O6J1ikoBa KapTKa [IiP

I. 3arasibHi BimOMOCTI

Jep>kaBHUH 00J1iKOBHI HOMeP: 0211U006733

Jep>kaBHUH peecTpaliliHUIl HOMeP: 0109U008649

Oco06J1uBi TO3HAYKHU: Binkpura

JaTa peecrtpamnii: 17-03-2011

II. Etran BukoHnauus JiP
Homep eramny: 1

Ha3sBa eramny: CucremaTu3alliss MapKeTHHIOBUX CTpaTeriii mifnpremctsa. Po3po6ka Mojesti MapKeTHHIOBOI

CTparTerii NiiIpUeEMCTB Ha OCHOBI ITOTEHLiasny s7pa 6i3Hecy.
IToyaToK eTamy: 12.2009
3akiHyeHHs eTamy: 12.2010

Buz 3BiTHOrO AOKYMEHTA: [IpoMiKHMIA 3BiT

I11. BizomocTi npo BukoHaBus JIiP

IloBHe HaliMeHYBaHHSI IOPUAUYHOI 0co0H (260 ITIB ¢i3zuyHOi 0c00H): XapKiBChKUit epKaBHMIA

YHiBEpCUTET Xap4yyBaHHs Ta TOPTiBJIi

Kopg 3a €IPIIOY: 01566330

Micue3Haxoa KeHHS:

dopma BaacHoOCTI:

Cdepa ynpaBitiHHS: MiHictepcTBo OCBiTH i HayKu YKpaiHu
InenTudgikarop ROR: He zacrocosyerscs

Poamip opranisarii:

Tenedon: 336-89-79, 337-85-35

IV. BimomocrTi nnpo criiBBUKOHaBIIiB [IiP



V. BimomocrTi npo 3amoBHHKa [IiP

IloBHe HaliMeHYBaHHS IOPHIHYHOI 0coou (a6o ITIB iznuHO0i 0c06H): ToBapuCTBO 3 06MEKEHOIO

BiZIITOBiAIBHICTIO "AKBEJIOH YKpaiHa"

Kopg 3a €IPIIOY: 34978626

Micue3HaxoaKeHHH: , M. I310M, [3I0MChKHi p-H., XapkiBcbka 0611., 64300, Ykpaina
dopma BaacHOCTI:

Cdepa ynpasiiHHS:

ImenTudikarop ROR: He zacrocoyerbcs

Poamip opranisanii:

Tenedon: 716-45-85

VI. I>kepeJia, HanpsiMHu Ta oocsiru pinaHcyBaHHs JIiP

IlincraBa pjist npoBemeHHs JiP: 52 - norosip 3 BiTunsHAHOW OpraHizauiero (Opranamu MiclieBoi pau,

dboHIoM, acorijailieo, KOHIIEPHOM TOIIIO)

Hampsam (l)iHchyBaHHﬂ: 2.2 - IpUKJIaHi AOCTiIKeHHS i po3pOOKU
I>kepesia piHaHCYBaHHS

7722 - KOWTH MiZIIPUEMCTB, YCTaHOB, OpraHi3anii YKpaiHu

dakTHyHHM 00cAT QpiHaHCYBaHHSA (THC. IPH.): 3.5




VII. BizomocrTi npo IiP
Ha3sBa po6oTH yKpaiHCBHKOIO:

dopmyBaHHS MApKETHHIOBOI CTpaTerii Ha OCHOBI OTeHIiaNy sg1pa 6i3Hecy.

Ha3sBa po6oTH aHIJIilICbKOIO:
Formation of marketing strategy on the basis of potential of a kernel of business

PedepaT ykpaiHCbKOIO:

non

Y po60Ti y3araJapbHEHO Ta YTOUHEHO MOHSITTS "CTpaTeris”, "MapKeTUHIOBa CTPaTeris"; CUCTEMATU30BaHO iCHYIOY]
MigXony 40 UMX MOHATD; y3arajJbHEHO KOMIIJIEKCHO-CUCTEMHE MTOHATTS MAPKETUHIOBOI CTPATETI]; BU3HAYEHO
crieniupiky MapKeTUHTYy B cepi peCTOpaHHOTr0 rocroiapcTsa ¢ NO3MLii MakcuMmisallii BUrony yepes BUXif, Ha
PVHOK KOHKYPEHTO3/aTHOI I03uLii Ha OCHOBi (POpMyBaHHSI MApPKETUHIOBOI CcTpaTerii, 1110 6a3yeThCsl HA MOTEHLiai

anpa 6isHecy. Po3po6sieHa Moziesib MApKETUHIOBOI CTpaTerii Ha OCHOBI OTeHLiay s1pa 6i3Hecy.

Pedepar aHIJIiHCBKOIO:

In work the concept "strategy”, "marketing strategy" is generalized and specified; existing approaches to these
concepts are systematized; the in a complex-system concept of marketing strategy is generalized; it is defined
specificity of marketing in sphere of a restaurant economy from positions of maximization of benefit through an
exit on the market of a competitive position on the basis of formation of marketing strategy which is based on
potential of a kernel of business. The model of marketing strategy on the basis of potential of a kernel of business
is developed.
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Koau TemaTHYHHUX PYOpPHK: 71.33.75
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