AHoTanin

Kamidikamiiina O6akanmaBpchka pobora JumurtpieB M.I. Ha Temy «MapkeTHHroBa
iHHOBaliiiHa cTpaTeris NiANPUEMCTBA: PoO3po0Ka, oOmiHKA e(eKTUBHOCTI Ta NUIAXHU
peasizanii» NpUCBIYEHA TEOPETUYHOMY OOTPYHTYBAHHIO, AHATITUYHOMY JOCIHIPKEHHIO Ta
MPaKTUYHOMY MOJICTTIOBAaHHIO IHHOBAIIHHOT MapKeTUHTOBO1 cTparerii manpuemctsa [IpAT «BO
«Cranpkanat-Cigyp» B yMOBax Cy4acHOTO PHHKY.

AKTyaJIbHiCTh TeMH O0YMOBJICHA HEOOXITHICTIO aJanTarlii MapKEeTHHTOBOI IOJITHKH
BITYM3HAHUX MIIIPUEMCTB 10 YMOB HU(POBI3allii, BUCOKOi KOHKYPEHIlii, 3pOCTaHHS BHMOT
CIIOKMBAYiB Ta HECTAOUIPHOTO eKOHOMIYHOTO cepenopuma. OcobOnuBoi Barm HalyBae
BIIPOBA/PKEHHS IHHOBAIIMHUX IHCTPYMEHTIB y B2B-cekTropi mpoMucioBocTi A 3a0e3MeUeHHs
CTaJIOTO PO3BUTKY Ta PO3MIMPEHHS PUHKOBUX TTO3HUITIH.

Metoro podotu € po3poOka iHHOBALHOI MapkeTuHrosoi crparerii i IIpAT «BO
«Cranpkanar-Cityp», 10 BKJIIOYAa€ KOMIUJIEKCHE OLIHIOBAHHS 30BHIIIHBOTO Ta BHYTPIIIHHOTO
CepeI0BMINA, BU3HAYEHHSI KJIFOUOBUX 1HHOBALIIHUX 3aX0/liB, (OpMyBaHHs €TaliB peaizaiii Ta
OIiHKY edekTUuBHOCTI 3a gornmoMororo ROMI ta KPI.

VY mporieci TOCHPKEHHsS] 3aCTOCOBAHO CYYacH1 aHATITHYHI MeToqH, 30kpema: SWOT-,
PEST-, STEPLE-amaniz, marpumi BCG, GE/McKinsey, EFE, IFE, CPM. Po3po6ieHo
CTpaTeriyHui miaH 13 BnpoBakeHHs nudposux iHcTpyMeHTIB (CRM, SEO, email-mapkeTuHr),
KOMYHIKAI[IfHUX KaMIaHIi Ta aBTOMaTH3alili MAapKEeTUHIOBOI MisNbHOCTL. ExoHOMIYHE
OOTpYHTYBaHHS JIEMOHCTPY€E BUCOKUHN PIBEHb peHTa0enbHOCTI 1HBECTHIIM Yy MapkeTHHT (ROMI
nonaz 200%).

IIpakTnuyHe 3HaYeHHsA POOOTHU MOJATa€ y MOMIMBOCTI 3aCTOCYBaHHS 3allPONIOHOBAHUX
pilieHb Yy JABUIBHOCTI TMPOMHUCIOBUX MIAOPUEMCTB YKpaiHW U1 MIABUIIEHHS  iX
KOHKYPEHTOCIPOMOXHOCTI Ha BHYTPIITHAOMY Ta 30BHIIIHHOMY PHHKAX.

Kurouogi ciioBa: mapkeTuHroBa crpateris, iHHoBaiii, CRM, ROMI, SWOT-ananiz, B2B,
nudposa Tpanchopmariisi, KOHKyYpeHTOCTIpOMOXKHICTh, [IpAT «BO «Cranbkanat-Cimypy.

Annotation

The Dimitriev's M. qualification thesis titled "Innovative Marketing Strategy of the
Enterprise: Development, Efficiency Assessment, and Implementation Paths™ is devoted to
the theoretical substantiation, analytical research, and practical modeling of an innovative
marketing strategy for the enterprise PJSC "Stalkanat-Silur under current market conditions.

The relevance of the topic lies in the need for Ukrainian enterprises to adapt their
marketing policies to the realities of digital transformation, increasing competition, rising
customer expectations, and economic instability. The implementation of innovative tools in the
B2B industrial sector is particularly important for ensuring sustainable growth and strengthening
market positions.

The purpose of the study is to develop an innovative marketing strategy for PJSC
"Stalkanat-Silur", including a comprehensive assessment of external and internal environments,
identification of key innovative initiatives, development of implementation stages, and evaluation
of efficiency using ROMI and KPI indicators.

The research applies modern analytical methods such as SWOT, PEST, and STEPLE
analysis, as well as BCG, GE/McKinsey, EFE, IFE, and CPM matrices. A strategic plan was
developed that includes the implementation of digital tools (CRM, SEO, email marketing),
communication campaigns, and the automation of marketing activities. The economic justification
demonstrates a high return on marketing investment (ROMI exceeding 200%).

The practical significance of this work lies in the potential application of the proposed
solutions in the activities of Ukrainian industrial enterprises to enhance their competitiveness in
both domestic and foreign markets.

Keywords: marketing strategy, innovation, CRM, ROMI, SWOT analysis, B2B, digital
transformation, competitiveness, PJSC "Stalkanat-Silur".
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