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Jumiomaa po6oTa mpucBIYEHa TOCIHIKEHHIO TEOPETUYHHX 3acaj Ta IPAKTUYHUX M1XO0/iB
JI0 OIIHIOBaHHS €(EKTUBHOCTI MAapKETHHIOBOI IOJITHUKM MianpueMcTBa Ha npukiani [IpAT
«IM4iBCHK30BHIMTPAHCY). Y poOOTI PO3MISIHYTO CYTHICTh MapKETHHTOBOI TMOJITHKH, ii
IHCTPYMEHTH Ta CTpaTeriyHe 3HAYCHHS IS JISJIBHOCTI MIAMPUEMCTB y cdepl TPaHCIOPTHO-
eKCIEJIUTOPCHKUX TMOCIYI, a TaKoK IIPOaHali30BaHO OCHOBHI MIAXOAW 1O BHUMIPIOBaHHS
e(EeKTUBHOCTI MapKETHHIOBOI JISUIBHOCTI B Cy4acHHUX yMoBax. [IpoBeeHO KOMIUIEKCHUM aHami3
nismeHOCTI [IpAT «I3T», oxapakrepu3oBaHo (piHAHCOBI MOKAa3HWKH, CTPYKTYPY MapKETHHTOBHX
BUTPAT, IOCIIPKEHO (PAKTOpW BHYTPIIIHBOTO 1 30BHINIHBOTO BIUIMBY 3a jpomomororo SWOT- i
STEP-anani3iB, a TakoX 3I1MCHEHO OIIHKY KOHKYPEHTHOTO CEPEIOBUIIA METOAOM OaraToKyTHHKA
KOHKYPEHTOCIPOMOXHOCTI.

Ha ocHOBI BUABIGHMX HEIOJIKIB pO3pO0JICHO MPaKTHYHI PEKOMEHAAIil 1010
YVAOCKOHAJICHHST MAapPKETHHTOBOI IMOJIITUKH TIAMPUEMCTBA. 3aIlPOTIOHOBAHO CTBOPEHHS OKPEMOTO
BIJIITYy MapKEeTHUHTY, ONTHMI3allil0 MAPKETUHIOBOI CcTparerii Ta po3poOKy pekiaMHOi KaMmaHii 3
AKIICHTOM Ha 30BHIIIHIO peKiiaMy, MU(PPOBI KaHAIA Ta y4acTh Y CIICIialli30BAaHUX BHUCTaBKaX.
ExoHOMIUHI po3paxyHKH MIATBEPIUIN AOLUIBHICTD 3alIPOINIOHOBAHUX 3aXOMAIB Ta iXHIO MO3UTHUBHY
OKYIHICTh. Pe3yapraru TOCIiKeHHsI MAlOTh MPAaKTHYHY HIHHICTH JJIS MiABUIIEHHS €(eKTHBHOCTI
MapkeTUHroBO1 AisTbHOCTI [IpAT «lnai4iBChbK30BHIIITPAHC)» Ta 3MILHEHHS HOT0 MO3UIII Ha PUHKY
JIOTICTUYHHX TTOCTYT.

Kniouosi cnoea: MapkeTHHroBa IIOJNITHKA, JIOTICTHYHE IiIIPHUEMCTBO, €(PEKTHBHICTD,
KOHKYPEHTOCIIPOMOXKHICTh, YIIPABIIHHS MaPKETUHTOM, PEKJIaMHa KaMIIaHis.
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The thesis is devoted to the study of theoretical foundations and practical approaches to
evaluating the effectiveness of a company's marketing policy, using the case of PJSC
"Illichivskzovnishtrans". The research examines the essence of marketing policy, its tools, and
strategic importance for enterprises in the field of transport and forwarding services, as well as
analyzes key approaches to measuring marketing effectiveness in modern market conditions. A
comprehensive analysis of PJSC "IZT", including its financial performance, the structure of
marketing expenditures, and the influence of internal and external factors through SWOT and STEP
analyses was conducted. A competitive environment assessment was held using the polygon of
competitiveness method.

Based on the identified shortcomings, practical recommendations for improving the
company's marketing policy were developed. These include the creation of a dedicated marketing
department, optimization of marketing strategy, and the development of a promotional campaign
focused on outdoor advertising, digital channels, and participation in industry exhibitions. Economic
calculations confirmed the feasibility and high return on investment of the proposed measures. The
findings of this study have practical significance for enhancing the marketing performance of PJSC
"Illichivskzovnishtrans" and strengthening its position in the logistics services market.

Keywords: marketing policy, logistics company, effectiveness, competitiveness, marketing
management, promotional campaign.




