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VY poboti mocmimkeHO 0coOnuBOCTI (OpPMyBaHHS Ta peaji3alii MapKeTHHIOBOI AisJIBHOCTI
mianpueMctBa y cdepi xapyoBoi mpomucioBocti Ha npukiani TOB «BACTIOH-®VY]/C». Poskpuro
TEOpPETHYHI 3aCali MAPKETHHTOBOI JisUTBHOCTI, OXapaKTEPU30BaHO ii OCHOBHI ()YHKIIi1, MPUHIIUIIHN Ta POIb
y 3a0e3MeveHH] CTAIO0T0 PO3BUTKY KOMIAHIi B yMOBaX KOHKYPEHTHOTO CepeioBUINA. Y IPYroMy pO3ZILTi
MPOBEIEHO KOMIUIEKCHY OIIIHKY YHMHHOI MAapKeTHHTOBOI MisJIbHOCTI MiANPUEMCTBA: MPEICTABICHO
3aranpbHOeKOHOMIUHY XapakTepuctuky TOB «bBACTIOH-®Y/ICy», 3mificHeHO aHaii3 30BHINTHBOTO
MapkeTHHroBoTO cepenoBuia (STEP-anami3), BHyTpimHp0ro noterniany (SWOT-anami3), a Takox piBHS
KOHKYPEHTOCIIPOMOXKHOCTI KOMIIaHii B TOPIBHAHHI 3 MNPOBIIHUMH KOHKYPEHTaMH 3a JOIOMOTOIO
o0y 10BU 0araToOKyTHHKA KOHKYPEHTOCIIPOMOXKHOCTI. [IpoBeieHO AiarHOCTHUKY ICHYI0Y0i MapKETHHT OBOT
MOJIITUKY 3a HampsMaM{ TOBapHOi, I[IHOBOI, pO3MOMLIBUOI Ta KOMYHIKAIiiHOI ckiamoBux. Ha ocHoBi
OTPUMAaHMX PE3YJIBTATIB PO3POOJICHO JBa MPAKTUYHI HAMPSAMH BIOCKOHAJICHHS MaPKETHHIOBOI NisJIbHOCTI
MiANPUEMCTBA: 3allyCK HOBOI JIIHIHKKA MpPEMiallbHOTO MOPO3WBA SIK IHCTPYMEHTY OHOBJICHHSI TOBapHOI
MOJIITUKY, & TaKOX yYacTh y CHEIliali30BaHid BUCTaBI JJIS PO3MIMPEHHS PHUHKOBOI MpHCyTHOCTI. s
KOXKHOTO 3aXOJy BH3HAYEHO €Talld pealisamii, ependadeH0 eKOHOMIYHEe OOIpYHTYBaHHS Ta
MPOAHAII30BaHO OYIKYBAaHUM PIYHUN SKOHOMIYHMI 1 COLIAIbHHUHA €(EKT, 110 MiATBEPIKYE MOIIbHICTh
3alPONIOHOBAHUX PillICHb.

Kntouoei cnosa: MapKeTHHTOBa MisUTbHICTh, Xap4oBa IPOMHCIIOBICTh, MPEMIalbHUN MPOAYKT,
MapKEeTUHIOBa CTPATETis, BACTABKOBI 3aX0/11, KOHKYPEHTOCIIPOMOKHICTh, KOMYHIKaIlii.
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The paper examines the features of the formation and implementation of marketing activities of an
enterprise in the food industry using the example of BASTION-FOODS LLC. The theoretical foundations
of marketing activities are revealed, its main functions, principles and role in ensuring sustainable
development of companies in a competitive environment are characterized. The second section provides a
comprehensive assessment of the current marketing activities of the enterprise: the general economic
characteristics of BASTION-FOODS LLC are presented, the analysis of the external marketing
environment (STEP analysis), internal potential (SWOT analysis), as well as the level of competitiveness
of the company in comparison with leading competitors is carried out by constructing a polygon of
competitiveness. The existing marketing policy is diagnosed in the areas of product, price, distribution and
communication components. Based on the results obtained, two practical directions for improving the
enterprise's marketing activities are developed: the launch of a new line of premium ice cream as a tool for
updating product policy, as well as participation in a specialized exhibition to expand market presence. For
each event, implementation stages are defined, an economic justification is provided, and the expected
annual economic and social effect is analyzed, which confirms the feasibility of the proposed solutions.

Keywords: marketing activities, food industry, premium product, marketing strategy, exhibition
events, competitiveness, communications.




