AHOTALIA
Kganidikariitna podora crynentku Paitngn Anactacis OnekcanapiBHa Ha Temy: @opMyBaHHs
AHTUKPU30BO1 MApKETHHIOBOI CTpaTerii Uit 3a0e31me4eHHs] KOHKYPEHTOCIIPOMOKHOCTI
MIAMPUEMCTBA B YMOBaX HeCTaOUTLHOCTI rairy3eBoro puHKy (Ha npukiaai TOB «Jlopeans
VYxpainay, Opena «Mixa»)»

Y poboTi AOCTIHKEHO TEOPEeTHUYHI 3acagd KOHKYPEHTOCIPOMOXKHOCTI ITIIIPUEMCTBA Ta
0COOJMBOCTI AaHTUKPU30BUX MAPKETHHIOBUX CTPATErii y Cyd4aCHHMX YMOBAaX HEBHU3HAYEHOCTI.
[IpoBeneHO KOMIUIEKCHUHM aHaii3 nisuibHOCTI OpeHay «Mixa» fK TNpencTaBHHKA MacoBOTO
KOCMETUYHOTO CETMEHTY Ha yKpaiHChKOMY pPHHKY. IIpoanamizoBaHO CHIIBHI Ta C1a0Ki CTOPOHHU
OpeH Iy, MOXKITMBOCTI Ta 3arPO3H 30BHIIIHBOTO CEPEAOBHUINA, KOHKYPEHTHI MO3UIIil, MAPKETUHTOBY
MOJIITUKY Ta HU(POBY aKTUBHICTb.

3acrocoBano iHctpymentn SWOT-, PEST-, 4P-anamizy, mnobymoBano BCG-matpwuiro,
KOHKYPEHTHY KapTy, OaratoakTopHuil npoduib KOHKYPEHTOCIPOMOKHOCTL. OOrpyHTOBaHO
BUOIp aHTHUKPU30BOI MapKETHHIOBOI CTpaTerii OpeHy, sfika BKIo4yae HU(POBI, IPOIYKTOBI Ta
KOMYHIKaIiiH1 3axoau Ha 2026-2027 poku. 3anmpornoHoBaHo Gantt-giarpamy BIPOBAKEHHS
3ax0/iB, cCOpPMOBAHO KapTy pU3HUKIB, MpoBeneHo po3paxyHok ROI ta ROMI mist orinkm
e(eKTHBHOCTI HIIIaTHB.

Pe3ynbratu nocnipkeHHsI MOXKYTh OyTH BUKOPUCTAH1 y MPAKTUYHIN JISUTBHOCTI MAPKETHHT OBUX
BB minnpueMcts rany3i FMCG, a Takox Ui po3po0OKy TUIIOBUX CTpATEriii aHTUKPHU30BOTO
yIpaBJiHHSA OPEHIOM.

Kiro4uoBi ci0oBa: KOHKYPEHTOCIIPOMOXKHICTh, AHTUKPH30Ba CTpaTerii, MapKeTHHT, OpeHs,
SWOT, ROMI, mudposi inctpymenTu, «Jlopeans Ykpaina», Opena «Mixay.

ABSTRACT

Qualification thesis on the topic: ""Development of an Anti-Crisis Marketing Strategy to
Ensure Enterprise Competitiveness in the Conditions of Industry Market Instability
(Based on the Case of LLC 'L'Oréal Ukraine', Brand ‘Mixa’)""

This thesis explores the theoretical foundations of enterprise competitiveness and the specifics of
anti-crisis marketing strategies under conditions of economic uncertainty. A comprehensive
analysis of the activities of the “Mixa” brand — as a representative of the mass-market cosmetics
segment in Ukraine — is conducted. The study examines the brand's strengths and weaknesses,
opportunities and threats in the external environment, competitive positioning, marketing mix, and
digital engagement.

The research applies SWOT, PEST, and 4P analysis tools, and includes the construction of a BCG
matrix, positioning map, and a weighted competitive profile. The selected anti-crisis strategy for
the brand combines digital, product, and communication measures for the period 2026-2027. A
Gantt chart for the implementation plan is presented, along with a risk heatmap and ROI/ROMI
calculations to assess the effectiveness of the proposed initiatives.

The research results can be applied in the practical activities of marketing departments within the
FMCG sector, as well as in the development of model strategies for anti-crisis brand management.

Keywords: competitiveness, anti-crisis strategy, marketing, brand, SWOT, ROMI, digital tools,
L'Oréal Ukraine, Mixa.
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