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AHOTAIIISA

Jleuenko K.O. «Kommiiekc MapKeTUHTy MIANPUEMCTBA Ta NUIAXH HOTO
BJIOCKOHAJICHHSI»

B po0oTi 3ampornoHOBaHO NUISIXH YJIOCKOHAJICHHS MAapKETHUHTOBOI MMOJITHKU
mignpueMcTBa.  JIOCHDKEHO  TEOPETHWYHI  aCHeKTH  YOPABIIHHS — MapKETHHTOBOIO
TISUTBHICTIO miAnpueMcTBa. byno HamgaHo 3araneHy oprasizauniiHy xapaktepuctuky TOB
«bymepanr» Ta omiHeHo #oro ¢iHaHcoBuii ctaH. I[lpoBemeHo aHami3 ynpaBIiHHS
MapKETUHTOBOIO  JISUIBHICTIO MIAMPUEMCTBA Ta PO3POOJICHO MPOMO3MINT MO0
YJIOCKOHAJIEHHSI I[bOr0 IpOLECy. 3alpolOHOBAHO YJIOCKOHAJIEHHS PEKIAMHOI KaMIlaHii
TOB «bymepanr» 3a paxyHOK OpraHi3alliHMX 3axO[iB Ta MOTHUBAIlll IEPCOHAIY.
OOrpyHTOBaHO 3aX0/IH, SIK1 JO3BOJISAIOTH MIABUIIUTU 00’ eMu niposaxiB TOB «bymepanr.

KitouoBi ciioBa: KOMIUIEKC MAapKETHHTY, MAapKETUHIOBa IMOJITHKA, MapKETHUHIOBa

cTparerisi.

SUMMARY

Levchenko K «Enterprise marketing complex and ways of its improvement»

The paper proposes ways to improve the enterprise marketing policy. Theoretical
aspects of management of marketing activity of the enterprise are investigated. The
general organizational characteristics of Boomerang LLC were presented and its financial
condition assessed. The analysis of management of marketing activity of the enterprise is
carried out and proposals for improvement of this process are developed. Improvement of
the advertising campaign of Boomerang LLC at the expense of organizational measures
and staff motivation is proposed. Measures to increase the sales volume of Boomerang
LLC are substantiated.

Keywords: marketing complex, marketing policy, marketing strategy.
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AHOTAIIISA

JIutBuHuyk T.®D. «KOHKYpEeHTOCIPOMOXKHICTh MIJMPUEMCTBA Ta OCHOBHI
HAIPSMKH 11 T ABUTIICHHS

B po6oTi 3amponoHOBaHO MNUISXM YAOCKOHAJIEHHS MAapKETHHTOBOI JiSTIBHOCTI
nignpuemMcTBa. JlochoikeHo TeOpeTUUHI aCIIEKTH YIIPaBIIHHS KOHKYPEHTOCIIPOMOXKHICTIO
nignpueMcTBa. byno HajgaHo 3aranpHy opraHizaiiiiny xapakrepuctuky TOB «bonamapm
Ta  OIliHeHO Horo  ¢inaHcoBuil  crad. IlpoBemeHo  aHami3  ympaBJIiHHA
KOHKypeHTocripoMokHicTIO TOB  «bonamapt»y Ta po3po0ieHO MPOMmO3uIii 11010
YIOCKOHAJIEHHS I[bOTO MPOLECY. 3ampolOHOBAHO YJIOCKOHAJIEHHS MAapKETHUHIOBOi
niseHOCTI TOB  «boHanmapT» 3a paxyHOK OpraHi3alliiiHMX 3axo0JlIB Ta PO3LIUPEHHS
MPOTO3UILIIM HA PUHKY pecTopaHHOro Oi13Hecy. OOIpyHTOBAHO 3aXOiH, 5Kl JTO3BOJISAIOTH
miaBuIUTH 00’ eMu npoaaxiB TOB «bonamapTy.

KitouoBi cioBa: KOHKYpPEHTOCIPOMOXKHICTh, MAapKETHHT, pEKJIaMHa KamIaHif,

MapKETUHT-MIKC, TU(epeHITIaIis.

SUMMARY
Litvinchuk T. «Competitiveness of the enterprise and main directions of its

improvementy

In the work the ways of improvement of marketing activity of the enterprise are
offered. Theoretical aspects of enterprise competitiveness management are investigated.
The general organizational characteristic of Bonaparte LLC was presented and its financial
condition was assessed. The analysis of the competitiveness management of Bonaparte
LLC was carried out and proposals for improvement of this process were developed.
Improvement of marketing activity of Bonaparte LLC is proposed due to organizational
measures and expansion of offers in the restaurant business market. Measures to increase
the sales volume of Bonaparte LLC are justified.

Keywords: competitiveness, marketing, advertising campaign, marketing mix,

differentiation.
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AHOTAIIISA

Makapenko A.B. «IlinanyBaHHS MapKETHHIOBOI JiSJTBHOCTI MiAMPUEMCTBAY

B po6oTi 3ampomoHOBaHO NUISIXW YAOCKOHAJICHHS MAapKETUHTOBOI MAISUIBHOCTI
nignpueMcTBa.  JOCHiKEHO  TEOPEeTHYHI1  ACMEKTH  YNpaBIiHHA  MAapKETUHIOBOIO
TISUTBHICTIO MiANpHeMcTBa. byno HamaHo 3aranbHy opraHizamiiiHy xapakrepuctuky [1I1
«Ka3ka» Ta omiHeHo Woro (¢iHaHcoBui ctaH. [IpoBeneHo aHami3 yHpaBIiHHSA
MapKeTUHTOBOIO  JIISUTBHICTIO  MIANPHEMCTBA Ta  PO3POOJICHO MPOIO3HUINT 11010
YIOCKOHAJICHHSI I[HOTO MpOIleCy. 3ampONOHOBAHO YAOCKOHAJICHHS PEKJIaMHOI KaMIlaHii
[T «Ka3ka» 3a paxyHOK OpraHi3aliiHUX 3axXOJiB Ta MOTHUBAIll [EpPCOHAIY.
OOGrpyHTOBaHO 3aX0/H, SIK1 IO3BOJISIFOTH MABUIIMTUA 00’ emu miponaxiB I «Ka3zkay.

Kito4oBi ciioBa: KOMIUIEKC MapKETUHTY, MAPKETHUHIOBA JISJIbHICTh, MAPKETHHIOBA

HOJIiTI/IKa, MapKCTHUHI'OBA CTpaTCFiSI.

SUMMARY

Makarenko A «Planning of marketing of enterprise»

In the work the ways of improvement of marketing activity of the enterprise are
offered. Theoretical aspects of management of marketing activity of the enterprise are
investigated. The overall organizational characteristics of PE "Kazka" were presented and
its financial condition was assessed. The analysis of management of marketing activity of
the enterprise is carried out and proposals for improvement of this process are developed.
Improvement of the advertising campaign of PE "Kazka" is proposed due to organizational
measures and motivation of the staff. Measures to increase the sales volume of PE
«Kazka» are substantiated.

Keywords: marketing complex, marketing activity, marketing policy, marketing

strategy.
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AHOTAIIISA

Minacenko J[.B. «YipaBiiHHS 1[IHOBOIO MOJIITUKOIO MAMPUEMCTBAY»

B po06oTi 3anmponoHOBaHO NIISAXU YAOCKOHAJIEHHS I[IHOBOT MOJIITUKH ITiIIIPUEMCTBA.
JIoCH/DKEHO ~ TEOpeTUYHI  aCHeKTH  yOpPaBIIHHA  MApPKETHHTOBOKO  JISJIBHICTIO
nianpuemcTBa. byno HagaHo 3aranbHy oprasizaiiiiny xapaktepuctuky [IpAT «JlikTpaBm»
Ta OIllHeHO Horo (inaHcoBuii ctad. IIpoBeneHO aHaii3 yHpaBIiHHA MapKETHHTOBOIO
JUSJIBHICTIO TIANPUEMCTBA Ta PO3POOJICHO MPOMO3UIlT II0J0 YIOCKOHAJICHHS I[hOTO
mpoIriecy. 3ampornoHOBaHO YAOCKOHaNeHHs IMiHOBOi momituku [IpAT «JlikTtpaBu» 3a
paxyHOK Oprafi3allifHMX 3axXxOJiB Ta Taprer-koctuHry. OOIpyHTOBaHO 3axOjH, Kl
J03BOJISIIOTH MIABUIIUTH 00’ emu nipogaxiB [IpAT «JlikrpaBu».

Kitro4oBi ciioBa: 1iHOBA MOJITUKA, KOMIUIEKC MAPKETUHTY, MAPKETHHIOBA MOIITHKA,

MAapKCTHHI'OBa CTpaTeFiSI.

SUMMARY

Minasenko D. «Management of enterprise price policy»

The paper proposes ways to improve the enterprise pricing policy. Theoretical
aspects of management of marketing activity of the enterprise are investigated. The
general organizational characteristics of PJSC “Lictravi” were presented and its financial
condition was assessed. The analysis of management of marketing activity of the
enterprise is carried out and proposals for improvement of this process are developed.
Improvement of the pricing policy of PJSC “Lictravi” at the expense of organizational
measures and target-costing is offered. Measures to increase the sales volume of PJSC
Lictravi are substantiated.

Keywords: pricing policy, marketing complex, marketing policy, marketing

strategy.
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AHOTAIIISA

Mopo3s FO.1O. «IlinuiieHHs epeKTUBHOCTI MAapKETUHTOBOT A1STbHOCTI KOMIIaH1i»

B poGoti 3ampomoHOBaHO NUISIXM  YAOCKOHAJICHHS PEKJIaMHOI  KammaHil
nignpueMcTBa.  JOCHiKEHO  TEOPEeTHYHI1  ACMEKTH  YNpaBIiHHA  MAapKETUHIOBOIO
TiSTBHICTIO miaAnmprueMcTBa. byno HamaHo 3aranpHy oprafizamiiHy xapaktepuctuky TOB
«llenTp» Ta omiHeHo #oro ¢QinaHcoBuii ctaH. IIpoBeaeHo aHaI3  yNpaBITIHHS
MapKeTUHToBoIO JisibHICTIO TOB  «llenTp» Ta po3pobieHo mporo3uiii 070
YIOCKOHAJICHHS I[LOTO TPOIECY. 3alpOMOHOBAHO YAOCKOHAJICHHS MPOCYBaHHS TMOCIYT 3
BUKOpPUCTAaHHAM IpsiMux npoaaxiB TOB «llenTp» 3a paxyHok opraHizaiiiHuX 3ax0/iiB Ta
MoTHuBalli mnepcoHany. OOrpyHTOBaHO 3aXOAM, SIKI JO3BOJISIIOTH MIJBUIIUTH 00’ €MU
nponaxis TOB «entp».

KitouoBi ciioBa: MapKeTHHTOBA AISUTHHICTh, MJIaHYBaHHS MapKETHHTY, pPEeKJIaMHa

KaMITaHiA.

SUMMARY

Moroz Yu. «Increasing the effectiveness of marketing activities of the company»

The paper proposes ways to improve the company's advertising campaign.
Theoretical aspects of management of marketing activity of the enterprise are investigated.
The general organizational characteristic of Center LLC was presented and its financial
condition was assessed. The analysis of the management of marketing activities of LLC
Center was made and proposals for improvement of this process were developed.
Improvement of promotion of services with use of direct sales of Center LLC at the
expense of organizational measures and staff motivation is suggested. Measures to
increase the sales of Center LLC are substantiated.

Keywords: marketing, marketing planning, advertising campaign.
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5. 3mict poboTtu (TIepenik NUTaHb, K1 HAEKUTh PO3POOUTH):
PO3UJI 1 TEOPETUYHI OCHOBU YITPABJIIHHA MAPKETUHI"OBORO
JNISAJIBHICTIO HA HIIAITPUEMCTBI
1.1 Konmeniiii i mporiec ynpaBiaiHHS MapKETHHTOBOO AiSTbHICTIO
1.2 Opranizaniiiia CTpyKTypa MapKETUHTOBHUX CITY>KO
1.3 [1nanyBaHHS MApPKETUHTOBOI TISJILHOCTI MIANPUEMCTBA
PO3/11JI 2. KOMIIIEKCHA OLIIJHKA MAPKETHUHI'OBOI JISIJIbHOCTI TOB
«KPOKYC»
2.1 Xapaxkrepuctuka nignpuemctsa TOB «Kpokyc»
2.2 ExonomiuHMI aHaITi3 Tocnoaapchkoi i pirancoroi mismibHOCTI TOB «Kpokyc»
2.3 3aranpHa XapakTepucTrKa opranizaiiiaoi ctpykrypu TOB «Kpoxkyc» Ta
oprasizaiiifHa CTpyKTypa 1 XapakTEePUCTHKA JISTTbHOCTI CITy>)KOU MapKETUHTY
PO3/11J1 3. LJIAXU BJOCKOHAJIEHHSA MAPKETUHI'OBOI AIS1JIbHOCTI
TOB «KPOKYC»
3.1 AHaJli3 KOHKYPEHTHOTO CEPEOBUIIA TOCIKYBAHOTO MiANPUEMCTBA
3.2 [InanyBaHHs peKJIaMHOI KaMIaHii MIPUEMCTBA Y Mepexi [HTepHeT
3.3 Ilnsxu BAOCKOHAJIEHHSI MapKETUHTOBOT AISUTBHOCTI MIIMIPUEMCTBA Ta pO3poOKa
HaIpPSIMKIB MJBUIIECHHS €()EKTUBHOCTI yNpaBiiHHA i€t poboToro B TOB «Kpokyce»

AHOTAIIIS

HenamkoBcbka O.1. «YnpaBiaiHHS MapKETUHIOBOIO AiSUIBHICTIO MIAMPUEMCTBA Ta
LUISAXHA UOTO BJIOCKOHAJICHHS»

B po6oTi 3anmponoHOBaHO MHUISAXU YAOCKOHAJIEHHS MAapKETHUHIOBOI JiSJIHOCTI
mianpueMcTBa.  JIOCHIPKEHO  TEOPETHUYHI aCHeKTH  YOPAaBIIHHS — MapKETHHTOBOIO
TISUTBHICTIO miAnpueMcTBa. byno HajaHo 3aranpHy oprasizauiiHy xapaktepuctuky TOB
«Kpokyc» Ta ouiHeHo Woro (QiHaHcoBuil crtaH. IIpoBeneHO aHami3  yHpaBiliHHS
MapKeTHHTOBOIO  JTISUIBHICTIO  IMIJANPUEMCTBA Ta  PO3POOJICHO TMPOIO3MINT  IIOA0
YIOCKOHAJICHHSI I[LOTO MPOIIEeCy. 3ampONOHOBAHO YAOCKOHAJICHHS PEKJIaMHOI KaMIlaHii
TOB «Kpokyc» 3a paxyHOK OpraHi3alliiHUX 3axOJiB Ta MOTHBAIlll TEpPCOHAIY.
OOTpyHTOBAaHO 3aXOJH, SIKI JIO3BOJISIOTH MIJABUIIUTH KOHKYpEeHTOCHpOoMOXHicTh TOB
«Kpokyc».

KirouoBi crioBa: KOMIUIEKC MapKETUHTY, MAPKETHHTOBA JIsJIbHICTh, MAPKETHHTOBA

MOJIITUKA, MAPKETUHTOBA CTPATETIs.

SUMMARY

Nedashkovskaya OI «Management of marketing activity of the enterprise and ways

of its improvementy»



In the work the ways of improvement of marketing activity of the enterprise are
offered. Theoretical aspects of management of marketing activity of the enterprise are
investigated. The general organizational characteristic of Crocus LLC was presented and
its financial condition was assessed. The analysis of management of marketing activity of
the enterprise is carried out and proposals for improvement of this process are developed.
Improvement of the advertising campaign of Crocus LLC due to organizational measures
and motivation of the personnel is offered. Measures to increase the competitiveness of
Crocus LLC are substantiated.

Keywords: marketing complex, marketing activity, marketing policy, marketing

strategy.
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5. 3mict poboTtu (TIepenik NUTaHb, K1 HAEKUTh PO3POOUTH):
PO3ALJI 1 TEOPETHUYHI OCHOBU CTPATEITYHOI'O VYIIPABJIIHHA
E®EKTUBHICTIO MAPKETHHI OBOI AISJIbHOCTI
1.1 EkoHOMIYHA CYTHICTh MApKETHHTOBOI IISUTBHOCTI IIIIPUEMCTBA
1.2 CtpateriuHe ynpaBlliHHS MapKETUHTOBOIO JISIIbHICTIO
1.3 3akopIOHHUHN JOCBIJ CTPATETIYHOTO YTMPABIIHHSI MapKETUHTOBOIO iSUIBHICTIO
MIPUEMCTBA
PO3/IJT 2 AHAJII3 EOEKTUBHOCTI TOCIIOJAPCHEKOI JISJIBHOCTI IIpAT
«DIPMA «MEBJII»
2.1 OcobnuBOCTI ¥ €KOHOMIYHMN aHali3 MapkeTHHroBoi AisuibHOCTI [IpAT «Dipma
«MeOmi»
2.2 [TapameTpu epeKTUBHOCTI MAPKETHUHTOBOI AISUTBHOCTI MIATPUEMCTBA
2.3 @aktopW, IO BIUIMBAIOTh HA €(EKTUBHICTh YIPaBIIHHA MapKETHUHTOBOIO
ISUTBHICTIO
PO3AJI 3  YIAOCKOHAJIEHHA  VIIPABJIIHHSA ~ E®EKTHUMBHICTIO
MAPKETHUHI'OBOI JISIJIBHOCTI IIAITPUEMCTBA
3.1 PexomeHnpariii 3 onTuMizallii MapKeTUHTOBOI JISIIBHOCTI
3.2 CTpareriuHuii miad miABUIIEHHS ¢()eKTUBHOCTI MAPKETUHTOBOI JiSIIBHOCTI ...........

AHOTAILIIA

[Ipoumna JI.B. «Crpareriune ymnpaBiaiHHA €(QEKTUBHICTIO MapKETHUHIOBOI
JUSITBHOCTI MATPUEMCTBAY

B po6oTi 3amponoHOBaHO MIISXM YAOCKOHAJIEHHS MAapKETHHTOBOI JiSTTBHOCTI
mianpueMcTBa.  JIOCHIPKEHO  TEOPETUYHI  AaCMEeKTU  YIPaBIIHHS  MapKETHUHTOBOIO
JISUTBHICTIO MiANpUeMCTBa. bynio HajmaHo 3aranbHy oprasizaiiiny xapaktepuctuky [IpAT
«®Dipma «Mebni» Ta oriHeHo HWoro (iHaHcoBuil craH. [IpoBeneHo aHami3 ympaBiiHHS
MapKETHHTOBOIO  JISUTBHICTIO  MIJNPUEMCTBA Ta PO3POOJICHO MPOMO3MINT  MI0A0
YIOCKOHAJIEHHSI I[HOTO Ipolecy. 3ampONOHOBAHO YAOCKOHAJIECHHS PEKJIaMHOI KaMIaHii
[IpAT «®Pipma «MeOni» 3a paxyHOK Oprasi3aliiHUX 3axOJIB Ta ONTHUMI3allii
MapKETUHIOBOI JisIbHOCTI. OOIpYHTOBAHO 3aXOJH, Kl JTO3BOJISIOTH MIJBUIIUTH 00’ €MU
nponaxiB [IpAT «Dipma «Mebmiy.

Kito4oBi ciioBa: KOMIJIEKC MapKETUHTY, MAPKETHUHIOBA JIsJIbHICTh, MAPKETUHIOBA

MOJTITUKA, MAPKETUHTOBA CTPATETIS.

SUMMARY

Proshina D. «Strategic Management of Marketing Effectiveness of Enterprise»
In the work the ways of improvement of marketing activity of the enterprise are
offered. Theoretical aspects of management of marketing activity of the enterprise are

investigated. The general organizational characteristics of PJSC “Furniture Company”



were presented and its financial condition was assessed. The analysis of management of
marketing activity of the enterprise is carried out and proposals for improvement of this
process are developed. Improvement of the advertising campaign of PJSC “Firm*
Furniture “at the expense of organizational measures and optimization of marketing
activity is offered. Measures to increase the sales of PJSC Furniture Company are
substantiated.

Keywords: marketing complex, marketing activity, marketing policy, marketing

strategy.
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5. 3mict poboTtu (TIepenik NUTaHb, K1 HAEKUTh PO3POOUTH):

PO31JI 1. TEOPETHUYHI 3ACAAJU ®OPMYBAHHA KOMIUIEKCY
MAPKETUHI'OBUX KOMYHIKAIIN ITIIITPUEMCTBA

1.1. TeopeTnuna criaguHa Cy4acHUX MapKETUHTOBUX KOMYHIKaIIii

1.2. CyTb MapKETUHIOBUX KOMYHIKAIIIH 1 YIIpaBIiHHS IPOCYBAaHHSIM TOBapiB

1.3. CtumyntoBaHHs 30yTy: TeOpis, MPaKTUKa 1 MEPCIEKTUBU
PO31JI 2. JOCJIIJDKEHHA KOMIUIEKCY MAPKETHMHI'OBUX
KOMYHIKAITI ITpAT «<ATPOKOHTPAKT»

2.1. 3aranpHa xapakrepuctuka [IpAT « ArpoKOHTpaKT» Ta MOKa3HUKIB HOTO
TISJTBHOCTI

2.2. Anani3 BHyTpimHboro cepenoBumia I[IpAT «ArpokoHTpakT»

2.3. Jocnimxkennsa MmapkeTuHroBux komyHikamii [IpAT «ArpokoHTpakT
2.4. SWOT-anani3 Ta BHU3HAUEHHS OCHOBHHMX HAMpPSIMKIB AisUIBHOCTI
MIIITPUEMCTBA
PO31JI 3. HIJIAXU PO3BUTKY TA YAOCKOHAJIEHHA
MAPKETUHI'OBUX KOMYHIKAIIM ITpAT «<ATPOKOHTPAKT»

3.1. ®opMyBaHHS €PEKTUBHOI MPOrpamMu MPOCYBaHHS TOBAPIB

3.2. Po3po0Oka ynpaBiiHChKUX PIllI€Hb, CIIPSIMOBAHUX Ha M1ABUIICHHS
€(eKTUBHOCTI KOMIUIEKCY MAPKETUHIOBUX KOMYHIKaIiil [IpAT«ArpoKOHTpaKkT»



AHOTAIIISA

Ps6ka I[1.C. «®opMyBaHHS KOMIUIEKCY MApKETHHIOBUX KOMYHIKAI[ill MAPUEMCTBAY

B po6oti 3ampornoHoBaHO HUISIXW (OPMYBAaHHS KOMIUIEKCY MAapKETUHIOBUX
KOMYHIKaIlii  mianpueMctBa.  JlOCHIIKEHO  TEOPETHYHI  aCHeKTH  YIpaBIiHHSA
MapKEeTUHTOBOIO JISUTBHICTIO MIANPHEMCTBA. byno HamgaHo 3araibpHy OpraHizariiHy
xapakTepucTuky [IpAT «ArpokoHTpaKkT» Ta OIlIHEHO Horo ¢iHaHcoBuii ctaH. [IpoBenaeHo
aHaJli3 yMpaBIiHHSI MapKeTUHTOBOIO JisUTbHICTIO [IpAT «ArpokoHTpakT» Ta po3poOiIeHO
IOPONO3UIIT 100 YJOCKOHAJEHHS LBOr0 MpOIECY. 3alpolOHOBAHO YJIOCKOHAJIECHHS
(bopMyBaHHSIM  KOMIUIEKCY MAapKETMHTOBUX KOMyHIKamiii mignpuemcrBa [IpAT
«ATPOKOHTPAKT» 3a paxyHOK OpraHi3alliHHUX 3aXO0JIB Ta MPOrpaMy MPOCYBAHHS TOBApPY.
OOTrpyHTOBAaHO 3aXOAM, SKI JTO3BOJSIOTH MIABUINUTH 00’eMu mpsmux nponaxis [IpAT
«ATpPOKOHTPAKT.

KitouoBi crioBa: MapKeTUHT, MApKETUHTOBUM KOMILIEKC, IPOCYBaHHS TOBapYy.

SUMMARY

Ryabka P. «Formation of complex of marketing communications of the enterprise»

The ways of formation of complex of marketing communications of the enterprise
are offered in the work. Theoretical aspects of management of marketing activity of the
enterprise are investigated. The general organizational characteristics of PJSC
“Agrocontract” were presented and its financial condition was assessed. The analysis of
the marketing activity management of PJSC “Agrocontract” was carried out and the
proposals for improvement of this process were developed. Improvement of formation of
marketing communications complex of PJSC "Agrocontract” at the expense of
organizational measures and program of goods promotion is offered. Measures to increase
the direct sales of PJSC "Agrocontract” are substantiated.

Keywords: marketing, marketing complex, product promotion.
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5. 3mict poboTtu (TIepenik NUTaHb, K1 HAEKUTh PO3POOUTH):

PO3 LT 1 YITPABJITHHA KOHKYPEHTOCITPOMOXHICTIO
[MIAIMTPUEMCTBA B CYHACHUX YMOBAX

1.1 KoHKYypeHTOCTIPOMOKHICTh MiAMPHUEMCTBA: CYTHICTh 1 aKTYaJbHICTh B
YMOBaX PUHKOBOI €KOHOMIKH

1.2 TeopeTnuHi OCHOBH YIPaBIIHHS KOHKYPEHTOCITPOMOKHICTIO IMiAMPUEMCTB
PO3AUI 2 JOCIIJKEHHA YIIPABJIIHHA KOHKYPEHTOCITPOMOXHICTHO
[MIAITPUEMCTBA

2.1 JliarHocTHKa CUCTEMH YIIPaBIIIHHS 1 ITPUEMCTBOM

2.2 MOHITOPUHT KOHKYPEHTHOTO CEpEeIOBHIIA MIANPUEMCTBA

2.3 SWOT-ananiz Ta BH3HAYCHHS OCHOBHUX HAMPSAMKIB JiSUTBHOCTI
M ITPUEMCTBA

PO31JI 3 YIAOCKOHAJIEHHA YITPABJIIHHSA
KOHKYPEHTOCITPOMOXHOCTI IIIAITPUEMCTBA

3.1 KommnekcHa  cucTeMa  YHOPaBIiHHA  KOHKYPEHTOCIPOMOXKHICTIO
MIIPUEMCTBA HA OCHOBI MAPKETUHTY

3.2 Crpareriunuii 1 IX1]1 hi () BJIOCKOHAJICHHS YIOpPaBIIHHS
KOHKYPEHTOCTIPOMO>KHICTIO MIANPUEMCTBA

AHOTAINIA

Cana H.B. «YmpaBiiHHsS KOHKYPEHTOCIIPOMOXHICTIO TIAIMPUEMCTBA Ta HANPSIMHU
HOTO TABUIIICHHS

B poOoTi 3aMpPONOHOBAHO HUIAXU YIOCKOHAJICHHS YIPABIIIHHS
KOHKYPEHTOCITPOMOXKHICTIO TiANpreMcTBa. J{0CHiIPKEHO TEOPETUYHI aCTIeKTH YIpaBIiHHS
KOHKYPEHTOCITPOMOXKHICTIO MIANPUEMCTBA. byno HamgaHo 3arajbHy OprasizaliiHy
xapaktepuctuky TOB «llepmmii BIKOHHUIA MapKeT» Ta OLUIHEHO MOro ()iHAHCOBHM CTaH.
[IpoBeneno anami3 ympaBiiHHS KOHKypeHTOocrpoMOxHIicTIO TOB «llepmmii BikOHHMI
MapkeT» Ta pPO3pO0JCHO TMPOIMO3WINI IIOA0 YAOCKOHAJICHHS I[HOTO  TIPOIIECY.
3anporoHOBaHO YAOCKOHAJIEHHS MapKeTHHToBoOi AistibHOCTI TOB «Ilepmuii BiKOHHMIA
MapKeT» 3a paxyHOK OpTraHi3allifHuX 3aXOiB Ta PO3IIMPEHHS MPOMO3HUIIIN HAa PUHKY
BiKOHHOTO O13Hecy. OOGIpyHTOBAHO 3aXO0/H, SIK1 I03BOJISIOTH MIABUIIATH 00’ €MHU MPOJIAXKIB
TOB «Ilepmmii BIKOHHUN MapKeT».

KirouoBi cioBa: KOHKYpPEHTOCIPOMOXKHICTh, MAapKETHHT, peKJIaMHa KamIaHisi,
MapKETUHT-MIKC, TU(epeHITIaIlis.

SUMMARY

Sapa N «Management of enterprise competitiveness and directions of its increase»

The ways of improving the enterprise competitiveness management are proposed in
the paper. Theoretical aspects of enterprise competitiveness management are investigated.

The general organizational characteristics of the First Window Market LLC were



presented and its financial condition assessed. The analysis of the competitiveness
management of the First Window Market LLC was carried out and the proposals for
improvement of this process were developed. Improvement of marketing activity of LLC
"First Window Market" is offered at the expense of organizational measures and
expansion of offers in the market of window business. Measures to increase the sales
volume of First Window LLC are substantiated.

Keywords: competitiveness, marketing, advertising campaign, marketing mix,
differentiation.
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5. 3mict poboTtu (TIepenik NUTaHb, K1 HAEKUTh PO3POOUTH):
PO31JI 1 TEOPETUKO-METOJNUYHI OCHOBU ®OPMYBAHHSA CUCTEMU
I[MTEPCOHAJIBHUX ITPOJAXIB

1.1 CyTHicTh EpCOHANBLHUX MPOAAXIB, iX (POpMHU Ta 0COOIUBOCTI

1.2 YrpaBiiHHs IepCOHAIBHUM MPOJIAKEM
1.3 T'os10BHI CKJ1a10B1 IPOLECY IEPCOHATBHOTO IPOAAKY

PO31JI 2 AHAJII3 MAPKETHUHIT'OBOI'O KOMIUIEKCY TOB «BITAJI TTPEC»
2.1 3aranpHa XapaKTepUCTUKA MiANPUEMCTBA

2.2 Mapketunrosuii anani3z punky TOB «Bitan-TIpecy
2.3 Anani3 30yToBoi Ta MapkeTHHT0BO1 AisuibHOCTI TOB «Bitan-IIpec»

PO3/11J1 3 D°OPMYBAHHS E®EKTUBHOI CUCTEMMU IIPSIMUX TTPOJIAXKIB
HA TOB. «BITAJI-ITPEC»
3.1 3axonu moao miABUIIEeHHS eeKTUBHOCTI 30yTOBO1 AisuibHOCTI TOB «BiTan-

[Ipec»

3.2 3axonu 1mo/10 MiABUIICHHS €()eKTUBHOCTI OPMYBAHHS CUCTEMHU MPSMUX
npojaxiB TOB «Bitan-IIpecy Ta ix edeKTUBHICTH

AHOTAILIIA

Tumomenko C.A. «®DopMyBaHHS CHUCTEMH TIEPCOHAJIBHUX MPOAAKIB Ha
I IITPUEMCTBI»

B poGori 3amponoHOBaHO LUISIXM  YJOCKOHAJEHHS  PEKJIaMHOI  KammaHii
mianpueMcTBa. JOCHIIPKEHO  TEOPETUYHI AaCHeKTW  YOPABIIHHSI  MapKETHHTOBOIO
TISUTBHICTIO miAnpueMcTBa. byno HamaHo 3aranpHy oprasizaiiHy xapaktepuctuky TOB
«Bitan mpec» Ta ouiHeHO Horo QiHaHcoBUM cTaH. [lpoBeneHO aHami3 ymnpaBiiHHA
MapKeTHHTOBOIO JisiibHICTIO TOB «Bitam mpec» Ta po3poOJICHO IPOMO3UIIii MIOA0
YAOCKOHAJIEHHS 1[bOTO Mpolecy. 3anpolOHOBAHO YAOCKOHAJIEHHS MPOCYBAHHS TMOCIYT 3
BUKOpUCTAaHHAM mnpsamux mponaxis TOB «Bitan mpec» 3a paxyHOK OprasizaliiHuX
3axo/AiB Ta MoTuBaIli mepcoHanmy. OOIpyHTOBAHO 3aXOJH, SKI JO3BOJSIOTH TMiABUIIUTH
00’emu nipsimux npoaaxis TOB «Bitan npecy.

KittouoBi crioBa: MapKeTHHT, peKJiaMHa KaMIaHisl, MApKEeTUHT-MIKC.



SUMMARY

Tymoshenko S. «Formation of system of personal sales at the enterprise»

The paper proposes ways to improve the company's advertising campaign. Theoretical
aspects of management of marketing activity of the enterprise are investigated. The general
organizational characteristics of Vital Press LLC were presented and its financial condition
assessed. An analysis of the management of marketing activities of Vital Press LLC was
made and proposals were made to improve this process. Improvement of promotion of
services with the use of direct sales of Vital Press LLC at the expense of organizational
measures and staff motivation is offered. Measures to increase the direct sales of Vital Press
LLC are justified.

Keywords: marketing, advertising campaign, marketing mix.
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PO3AUI 1 TEOPETUYHI ACITEKTU MAPKETUHI'Y ¥V AIAJIBHOCTI
[IOLITOBOI'O 3B’ A3KY

1.1 CyTHiCTb, IPUHIMIHY Ta PYHKIIIT MAPKETUHTY

1.2 Cy4acHi KOHIIEMIIiT PO3BUTKY MapPKETUHTY

1.3 Oco6aMBOCTI MAPKETUHTOBOI AiSUTBHOCTI HA MIIPUEMCTBI OIITOBOTO
3B’SI3KY
PO3/I1J1 2 AHAJII3 MAPKETUHI'OBOI ITPOTPAMU HIAIIPUEMCTBA TA
®AKTOPU, 1110 HA HEI BIIJIMBAIOTh

2.1 Oprani3zaiifHo - eKOHOMIYHa XapakTepuctuka mianpuemctsa Y I3
«Yxproura

2.2 JlocnipkeHHs ait0o9oi MapkeTuHroBoi kormentlii Ha Y I3 «Ykpmomray

2.3 MapkeTHHIoBe HOCTIKEHHSI MONUTY nomtoBux nmociayr Y T3
«YKpriomra
PO3A1JI 3 PEOOPMYBAHHA JIAJIBHOCTI HIATIPUEMCTBA Y I3
«YKPITOIITA» HA 3ACAJJAX MAPKETMHI'OBOI KOHIIEILIIT

3.100rpyHTyBaHHS AOULIBHOCTI BOPOBAIKEHHS KOHIIETIIIIT MApKETUHTY Ha
nignpuemctsl Y I3 «Ykprormiray

3.2 MetoauyHi pekoMeHaallii 3 npouecy pepopmyBanus aisspHocT Y I3
«YKpriomra

3.3 Y ockoHajeHHs] MapKeTHHTOBOI 1iHOBOT nmoiiTuky Ha Y I3 «Ykpnomrray



AHOTAITA
[TakipoB K.B. «AHaji3 MapKeTUHTOBOI JISUIBHOCTI MIAITPUEMCTBAY

B poOoti 3ampomoHOBaHO NHUIAXH YAOCKOHAJICHHS YIPaBIIHHA MapKETHUHIOBOIO
TUSJBHICTIO  TIANpUEMCTBA.  JIOCHDKEHO  TEOPETHYHI  acleKTH  yIpaBIiHHSA
KOHKYPEHTOCITPOMOXHICTIO MIANPUEMCTBA. bylno HamaHo 3araibHy OpraHizaliiiHy
xapakrepuctuky Y I3 «YkprnomTay Ta omiHeHO ioro ¢inaHcoBuii ctad. [IpoBeaeHo
aHaii3 yNpapiiHHSA MapkeTHHToBoro nisuibHicTIO Y /I3 «YkpmomTay Ta po3polsiaeHo
MPOMO3UIlT IMIOAO YJOCKOHAJIEHHS IOTO MPOIECy. 3ampormOHOBAHO YIOCKOHAIECHHS
MapkeTuHroBoi fisbHOCTI Y I3 «YkpromTay 3a paxyHOK OpraHi3alliiHuX 3aX0/iB Ta
PO3IIMPEHHS TMPOIO3UIIII Ha PUHKY MOMITOBOro Oi3Hecy. OOIpyHTOBAHO 3aXOjH, SKi
J03BOJISIIOTH MIABAIIMTH 00’ eMu nipojaxiB Y I3 «Ykpmnomrtay.

KitouoBi cioBa: KOHKYPEHTOCHPOMOXKHICTh, MApKETHHI, PEKJIaMHa KamIaHis,
MapKEeTUHT-MIKC, TudepeHItiais.

SUMMARY

Shakirov K. «Analysis of marketing activity of the enterprise»

In the work the ways of improvement of management of marketing activity of the
enterprise are offered. Theoretical aspects of enterprise competitiveness management are
investigated. The general organizational characteristic of UkrPoshta UDPPP was presented
and its financial condition was assessed. The analysis of the marketing activity
management of the UkrPoshta UDPPZ is carried out and the proposals for improvement of
this process are developed. Improvement of the marketing activity of UkrPoshta UDPPP is
proposed due to organizational measures and expansion of offers in the postal business
market. Measures to increase sales of UkrPoshta are justified.

Keywords: competitiveness, marketing, advertising campaign, marketing mix,

differentiation.



