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VY poboTi mochimKkeHo cydacHi MiAXOAX A0 BIOCKOHAJIEHHS MAapKETHHIOBOI MisUTHHOCTI 3aKJIa/IiB
couianbHoi cepu Ha mpuknani KY «llentp Haganus couianbHux mociyr [IpuOyskaHiBCbKO1 CimbChKOT
pamu». Y3araabHEHO TCOPETHYHI 3acaay OpraHizamii MapKETHHTOBOI IiSIIBHOCTI Ta IPOaHaji30BaHO
YMHHUKH, 0 BIUIMBAIOTH Ha i1 epeKTuBHICTh. Po3kpuTO crienuiky 3acTOCYyBaHHS KOMIUIEKCY MAPKETHHTY
B COLIAJIbHOMY KOHTEKCTi, 30KpeMa 3 ypaxyBaHHSM MOTped rpoMaan, oOMeXeHOro (iHaHCYBaHHS Ta
eTHYHUX cTaHaapriB. [IpoBemeHo aHami3 rocrmomapchbkoi Ta MapKETHHTOBOI MisUTBHOCTI YCTaHOBH,
3MIACHEHO OI[IHKY KOHKYPEHTHOTO CEpPEIOBHINA Ta MO3UIIOHyBaHHs LICHTpY Ha pUHKY COIIaJIbHUX ITOCIIYT.
Po3pobneno 1inpoBi mpomno3wuiii mo10 BAOCKOHAJIIEHHS] MAapKETHHTOBOI CTpaTerii, 30KpeMa B HaIpsiMax
uudpoBoi  TpanchopMmamii KOMYHIKamid Ta 3ampoBaKEHHS IUJIATHUX  OHJIAHH-KOHCYJbTAIIiM.
OOrpyHTOBaHO OYiKyBaHi COLliabHi Ta EKOHOMIYHI PEe3yJIbTaTH BIPOBAHKEHHS 3alIPONIOHOBAHUX 3aXO/IiB.

Kntouoei cnoea: MapKeTHHT, COIIAIbHUNA MapKETWHT, MAapKETHHIOBA [iSUIbHICTH, KOMYHIKAIIii,
KOHKYPEHTOCIIPOMOXKHICTb, IIM(poBa TpaHchopMailis, ColiaabHi MOCITyTH.
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The paper explores modern approaches to improving the marketing activities of social institutions
using the example of MI "Center for Providing Social Services of the Prybuzhaniv Village Council”. The
theoretical principles of organizing marketing activities in the non-profit sector are summarized and the
factors that influence its effectiveness are analyzed. The specifics of applying the marketing complex in a
social context are revealed, in particular, taking into account the needs of the community, limited funding
and ethical standards. An analysis of the economic and marketing activities of the institution is carried out,
the competitive environment and the positioning of the Center in the social services market are assessed.
Targeted proposals for improving the marketing strategy are developed, in particular in the areas of digital
transformation of communications and the introduction of paid online consultations. The expected social
and economic results of implementing the proposed measures are substantiated.

Keywords: marketing, social marketing, marketing activities, communications, competitiveness,
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