategy for the organization in e-commerce.

50. Pa3paboTka mporpamMMbl JIOSUTBHOCTH MOTpeGHTeNeidl Ha OCHOBE IMOANMCOYHOM Mozxenu. /
Development of a consumer loyalty program based on a subscription model.

51. Paspaborka cicTeMBbI KJIFOYEBBIX MOKazaresel 3(G(heKTHBHOCTH MapKeTHHIa OpraHH3aluy. /
Development of a system of key performance indicators for the organization’s marketing.

52. Pazpaborka couuaabHO OPHEHTHPOBAHHOW MAapKETHMHIOBOH IIOIMTHKH OpraHH3alHdH B
yCIOBHSAX TpaHcdopmaruu motpebutensekoro nosenenus. / Development of a socially oriented
marketing policy of the organization under transtormation of consumer behavior.

53. Pa3paboTka COLHAIBHO-3THYHOTO MAapKETHHIA OpPraHU3alldH B YCIOBHAX IOBEIECHYCCKOH
sxoHOMHKH. / Development of socially ethical marketing of the organization in a behavioral
economics context.

54. PaspaboTka cTpaTeruu BBIBOJA HOBOTO MPOIYKTa OpPraHU3alllHd Ha BBICOKOKOHKYPEHTHBIH
poiHOK. / Development of a strategy for launching the organization’s new product into a highly
competitive market.

55. 'Pa3spabotka cTparerny BBIBOJIa HOBOTO TOBAPA/yCIIyTH Ha PHIHOK B YCIIOBHAX KOHKYPEHIIHH. /
Development of a strategy for launching a new good/service into the market under competition.
56. Paspaborka cTparerdd MepcoHaIM3alliil MapKEeTHHIOBBIX KOMMYHHKALHH OpraHu3aluf. /
Development of a strategy for personalizing the organization’s marketing communications.

57. PaspaboTka cTparerdy MPOABHKEHHS OpraHH3alHH B COLMAIbHBIX ceTsx. / Development of
a strategy for promoting the organization in social networks.

58. Paspabotka crpareruu HH(ppoBOro MapKETHHIa OPraHH3alHH 4epe3 JKOCHCTEMHBIH MOIXO/.
/ Development of the organization’s digital marketing strategy through an ecosystem approach.
59. PaszpaGotka cTparernn tm¢posoro wmapkerunra opranusauud. / Development of the
organization’s digital marketing strategy.



60. PaspaboTka II€HOBOIl NOMMTHKM Ha OAHKOBCKOM pPHIHKE B YCJIOBHAX KOHKYPEHIIHH. /
Development of pricing policy in the banking market under competition.

61. Vnpasienue peOpeHIMHIOM KaK MHCTPYMEHTOM aJaNTalMHd OPraHM3allid K HOBBIM
PLIHOYHBIM yc0BHAM. / Management of rebranding as a tool for adapting the organization to new
market conditions.

62. YnpaBneHHe MepuaHJai3HHIOM B PO3HHYHO Toprosie. / Management of merchandising in
retail trade.

63. YnpagieHue pexiaMHOH JeATeNTbHOCTBI) OpPraHH3alii C HCIOJIB30BaHHEM HMH(PPOBBIX
HHCTpYMeHTOB. / Management of the organization’s advertising activities using digital tools.

64. Ynpapienue cOBITOBOH MOJIHTHKOH OpraHU3aiiiy Yepe3 B3auMO/IeiCTBHE ¢ MAPKETILIeHCaMH.
/ Management of the organization’s sales policy through interaction with marketplaces.

65. Ynpasienue Tpeii-MapKeTHHIOM B PO3HHYHO# Toprosie. / Management of trade marketing
in retail trade.

66. VYrpasieHue pa3BHTHEM KOPNOpPATHBHOrO OpeHjga opraHusaund B uugpoBoil cpene. /
Management of corporate brand development of the organization in the digital environment.

67. Yipasienue acCOPTHMEHTOM OpPraHM3alM{ B pO3HH4YHOH Toproeie. / Management of the
organization’s product assortment in retail trade.

68. VipaBneHHe acCOPTHMEHTOM OpraHH3allid B YCIOBHSIX IApalielbHOTO HuMropra. /
Management of the organization’s product assortment under parallel import.

69. YipapieHHe acCOPTHMEHTOM TOBApPOB OpPraHH3alMHd B YCIOBUAX HMIIOpTO3aMEIlCHMs. /
Management of the organization’s product assortment under import substitution.

70. YmpaBieHHe KaueCcTBOM MPOAYKINH Kak I€MEHT MapKeTHHIOBO#H CTpaTerHu OpraHu3aluy. /
Management of product quality as an element of the organization’s marketing strategy.

71. YnpaBieHHe KIHEHTCKUM OIBITOM OpraHU3alii B OMHHKaHaIbHOH cpe/ie OaHKOBCKHX YCIYT.
/ Management of the organization’s customer experience in the omnichannel environment of
banking services.

72. Yrpasienue KJIHEHTCKHM OIBLITOM OpPraHM3allMi B OMHHKaHaIBHOI cpene. / Management of
the organization’s customer experience in an omnichannel environment.

73. Vipasnenue J0AILHOCTBIO MOTpeOUTENEH HA KOHKYypeHTHOM pbiHke. / Management of
consumer loyalty in a competitive market.

74. YrpasieHWe MAapKETHHIOBOM JIeSTENBHOCTBIO OpraHW3alid B YCIOBHSX LH(POBOH
Tpanchopmanuu. / Management of the organization’s marketing activities under digital
transformation.

75. YnopapieHue MapKeTHHIOBBIMH HMCCIIEJOBAHUAMM H aHaJM30M JaHHBIX OpraHu3alvyd B
yenosuax uudposuzaumu. / Management of marketing research and data analysis of the
organization under digitalization.

76. YrpasieHue MapKETHHTOBBIMH MTAPTHEPCTBAMH M AlIbsHCAMM B YCIOBHAX IMHM(pPOBH3ALHMA. /
Management of marketing partnerships and alliances under digitalization.

77. VipapieHHe MapKETHHIOBBIMHM PHCKAMM OPraHW3al[id B YCIOBHSX caHKuwmil. / Management
of the organization’s marketing risks under sanctions.

78. YnpapieHHe MAPKETHHTOBBIMH PUCKAMU OPraHU3alMH B YCJIOBHAX CAHKIHOHHOTO JIaBICHHA.
/ Management of the organization’s marketing risks under sanctions pressure.

79. Vupasnenue npoaaxamu B B2B-cermente. / Management of sales in the B2B segment.

80. Ympasnenue pernyraiueil opraHu3alMd B COlMambHbIX cersx. / Management of the
organization’s reputation in social networks.



81. Ympasnenue (paHuaifi3MHTOBOM CETHIO OpraHM3aUMH B YCIOBHAX KOHKYDEHIHH. /
Management of the organization’s franchise network under competition.

82. YnpaBieHHe TOBApHOH MONUTHKOH OpraHM3allid B YCJIOBHSAX H3MEHYHBOIO crpoca. /
Management of the organization’s product policy under volatile demand.

83. Vmpasienue 1EHOBOH IOJMTHKON OpraHU3allMd B YCIOBHAX BBICOKOH uHQUsIMM. /
Management of the organization’s pricing policy under high inflation.

84. ®opmupoBaHHe MMH/UKAa OpeH/ia OpraHM3aldk 4Yepe3 MApKETHHIOBBIE KOMMYHHKALMH. /
Formation of the organization’s brand image through marketing communications.

85. ®opmupoBaHHe MMMKA OpraHu3anud B npoduibHeiX Memua. / Formation of the
organization’s image in industry-specific media.

86. ®@opmupoBaHHE JICOBOH penyTalui opranu3aiuu B npodguibHbIx Meaua. / Formation of the
organization’s business reputation in industry-specific media.

87. dDopmHpOBaHHE MAapKETHHIOBOH CTPAaTerHH OPraHHU3AIMH JUIS BHIXO/IA HA MEXKIYHApOIHBIH
pbiHoK. / Formation of the organization’s marketing strategy for entering the international market.
88. ®opmupoBaHHE MO3HTHBHOTO HMMHJKA BY30B B COIIMANBHBIX CETAX C HCMOIB30BaHHEM
nepconaxei-ranucManoB (Mackotos). / Formation of a positive image of universities in social
networks using mascot characters.

89. ®opmupoBanue cTpaTernd HMIIOPTO3aMelleHHs B MapKkeTHHre opranu3anus. / Formation of
an import substitution strategy in the organization’s marketing.

90. dopmupoBaHHe CTpaTerHy YCTOHYUBOIO Pa3sBUTHS B MapKeTHHTEe opraHu3anud. / Formation
of a sustainable development strategy in the organization’s marketing.
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