AHOTAIIA

Kykcenko B.P. «Mapkerunrosa noJitnka kommnasii “LVIV CROISSANTS”».

Kgamigikarmiitna pobota Ha 3100yTTs OCBITHBOTO CTyIeHs OakanaBpa 3i crnenianbHocTi «075
MapkeTHHI» 3a OCBITHBOIO Iporpamoro «MapKeTHHT 1 MDKHapojaHa Jorictukay. - OnaecbKuii
HaIlOHAIBHUN eKOHOMIUHMH yHiBepcuTeT. M. Oneca, 2025 pik

VY poOoTi pO3rIsAaoThCs TEOPETHYHI aCleKTH CyYacHHX MiIXOAiB 0 (OpMyBaHHS Ta
peaizarii MapKeTHHI'OBOI MOJIITUKU y cepi pecTopanHoro 6i3Hecy. PoOora moennye TeopeTHuHi
aciektn Mapketunry HoReCa 3 mnpaktuunum anHamizom (Qpanuaiizunroroi mepexi «LVIV
CROISSANTS» - onHOT0 3 MPOBITHUX YKPATHCHKUX OPEH/IIB IIBUIKOTO XapUyBaHHS.

[IpoanamizoBaHO CydacHW# cTaH KOMMaHii Ta 11 (paHUali3MHTOBOI Mojemi. Y JOCIHIKEHH]
3MIHCHEHO TNIMOOKMH  aHajmi3 30BHINIHBOIO Ta  BHYTPIIIHBOIO  CEpElOBHINA  KOMIIAHII,
OXapaKTEPU30BAHO KOMILIEKC MAPKETHHTY 32 MOJIEILITIO 7P, a Tako>X BU3HAYEHO IIJILOBY ay;[HTopiIo
KOHKYPEHTHI TepeBaru Ta MpoOJIeMHI acHeKTH Yy MpocyBaHHI OpeHay. 3HauyHa yBara NpuAiJieHa
uppoBOMY MapKeTHHTy, TporpamMam JOSATBHOCTI, OepIoBUM KojabopallisiM 1 MOTEHLialy
PO3LIMPEHHS Ha MIXKHAPOAHI PHUHKH.

3arpornoHOBaHO KOHKPETHI IIJISIXH BJIOCKOHAJICHHS MapKETUHTOBOI TOMITUKHU IMiIIPUEMCTBA,
BKJIIOYAIOYM  JMBEpCU(QIKAII0 aCOPTHUMEHTY, ONTHMI3allil0 JIOTICTUKKM Ta BIPOBAKECHHS
iHHOBaLIHHUX 1HCTpYMEHTIB npocyBaHHs (AR, reiimidikanis). Pobota Mae npukiagHe 3HAUSHHS IS
(paH4yali3MHIOBUX KOMIaHii, MapKETOJIOTIB, @ TAKOXK MiANPHEMCTB IPOMAJICBKOT0 XapuyBaHHS, 110
MparHyTh 3MIITHUTH PUHKOBI MO3MUIIiT B YMOBaX KOHKYpEHIIii Ta IIu(poBoi TpaHCHOopmMaLlii.

Karouosi ciaoBa: mapkeTnHrosa mnoniituka, gpanyaitsunar, HoReCa, LVIV CROISSANTS,
Mozaens 7P, mmdpoBuii MapkeTHHr, OpEHAMHT, peCcTOpaHHM Oi3HeC, CIIOKWBYA IOBEIIHKA,
KOHKYPEHTOCTIPOMOXKHICTb.

ANNOTATION
V. R. Kuksenko. “Marketing Policy of the Company ‘LVIV CROISSANTS’”

Bachelor’s Qualification Paper in the specialty 075 “Marketing” under the educational program
“Marketing and International Logistics”.

Odesa National Economic University. Odesa, 2025.

This paper examines the theoretical aspects of modern approaches to the development and
implementation of marketing policy in the restaurant business. The study combines theoretical
foundations of HoReCa marketing with a practical analysis of the franchising network “LVIV
CROISSANTS” — one of Ukraine’s leading fast food brands.

The current state of the company and its franchising model are analyzed in detail. The research
includes an in-depth analysis of the company’s external and internal environment, a description of
the marketing mix using the 7P model, as well as identification of the target audience, competitive
advantages, and challenges in brand promotion. Particular attention is paid to digital marketing,
loyalty programs, brand collaborations, and the potential for international market expansion.

The paper proposes specific ways to improve the company’s marketing policy, including product
diversification, logistics optimization, and the implementation of innovative promotional tools (AR,
gamification). The study has practical value for franchising companies, marketers, and food service
enterprises aiming to strengthen their market position amid competition and digital transformation.

Keywords: marketing policy, franchising, HoReCa, LVIV CROISSANTS, 7P model, digital
marketing, branding, restaurant business, consumer behavior, competitiveness.



