AHoTanis

V kBamidikaniiHii podoTi JOCTIHKEHO POJIb MAPKETUHTOBHX PillleHb Y mpotieci 1udpoBoi Tpancopmarrii
nianpuemcts Ha npukiani TOB «AIJIA» — ogHoro 3 nigepiB puHKY MEAMYHHUX JAOOPATOPHUX MOCTYT B
VYkpaini. AKTyanbHICTP TEMH 3yMOBJICHa HEOOXiIHICTIO ajanTalii MANpUEMCTB A0 YMOB IH(POBOI
CKOHOMIKH, 3POCTaHHS KOHKYPEHIil, 3MiH y CIOXWBYIA TOBEIIHII Ta AaKTUBHOTO BIPOBAIKCHHS
IU(POBUX IHCTPYMEHTIB KOMYHIKaIil.

Meroro pobotu € po3podka edeKTHBHOI MapKETHMHIOBOI CTpaTerii Ha OCHOBI aHAI3y Cy4acHOI'O CTaHy
PHHKY, CerMeHTalii CHOXHMBAa4iB 1 OLIHKH MisUTBHOCTI MIANPHEMCTBA 3 YpPaxyBaHHSIM BIPOBAKECHH:
IU(PPOBUX TEXHOINOTIH. Y poOOTi AOCTIIKEHO TEOPETUYHI 3acald MAPKETUHTY, IIPOBEICHO aHANi3 PUHKY
MEINYHUX JTabopaTopHUX mociyr Ykpainu, 3aiicieno SWOT -anani3 gismeaocti TOB «AIJTA», a Takox
OKpECIIEHO KOHKYPEHTHE CepeIOBUIIIE.

Oco0nuBYy yBary npuiieHo MuTaHHSIM HQpoBizalii MapkeTHHry: Bukoprctanis CRM-cucrem, oHmaiiH-
CEpBICiB, COIIAILHUX MEpex, MOOUTPHMX 3aCTOCYHKIB Ta iHmmX digital-iHCTpyMeHTIB y B3aeMofii 3
kimieHTamu. OOTPYHTOBaHO BHUOIP MIIBOBUX CErMEHTIB CIIOKWMBAYiB, 3alPOINOHOBAHO KOMILIEKC
MapKETHHIOBHX PIllleHb, aJallTOBAHUX ITiJT ITUPPOBE CEPEIOBHUIIIE, Ta OLIHEHO iX e()eKTUBHICTb.

[IpakTi4yHa 3HAYYIIICTH JOCHDKEHHS TMOJsrae y QOpMyBaHHI KOHKPETHHUX PEKOMEHJAIiHd 010
BJIOCKOHAJIEHHS MapkeTuHToBOI cTpaTerii TOB «AIJTA» nuisixom BIpoBaKEHHS IHHOBAIIHHUX TU(PPOBHX
pillieHb, IO JIO3BOJMTH INJBUINUTA KOHKYPEHTOCIHPOMOXKHICTh MIIMPUEMCTBA Ha PUHKY MEIUYHUX
HIOCIIYT.

KarouoBi ciioBa: MapkeTHHT, IUPPOBI TEXHOJIOT'T, KOHKYPEHTOCITPOMOXKHICTh, CErMEHTAIlisl, Ja00paTopHi
nocitytH, crpaterisa, TOB «I1JTIA».

Annotation

This bachelor’s thesis explores the role of marketing decisions in the process of digital transformation of
enterprises, using the case of LLC "DILA"—one of the leaders in Ukraine’s medical laboratory services
market. The relevance of the topic is driven by the need for businesses to adapt to the digital economy,
growing competition, changing consumer behavior, and the increasing implementation of digital
communication tools.

The aim of the research is to develop an effective marketing strategy based on the analysis of the current
state of the market, consumer segmentation, and assessment of the company’s performance, taking into
account the implementation of digital technologies. The thesis examines the theoretical foundations of
marketing, analyzes the medical laboratory services market in Ukraine, conducts a SWOT analysis of LLC
"DILA", and evaluates its competitive environment.

Particular attention is paid to digital marketing transformation: the use of CRM systems, online services,
social media, mobile applications, and other digital tools in customer interaction. The study substantiates
the selection of target consumer segments and proposes a set of marketing solutions adapted to the digital
environment, with an evaluation of their effectiveness.

The practical significance of the work lies in the development of specific recommendations for improving
the marketing strategy of LLC "DILA" through the implementation of innovative digital solutions, aimed
at strengthening the company’s competitiveness in the medical services market.

Key words: marketing, digital technologies, competitiveness, segmentation, laboratory services, strategy,
LLC "DILA".



