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AHOTANIA

Kpemnvosa V.M. Mapkemunzo6a KOHKYPEHMOCHAPOMONCHICMb NIONPUEMCINEA MA OCHOBHI HABNPS1-
MKU i1 ni08ULeHHS.

VY xBamidikariitHiid po6oTi 6akaiaBpa JOCIIHKEHO TEOPETHUYHI Ta METOAMYHI OCHOBU (hOPMYBaHHS
Ta 3a0e3MeUeHHsI MAPKETUHIOBOI KOHKYPEHTOCIIPOMOXKHOCTI mianpuemctsa. [IpoBeneHo Bcebiunmii anami3
MapKEeTUHTOBOI AisTbHOCTI Kopropauii «biocdepay, BUSBICHO OCHOBHI YHHHHKH, 1110 BIUTMBAIOTh HA HOTO
MO3HUIII1 Ha PUHKY, a TAKOX 3/IIMCHEHO MAPKETHHTOBUN ayauT. 3 ypaxXyBaHHAM CeU(IKH TPOIYKITT IMijI-
NPUEMCTBA Ta KOHKYPEHTHOT'O CEpEeIOBUINA PO3POOJICHO MPAKTUYHI PEKOMEHIAITi1 III0/I0 IMiIBUIIICHHS Ma-
PKETHHIOBOI KOHKYPEHTOCIPOMOXKHOCTI, 30KpeMa 3alpoIIOHOBAHO BIPOBAKEHHS TOBAPHOT MOJIENI Opra-
Hi3aIil BIAIUTY MapKETHHTY, IO JO3BOJIUTH €(DEKTUBHIIIE a1anTyBaTH MAPKETHHIOBI IHCTPYMEHTH JI0 TI0-
TpeO crnoxuBauiB. TakoX peKOMEHI0OBAaHO 3/1HICHIOBATH BHYTPIIIHIA MapKETUHTOBUI ayaUT JIBI4l Ha PiK
JUTSL CBOEYACHOTO BUSIBIICHHS IIPo0IieM 1 pearizallii KOpUryBalbHHUX 3aX0/liB. 3aCTOCYBAaHHS 3alpOIOHOBA-
HUX 3aXO0JIiB CIPUSATHME 3MIITHEHHIO pUHKOBHX IMO3UIIH Koproparii «biocdepa» Ta 3abe3nedeHHio ioro
CTaJIOTO PO3BUTKY B YMOBaX KOHKYPEHTHOTO CEPEIOBHIIIA.

Kiro4oBi ciioBa: MapkeTHHroBa KOHKYpPEHTOCIIPOMOXKHICTh, MAPKETUHTOBA CTPATETis, OpraHisa-
1[isl MAPKETHUHTOBOI JISJIbHOCTI, MAPKETUHIOBUM ayaUT, aHAIi3 KOHKYPEHTHHX TepeBar, MmiBUICHHS ede-

KTUBHOCTI MAapKCTHHTY.

SUMMARY

Kremneva U.M. Marketing competitiveness of the enterprise and the main directions of its improve-
ment.

The bachelor's qualification work explores the theoretical and methodological foundations of the
formation and maintenance of the marketing competitiveness of the enterprise. A comprehensive analysis
of the marketing activities of the enterprise "Biosphere" was conducted, the main factors influencing its
position in the market were identified, and a marketing audit was also carried out. Taking into account the
specifics of the enterprise's products and the competitive environment, practical recommendations were
developed to increase marketing competitiveness, in particular, the introduction of a product model of the
marketing department organization was proposed, which would allow more effectively adapting marketing
tools to the needs of consumers. It is also recommended to conduct an internal marketing audit twice a year
for timely identification of problems and implementation of corrective measures. The application of the
proposed measures will contribute to strengthening the market positions of the enterprise " Biosphere™ and
ensuring its sustainable development in a competitive environment.

Keywords: marketing competitiveness, marketing strategy, organization of marketing activities,

marketing audit, analysis of competitive advantages, increasing marketing efficiency.
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