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as computers, printers, copiers - their prices are falling steadily from year to year), furniture, transport, etc. of Course, creating
a model of decisions on asset management, it is necessary to consider both external and internal factors. You should determine
which part of the received resources should be given to the purchase of the equipment, and what part to send as attachments for
capital improvements of fixed assets, which is important for the effective development and preservation of their capacity.
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B crarbe aHAIM3UPYIOTCS OCHOBHBIE MHCTPYMEHTHI POIBIIKEHNUS TOBAPOB HAHOMH/IYCTPHN Ha PETHOHAIBHBIA PhI-
HOK. CJienaH akIeHT Ha JIBYX OCHOBHBIX MHCTPYMEHTAX — peKJiamMe M Iporaranse. IIpeanararoTcst OCHOBHBIE HAIpaBlie-
HHSI CTPATErnH NPOJIBIYKEHHS TOBAPOB HAHOMH/TYCTPHHU Ha OCHOBE BHIOPAHHBIX HHCTPYMEHTOB. AHAIN3HUPYETCS IMHAMUKA
TIOSIBJICHHS] HOBBIX TOBApOB HAHOMH/yCTPHU Ha OCHOBE CTATMCTHYECKNX JAaHHBIX. [IPUBOATCS JAaHHBIC O PaCIIpEaeICHHI
TOBApOB HAHOWHIYCTPUH TI0 Pa3INYHBIM cerMeHTaM. B pabore ompeneneHa menb pa3pabOTKU CTPATeruy IPOJBIKCHHS
TOBApOB HAHOMH/IYCTPUH Ha PETMOHAIIBHBINA PHIHOK. J{eIaeTcst BBIBOJ O TOM, YTO B PaMKaX IPOIPAMMBbI ITPOJIBIKCHHS TO-
BapOB HAHOMH/YCTPHY Ha PHIHOK HEOOXOAMMO OPUEHTHPOBATHCS HA PAIOHAIBLHBIC MOTHBBI, PACKPBIBAst IOTPEOHTENBCKIE
LEHHOCTH ¥ BO3MOXKHOCTH TOBAapOB HAHOMHYCTpHH. OCHOBHOM CMBICIIOBOIT OCHUT KOMMYHHKALIMK JIOJDKEH KOHIICHTPH-
poBarh BHUMAaHHE aJjpecara Ha TOM, 4TO TOBAapbl HAHOMH/IYCTPHH — 3TO HEUTO OOJIbIIIEE, YEM IPOCTO OUEPETHOM BEICOKOTEX-
HOJIOTWYHBIIA TOBap, OH 00J1a/1acT KOHKYPEHTHBIMH MpenmytiecTBamu. HeoOxommo GpopMUpoBaTh MOI0KUTENBHBIN 00pa3
TOBAPOB HAHOMHYCTPUU B MTHAUBUYaJIbHOM CO3HAHUHU, Pa3pylIaTb HETATUBHBIC CTEPEOTHUIILI U PA3BEUBAThH OITACCHUS.
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The main tools to regional market promote of nanotechnology products are analyzed in the article. Emphasis is
placed on two basic tools - advertising and promotion. Basic lines for strategies to promote nanotechnology products
based on selected tools. The dynamics of new nanotechnology products on the basis of statistical data. The data on the
distribution of products of nanotechnology in various segments. The paper defined the goal of developing strategies
to promote nanotechnology products to the regional market. It is concluded that the program promoting products of
nanotechnology to the market must be guided by rational motives, revealing consumer values and opportunities of
nanotechnology products. The basic premise of semantic communication should focus on the destination that the goods
nanotechnology - is more than just another high-tech product, it has a competitive advantage. Efforts to foster a positive
image of nanotechnology products in the individual consciousness, destroy negative stereotypes and dispel fears.
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B crarbe mpesicTaBieHbl OCHOBHBIE MPHHIMIIEI MOIENIHN ONPEEIEHHUs TITaHOBBIX TEMIIOB YKOHOMUUYECKOTO pocTa
NPEINPUSTHS, CBSI3aHHON C PacyeToM IIEJIEBOTrO ITOKA3aTelsl, C YIETOM BBINOIHEHHsI TPEOOBaHN cOANTaHCHPOBAaHHOCTH
U YCTOMYUBOCTHU JEATEILHOCTU opranu3anuu. [lo pesynasrataM paccMOTpeHust ACHCTBYIOLIECH TEOPETUKO-METOAUYECKOM
0a3bl, Kacaromeiicss BOIPOCOB MOJICTIMPOBAHUS U OTMPEASNICHHS TEMITOB SKOHOMHUYECKOTO POCTA TPEANPHATHS, CIETAHBI
BBIBOJIBI U TIPE/UIOKEHBI 6a30Bble peneHns. Ha ocHOBaHMM M3YYEHHBIX MOJIENEH U ¢ y4eToM 0coOeHHOCTeH Hanbomee
HPOTrPECCUBHBIX U3 HUX, NPEIOKeHa COOCTBEHHAsI MOJISIIb TUIAHUPOBAHMS JIOIYCTHMBIX TEMIIOB POCTa 00beMa IPOoH3-
BOJICTBA M ITPOJIAK MPeAnpHsTHsL. PazpaboTan aaropuT™ INIaHUPOBAaHUS IKOHOMHIECKOTO POCTa, OTIMCAHEI €0 OCHOBHEIE
ocobeHHOCTH. B cTaThe Takke yKa3aHbl OCHOBHBIC COCTABIISIONINE SKOHOMHIECKOTO d((eKTa OT MPUMEHEHNST MOIEIN
TUTAHUPOBAHMUST SKOHOMHYECKOTO POCTa HA OCHOBE pacueTa JAOMYCTUMBIX 3HAYEHHUH SKOHOMHYECKHX MOKa3aTemneil.
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The article presents the main principles of the model determining the planned rates of economical growth of
an enterprise related with the calculation of the target coefficient in accordance with the requirements of balance and
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