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PE®EPAT

Kaprnosnu Exarepuna AptypoBHa

«CoBepHICHCTBOBAHNE MAPKETHHIOBBIX CTPaTernid Kak gakrop
MOBBINICHUS] KOHKYPEHTOCIOCOOHOCTH MPeINPUSITH

Hunmomuas pabota: 89 c., 9 puc., 17 tabiu., 51 uctouHuk, 4 npuJ.

KiroueBsble cjioBa: MAPKETHUHI'OBA CTPATEI'A,
KOHKYPEHTOCIIOCOBHOCTHD, CTPATETMYECKHWI AHAIJIN3,
MAPKETUHI'OBAA  CPEJIA, MAPKETHUHI'OBBIE MEPOIIPUATHUS,
CTPATETUYECKOE PA3BUTUE, DKOHOMUNYECKAS DODOEKTUBHOCTD.

Heab uccienoBaHusi: Ha OCHOBE MApKETHHTOBOTO aHalU3a BBIPAOOTATh
MPEJIOKEHNUST TI0 COBEPIICHCTBOBAHWIO MapKeTUHroBou crparerun [THUVII
«Kamxusay.

OO0beKkT mHMCCIeAOBAHMS. MAPKETUHIOBAas CTPATErus MNPEAUPHUATHS Ha
npumepe [TUVIT «Kamxus».

MeToabl MccIeA0BAHUS: JIOTHYECKOTO, IPUYMHHO-CIEACTBEHHOTO aHAJIN3a,
CPAaBHUTEJIBHOTO aHaNIM3a M CHUHTE3a, JEAYKUUMUM W HHAYKIHH, 3KCIEPTHOTO
N0/X0/1a, PYHKIMOHATBLHOTO U AMHAMUYECKOTO aHAIN3a, TpadUUeCKUil.

IMonydyeHHble pe3yJibTaThl M UX HOBU3HA: TIPEIJIOKEHBI KOHKPETHBIE My TH
COBEPILICHCTBOBAHMUSI ~ MApKETUHTOBOM  cTparerun  Kommanuu  «Kamxusy,
OCHOBAHHBIC Ha COIMOCTABJICHUH pPsAJa KOJIMYECTBEHHBIX U KaueCTBEHHBIX
bakTopoB.

O6sacTh BO3MOJKHOTO NPAKTHYECKOT0 TPUMEHEHUSI. BO3MOXHOCTH
noBeiieHus 3 dexTuBHocTH padotel [TUYVYIT «Kamxus» u ymydmieHus ero
(YHAHCOBOTO TOJOXKEHUSI U KOHKYPEHTOCIIOCOOHOCTHM TYTEeM MPUMEHEHUS
MPEMIOKEHHBIX ~ MEPOMPHUSATUH  TIO  COBEPIICHCTBOBAHUIO  MApPKETHHTOBOM
CTpaTeTuHu.

ABTOp pabOThl TOJITBEPXKIACT, YTO MPUBEICHHBII B HEW pacueTHO-
aHATMTUYECKUI Marepuan NpaBWIbHO M OOBEKTHUBHO OTPAXAET COCTOSIHHUE
HCCIIEAYEMOTO TPOLECCa, a BCE 3aMMCTBOBAHHBIE M3 JIMTEPATypHBIX U JIPYTHUX
MCTOYHUKOB TEOPETHUUECKUE, METOAOJIOTMYECKUE U METOAUYECKHUE TMOJOKEHUSA U
KOHIIETIIMU CONTPOBOXKAAKOTCA CCHIIKAMU HA UX aBTOPOB.

(moAmuck CTyAeHTA)



PO®EPAT
Kapnogiu Kausipeina ApTtypayna

«YaacKkaHaJIeHHEe MAPKETBIHIaBbIX CTPATITIi AK (paKTAP NABbILIIHHSA
KAHKYP3HTa310/1bHACII NIPAANPHIEMCTBA»

Jpiruiomuas mpana : 89 c., 9 man. , 17 tabm., 51 KpbIHilb , 4 TPHIKIL.

KiawuyaBbis CJIOBBI. MAPKETBIHI'ABAS CTPATOI'LA,
KAHKYPOHTA3JOJIbHACIID, CTPATOI'TYHBI AHAIJII3,
MAPKETBIHI'ABAS CEPAJJA, MAPKETBIHI'ABbBISI MEPAIIPBIEMCTBHBEI,
CTPATAI'TYHAE PA3BILILE, DKAHAMIYHA I Y®EKTHIYHACLIb.

MbsTa nacienaBaHHSI: HAa aCHOBE MapKEThIHTaBara aHalli3y BhINpaliaBailb
IparnaHoBhI Na ynackaHaieHH1 MapkeThiHraBait crpatarii BITYIT «Kamxsis.

AO'eKT aaciedaBaHHsI. MapKETBIHraBas CTPaTATis MpaJalpbleMCTBa Ha
npeikiiaaze BITYIT «Kamxbisny.

Meraabl [gacjielaBaHHA. JlariyHara, IpblYbIHHA-CJeAYara aHamizy,
napayHajipHara aHami3y 1 CIHTA3y, I3yKUbIl 1 IHIYKIbI, SKCIEpTHAra Majblxomay,
(yHKUBISTHAJIbHATA 1 bIHAMIYHAra aHajizy, rpaiuHsbl.

ATpbIMaHbIsl BbIHIKI i IX HaBi3HA: MpanaHaBaHbIl KAHKPITHBIS MUISAXI
yaackaHaJeHHST MapKeThIHraBa cTpatrdrii kammnail «Kamkpis», 3acHaBaHbIS Ha
CyIacTayJaeHH1 IPpary KoJIbKacHbBIX 1 IKaCHBIX (pakTapay.

Bobaacubr MarybiMara mnpakTblYHAra NPbIMSHEHHSI. MarybIMacilb
naBbIPHAS  dPekThiyHacii mnpanbl BIIVII «Kamxpiss» 1 MamgnmmHHS - STO
¢diHaHCcaBara CTaHOBINIYA 1 KaHKYPIHTA3JOJbHACII IUIAXaM MPHIMSIHEHHS
IparnaHaBaHbIX MepanpbIeMCTBAY Ta yaackaHaJIeHHI MapKeThIHTaBail CTpaTarii.

A¥Tap mpanbl manssip/Kae, IMITO MPBIBEA3EHBI ¥ €1 pa3iikoBa-aHATITIYHBI
MaTIPBISIT TpaBibHA 1 a0'eKThIVHA aUTFOCTPOYBae CTaH JOCieaHara mparmjcy, a
yce 3amas3plyaHbisl 3 JITAPATypHBIX 1 IHIIBIX  KPBIHII[  TIapITHIYHBIA,
MeTaJanariyHbisl 1 METaJbIUHbIS CTAHOBINIYA 1 KaHIPMIIBI CyIpaBaHKarola
criachUIKaMi Ha 1X ayTapay.

( mofmic cTymPHTA )



ANNOTATION

Karpovich Katsiaryna Arturovna

«Improvement of marketing strategies as a factor in increasing the
competitiveness of enterprises»

Degreepaper: 89 p., 9ill., 17 tab., 51 sources, 4 app.

Key words: MARKETING STRATEGY, COMPETITIVENESS,
STRATEGIC ANALYSIS, MARKETING ENVIRONMENT, MARKETING
EFFORT, STRATEGIC DEVELOPMENT, ECONOMIC EFFICIENCY.

Object of research: the marketing strategy of the enterprise by the example
PPUE «Cagia».

Purpose of research: based on market analysis, develop proposals for the
improvement of the marketing strategy of the company «Cagia».

Research methods: the logical, causal analysis, comparative analysis and
synthesis, deduction and induction, expert approach, functional and dynamic
analysis, graphical.

Obtained results and their novelty: proposed concrete ways to improve the
company's marketing strategy «Cagia» based on the comparison of the number of
quantitative and qualitative factors.

Area of possible practical application: the possibility of increasing the
efficiency of the company «Cagia» and improve its financial position and
competitiveness through the use of the proposed measures for improvement of the
marketing strategy.

The author of the work confirms that computational and analytical material
presented in it correctly and objectively reproduces the picture of investigated
process, and all the theoretical, methodological and methodical positions and
concepts borrowed from literary and other sources are given references to their
authors .

(student's signature)



