AHOTANISA
Ha KBani(ikauiiHy poOOTy Ha 3M00YTTS OCBITHBOTO CTYINEHs OaKaiaBpa
31 cnenianbHOCTI 075 «Mapketunr» ABrop: CrostHoBa Ipuna BikTopiBHa
Tema: «@opmyBaHHS Ta BIIPOBAKEHHS IHHOBALIIHO OPIEHTOBAHOT MAPKETHHIOBO1 CTpaTerii
PO3BUTKY MIIMPUEMCTBA B YMOBaX TpaHC(HOPMAIIITHOT EKOHOMIKH

AKTyaJIbHiCTh TEMH. Y Cy4acHUX yMOBaX HECTaOUTbHOT EKOHOMIKH, aKTHBHOI IU(poBi3allii Ta
BHUCOKOi KOHKYPEHIlii JJIsi TPOMHCIOBUX IMIATNPHEMCTB CTPATETIYHO BAXIJIMBUM € YIiTKO
chopmoBana Ta THyuka mapketuHroBa crtpaterii. [IAT BO «Cramekanar-Curypy», sIK OIUH i3
MPOBITHUX YKpaiHCHKUX BHUPOOHHMKIB MeETaleBOi MNpOAYKLii, MoTpedye anpanTamii CBO€T
MapKETHUHIOBOT MOJIITUKH JI0 YMOB TpaHC(HOPMAIIfHOT EKOHOMIKH Ta PO3BUTKY HOBUX PHUHKIB.

Meta pobotu. Po3pobutu o0rpyntoBany MmapkeTunroBy ctparerito mis [TAT BO «Cranpkanart-
Cutyp» 3 ypaxyBaHHSIM pHUHKOBUX YMOB, KOHKYPEHTHOI'O CEpelOBHIIA Ta BHYTPIUIHHOTO
MOTEeHLIATY HIANPUEMCTBA.

O0’exT i npenmer pocaigxkeHHsi. O6’€KTOM € MapKeTHHIOBa NisuibHICTH mianpuemctsa [IAT BO
«Cranpkanar-Cinyp». Ilpenmer — TeopeTWyHl Ta MpakTU4HI acmnekT (HOpMyBaHHS
MapKeTHHTOBO1 CTpaTerii HpOMHUCIOBOTO MIMPUEMCTBA.

Metoau nociimkenHsi. Y po6oti 3acrocoBano: anainiz i cunte3; PEST, SWOT, BCG-ananis;
KOHKYpPEHTHE MPOQLIFOBaHHS; EKOHOMIUHE MO/IETIOBaHHS €()EKTUBHOCTI 3aXO0/IIB.

Crtpykrypa podotu. PoboTa ckinamaeTbes 3 TPhOX PO3ALTIB:

Po3nin 1 — TeopeTnyHi OCHOBH MapKETHHTOBHUX CTPATETii MIANPUEMCTBA.

Po3ain 2 — ananiz BHyTpimtHbOTO 1 30BHIIHABKOTO cepenoBuia [IAT BO «Cranpkanat-Citypy.
Po3ain 3 — po3poOka MapKeTHHIOBOI CTpaTerii Ta OIiHKa ii €()eKTUBHOCTI.

Kaw4oBi pe3yabTaTu: BU3HAYEHO TOTOYHI TMO3MINI MmiXnpueMcTBa 3a 9 KIFOYOBHUMH
KOHKYPEHTHUMHU KpUTEPIIMU (SKICTh, IHHOBAIII], I[iHA, CEPBIC TOIIO); MPOBEICHO aHalli3 PUHKY
METaNONpPOaYyKLii B YKpaiHi; BUSABIEHO, IO MIANPUEMCTBO Ma€ CUIbHHMA OpeH[, epeKTUBHY
JIOTICTHKY, ajie noTpedye MOKpalleHHs B IHHOBAIISAX 1 JI/KUTAIN1; 00paHO CTPATETi0: MOETHAHHS
nudepeHIialii, po3BUTKY PHHKY Ta IU(PPoBoi TpaHchopmallii; 3a1IpOrnoOHOBAaHO KOHKPETHI 3aX011
3a mogeito 4P (HoBi npoaykTtu, CRM, BucTaBKH, pekiama, IIHOYTBOpPEHHS); po3paxoBaHo ROI
1 TepMiH OKYIHOCTI (= 3,7 pokH), JOBEJCHO PEHTA0ENBHICTh peaizallii.

IIpakTuuyHe 3HavyeHHsi. Po3po0ieHi 3ax0qu MOXyTh OyTH peani3oBaHi MiNPUEMCTBOM yXe B
Haillomk4yoMy (iHaHCOBOMY IEpioAi, 30KpeMa depe3 ydacThb y BHcTaBkax, SEO-mpocyBaHHS,
OHOBJIEHHS caiiTy, BpoBa/keHHss CRM-cucremMu Ta 3amycKk HOBHUX IPOJIYKTIB.

BucHoBok. ®opMyBaHHs Cy4acHOT MapKETUHTOBOI CTpaTerii Ul IPOMHUCIOBOTO MiANPHEMCTBA
— 1€ HE JIMIIE IHCTPYMEHT aJlaiTallii 0 pUHKY, a i pylIiil po3BUTKY. 3alIpONIOHOBAaHA CTpaTeris
no3soJisie [TIAT BO «Cranbkanar-Cinyp» 3MIIHUTH NMO3UII1, TOCUIUTH BII3HABAHICTh OpeHAy Ta
MIIBUIIUTH MPUOYTKOBICTh Y CEPEIHBOCTPOKOBIN MEPCIEKTHBI.



ABSTRACT

for the qualification work
for obtaining a bachelor's degree
in the specialty 075 "Marketing"
Author: Stoyanova Iryna Viktorivna
Topic: "Formation and implementation of an innovation-oriented marketing strategy for the
development of an enterprise in the conditions of a transformational economy”

Relevance of the topic. In the current conditions of an unstable economy, active
digitalization and high competition for industrial enterprises, a clearly formed and flexible
marketing strategy is strategically important. PJISC VO "Stalkanat-Silur", as one of the leading
Ukrainian manufacturers of metal products, needs to adapt its marketing policy to the conditions
of the transformational economy and the development of new markets.

Purpose of the work. To develop a sound marketing strategy for PJSC VO "Stalkanat-
Silur”, taking into account market conditions, the competitive environment and the internal
potential of the enterprise.

Object and subject of the study. The object is the marketing activities of the enterprise
PJSC VO "Stalkanat-Silur". The subject is theoretical and practical aspects of forming a marketing
strategy for an industrial enterprise.

Research methods. The work uses: analysis and synthesis; PEST, SWOT, BCG analysis;
competitive profiling; economic modeling of the effectiveness of measures.

Structure of the work. The work consists of three sections:

Section 1 — theoretical foundations of the enterprise's marketing strategies.

Section 2 — analysis of the internal and external environment of PJSC VO "Stalkanat-
Silur",

Section 3 — development of a marketing strategy and assessment of its effectiveness.

Key results: the current position of the enterprise was determined according to 9 key
competitive criteria (quality, innovation, price, service, etc.); an analysis of the metal products
market in Ukraine was conducted; it was found that the enterprise has a strong brand, effective
logistics, but needs improvement in innovation and digital; a strategy was chosen: a combination
of differentiation, market development and digital transformation; specific measures were
proposed according to the 4P model (new products, CRM, exhibitions, advertising, pricing); ROI
and payback period (= 3.7 years) were calculated, and the profitability of implementation was
proven.

Practical significance. The developed measures can be implemented by the enterprise in
the nearest financial period, in particular through participation in exhibitions, SEO promotion,
website updating, CRM system implementation and new product launch.

Conclusion. Formation of a modern marketing strategy for an industrial enterprise is not
only a tool for adapting to the market, but also a driver of development. The proposed strategy
allows PJSC VO "Stalkanat-Silur" to strengthen its positions, increase brand awareness and
increase profitability in the medium term.



