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3aiiiCHEHO KOMIUIEKCHMH aHali3 CYTHOCTI MapKETHHIOBOI MOJITHKH SIK KIIOYOBOTO
IHCTPYMEHTY YIPaBIiHHS MiIIPUEMCTBOM y CY4aCHOMY KOHKYPEHTHOMY cepenoBulli. Busnaueno
i cTpareriyHe 3HaueHHS /U1 OPMYBAHHSA CTINKNX KOHKYPEHTHHX IepeBar, MiABUIICHHS PUHKOBOT
AKTUBHOCTI Ta aJamnTalii 0 3MiH KOH IOHKTYpH. Y3arajibHEHO HAyKOBl HiJXOAM IO Oprasizarii
MapKEeTUHIOBO1 JisTBHOCTI Ta OOIPYHTOBAHO JOILUIBHICTh BUKOPUCTAHHS MapKETHHTOBHX
IHCTPYMEHTIB MJisi 3a0€3Me4YEeHHS JOBIOCTPOKOBOI KOHKYPEHTOCIHPOMOXHOCTI IiJMPHUEMCTB.
Po3misiHyTO 0CcOONMMBOCTI peanizaiii MapKeTHHIOBOI MOJITUKUA B Oy[iBelbHIN ramysi, 30kpema ii
OpIEHTAIlII0 Ha 1HAMBIAYali30BaHi MPOEKTH, CKIAJAHY CTPYKTYPY CIIOKHMBYOTO IOIMUTY, BUCOKUI
piBEHb KamiTaJOMICTKOCTI Ta TPUBAIMKA LUK peanizauii. BcraHoBieHO, 110 MapKeTUHT Yy
OyIiBHUIITBI Ma€e BKIIIOYATH HE JIMILE KIACUYHI eIEMEHTH (TPOCYBaHHs, I[IHOYTBOPEHHsI, 30yT), a
i cTpareriuny B3a€MO/IIIO 3 IEPKAaBHUMU CTPYKTYypaMu, IHBECTOpAMU Ta JOKAJILHUMHU FPOMaiaMH,
3 ypaxyBaHHSM TEPUTOPiaTbHUX, COLlIaJIbHUX 1 EKOHOMIYHUX YUHHHKIB.

Y apyroMy po3misi MPEICTaBICHO BCEOIYHY XapaKTEPUCTHUKY TOCTIOAAPCHKOI JisITBHOCTI
MiIPUEMCTBA, BKJIFOYAIOYM aHAI3 MOTO OpTaHi3amiiHOl CTPYKTYpH, JUHAMIKK (iHAHCOBO-
€KOHOMIUHUX Toka3HUKiB 3a 2021-2023 pp. Ta ocobiauBocTed (YHKIIOHYBAaHHS B yMOBax
BO€HHOTO0 yacy. [IpoBesieHo orisii OCHOBHMX TEH/AEHIIIH PO3BUTKY Oy/l1BEILHOTO PUHKY YKpaiHH,
30KpeMa 3pOCTaHHs POJIi Iep>KaBHUX MPOrpaM MiATPUMKH, 3MEHIIICHHS IPHBATHOTO 1HBECTYBaHHS
Ta 3CYBY IONUTY B PETiOHU 3 MIJIBUIIEHUM pIBHEM O€3MeKH. 3M1HCHEHO KOMIUIEKCHY OIlIHKY
MapketuHroBoro cepemosuiia AT «Ykpoym» nuisaxom nposeneHus PEST- 1 SWOT-ananizy, mo
JI03BOJIMJIO BU3HAYMTH KITFOUOBI 3aTPO3H, MOXKIIMBOCTI, CUJIBHI Ta CJIa0K1 CTOPOHM ITiITPUEMCTBA.
HonatkoBo moOynoBaHO 0araTOKyTHHUK KOHKYPEHTOCIIPOMOXKHOCTI, SIKHU BiI0Opakae peasbHi
PUHKOBI MMO3ULIT NIANPUEMCTBA MOPIBHSIHO 3 OCHOBHUMHM KOHKypeHTamMH. OTpUMaHi pe3ylbTaTH
CTaJqu OCHOBOIO JUisi ()OpMyBaHHS BHCHOBKIB MIOAO €(PEKTUBHOCTI MOTOYHOI MApKETHHTOBOI
MOJIITUKY Ta HEOOX1AHOCTI ii BJOCKOHAJICHHS.

VY TpeThOMy pO3[isi» 3alpOINOHOBAHO KOMIUIEKC MPAKTHUYHUX 3aXOJIiB, CIPSIMOBAHUX Ha
HiABUIIEHHS €(EeKTUBHOCTI MAapKETHHIOBOi CTpaTerii MiANpHUEMCTBA. 3aCTOCOBAHO METOAU
€KOHOMIKO-MaTeMaTUYHOr0 MOJICNTIOBAHHS, 30KpeMa perpeciiHO-KOpesUiiHUM aHami3, i
BUSIBJICHHSI KJIFOYOBMX MAaKpOEKOHOMIUHUX (DakTopiB, 110 BIUIMBAIOTh HA pPE3yJIbTaTHBHICTh
MapKETHHIOBOI TOJIITUKU. 3AIHCHEHO TIIMOOKUH ayauT YWHHOI CTparerii MapKeTHHIOBOi
TiSUTBHOCTI, BUSIBICHO CUCTEMHI MpoOIeMHu, OB’ sI3aHi 3 aHANITUKOIO, IM(PPOBOIO MPUCYTHICTIO,
KJIIEHTCBKUM CEpBICOM Ta Hee()EKTUBHUM PO3MOALTIOM OIO/DKETY, a TaKOXX HaJaHO KOHKPETHi
pekoMeHanii MmoA0 iX YCYHEHHsS. 3ampoloOHOBAHO MLUISXH BJIOCKOHAJIEHHS MAapKEeTHHIOBOL
HOJITUKH, cepell SKUX: BIPOBAIKEHHS MOOUIBHOTO OpeHaoBaHOro odicy, po3poOka MOOIIBHOT
Bepcii caiity, oHoBieHHsS CRM-cucremu, nocunenns digital-komyHikamii Ta yd4actb Yy
nepkmnporpamax. OOIpyHTOBAaHO €KOHOMIUHY MOIUTHHICTH BIPOBA/KEHHS 3a3HAUYEHUX 3aXO/IIB,
pPO3paxoBaHO KOIITOPHUC Ta €KOHOMIYHHMH €(eKT, SKHUU Mojsrae y 3pOCTaHHI PEHTa0eIbHOCTI
MIAMPUEMCTBA, 301TBIIICHH] YUCTOTO MPUOYTKY Ta 3MIITHEHHI KOHKYPEHTHHX TO3HUIIIA Ha PUHKY.

Knwuoei cnosa: mapkeTunr, OyaiBeidbHa Tally3b, KOHKYpPEHTOCHPOMOXHICTb,
MapKEeTHHIOBAa MOJITHKA, ayIUT MAPKETUHIOBOI ISIIBHOCTI.
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A comprehensive analysis of the essence of marketing policy as a key tool for managing
an enterprise in a modern competitive environment has been carried out. Its strategic importance
for the formation of sustainable competitive advantages, increasing market activity and adapting
to changes in the market situation has been determined. Scientific approaches to the organization
of marketing activities have been generalized and the feasibility of using marketing tools to ensure
the long-term competitiveness of enterprises has been substantiated. The features of the
implementation of marketing policy in the construction industry have been considered, in
particular its orientation towards individualized projects, a complex structure of consumer
demand, a high level of capital intensity and a long implementation cycle. It has been established
that marketing in construction should include not only classical elements (promotion, pricing,
sales), but also strategic interaction with state structures, investors and local communities, taking
into account territorial, social and economic factors.

The second section presents a comprehensive description of the enterprise's economic
activities, including an analysis of its organizational structure, the dynamics of financial and
economic indicators for 2021-2023 and the features of functioning in wartime conditions. A review
of the main trends in the development of the construction market of Ukraine was conducted, in
particular, the increasing role of state support programs, a decrease in private investment and a
shift in demand to regions with an increased level of security. A comprehensive assessment of the
marketing environment of Ukrbud State Joint Stock Company was carried out by conducting a
PEST and SWOT analysis, which allowed us to identify key threats, opportunities, strengths and
weaknesses of the enterprise. Additionally, a polygon of competitiveness was constructed, which
reflects the real market positions of the enterprise compared to its main competitors. The results
obtained became the basis for drawing conclusions regarding the effectiveness of the current
marketing policy and the need to improve it.

The third section proposes a set of practical measures aimed at increasing the effectiveness
of the enterprise's marketing strategy. Methods of economic and mathematical modeling, in
particular regression and correlation analysis, were applied to identify key macroeconomic factors
that affect the effectiveness of marketing policy. An in-depth audit of the current marketing
strategy was carried out, systemic problems related to analytics, digital presence, customer service
and inefficient budget allocation were identified, and specific recommendations were provided for
their elimination. Ways to improve marketing policy were proposed, including: implementation of
a mobile branded office, development of a mobile version of the site, updating the CRM system,
strengthening digital communications and participation in state programs. The economic
feasibility of implementing these measures was substantiated, the estimate and economic effect
were calculated, which consists in increasing the profitability of the enterprise, increasing net
profit and strengthening competitive positions in the market.

Keywords: marketing, construction industry, competitiveness, marketing policy, audit of
marketing activities.



