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Pedepar:

1. Y puceprauii BOCHIIKEHO 3MICT IIOHSTh «CTPATETISI» Ta «MAPKETUHIOBA CTPATETis», iX 3HAYE€HHS B NiSIIBHOCTI
IiANPUEMCTB ranysi 6[pKiIbHULTBA. Y3araJlbHEeHO HayKOBi MiX0X Ta 3alIPOIIOHOBAHO YTOYHEHHS CYyTHOCTI
KaTeropii «MapKeTHMHIoBa CTPATETis» SIK CKJIa[0BOI 3arajibHOI CTpaTerii NignprueMCTBa, 1110 BUBHAYAE FOJOBHUMN
HaIlpsIM PMHKOBOTO PYXY i ONKCYE MOCIiTOBHICTD Jil, 3a JOIIOMOIOIO IKMX IiAIIPUEMCTBO Ma€ 33T HASIBHI
obMeXeHi pecypcy, 06 3a6e3Me4YnTy 3pOCTaHHS OOCATIB MPOAAXKIB i TPUOYTKOBOCTI HA JOBTOTPUBAJIY
[IePCIIEKTUBY, OCATHEHHS 330BOJIEHOCTI i JIOSITIBHOCTI CIIO>KMUBAUiB. PO3rIIHYTO 0CO6IMBOCTI POpMYBaHHS
MapKEeTUHTOBUX CTpaTeriil Ha pUHKY IPOAyKIii 6/ KinbHULITBA. [JoBELeHO, 110 GOPMYyBaHHS MapKETUHIOBOI
cTparerii NiJIPpUeMCTB Ha PUHKY NPOAYKLii O KiIbHULITBA 3HAXOAUTHCS I1i[] BIZIMBOM YMHHUKIB: HACUYEHICTh
PUHKY, BUCOKUI piB€Hb KOHKYP€eHLii TypOyJIEHTHICTb 6i3HeC-cepeloBUILA; 3MiHM CMaKiB i TIOBEiHKY CIIOXKUBAYa.

JleTaspbHO OXapaKTepU30BaHO eTalu BUOOPY MapKeTHHIOBOI cTparerii ranysi 6pkinbHunTBa. OGIpYHTOBAHO, 1O [IJIs1



NorIM6JIEHOr0 aHai3y i po3po6KU ePeKTUBHOI MapKETUHIOBOI CTpaTerii pO3BUTKY HEOOXiHO BUKOPUCTOBYBATH
KOMILJIEKC MeTO/iB. Bu3HaueHo BXinHi i BUXiHI eJleMeHTU MapKeTHHIOBOI cTparTerii: 1iji i pakTopy MapKeTHHTY,
HaBKOJIMIIHE cepenoBulle, 4P. PO3risiHyTo yMOBU Ta HallpsSIMU BeIEeHHS OJKiIbHULITBA B YKpAiHi y KOHTEKCTi
HasIBHUX 3MiH IPUPOJHO-KJIIMAaTUYHUX YMOB i CEJIEKLiIHO-TIJIEMiHHOI pOOOTH. BUSBI€HO NO3UTUBHY AUHAMIKY
3pOCTaHHS 00CATY Ta BAPTOCTi €KCIIOPTY BITYM3HSHOI IPOAYKLi 6/1KiJIbHUITBA HA CBITOBUII PUHOK B OCTAaHHE
IeCSITUIITTS, 3HAYHUI eKCIIOPTHUY NIoTeHjias ranysi. PuHKoBI no3unii komnaHiii-sinepis 3a 06csrom
€KCIIOPTOBAHOT0 MeJy Y IOCiI>)KyBaHUH Nepiof, 3MiHIOBaIMCh. BCTAaHOBJIEHO, 1J0 OCHOBHUMU YMHHVKAMU
PEKOPAHOTO 06CATy ekcropTy Meay y 2020 polii cTano po3MmUpEeHHS TOCIBHUX IIJIOL Mif, COHSIIIHUK, CBITOBA
naHgemis COVID-19 ta peasizaliis nepexingHuxX 3aJMIIKIB, 110 3aJIMIIaNacs B TIHbOBOMY 000pOTi. PO3rysiHyTO
OCHOBHIi [1IepelIKoAy Ha UIJIIXY [OCSATHEHHS BUCOKOI KOHKYPEHTOCIIPOMOXHOCTI Ta €(pEeKTUBHOCTI PYHKIIIOHYBaHHS
HiANpUEMCTB-BUPOOHUKIB Mely, 10 SIKUX BiJHECEHO [IePEBAXXAHHS Y CTPYKTYPi €KCIIOPTY MeNly IK CUPOBUHY;
BiICYTHICTb Jep>kaBHOI miATpuMKH 10 2020 poKy; CMepTHICTb 61Kijl. BU3Hau€HO MapKeTUHIOBI IapaMeTpu
ACOPTUMEHTY JOCTiIKYBaHUX MigIIPUEMCTB rayysi 6 KisbHUITBA. [luHaMiKa ONTOBUX 3aKYIliBEJIbHUX LiH Ha
COHSIIIHMKOBUI MeJ| Ta po3pibHa 1iHa iHMKX BUJIB MeJiB 10 AOCJIIPKyBaHUX IiANPUEMCTBAX 3aJI€5KUTB SIK Bif
KOH'IOHKTYpH CBiTOBOTO PUHKY, TaK i BiJj BHyTPillIHiX MOKa3HUKIB (PYHKLIOHYBAHHSI rayny3i. BUsBieHO NO3UTUBHY
IVHaMiKy [10Ka3HUKiB e(peKTUBHOCTI MapKETUHIOBOI AisJIbBHOCTI JOCIIIPKYBaHUX IiAIPUEMCTB Ha PUHKY ITPOIYKLI
opxinpHuuTBa. [TpoBeneHo SWOT- i PEST-anani3. OLiHIOBaHHS CTpaTeriyHoro Habopy MigIpueMCTBa-BUPOOHUKA
Ta MiANpUeMCTBA-€KCIIOpTEpa N0Ka3aso cj1abKi Micls Ail04MX MAapKETUHIOBUX CTPATEril, 0COOIMBO B YACTUHI
CTpaTeriyHoro IJIaHyBaHHA Ta peasisauii niHoBoi cTparerii. ChopMoOBaHO cxemy (OPMYyBaHHS MAaPKETUHIOBUX
cTpaTeriil NiANnpreMCTB Ha pUHKY NPOIYKLii 61 KiTbHUIITBA BPAaXOBYIOUX OCOOIMBOCTI rayysi. 3arajibHy cTpaTerito
17151 GiIBIIOCTI aHAJII30BAHUX MiATIPUEMCTB 3 YPaxyBaHHSIM [I€PCIIEKTUB PO3BUTKY PMHKIB BUBHAUEHO SIK CTPATETII0
3pocTaHHs. [IporHo3 o6cAriB BUpOGHULITBA Ta €KCIIOPTY Me[ly 32 JOMOMOTOI0 aIalITUBHOTO MOJIEJ/IIOBAHHSI II0Ka3ye
[ojiaJiblile 3pOCTaHHS OOCATIB €KCIIOPTY, IIOCTYIIOBE 3HMXEHHS 4acTKU C /T HifIIprueMcTB. Po3po6sieHo MeXaHi3M
peasizallii MapKeTUHIOBUX CTPATeTill Ha pUHKY NPOAYKLii 6/ KiIbHUIITBA 32 JOIIOMOTI'0I0 CTBOPEHHS i
(PYHKLiOHYBaHHS MapKETHMHIOBOTO KOOIIEPATUBY Y O[KiIbHULITBI 3 BU3HAYEHOIO CTPYKTYPOIO 1 (PYHKLISIMU.
BusiBnieHO BiIMiHHOCTi MapKETHMHIOBUX CTPATETill IPOCYBAaHHS NPOAYKTIB OPKiIbHULITBA HA 30BHIIIHI i BHYTPilIHIN
PHHOK, 1110 € CYTTEBUM Ipu GOpMYyBaHHI PYHKLiOHANBHUX CTPATETill y MeXXax MapKeTUHI-MiKcy. BusHaueHo, 1o
[IO3MLIIOHYBAaHHS Ha PUHKY TOPTOBOi MapKU MPOAYKTY Ma€ AEMOHCTPYBATH MOr0 YHIKa/IbHICTb, CTBOPIOIOYU [IpU
LIbOMY BUHSITKOBY CIIOXXMBYY 1[iHHICTb TOBapy. [IpakTUuHe 3HaUY€HHS OJEePKaHUX PE3YJbTATIB I0JISTa€ y TOMY, 110
TEOpPEeTUYHi i MeTONYHI T0JIOKEHHS, 3a3Ha4YeH] Y INCePTaLiiiHiil pobOTi, MOKYTbh OYTH BUKOPHCTAaHI
niAnpueMcTBaMy ranysi 6KiIbHULTBA 1711 POPMYBaHHS i BIIPOBAIPKEHHSI MAPKETUHTOBUX CTPaTEriil PO3BUTKY.
HaykoBi pe3ysipTaTl fucepTalii BIPOBAI’KEHO Y HisJIbHICTh YKPAIHCHKOI acoliallii MapKeTHHTY (aKT BIIPOBAa/I>)KEHHSI
Ne25 Bin 20.05.2021 p.), OI' «TaBpilicbkuil naciyHUK» (aKT BpoBaakeHHs N2 1 Bif 14.04.2021 p.), 'O «Bceykpaincbke
00’'efHaHHS I'POMaJICbKUX opraHizaniil «Crinka naciyHukiB YkpaiHu» (akT BrpoBaakeHHs N239 Bin 02.02.2021 p.),
Biji/ly EKOHOMIKM, TYpU3MYy, arPOIIPOMUCIIOBOrO pO3BUTKY CKaJlOBCbKOi PallOHHOI I€p>KaBHOI afgMiHicTpauii
XepCcoHCBKOI 061acTi (akT BposagkeHHs N204-02 /34 Big 04.11.2021 p.). PesynbraTtu gucepratlii BAKOPUCTAHO y
HaBYaJIbHOMY Ipolieci HanioHasnpHOTO yHiBEpCUTEeTY 6iopecypciB i IpupoLoKOpUCTyBaHHS YKpaiHu Ipu
BUKJIQJIaHHI AUCUUIIIH «MapkeTuHr», «CTpareriyHnili MapKeTUHI» (aKT BIPoBaakeHHs N26 /H Bin 13.05.2021 p.).
KiouoBi cyioBa: cTpareris, MapKeTUHIOBa CTPATETisl, PUHOK, OJKiIbHULITBO, IPOAYKLisl OIpKiJIbHUALITBA, MiCid,
CTparTeriyHi Liji, MapKEeTUHTOBUI KOOIIEPATUB, EKCIIOPT, TPOTHO3YBAHHSL.

2. The dissertation investigates the content of the concepts "strategy" and "marketing strategy", their importance
in the activities of enterprises in the beekeeping industry. Scientific approaches are generalized and the essence of
the "marketing strategy” category is proposed as a component of the general strategy of the enterprise, which
determines the main direction of market movement and describes the sequence of actions by which the enterprise
should use available limited resources achieving customer satisfaction and loyalty. Features of formation of
marketing strategies in the market of beekeeping products are considered. It is proved that the formation of
marketing strategy of enterprises in the market of beekeeping products is influenced by factors: market saturation,
high level of competition, turbulence of the business environment; changes in tastes and consumer behavior. The



stages of choosing the marketing strategy of the beekeeping industry are described in detail. It is substantiated
that for in-depth analysis and development of an effective marketing development strategy it is necessary to use a
set of methods. The input and output elements of the marketing strategy are determined: goals and factors of
marketing, environment, 4P. The conditions and directions of beekeeping in Ukraine in the context of existing
changes in natural and climatic conditions and the current state of selection and breeding work are considered.
Positive dynamics of growth in the volume and value of exports of domestic beekeeping products to the world
market in the last decade, significant export potential of the industry. The market positions of the leading
companies in the volume of exported honey in the research period were changed. It is established that the main
factors in the record volume of honey exports in 2020 were the expansion of sown areas for sunflower, the global
pandemic COVID-19 and the implementation of transitional residues, which remained in the shadows. The main
obstacles to achieving high competitiveness and efficiency of honey-producing enterprises are considered, which
in particular include the predominance in the structure of honey exports as raw materials; lack of state support
until 2020; bee mortality. The marketing parameters of the range of researched enterprises of the beekeeping
industry are determined. The dynamics of wholesale purchase prices for sunflower honey and the retail price of
other types of honey in the studied enterprises depends on both the world market situation and the internal
performance of the industry. SWOT and PEST analysis was conducted. The evaluation of the strategic set of the
manufacturing enterprise and the exporting enterprise showed the weaknesses of the current marketing
strategies, especially in terms of strategic planning and implementation of the pricing strategy. The scheme of
marketing strategies formation of enterprises in the beekeeping market products taking into account the
peculiarities of the industry is formed. The general strategy for most of the analyzed enterprises, taking into
account the prospects of market development, is defined as a growth strategy. The mechanism of realization of
marketing strategies in the market of beekeeping products by means of creation and functioning of marketing
cooperative in beekeeping with a certain structure is developed. The differences of marketing strategies of
promotion of beekeeping products on the foreign and domestic markets are revealed, which is essential in the
formation of functional strategies within the marketing mix. It is determined that the positioning of the product on
the market should demonstrate its uniqueness, while creating exceptional consumer value of the product. The
practical significance of the obtained results is that the theoretical and methodological provisions of the
dissertation can be used by beekeeping enterprises for the formation and implementation of marketing strategies.
The scientific results of the dissertation are implemented in the activities of the Ukrainian Marketing Association
(implementation act N2 25 from 20.05.2021), FG "Tavria beekeeper" (implementation act N2 1 from 14.04.2021), NGO
"All-Ukrainian Association of Public Organizations” Union of Beekeepers of Ukraine" (implementation act N2 39
from 02.02.2021), Department of Economy, Tourism, Agro-Industrial Development of Skadovsk District State
Administration of Kherson Region (implementation act N204-02 /34 from 04.11.2021). The results of the dissertation
were used in the educational process of the National University of Life and Environmental Sciences of Ukraine in
teaching the disciplines "Marketing", "Strategic Marketing" (implementation act from 13.05.2021 p.). Keywords:
strategy, marketing strategy, market, beekeeping, beekeeping products, mission, strategic goals, marketing
cooperative, export, forecast.
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