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VII. BizomocrTi npo IiP
Ha3sBa po6oTH yKpaiHCBHKOIO:

Apanranis MapKeTUHI0BOi cTpaTerii cy0’eKTa rocriofjaploBaHHs JO KpU30BUX YMOB

Ha3sBa po6oTH aHIJIilICbKOIO:

Adaptation of the business entity's marketing strategy to crisis conditions

PedepaT ykpaiHCbKOIO:

OG’exT mocifKeHHs: — MapKeTuHrosa crpaterist @OIl. MeTa foCiIKeHHs — OOI'PYHTYBAaHHS IPAKTUYHUX
PEKOMEeHALIN o0 afanTalii MapKeTUHTOBOI CTpaTerii cy6’eKTa rOCIIOJApIOBaHHA 0 KPU30BUX YMOB. MeTonu
IOCJIIPKEHHS — CIIOCTEPEXKEHHS, TIOPIBHSAHHS, aHai3 i CMHTe3, iHIyKUil i AeQyKLii, TEOPETUYHOrO y3araJbHEHHS,
OLIiHKM Ta MIOPiBHSIHHS, abCTparyBaHHs Ta y3arajbHeHHs], rpadiuHnii Meto,. TeopeTuyHi pe3yibTaT —
IOCTIIKEHHS] TEOPETUYHMX Ta MPAKTUYHUX HATIPSIMIB a/janTarii MapKeTUHIOBOI cTparerii cy6 ekra
rOCIIOZIapIOBaHHs B HANIPsIMi 3a6e31e4eHHsI 10r0 KOHKYPEHTOCIIPOMOSKHOCT] il BININBOM iCHYIOUMX KPU30BUX
daxTopib. [IpakTHy4Hi pe3yabTaTh — BU3HAYEHO [1ePCIEKTUBYU (POPMYBaHHS MapKETUHIOBOI cTpaTerii i3
BpaxyBaHHSM BIUIUBY KpU30BUX (PAKTOPiB; BUKOPUCTAHHS iIHCTPYMEHTIB MapKETHUHTY B YMOBaX BillHYU; IEPEIyMOBU
(bopMyBaHHS Ta PO3BUTKY MAPKETUHIOBOTO MOTEHI[iajly Cy6 €KTa roCrogaproBaHHs; [10CIiI0BHICTh BUBHAYEHHS
CKJIaZly cTpaTeriyHoro noprdesns ta naanysaHHs gisapHocTi @OIT JKypaseupkoro O. M. HoBusHa - y pe3ysbTaTi
IIPOBENIEHOI0O AOCIIII)KEHHS paHille IIPoaHasi3oBaHi 0JI0KEHHS AiCTany NOLAJbIINAN PO3BUTOK. 30KpeMa:
BH3HaYeHo, o nudposuii a6o «digital marketing» e K iHTepakTUBHUI MapKETUHT B3a€MO/Iii, 3aCHOBAaHUI Ha
3aCTOCY~BaHHi iHPOpMaLiiHO-KOMYyHIKaL[iiHUX T€XHOJIO-Tii1, I0B'sI3aHUX 3 [HTEpHETOM, IJIsl CTBOPEHHS,
KOMYVHiKalii, JocTaBky Ta 0OMiHy IPOINO3ULISIMHY, SIKi MAIOTh LiHHICTb [J151 TIOKYIILIiB, KOPUCTYBAUiB Ta CYyCIIiJIbCTBA B
1[iTOMY; IPOBEJIEHO aHaJi3 II'SITY KOHKYPEHTHUX CUJI Tajly3i MEeTaJIONJIaCTUKOBUX BiKOH YKpainu 3a M. [Toprepom; Ha
ocHOBI npoBegeHoro SWOT'- ananisy 6ys10 cpopmyIbOBaHO MapKeTUHIOBY cTpaTerito a1 POIT JKypasenpkoro
O.M.; 3nificHeHO o1iHKY MapKeTuHrosoro notexuiany ®OIT Xypaseupkoro O. M. Ta 06rpyHTYBaHO 3aX0[iU 3 I0r0O

HiﬂBI/IIU,eHHH B KPN30BUX YMOBAX.

Pedepar aHIJIiHCBKOIO:

The object of the study is the marketing strategy of the FOP. The purpose of the study is to substantiate practical
recommendations for adapting the marketing strategy of the business entity to crisis conditions. Research
methods - observation, comparison, analysis and synthesis, induction and deduction, theoretical generalization,
evaluation and comparison, abstraction and generalization, graphic method. Theoretical results - the study of
theoretical and practical directions of adaptation of the marketing strategy of the business entity in the direction
of ensuring its competitiveness under the influence of existing crisis factors. Practical results - the prospects for
the formation of a marketing strategy, taking into account the impact of crisis factors, are determined; the use of
marketing tools in war conditions; prerequisites for the formation and development of the marketing potential of
the business entity; The sequence of determining the composition of the strategic portfolio and planning the
activity of the FOP Zhuravetskyi O. M. Novyzna - as a result of the conducted research, the previously analyzed
provisions received further development. In particular: it is defined that digital or "digital marketing" is an
interactive interaction marketing based on the application of information and communication technologies related
to the Internet for the creation, communication, delivery and exchange of offers that have value for buyers , users
and society as a whole; an analysis of five competitive forces of the metal-plastic window industry of Ukraine
according to M. Porter was carried out; on the basis of the conducted SWOT analysis, a marketing strategy was
formulated for the FOP Zhuravetskyi O.M.; the marketing potential of O.M. Zhuravetskyi FOP was evaluated and

measures to increase it in crisis conditions were substantiated.

Inpexc YIK: 339.187; 339.13; 339.146; 658.8
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