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1. MopesnoBaHHSI MAPKETHMHIOBOI HisIBHOCTI MifIIPUEMCTB 32 JONOMOror Data Science TeXHOJIOTIH.

2. Modeling marketing activities of enterprises using Data Science technologies.

Pedepar:

1. Po6oTa mpucBsiueHa JOCIiIPKEHHIO IpoLeciB popMyBaHHS Gi3HecCTparerii MigIIpUeMCTBA, a TAKOK TEOPETUYHUM

Ta IPaKTUYHUM 3aCaJlaM MOJIEJIIOBAHHS Ta IPOTHO3YBAaHHS PE3yJIbTaTiB MAPKETHUHIOBOI [isIBHOCTI, EKOHOMIKO-

MaTeMaTUYHUM METOJAM, MOAEJISIM Ta iHPOPMAaLiIHUM TEXHOJIOTISIM 171 NiATPUMKY IPUIHSATTS CTpaTeriYHUX

MapKeTHHTOBUX pilleHsb. [I[pakTU4HA LiHHICTb pOOOTHU MOJIArae y pO3pooLi Ta Npono3ulii AieBrux Ta e(peKTUBHUX

KOHLIENTyaJIbHUX MiIX0ZiB, EKOHOMIKOMaTEMaTUYHNX MOZEJIEN, a TAKOXK CUCTEMU IiATPUMKY IIPUNHSITTS
MapKETUHTOBUX PillleHb, SKi MOXYTb OYTH BIPOBAJKEHi Ha YKPaiHChKUX Ta 3apyODKHUX MifIIPpUEMCTBAX [JIs

BIOCKOHAJIEHHS MAPKETUHIOBOI [isIJIbHOCTI, MiIBUILIEHHS €(EKTUBHOCTI MAPKETUHTOBUX (B T. Y. ME[IilHUX)



inBecTuiit, To6TO 3poctanHst ROMI, popmyBaHHS e(PEeKTUBHOI MAPKETUHIOBOI CTpATerii Ta MPUIHATTS 3BasKEHUX
6isHecpimens. OMHUM i3 HAMBaKIUBIMINUY i BKpall HEOOXiMHUX 3aBOaHb IiATTPUEMCTBA € BefIeHHS €(DEeKTUBHOI
MapKEeTUHIOBOI JisIIbHOCTI, 10 Ja€ 3MOr'y [I0CUJIIOBAaTH PO3BUTOK Oi3Hecy, 3abe3nedyBaTi e(peKTHUBHE
(OYHKLIOHYBaHHS 3 JOCTATHIM piBHeM NPUOYTKOBOCTI. [TinBuiieHHS €(PEKTUBHOCTI € PYIIiHOIO CUJIO0
MapKETUHTOBOI TisIJIbHOCT] OyAbSIKUX MiANPUEMCTB B PUHKOBI €KOHOMiILli, a7)Ke BOHO CIIPHSI€ 301IbLIIEHHIO
npu6yTKy. OJHUM i3 FOJIOBHUX HaIPSIMKIB yJIOCKOHAaJIEHHS 6i3HeccTpaTerii € IUpOKe 3aCTOCYBaHHS Pi3HOMaHITHUX
TEXHOJIOTI! Ta METOIiB /1711 BUOOPY TAKTUYHUX Ta CTPATEriYHMX HAIMPSIMKIB pOOOTH, €PEKTUBHUX MAaPKETUHIOBUX
3ac006iB, OCKiJIbKM TaKa KOHLIEILisl MAKCUMAaJIbHO BiIIOBiJla€ PiBHIO KOHKYPEHTHOTO OTOUYEHHS Ta PO3BUTKY

Cy4aCHUX €KOHOMIYHUX CHCTEM.

2. The thesis is devoted to the study of the processes of forming the business strategy of the enterprise, as well as
the theoretical and practical principles of modeling and forecasting the results of marketing activities, economic
and mathematical methods, models, and information technologies to support the adoption of strategic marketing
decisions. The practical value of the work consists in the development and proposal of effective and efficient
conceptual approaches, economic and mathematical models, as well as a marketing decisions support system,
which can be implemented at Ukrainian and foreign enterprises to improve marketing activities, increase the
effectiveness of marketing (including media) investments, i.e. the growth of ROMI, the formation of an effective
marketing strategy and the adoption of business decisions. One of the most important and absolutely necessary
tasks of the enterprise is conducting effective marketing activities, which makes it possible to strengthen business
development, to ensure effective functioning with a sufficient level of profitability. Increasing efficiency and
increasing profits are the driving forces of marketing activities of any enterprise in a market economy. One of the
main directions of improving business strategy is the wide application of various technologies and methods for
choosing tactical and strategic areas of work, and effective marketing tools since this concept corresponds to the
level of the competitive environment and the development of modern economic systems as much as possible.
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