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Jumnomuast pabota: 76 c., 7 puc., 14 tabmn., 45 ucToOUHUKOB, | IpHUIIOKEHUE.

Kmouessle crnosa: AHAJIN3, BUJbl MAPKETUHIOBOM CTPATEI'MH,
MAPKETUHI', CTPATEI' 4.

OOBEKTOM HUCCIEOBAHUS SIBISIETCS MAapKETUHTOBas CTPATETHs] COBPEMEHHOU
OpraHu3alun

Lenp numiaoMHOM pabOThl — MPOAHATU3UPOBATH MAPKETHUHIOBYIO CTPATETHIO
npeanpusatus OO «Butamop» u pa3paboTaTh OCHOBHBIE HAalpaBICHUS €€
MTOBBIIIEHUS.

B npouecce paboThl pacKpbIThl TEOPETUKO-METOAOJOTUYECKUE OCHOBBI
(bopMHpOBaHNS MAPKETUHIOBOM CTPATErUu OpraHU3aliy; MPEICTaBIECHA IKOHOMHKO-
oprannszanuoHHas  xapakrepuctuka OO  «Buramop», npoBeneH — aHamu3
KOHKYPEHTOCIOCOOHOCTH, JOCTOMHCTB M HEIOCTAaTKOB MAapKETHUHIOBOM CTpaTeruu
NPEANPUATHS; pa3pad0TaHbl MPEAJIOKEHUS 110 COBEPLICHCTBOBAHUIO MAPKETUHTOBOM
NEATEIIBHOCTH NPEINPUATHS.

ObacTeio BO3MOXHOTO IIPAKTUYECKOTO MIPUMEHEHUS ABJISIETCS
UCIIOJIb30BAaHUSI  pa3pabOTaHHBIX BBIBOJOB U PEKOMEHAALMA B  MPAKTHKE
(GbopMHpPOBaHUS MAPKETUHIOBOM CTPAaTErUu MPETPUATHS.

ABTOp paboOThl MOATBEPKAAET, YTO MPUBEACHHBIM B HEMl AHATUTUYECKUUA U
pacyeTHbI MaTepuail IPaBUIbHO U OOBEKTUBHO OTPAXKAET COCTOSIHUE UCCIIETYyEMOro
BOIIPOCA, @ BCE 3aUMCTBOBAHHBIE W3 JIMTEPATYPHBIX M JPYTMX HCTOYHUKOB,
TEOPETUYECKUE U METOJOJIOTMYECKHUE ITOJOKEHUS W KOHLETIUU COMPOBOKIAIOTCS
CCBUIKaMH HA MX aBTOPOB.



POD®EPAT

Heimomuas padota: 76 c., 7 man., 14 ta6:., 45 kpeiaina, 1 npeikiaganse.

KimrouaBbis cinoBel:  AHAJII3, BIJIbI MAPKETBIHI'ABBIA CTPATOII,
MAPKETBIHI', CTPATOI'TA.

Al'ekTam pgacnenaBaHHS 3'SyNsSeNla MapKETBIHTaBas CTPATAITiS cydacHai
apraHi3albli.

MbTa nplmuIoMHal mpaipsl — IpaaHalii3aBallb MapKETHIHTaBYIO CTPaTaTiio
npaanpeiemctBa T/IA «Bitamop» 1 pacnpanaBanb acHOYHBIS HampaMKl —sie
NABBIIIPHHS.

VY mpampce pabOThl PacKpBITBHISL TIAPIThIKA-METAaNariyHbisi acHOBBI (op-
MUpOBAHUSl MapKEThIHTaBail CTPATAril apraHizanbll; NOpajacTayieHa >SKaHOMIKa-
apraHizanpliiHas ~ xapakrtapbictbika TJIA  «Bitamop», mnpaBen3eHsl — aHaii3
KaHKYpOHTA3/I0JbHACIIl, BapTacusay 1 HeJaxomay MapKeTbIHraBal CTparTarii
NpaANpbIEeMCTBA; paclpalaBaHbl MpanaHOBbl A YIacKaHAJIEHHI MapKeTbIHraBau
J3eiHaCIIl PpaIpbIEMCTBA.

Bo6nacito MaruybiMara npakTblyHara npeIMSHEHHS 3'syJisienla UCIoIb30Ba-Hs
pacmpalniaBaHblX  BBICHOY 1  p3KaMEHJAUbplii y  MpakThisl  (apMipaBaHHA
MapKeTbIHTaBall CTPATarii NpaanpbleMCTBA.

A¥Tap mpaibl mauBsipXae, WTO MPbIBEI3EHbl ¥ €1 aHAIITHIYHBI 1 Pa3IiKOBbI
MaTAIpPbIsI NpaBUIbHA 1 a0'eKThIYHA aJIFOCTPOYBAEe CTaH JIOCJEIHara MbITaHHd, a yce
3ama3bluaHblsl 3 JITAPATYPHBIX 1 THIIBIX KPBIHIL, TIAPITHIUHBIA 1 MeTaJajariuHbls
Maja)Xd HHI 1 KaHIPIIBI1 CyIpaBaXKarollla CrachlIkami Ha 1X ayTapay.
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The object of research is the marketing strategy of a modern organization.

The purpose of the thesis is to analyze the marketing strategy of the enterprise
"Vitalyur" and develop the main directions for its improvement.

In the process of work, the theoretical and methodological foundations for the
formation of the organization's marketing strategy are disclosed; presents the
economic and organizational characteristics of ODO «Vitalyur», analyzes the
competitiveness, merits and demerits of the company's marketing strategy; developed
proposals for improving the marketing activities of the enterprise.

The area of possible practical application is the use of developed conclusions
and recommendations in the practice of forming the marketing strategy of the
enterprise.

The author of the paper confirms that the analytical and calculation material
presented in it correctly and objectively reflects the state of the issue under
investigation, and all borrowed from literary and other sources, theoretical and
methodological positions and concepts are accompanied by references to their
authors.



