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AHOTAINIA

Cyneiimenko JI.C.  Po3pobka  mapxemun2080i cmpamezii  mopeo8o2o
NIONPUEMCMBA HA PUHKY OP2AHIYHUX NPOOYKMIE Xap4y8aHHsl

B kBanmiikamiitHiiipoOOTIpO3TIsIHYTO TEOPETUKO-METOANYHI3aCaAn PO3POOKHU

MapKeTHHTOBOi  CTpaTerii HiAMPUEMCTBA, 311 ICHEHOAHATI3MAPKETHHTOBOT'O
cepenoBuIIa iAIPUEMCTBA Take Organic GmbH,
PO3p00ICHOPEKOMEH TAMIITTI0TOBAOCKOHATICHHIMAPKETUHT OBO1

CTpaTeriimianprueEMCTBA Take Organic GmbH.
3ypaxyBaHHAMCIEIU(IKUTOPTOBENBHOTNIsIbHOCTIM ipreMcTBa T ake Organic
GmbH3amnpornoHoBaHONEPETIITHY THITLAX 1T bi (e}

MapkeTuHroBoictparterii [akeOrganicGmbH.
KepiBauursyTakeOrganicGmbH3amnponoHoBaHOPO3pOOUTHKOMIUIEKCHYCTPATETIIO 3
€()eKTUBHOTOBUKOPUCTAHHAHASIBHUXPECYPCIB, 00 HE TIIBKHUYTPUMATHUCS HAa PUHKY
OpraHIYHUXIPOAYKTIBXapuyBaHHsA, a MH30UIbLIIYBATUCBOINPOJAXKHIMOKIUBOCTI Ha
PUHKY IPOTATOMHANOIMKINX 3-X POKIB.

KuirouoBi cjioBa:MapKeTUHIOBa CTpaTeris, TEHJEHLII PO3BUTKY PHUHKY
OpraHiYHUX MPOJYKTIB XapuyBaHHs, TO3HUI[IOHYBAHHS MPOAYKIII MIANPUEMCTBA,
aHaATI3MIITPUEMCTBA,MAPKETUHTOB1 cTparerii H1ITPUEMCTBA,CTPATETIIO
nudepeHIaii.

SUMMARY

Suleimenko L.S. Developing a marketing strategy for a commercial enterprise
in the organic food market

In the qualification work the theoretical and methodological foundations of the
development of the enterprise marketing strategy were considered, the analysis of the
marketing environment of the company Take Organic GmbH was carried out, the
recommendations on the improvement of the marketing strategy of the company Take
Organic GmbH were developed. Taking into account the specific business activities
of Take Organic GmbH, we propose to review the approach to Take Organic GmbH's
marketing strategy. Take Organic GmbH management has been asked to develop a
comprehensive strategy for the efficient use of available resources, not only to stay in
the organic food market, but also to increase their sales opportunities in the market
over the next 3 years.

Keywords: marketing strategy, trends of organic food market development,
enterprise product positioning, enterprise analysis, enterprise marketing strategies,
differentiation strategy.
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