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Pedepar:

1. O6'exTOM mOCTiIKEHHS B POOOTI € IPoLeC MapKETUHIOBOI AisyIbHOCTI MiATIPUEMCTBA HA PUHKAX TPOIYKLL
BUPOOHUYO-TEXHIYHOTO NpU3HaYeHHs. MeTa poO0TH N0JIrae y po3poolli KOMILJIEKCY eKOHOMIKO-MaTeMaTUYHUX
MoJesiell OOrpyHTYBaHHS i BU60OPY MapKEeTHMHIOBOI CTpaTerii MifNnpreMcTBa Ha pUHKaxX NPOIYKLii BUPDOOHMYO-
TEXHIYHOTO NPU3HAUYE€HHS. MeTonu NOCiIKeHH. Y nucepTaliiiHiil po60Ti BUKOPUCTOBYBAJIMCS TaKi METOIU
€MITipUYHOTO i TEOPETUYHOTO LOCII)KeHHS: CUCTEMHU MiAXin 17151 ToO0yA0BY KOHLEMLii CTpaTerivHoro
MAapKEeTUHTY; JIOTIYHUI aHali3 1711 yTOYHEHHS MTOHATIMHOTO anapary; CTaTUCTUYHI METOU MOJIEJIIOBAHHS
(knacTepHU i AUCKPUMIHAHTHUM aHai3) — 111 MOZEJIIOBAHHS CETMEHTIB PUHKY CIIOKMBAYiB i I03ULIIOHYBaHHS
IPOAYKLii BUPOOHUUO-TEXHIYHOrO NPU3HAYEHHS. TeopeTUYHUI pe3ysbTaT PO3po0JIeHNX Y JucepTalii HOBUX

HAyKOBUX I10JI0’KE€Hb i METOAUYHUX PEKOMEHAlliil [10J1sira€e B TOMY, 1110 BOHU JJO3BOJISIIOTh BUPILIMTYU HAYKOBO-



IIPAKTUYHY 33/1a4y pO3POOKU TEOPETUYHHUX 3aCa]] i NPAKTUYHUX PEKOMEHAIill 3 MOZIeII0OBAaHHS MAapKETHUHIOBOI
cTparerii nignpueMcTsa. [IpakTUYHU pe3ysbTaT HAYKOBUX TOJIOKEHb, pO3PO0JIEHUX Y POOOTI, IIOJIIrae B TOMY, 110
BOHM BTiJIeHi B KOHKPETHI METOIUKY i ITPOIIO3ULIii 3 MOJIeII0BaHHS MAapKETUHIOBOI CTpaTerii MifIpueMcTBa.
HaykoBa HOBU3HA OTPUMAaHUX PE3YJIbTATIB I0JIAra€ B TAKOMY: BIIEpIIe: BUBHAYEHO KOHLENTYalIbHY MOZEJb i
TEOPETUYHI OCHOBU BUOOPY MapKETHHIOBOI CTpaTerii MigIpueMCTBa, o MIiCTITh Y CO6i MOJI€JIb OL[iHKM CUTYyalii Ha
PUHKY i KOMITJIEKC €KOHOMIKO-MaTeMaTUYHUX MOJEJIEN, CETMEHTYBAaHHS CIIOKMBAYiB i MO3MLIIOHYBaHHS NIPOIYKILi,
110 3a6e3Ieuye 3a JOIIOMOro0 MOZEsli BU6OPY 3aX0/1iB KOMILJIEKCY MapPKETHUHIY-MiKC yCIilIHe TPOCYBaHHS
IPOAYKLUil BUPOOHUYO-TEXHIYHOIO NPU3HAYEHHS HA TOBAPHUX PUHKAX; OLEeP>Kaly MOLAJbIINI PO3BUTOK: KOMILJIEKC
€KOHOMIKO-MaTeMaTUYHUX MOJeJiell CEeTMEHTYBaHHS PUHKY CIIOXKUBAUiB IIPOIYKLii BUPOOGHNIO-TEXHIYHOTO
IIpPM3HAYEHHS Ha OCHOBI COPMYJIbOBAaHUX IIPUHLUIIIB i BUMOT, 1110 3a6€31e4ye OO PyHTYBaHHS BUSHAYEHHS
OTpeby i MOXJIMBOCTEN CIIO>KMBAYiB; KOMIIJIEKC €KOHOMIKO-MAaTEMaTUYHUX MOJIeJIEN MO3ULiOHYBaHHS TPOAYKIIii
BUPOOHUYO-TEXHIYHOTO [IPM3HAYEHHS HA OCHOBI C()OPMYJIbOBAaHUX IPUHLUIIB i BUMOT, 03a6e31euye MOXKIUBICTh
inenTudikauii npopykuii nignpuemMcTBa; CTPyKTYPHO-JIOTiYHA MOJeJIb OLIiIHKY CUTYallii Ha pUHKY NPOIYKLii
BMPOOHMYO-TEXHIUHOTO IPU3HAYEHHS, 1O J03BOJIsIE€ O3MLIOHYBAaTH ITPOAYKILiIO B BiATIOBITHUX il CErMEHTax
PHMHKY, a TaKOX 3a0e3I1euye iX CUHTE3; MOZEJIb BUOOPY 3aXO/iB KOMIIJIEKCY MAPKETUHTY-MiKC [1J11 IPOCYBaHHS
IIpOAYyKIii BUPOOHNYO-TEXHIYHOTO NPU3HAYEHHS B 1IiIbOBUX CETMEHTaxX PUHKY, YTOUHEHO: CYyTHICTb MTOHSTB!
«MapKETUHIOBA CTPATETisI», «CETMEHTALlis1», «II03ULIOHYBAHHS» i «1JiJIbOBUN PUHOK», BUXOMSMYM 3i CTPYKTYPHO-

JIOTiYHOTrO Mifxo[y, o 3abe3nedye LiiCHICTb Npouecy BU60OPY MapKETHUHIOBOI CTpaTerii mianpremcrsa.

2. The object of research in job is process of marketing activity of the enterprise in the markets of production of
technological appointment. The purpose of job consists in development of a complex of economic-mathematical
models a substantiation and choice of marketing strategy of the enterprise in the markets of production of
technological purpose(appointment). Research receptions. In the work to job such methods of empirical and
theoretical research were used: the system approach for construction of the concept of strategic marketing; the
logic analysis for specification of the conceptual device; statistical methods of modeling - for modeling segments
of the market of the consumers and positioning of production of technological appointment. The theoretical result
of the new scientific rules, situations, developed in the dissertation, and methodical recommendations is, that they
permit to solve a scientific - practical task of development of theoretical bases and practical recommendations
from modelingmarketing strategy of the enterprise. The practical result of scientific rules, situations developed in
job, is, that they are embodied in concrete techniques and offers on modeling marketing strategy of the enterprise.
The scientific novelty of the received results consists in such: for the first time: the conceptual model and
theoretical bases of a choice of marketing strategy of the enterprise is determined which comprise model of an
estimation of a situation in the market and complex of economic-mathematical models, segmentation of the
consumers and positioning of production, which provides with the help of model of a choice of measures of a
complex to marketing - mix successful progress of production of technological appointment in the commodity
markets; Have received the further development: the complex of economic-mathematical models of segmentation
of the market of the consumers of production of technological appointment on the basis of the formulated
principles and requirements, which provides a substantiation of definition of need and opportunities of the
consumers; a complex of economic-mathematical models of positioning of production of technological
appointment on the basis of the formulated principles and requirements, which provides an opportunity of
identification of production of the enterprise; structural - logic model of an estimation of a situation in the market
of production of technological appointment, which permits positioning production in the segments, appropriate to
her, of the market, and also provides their synthesis; the model of a choice of measures of a complex to marketing
- mix for progress of production of technological appointment in target segments of the market, is specified:
essence of concepts: " Marketing strategy ", "segmentation”, "positioning" and " the target market ", leaving with
the structural - logic approach, which provides integrity of process of a choice of marketing strategy of the
enterprise.
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