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CTPATEI'MYECKOE VIIPABJIEHHUE.

[enbto AUMIOMHON pabOTHl SBISIETCS pa3pabOTKa PEKOMEHJALHN 1Mo
MOBBIMICHUIO d(pPekTrBHOCTH MapKeTuHToBOM cTparerud B OO0 «MenunuHCcKui
ueHtp «Teppa-Mennka n K» Ha pbIHKE IUIATHBIX METULIMHCKHUX YCIIYT.

B pamkax pocTHKeHUs MOCTaBIICHHOW 1I€JIM aBTOPOM ObUIM TMOCTaBJICHBI
CHEYIOIINE 3a1a4HU:

1.  HM3yuuTh MNOHATHE U CYIIHOCTh TEOPETUYECKHUX OCHOB
BBIPAaOOTKH MAapKETHMHTOBOW CTpaTeTMU PAa3BUTUS MEIUIIMHCKOTO
LIEHTpA,

2. [IpoBecTn aHanM3 NPEANOCHUIOK U YCIOBHM BBIPAOOTKH

MAapKETUHTOBOM CTPATETHH PA3BUTHUS MEIULIMHCKOTO LIEHTPA;
3. CdopmupoBaTh CcTpaTerui0 pa3BUTHS MEIULHUHCKOTO
LIEHTPAa U BHEAPUTH €€ HA MPAKTUKE C MOJYYEHUEM 3KOHOMHUYECKOIO
s dexra.
OOBEKT UCCIEeNOBAHMS: MAPKETUHIOBBIE CTPATErMH, PBIHOK IUIATHBIX
MEIULIMHCKHUX YCIIYT.
[Ipenmer nccnenoBanusi: mapkeTuHroBbie ctpareruu OO0 «MeauumuHcKun
ueHtp «Teppa-Menuka u K».
Mertonpl VCCIICIOBAHMSL: CTPYKTYPHO-(DYHKITHOHAJIbHBIN METOJ,
KOMITapaTUBHBIN aHaIu3, aHAJIMTUYECCKUN METO/I, METO/T 1IE€JIEBOTO
IPOEKTUPOBAHUS, OOLIEHAYYHBIE METO/IBI.

O6mactb BO3MOXXHOTO MPAKTUYECKOTO NPUMEHEHUS: MPEAJIOKEHHbIE

pELIeHUs] MOTYT OBITh MCIOJIb30BaHbl HAa MPAKTUKE MPU CO3JAHUU M OpPraHHU3aLUU
JEATEIBHOCTH MEAULMHCKOTO LEHTPA, OKAa3bIBAIOIIETO IIJIATHBIE MEIULIMHCKHE
YCIYTH.
ABTOp pabOThI MOATBEPKAAET, UYTO IPUBEIEHHBIN B TUIIJIOMHOM paboTe pacu€THO-
aHAIMTHUYECKUI Marepuan MpaBWIbHO M OOBEKTHUBHO OTPAXAET COCTOSIHUE
HCCIIEyEMOTO IpOLecca, a BCE 3aMMCTBOBAHHBIC W3 JIUTEPATYpHBIX U IPYTUX
VMCTOYHUKOB TEOPETHUUYECKUE, METOJNOJIOTMYECKUE U METOAUYECKHUE MOJIOKEHUE U
KOHIIETIIMU CONTPOBOKIAKOTCS CCHIJIKAMHU HA UX aBTOPOB.
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MAPKETBIHI', MAPKETBIHI'ABASA JI3EMHACIIb,
MAPKETBIHI'ABBIA CTPATOITI, PBIHKABAE ACAPOIA3E,
CTPATOI'TYHAE KIPABAHHE

Mbraii apIIJIOMHAN Tpanbl 3'ayjsgela pacupanoyka pIKaMmMeHJalblid ma
MaBBIIIPHHIO A(PEeKThIYHACII MapkKeTbiHTaBail ctpatdrii ¥ TAA «MeaplblHCK]
IPHTP« Tapa-Mbpabika 1 K »Ha phIHKY TUIaTHBIX MEABIIBIHCKIX MACIHYT.

VY paMkax pJacsrHeHHs MactayjiaeHail MAIThlI ayTapam ObUIl MacTayJeHBI
HACTYITHbIS 3a]a4bl:

1. BpByYblllb MaHALILE 1 CYTHACIh TIAPITHIYHBIX ACHOY BBINIPAIOYKI
MapKeThIHTaBail CTpaTarii pa3Bilillsl MEIbIIBIHCKAra IIPHTPA;

2. IlpaBecui aHasi3 nepaayMoy 1 YMoY BBITPALOYKi MapKeThIHTaBail CTpaTarii
Pa3BIIIs MEBIIIBIHCKATA [PHTPA;

3. CdapmipaBallp CTpaTATito pa3BILLsl MEIbIIBIHCKAra LI3HTPA 1 YKapaHilb sie
Ha IPAKTHILBI 3 aTPPIMAHHEM 3KaHaMIvHara 3(pexry.

AG'ekT JnacnemaBaHHSA: MApPKETBHIHTaBbIS  CTPATaril, pPBIHAK IUIATHBIX
MEJIBIIBIHCKIX MMaCIIyT.

[IpagmeT nacnenaBaHHs: MapKeThIHTaBbls cTpardrii TAA «MeabiibiHCK
PHTP« Tapa-Mpapsika 1 K ».

Mertaibl JaciaeaBaHHs: CTPYKTypHa-(yHKIBISTHATBHBI MeTaJ,
KaMmapaTblyHbl aHaji3, aHAIITBIYHBl METaJl, METaJl MdITaBara IpacKTaBaHHS,
aryJbHaHABYKOBbIS METaJbl.

BoGrnacis marubimara npakThldyHara MpbIMSHEHHS: MpanaHaBaHbls palldHHI
MOTYIIb OBIIb BEIKAPBICTAHBI HA TIPAKTHIIBI PHI CTBAPAHHI 1 apraHi3aiibli J3eHHaCIT
MeJIbIIIBIHCKATra PHTPA, K1 aKa3Bae IMJIaTHBIS MEBIIBIHCKIS TacIyTI.

A¥yTap mpanpl MOanBApJXkKae, IITO MPBIBEA3EHb Y ABIIUIOMHAN Mpallbl
pa3NiKoBa-aHAITBIYHBI MaTAPbISI MpaBiibHA 1 a0'eKThIyHA aalOCTPOYBae CTaH
JocliefHara Mpanpcy, a yce 3ama3bluaHblsi 3 JITapaTypHbIX 1 IHIIBIX KPBIHILL
TIAPATHIYHBIA, METaJalariuHpls 1 METaJIbIYHBIS CTaHOBIIYA 1 KaHIMIBI
CynpaBajpkaroliiia cracbuIkaMi Ha iX aytapay.
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The aim of the thesis is to develop recommendations for improving the
effectiveness of the marketing strategy in Medical Center Terra-Medicaand K LLC
in the paid medical services market.

As part of achieving this goal, the author set the following tasks:

1. To study the concept and essence of the theoretical foundations for
developing a marketing strategy for the development of a medical center;

2. Analyze the prerequisites and conditions for developing a marketing
strategy for the development of a medical center;

3. To formulate a strategy for the development of the medical center and
implement it in practice with an economic effect.

Research object: marketing strategies, the market for paid medical services.
Subject of research: marketing strategies of LLC "Medical Center" Terra-Medica
and K ™.

Research methods: structural and functional method, comparative analysis,
analytical method, target design method, general scientific methods.

Area of possible practical application: the proposed solutions can be used in
practice when creating and organizing the activities of a medical center that provides
paid medical services.

The author of the work confirms that the calculated and analytical material
given in the diploma work correctly and objectively reflects the state of the process
under study, and all theoretical, methodological and methodological positions and
concepts borrowed from literary and other sources are accompanied by references
to their authors.



