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The basic components of the marketing communications system are considered in the article, their description,

objectives, functions, tasks, strengths and weaknesses are explained. On the basis of the analysis of the works devoted
to the study of the marketing communications system, the author generalizes and formulates own definitions of the such
concepts as advertising, sales promotion, public relations, direct marketing.
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The article considers the problems of utilization of human resources, features of shaping of supply and demand
in contemporary conditions of labour market development.

. 
.

. 
., ., ., ,


