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AHOTAIIISA

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

B po6oTi 3amponoHOBaHO MNUISXM YAOCKOHAJIEHHS MAapKETHHTOBOI JISIIHOCTI
nignpuemMcTBa. JlochoikeHo TeOpeTUUHI aCIIEKTH YIIPaBIIHHS KOHKYPEHTOCIIPOMOXKHICTIO
nignpueMcTBa. byno HajgaHo 3aranpHy opraHizaiiiiny xapaktepuctuky TOB «bonamapm
Ta  OIliHeHO Horo  ¢inaHcoBuil  crad. IlpoBemeHo  aHami3  ympaBJIiHHA
KOHKypeHTocripoMokHicTIO TOB  «bonamapt»y Ta po3po0ieHO MpOMmo3uIii 11010
YJIOCKOHAQJIEHHSI I[bOTO IMpOLECy. 3alpONOHOBAHO YAOCKOHAJIEHHS MAapKETUHIOBOI
nisipHOCTI TOB  «boHanmapT» 3a paxyHOK OpraHi3alliiiHMX 3axo0JlIB Ta pPO3IIUPEHHS
MPOTO3UILIIM HA PUHKY pecTopaHHOro Oi3Hecy. OOIpYHTOBAHO 3aXOJH, Kl JT03BOJISIIOTH
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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