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[lens uccnenoBanus: uccinenoBanre MapketuHroBou crparerun OOO «Kcen-
Pu» u pa3zpaboTka mpenoxkeHuil mo €€ COBEPIICHCTBOBAHUIO [JIs IOBBIIICHUS
3(PEeKTUBHOCTU NEATETbHOCTH KOMIIAHUU B YCIIOBHSIX COBPEMEHHON KOHKYPEHIIUU.

B pamkax nocTmkeHus 1enu paboThl aBTOPOM ObUIM MOCTABIIEHBI CIIEYIOIINE
3a/1a4u:

1) npoaHaTU3UpOBaTh pa3IUYHbIC TOJIXOMBI K TIOHSATHIO «CTPATeTHs» H
OIIPEAEIUTH €€ POJb B IESITEIbHOCTH OPraHU3aLUU.

2) pacCMOTpETh KJIACCU(PHUKAINMIO MAPKETHHTOBBIX CTPATEruil OpraHU3aIluu
115t 0osiee TI1yOOKOTro MOHUMAHUSL UX pa3HOOOpasusi U MPUMEHUMOCTH.

3) u3yunTh mpoliece pa3pabOTKH MapKETHHTOBOW CTpAaTErdd OpraHU3allvu,
BKJIFOYAs TAlbl U OMIMOKU, BO3HUKAIOIINE BO BpeMs €€ pa3paboTKH.

4) Ipe1oCTaBUTh OPTraHU3aMOHHO-KO HOMUYECKY IO XapaKkTepUCTUKY
00O «KceH-Pn» 1 aHanu3a ee TEKYIIEro MOJ0KEHUS Ha PHIHKE.

5) mpoaHalM3UpOBaTh ~ BHYTPEHHIOD  MAapKETHHIOBYIO  Ccpeay  oObekTa
UCCIICIOBAHMS, BBISIBUTH €O CHJIBHBIC U CJ1a0ble CTOPOHBIL

6) orieHUTh (PaKTOPBHI BHEUTHEH CpPebl, KOTOPHIE MOTYT OKa3bIBaTh BIIMSIHHE Ha
pa3paboTky MapkeTuHroBou crpareruu opranuzaiuu OOO «KceHn-Puy.

7) McciieoBaTh  KOHKYPEHTHYIO — TIO3WIIMIO  MPEATNPUATHS HA  PHIHKE,
ONPENIETUTh €€ MPEUMYILECTBA U HEAOCTATKU MO CPABHEHUIO C KOHKYPEHTaMHU.

8) pa3paboTarh MapKETHHTOBYIO CTPATETHIO W COCTABHTH IUIAH MEPOTPUATHIM
10 €€ peaju3aluuu JJisi O0bEKTa UCCIEA0BAHUS.

OO0mbexT uccnenoBanus: mapkeruHronas crparerusi OO0 «Kcen-Puy.

[Ipenmer wuccnenoBaHWs: TEOPETHUYECKHE M NPAKTUUYECKUE  ACHEKThI
COBEpILICHCTBOBAHMS MAapKETHMHIOBOW cTparernud mnpeanpustus Ha npumepe OO0
«Kcen-Pu».

Mertoabl UCCIIEAOBAHUSA: AHAJIU3 U CUHTE3, CUCTEMHBIM U KOMIUIEKCHBINA IOAXO,
SWOT-ananu3, rpadudyeckue METOJIbl, CPAaBHUTEIbHBIM U PAacUeTHO-aHAIUTUYECKUM
METO/IBL.

O6nacTh BO3MOXKHOTO TNPHUMEHEHHS: TNPAKTUYECKUE PEKOMEHAAIMU B
nearenbHoctd OO0 «Kceen-Puy.

ABTOp paboOThl TOATBEpPXKIAET, YTO NPHUBEACHHBIH B HEH pacyeTHo-
AQHAINTUYECKUN  MaTepual TpPaBWIBHO U OOBEKTUBHO OTPAXaeT COCTOSHUE
UCCIIEAYEMOr0 TPOLECCa, a BCE 3aMMCTBOBAHHBIE U3 JIUTEPATYPHBIX U APYTUX
HMCTOYHUKOB COMPOBOXKAAIOTCS CCbUIKAMHM HA UX aBTOPOB.
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MAPKETBIHI, MAPKETBIHI'ABASA CTPATOITA, TIPAAYKTOBAA
CTPATOIISI, 1IDHABASI CTPATOITS, TIPACOYBAHHE, KAHAIJIBI
PACTIAYCIOJDKBAHHS, KAHKYPOHTA3JIOJIbHACIID

Mbra nacnenaBaHHs: jJaciieiaBaHHe MapkeThiHraBa ctpardrii TAA «KceH-Pi»
1 pacmpaiioyka mpamnaHoy na sie¢ yJaacKaHaJeHHI 3 MATal MaBBIIIAHHA 3(EKThIyHACIII
J3eMHACIIl apraHi3allbli Ba YMOBax cydyacHara KaHKypdIHTHara acsapojass.

VY pamMkax JacsirHEHHS MOThI MIpallbl ayTtapam ObUIl MacTayJIeHbl HACTYMHBISA
3a/1aybl:

1) mpaaHaigizaBallb PO3HBII TMAABIXOABl Ja MaHAII «CTpaTIris» 1
BBI3HAYBILb sI€ POJIIO ¥ A3eMHACII apraHi3allbli;

2)  pasmenzenp Kiaciikalbllo MapKETHIHTABBIX CTPATATi apraHizaibii Jis
Oombill TIbIOOKara pa3yMeHHs 1X pa3HacTalHacIll 1 IpbIMSHSIIbHACIII;

3)  BBIByYbIIb MpalC pacnpanoyki MapKeThIHTaBail CTpaTATil apraHizailbli,
YKITIOYAIO4bl 3Tallbl 1 MaMbUIKi, IITO Y3HIKAIOIb MaaJac sie hapMipaBaHHs;

4)  mpazacTaBilb apraHizallblifHa-dKaHaM IYHY 1O XapaKTaPBICTBIKY
TAA «Kcen-Pi» anst anainizy sie 64arydara CTaHOBIIIYA HA PHIHKY;

5) nmnpaanamizaBallb ~yYHyTpaHae MapKeThIHTaBae  acspoij3e  al’ekra
Jaciie/JaBaHHs, BBI3HAYBIIb SITO MOITHBIA 1 CJIa0bIsA OaKi;

6) alafinb (QakTapbl 3HENIHATA acApPOAMA3s, SKiS MOTYyIh YyIUIBIBAIlh Ha
pacnpanoyky mapkersinraBaii ctpararii TAA «Kcen-Pi»;

7)  nmacnedaBallb KAaHKYPAHTHYIO TMa3ilbII0 MPAANPHIEMCTBA Ha PBIHKY,
BBI3HAYBIIb SITO MEpaBari 1 HEIAXOMbl ¥ MapayHaHH1 3 KaHKYPAIHTaMI;

8)  pacmpanaBallb MapKETBIHTABYIO CTPATITII0 apraHizallblli 1 CKJacil IJIaH
MepanpbleMCTBay MMa sie plam3aipll JJis ab’eKTa jacienaBaHHs, alariparodybics Ha
aTphIMaHbIS BBIHIKI aHAJI3Y.

AO'exT macnenaBaHHs: MapkeThiHraBas ctpatiris TAA «Kcen-Pi».

[IpangMer nacienaBaHHs: TPAPITHIUHBIA 1 IPAKTHIYHBISA ACMIEKTHI YIaCKaHAJICHHS
MapKeTbIHraBal cTpararii apradizaupl Ha npeikianze TAA «Kcen-Piy.

MeTtannl nacieqaBaHHSA: aHAII3 1 CIHTA3, CICTOMHBI 1 KOMIUIEKCHBI MaJbIXOJbI,
SWOT-anani3, rpadiunbis MeTajbl, NapayHaIbHbI 1 pa3iiKOBa-aHANITBIUHBI METaJbl,
BBIBYYDHHE JaKyMEHTallbll 1 YHyTpaHall cripaBa3jayHacili IpaanphieMCcTBa.

BoGnacup MarysiMara mpbeIMSIHEHHS: TPAKTBIYHBIS pIKaMEHJaIbll Y I3eiHacIll
TAA «Kcen-Pi».

A¥yTap mpanpl mauBspi)kae, IITO MPBIBEA3CHb Y €N pasilikoBa-aHATITHIYHbBI
MaTIPBIST MpaBiibHA 1 a0'eKThIYHA aIIIOCTPOYBae CTaH JOCIeAHara mnparipcy, a yce
3ama3bpl4aHblsl 3 JIITAPATYPHBIX 1 IHIIBIX KPBIHII] CYMpaBa/KaOIIa CrachlIkaMi Ha iX

ayrapay.
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The purpose of the study: to study the marketing strategy of LLC «Ksen-Ri» and
to develop proposals for its improvement in order to enhance the company's
performance in the context of a modern competitive environment.

In order to achieve the goal of the work, the author set the following tasks:

1)  To analyze various approaches to the concept of "strategy" and determine
its role in the organization's activities.

2)  To review the classification of marketing strategies of an organization for
a deeper understanding of their diversity and applicability.

3)  To study the process of developing a marketing strategy, including its
stages and common mistakes that occur during its formulation.

4)  To provide an organizational and economic overview of LLC «Ksen-Ri»
for analyzing its current market position.

5)  To analyze the internal marketing environment of the research object and
identify its strengths and weaknesses.

6) To assess the external environmental factors that may influence the
development of the marketing strategy for LLC «Ksen-Ri».

7)  To investigate the company's competitive position in the market and
determine its advantages and disadvantages compared to competitors.

8)  To develop a marketing strategy for the organization and create an action
plan for its implementation based on the analysis results.

Object of study: the marketing strategy of LLC «Ksen-Ri».

Subject of the study: theoretical and practical aspects of improving the marketing
strategy of the enterprise based on the case of LLC «Ksen-Ri».

Research methods: analysis and synthesis, system and integrated approaches,
SWOT analysis, graphical methods, comparative and analytical methods.

Area of possible application: practical recommendations in the activities of
LLC «Ksen-Ri».

The author of the work confirms that the calculation and analytical material
presented in it correctly and objectively reflects the state of the process under study,
and all borrowed from literary and other sources are accompanied by references to their
authors.



