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JlurniioMHa po60Ta MPUCBSIYEHA TOCIIKECHHIO TEOPETUIHMX OCHOB 1 MPAKTUYHUX IT1IXO/I1B
10 (opMyBaHHSI MApKETUHIOBOI CTpaTerii ClIbChKOTOCIIONAPCHKOTO MIANPUEMCTBA HA MPUKIA/l
TOB «beccapabis ArpoinBecT». Y poOOTi pO3IISHYTO CYyTHICTh, IPUHITUITN Ta €Talld PO3POOKH

MapKeTHHIOBUX CTPATETiil /Ui arpapHOro Oi3Hecy, a TaKoX y3arajlbHEHO METOJOJIOTIUHI 3acaau
dopmyBaHHS TOpPTQens IHCTPYMEHTAJIbHUX MAPKETHHTOBHX CTparerii 3 ypaxyBaHHSIM
0COOIMBOCTEH CLITBCHKOTO TOCTIOAPCTBA.

[TpoBeneHO KOMIUIEKCHUI aHaji3 MapKETHHIOBOTO CEPEIOBHUIINA IMiJIPHUEMCTBA, OLIHEHO
e(eKTUBHICTD peaii3amii YMHHOI MapKEeTHHIOBOI CTpaTerii Ta BUSBIEHO MPOOJIEMHI acleKTH
(GYHKITIOHYBaHHS CHCTEMH 30yTy i TIpocyBaHHsI MpoayKIlii. OOTpyHTOBaHO BUOIp CTpaTeriyHOro
mapketuHroBoro Habopy TOB «beccapabist ArpoiHBecT», 3alpolOHOBaHO €()hEeKTHBHY MOEIb
PO3IOiTY OBOYEBOI MPOIYKIIIT 32 KaHAJIAMH 30Ty, @ TAKOXK PO3POOICHO KOMIUIEKC 3aXO0/iB 11010
BIIPOBA/DKCHHS BIOCKOHAJICHMX MAapKETHHIOBHX CTPATEriil 3 ypaxyBaHHSM BHKJIMKIB BOEHHOTO
CTaHy, JJOTICTUYHUX OOMEKEHb 1 Ce30HHUX KOJIMBAaHb ITOTIHTY.

Pesynbrati OCTIKEHHSI MAIOTh MPHUKJIAIHE 3HAYCHHS Ta MOXKYTh OyTH BUKOPHCTaH1 ISt
miBUIICHHS e(DeKTHBHOCTI MapkeTHHTOBO1 HisutbHOCTI TOB «beccapabisi ArpoiHBecT», 3 METOIO
3MIIHEHHSI MOTO PUHKOBUX IO3MIIH, HApOIIyBaHHS KOHKYPEHTHHX IiepeBar i 3a0e3medeHHs
CTIMKOTO PO3BHUTKY IIiIPUEMCTBA B arPapHOMY CEKTOPI.

Knwwuosi cnosa: MapkeTHHTOBa cCTpareris, arpapHe IMiJANPHEMCTBO, MapKETHHI-MIKC,
KaHaJu 30yTy, KOHKYPEHTOCIIPOMOXKHICTb, CTpaTeriyHuii Hallp, IHCTPYMEHTAlbHI CTpaTerii.
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The thesis is devoted to the study of theoretical foundations and practical approaches to the
development of a marketing strategy for an agricultural enterprise, using the case of LLC
"Bessarabia Agroinvest". The work explores the essence, principles, and stages of marketing
strategy formulation in agribusiness, and summarizes the methodological foundations for building
a portfolio of instrumental marketing strategies tailored to the specifics of agricultural production.

A comprehensive analysis of the company’s marketing environment was conducted, the
effectiveness of its current marketing strategy was assessed, and key issues in distribution and
product promotion were identified. The strategic marketing toolkit for LLC "Bessarabia
Agroinvest" was substantiated, an effective model of vegetable distribution channels was
proposed, and a set of measures for implementing improved marketing strategies was developed
in response to the challenges of wartime conditions, disrupted logistics, and seasonal demand
fluctuations.

The results of the study have practical significance and can be used to enhance the
marketing performance of LLC "Bessarabia Agroinvest", strengthen its market position, increase
competitive advantages, and ensure sustainable development in the agricultural sector.

Keywords: marketing strategy, agricultural enterprise, marketing mix, distribution
channels, competitiveness, strategic portfolio, instrumental strategies.




