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PE®EPAT

Hunnomuass pabGota coctour w3 75 crpanun, 19 Tabmum, 2
PUCYHKOB, 50 HCTOYHUKOB, 8 MIPUIIOKEHUH.

MAPKETUHT, KOHLIETTIIHS, CTPATETHS,
WMCCJIEJIOBAHUS,

OOOEKTUBHOCTD, 3ATPATLI, AHAJIN3, IOKA3ATEJIN, IOBBIIIEHUE.

Oo6mbekT uccnenoanus: npeanpuarue OO0 «BakyyMHbie cUCTEMBIY.

[IpeameT ucciieqoBaHus: COBOKYIHOCTh B3aMMOCBA3EH U
B3aMMOOTHOIICHUN MEXIY CyObeKTaMH X03sHCTBEeHHOU AestensHoctd OO0
«BaxkyyMHBbI€ cHCTEMBD.

llenpto  maHHOM  NWUIJIOMHOM  paboThl  siBisgeTcs  0OOCHOBaHME
HEOOXOMMOCTHU pa3pabOTKN MAPKETUHIOBOM KOHILIETIIIMY OpTraHU3aL1H.

3amauu, MOCTaBJICHHbIE B JAMIUIOMHON paboTe: paccMOTPETh MOHATHE U
CYIIIHOCTHO® CoJlep)KaHMEe  MAapKETUHTOBOM  KOHUEMUHUA UM METOMbL;
oXapakTepu3oBarb (OpMbI U BUAbl MAPKETHUHTOBBIX KOHUEMUUNA MPEIIPUSITHS;
MPOBECTH aHAINU3 XO3SHUCTBEHHON MAEATENbHOCTU MPEANPUITHS; PACCMOTPETh
MOKa3aTelid M KaTeropuu OLEHKHM MApPKETHMHIOBOM KOHIIEHIIMU TMPEAIPUSITHS;
0XapaKkTepU30BaTh METOANYECKUI WHCTPYMEHTapui dbopmupoBaHus
MapKETUHIOBOM  KOHIENIMU NPEANPUSATUS;, MPOaHATU3UPOBATh POOIEMbI
pa3BUTUS  MapKETHMHIOBOM  KOHUEMUMM HAa  MOPEINpHUsiTUU;  pa3paboTarh
NPEMJIOKEHUS] 10  TMOBBIIEHUIO YPOBHS 3((PEKTUBHOCTH  MapKETUHTOBOM
KOHIICTIIUH.

MeTtoabl UCCIeI0BaHUS: CPABHUTENILHOTO aHAJIN3a, CUHTE3a, TPYIITUPOBOK.

HccnenoBanus: JaHO TEOpeTHYECKOE OOOCHOBAHHME MAapKETHHTOBOU
KOHLEMLINUNA TPEIPUATHUS; IIPOAHAIM3UPOBAHA X035 CTBEHHAS
nesrenbHocTh OO0 «BakyymHbIE CUCTEMBD) M MAapKETUHIOBAsl JI€ATEIbHOCTh Ha
pBIHKE; pa3pabOTaHbl PEKOMEHIAIMU IO COBEPUICHCTBOBAHUIO MAapKETHHTOBOU
JESATEIIbHOCTH MPEATIPUSATHS.

DJEeMEHTOM HOBU3HBI B pa0OTE SBISAETCS OLEHKA CO3/1aHUS HMHTEPHET-
Mara3uHa.

TexXHUKO-35KOHOMUYECKAs,, COLMAIbHAs M HSKOHOMHUYECKAas 3HAYMMOCTb
3aKJIFOYAeTCs B TOM, YTO OCHOBHBIE BBIBOJBI M pa3pabOTKW MOTyT OBITh
UCIIOJIB30BaHbl IS NOBBIILIECHHUS 3¢ (HeKTUBHOCTH MapKETUHTOBOM
nestenpHocT OO0 «BakyyMHbBIE CUCTEMBDY.

ABTOp palOTHI MOATBEPXKAAET, YTO MPHUBEACHHBIN B HEH aHATUTHUYECKUN



MaTepuang OTpaKaeT TEeHACHIUU B (OPMHPOBAHUHM W YIPABICHUU OAHKOBCKUMU
pUCKaMH, a BCE€ 3aUMCTBOBAHHBIC W3 JIMTEPATYPHBIX WU JPYTMX HCTOYHUKOB
TEOPETUYECKUE, METONOJIOTUUECKUE TOJOKEHUSA COIPOBOXKAAKOTCA CChLIKAMU Ha

HNX aBTOPOB.



ABSTRACT

The thesis consists of 75 pages, 19 tables, 2 drawings, 50 sources,
8 appendices.

MARKETING, CONCEPT, STRATEGY, RESEARCHES, EXPENSES,
ANALYSIS, INDICATORS, INCREASE.

Obiject of research: marketing concept of the commercial organization.

Object of research: features of formation of the marketing concept of the
commercial organization LLC Vacuum Systems.

The purpose of this thesis is justification of need of development of the
marketing concept of the organization.

The tasks set in the thesis: to consider concept and intrinsic contents of the
marketing concept and methods; to characterize forms and types of marketing
concepts of the enterprise; to carry out the analysis of economic activity of the
enterprise; to consider indicators and categories of an assessment of the marketing
concept of the enterprise; to characterize methodical tools of formation of the
marketing concept of the enterprise; to analyze problems of development of the
marketing concept at the enterprise; to develop offers on increase of level of
efficiency of the marketing concept.

Research methods: comparative analysis, synthesis, groups.

Researches: theoretical justification of the marketing concept of the
enterprise is given; it is analyzed economic activity of LLC Vacuum Systems and
marketing activity in the market; recommendations about improvement of
marketing activity of the enterprise are developed.

Novelty aspect in work is the assessment of creation of online store.

Technical and economic, social and economic importance: is that the main
conclusions and developments can be used as for increase of efficiency of
marketing activity of LLC Vacuum Systems.

The author of work confirms that the analytical material given to her
correctly reflects tendencies in formation and management of bank risks, and all
theoretical, methodological provisions borrowed from literary and other sources
are followed by references to their authors.



PODEPAT

JpirmomHas npara ckmagae 75 crapoHak, 19 Tabmimay, 2
MaroHKl, 50 KpbIHIIL, 8 gamaTkay.

MAPKETBIHI', KAHIDSIILIbIA, CTPATOITA, JACIEJABAHHI,
OOEKTBIYHACLD, BBIIATKI, AHAJII3, ITAKA3YLIKI, ITABBIIIIDOHHE.

Al'exT Jacie1aBaHHs: KaMepLbliHas apraHizaibls
TAA «BakyyMHBISI CICTIMBIY.

[Ipanmer nmacnenaBanHs: acaOmiBacii ¢dapMipaBaHHsS MapKeThIHTaBal KaH-
Henipli Kamepipiiinail apradizansli TAA «BakyyMHBIS CICTIMBD.

MbpTait  gan3eHail  AbIJIOMHad  mpanbl  3'saynserniia aOrpyHTaBaHHE
Hea0XxO0IHACIIl pacipaloyKi MapKeThIHTaBal KaHIPIIIbI apTraHi3allbli.

3amaubl, TWAcTayJEHBIS Y NBIIUIOMHAW Mpaibl: pasrien3erb MaHAINe 1
CYTHACHBI 3MECT MapKEThIHIaBall KaHIAIILbI 1 META/Ibl; axapakTapbI3aBallb (pOpMbI
1 BiABl MAapKETHIHTAaBbIX KAaHLPMIBIA MpaaIpbleMCTBA; IpaBecIi aHawi3
racnajapyai Ja3edHacIil TpaanpbhleMCTBA; Pa3TieA3elb MaKa3dblKi 1 KaTATOPHIL
alPHKI  MapKeTbIHraBail  KaHILPIIBI  MPAANpPBIEMCTBA;  axapakTapbl3aBallb
METaJbIYHbl  1HCTpyMEHTap  ¢apMmipaBaHHS  MapKEThIHTaBal  KaHLPMIIbII
IpaanpbIeMCTBA; MTpaaHalizaBallb MpadiieMbl pa3BilIl MApKEThIHTaBall KaHIMIIbI1
Ha TPaaIpbIEMCTBE; paclpalaBallb MParaHOBbl Ma MaBbIIPHHIO Y3POYHIO
3(heKThIYHACII MAapKEThIHTaBal KaHIIIIIIbI1.

Mertanpl naciaenaBaHHs: apayHajibHara aHaizy, CIHT33Y, TPYIOBaK.

JlacnenaBaHHI: JajJ3€Ha TIapdThluHAae aOrpyHTaBaHHE MapKeThIHTaBal
KaHLPMIBI — OpaalpbleMCTBA;  MpaaHaii3aBaHa racriajapyasl J3eMHacLb
TAA «BakyyMmHbBIS CICTOMBD» 1 MapKeThIHTaBasi J3€MHAcllb Ha PBIHKY;
pacmpamaBaHbl PAIKAMEHIAIbIl Tla YJAaCKaHAJIICGHHI MapKeThIHTaBail a3eiHacIl
IpayKUbIHHACLI IPAIIPHIEMCTBA.

DjeMeHTaM HaBI3HBI ¥ Mpansl 3'ayjseliia aldHKa CTBAPIHHS IHTIPHIT-
KpaMBl.

ToxHIKa-3KaHaAMIYHAas, canblisIbHas 1 SKaHaMI4YHas 3HAYHACIh
BBIKJTIOUACIIIAa Y ThIM, INTO ACHOYHBIS BBICHOBBI 1 pPAcHparoyki MOTYIb OBIIb
BBIKAPBICTAHBI K IS MABBIIMIHHS 3(PEKThIYHACIII MapKeThIHTaBai a3eitHaciii TAA
«BakyyMHBISI CICTAMBD», TaK 1 IS 1HIIBIX TIPAIPHIEMCTBAY.

A¥Tap mpatibl manuBgpAKae, MTO MPBIBEA3EHBI Y € aHATITBIYHBI MATIPbISI
IpaBUIbHA aAIOCTPOYBae TIHASHIGI Y (apmipaBaHHI 1 KipaBaHHI OaHKayCKiMi
pBI3bIKaMi, a YCe 3ama3bluaHbls 3 JIITAPaTypHBIX 1 1HIIBIX KPBIHII T3ap3ThIUHBIA,



MeTaJjanariyHpls NajlayKdoHHI CyNpaBaKarollila cnachbliikaMmi Ha 1X ayTapay.
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