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AHOTANIA

ITaxomoBa K.A. Po3poOka MapkerMHroBux 3axoAiB 3 ¢opMyBaHHSH
NMO3UTUBHOIO IMiTKy dipmu.

VY  kBamidikamidHii  poOOTI TEOPETHYHI AacmekTH (QOpMyBaHHS  IMIJIKY
nianpueMcTBa y cepi MoCiyr, MpoaHadi30BaHO MEXaHI3MHU, METOJU Ta IHCTPYMEHTH
roro ctBopenHs. [IpoBeneHo anani3 rocmnoaapcbkoi aisurtbHOCTI Kommnanii HOMECLEAN
NJ LLC, nocnimxeHo ii pUHKOBE CEpPEeIOBUIIE, MOTOYHUM IMIJIXK, CETMEHTYBaHHSI PUHKY
Ta TMO3UIIIOHYBaHHSA TOCIyTr. Ha OCHOBI OTpMMaHUX AaHUX PO3POOJIEHO MAPKETHUHTOBI
3aX0J1, COPsIMOBaHI Ha TMOKPAIIECHHS IMIIKYy KOMIIaHii, BU3HAYEHO CTpATErii0 HOro
dbopMyBaHHA Ta OIIIHEHO €(EKTHUBHICTh 3ampOTNOHOBAHUX 3axoiB. JloBemeHo, IO
peanizaliiss po3po0JIeHOT cTpaTerii CpUsATUME MiIBUIIIEHHIO KOHKYPEHTOCIIPOMOKHOCTI
Ta IPUBAOIMBOCTI KOMIIaHI Ha PUHKY.

KuiouoBi ciioBa: iMiK HiANPUEMCTBA, MAPKETUHTOBI 3aX0/H, MO3UIIOHYBaHHS,
cerMeHTyBaHHs puHKY, SWOT-aHani3, KOHKYpPEHTOCIIPOMOKHICTb.

SUMMARY

Pakhomova K.A. Development of marketing measures to form a positive
image of the company.

In the bachelor’s thesis the theoretical aspects of forming the image of the
enterprise in the service sector, analyzed the mechanisms, methods and tools for its
creation. The economic activity of HOMECLEAN NJ LLC is analyzed, its market
environment, current image, market segmentation and positioning of services are studied.
Based on the data obtained, marketing measures aimed at improving the company's image
have been developed, a strategy for its formation has been determined, and the
effectiveness of the proposed measures has been evaluated. It has been proved that the
implementation of the developed strategy will increase the competitiveness and
attractiveness of companies in the market.

Keywords: company 1mage, marketing activities, positioning, market
segmentation, SWOT analysis, competitiveness.
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