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AHOTAILA
Ilanamapuyk A. FO. Mapxemuneosa cmpamezist niONpUEMCcmea ma wiaisxu ii 600CKOHANEHHs

VY kBamidikauiiHii poOOTI JOCHIHKEHO MApKETHHIOBY AisUIbHICTH mianpuemctsa TOB
«CmauHull pecype» Yy Cy4acHMX YMOBaX YKPAiHCBKOTO PHHKY Xap4oBOi MPOIYKIi.
Po3rnsHyTO TEOpeTHYHI acmeKTH MapKETHHTY SK CHUCTEMM YIIPaBIIHHA B3a€EMOJIEI0 3
PUHKOBUM CEPEOBHUINEM, a TaKOX BHUBYCHO MPAKTUYHY peali3alilo MapKEeTHHTOBUX
cTpaTeriil manpueMcTBa y cepl CHEKIB, Kalll, HaIloiB, CIEIIA Ta IHHOBAIITHUX TTPOIYKTiB
MIBUAKOTO IPUTOTYBaHHSI.

[IpoananizoBaHo CHJIBHI Ta cJa0Ki CTOPOHU MAiSIBHOCTI KOMITaHIi, OCOOJIMBOCTI ii
ACOPTUMEHTHOI MOJIITUKH, CUCTEMY HPOCYBaHHs, CETMEHTAIll0 LUJIbOBOI ayJauTopii Ta
iHcTpyMeHTn — auctpuOyiii. IlpoBeneno SWOT-aHani3, BHU3HAYEHO KOHKYPEHTHE
cepenoBHILEe Ta ¢(hOPMOBAHO KapTy MO3ULIOHYBAaHHA. 3HaYHY yBary NpUAUICHO MUTaHHIO
IN3aiiHy YIaKOBKH SIK IHCTPYMEHTY MapKETHHTOBOTO IMO3UIIIOHYBaHHS, HAa IPUKJIAJ TPHOX
BJIacHUX OpeHAiB koMmanii — VitaMax, Domovyk ta CRAMBL.

Y po0oTi 3ampomnoHOBaHO HU3KY MPAKTUYHHUX 3aXOAIB MO0 MOKPAIIEHHS MapKETUHTOBO1
JISTBHOCTI MIAIPUEMCTBA: IOCUIIEHHS OpEHANHTY, MAPKETUHIOBY MIATpUMKY HOBUX CKIO,
BIIPOBA/KCHHSI AHAJITUYHUX 1HCTPYMEHTIB, PO3IIUPEHHS JUCTPUOYLIi, ONTHUMI3aLlI0
pexiiamHoro OroxeTy. Peamizaiisi 3amponoHOBAHMX 3aXOMIB CIHPUATHUME 3MIIIHEHHIO
PUHKOBHMX TIO3MIII KOMIIaHli Ta ii Mepexoay Bl KOHTPAKTHOTO BHUPOOHMIITBA [0
MTOBHOILIIHHOTO OpeH Y.

Kuarwo4oBi c10Ba: MapKkeTHHI, OpeHIUHT, YIIAKOBKA, No3ulionyBanusa, SWOT-anamnis,
Crambl, VitaMax, Domovyk, cTparerisa npocyBaHHsI.

SUMMARY

Palamarchuk A. Y. Marketing strategy of the enterprise and its paths in detail

The bachelor's thesis explores the marketing activities of the food manufacturing company
“Tasty Resource” in the context of the Ukrainian FMCG market. It covers both the
theoretical foundations of marketing and their practical application at the enterprise, which
specializes in snacks, porridges, drinks, spices, and innovative ready-to-eat products.

The research includes an in-depth analysis of the company’s strengths and weaknesses,
product assortment strategy, target audience segmentation, promotional tools, and
distribution channels. A SWOT analysis was conducted, as well as a competitor landscape
evaluation and positioning map. Special attention was paid to packaging design as a tool for
marketing positioning, based on three of the company’s own brands — VitaMax, Domovyk,
and CRAMBL.

Based on the findings, a set of practical recommendations was developed to enhance
marketing performance: brand reinforcement, SMM support for new SKUs, implementation
of analytical tools, expansion of distribution, and optimization of marketing budget. These
actions will support the company’s transformation from private label production to the
establishment of a strong brand presence.

Keywords: marketing, branding, packaging, positioning, SWOT analysis, Crambl,
VitaMax, Domovyk, promotion strategy.



3MICT
BCOTVII ...t Homunka! 3aknadky ne eusnaueno.
PO3JUI 1. TEOPETUYHI ~OCHOBH  MAPKETHUHIOBOI  JIAJIBHOCTI
TIJIIIPUEMCTBA ... Iomunka! 3aknaoky ne eusnaueno.
1.1. CyTHicTb Ta 3HAYEHHS MAPKETUHTOBOI ISJILHOCTI MANPUEMCTBA ......... IMomuika!
3akaaKy He BUSHAYEHO.
1.2.  OcHoOBHI HanpIMHU MapKeTUHTOBOI NismbHOCTI IIoMmIKa! 3akaaaky He

BH3HAYCHO.

1.3. Metoau o1iHKH ePEeKTUBHOCTI MapKeTHHTORBOI1 AisuibHOCTIIIoMuaka!  3aknaaky
HE BU3HAYEHO.

PO3AUI 2. AHAJTI3 CTAHY TA OLIHKA MAPKETHHI OBOI JIAJIBHOCTI
HIIIIPUEMCTBA TOB « CMAYHHUU PECYPCy..... [lomunka! 3axknadxky He euznaueno.

2.1. 3aranpHa xapaktepuctuka mianpuemctsa TOB «Cmaunuii pecypey......... IHommuika!
3aky1aiKy He BUBHAYEHO.

2.2. Anani3z MapkeTuHroBoi crparerii nignpuemcreallomuika!l 3aknaaky He
BU3HAYEHO.
2.3. AHani3 puHKOBOTO CEPEIOBUIIA Ta KOHKYPEHTHOTO CTAHOBULIA ............... HHomuika!

3alc.11a1u<y HE€ BU3HAYCHO.

2.4. OuiHka e()eKTUBHOCTI MAPKETHHIOBUX 3ax0/1iB mianpueMcteallommika! 3aknaaxky
He BU3HAYEHO.

2.5. SWOT-anaini3 mapkeTuHroBoi JaismpHOCTI mianpueMctBallomuika! 3akiagky He
BU3HAYEHO.

PO3JIIJT 3. HAIIPAMH BIJOCKOHAJIEHHA MAPKETHUHIOBOI HIAJIBHOCTI
HIIIIPUEMCTBA ... Ilomunka! 3aknaoky ne eusnaueno.

3.1. Po3po0ka 3axo0/1iB A1l MOKPAIEHHS MAPKETHHTOBOT JISTIBHOCTI ............... IHomuika!
3aky1aIKy He BUBHAYEHO.

3.2. OnTumizaiiiss MapkeTuHToBOro OroKeTy mianpueMmctBallomuika! 3aknaaky He
BHU3HAYEHO.

3.3. Jlu3aiiH yrakoBKH SIK IHCTPYMEHT MapKETUHTOBOTO MO3HUI[IOHYBAHHS....... IHommuika!
3aki1aaKy He BUZHAYEHO.

BUCHOBKU ..........cccovoviieeeiiieeeeeieee e Homunxa! 3aknaoky ne eusnaueno.
CIIACOK BUKOPHUCTAHHUX JIZKEPEJL ........cccooiiiiiiiieeeeeeeeeeeee e 4
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