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KBasmigikamis:

InenTudikarop ORCID ID: He 3acrocosyerbcs
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AcnipaHTypa//IOKTOpPaHTypa: Hi

IIIn¢dp HaykoBOi cneniaabHOCTI: 08.00.04

Ha3Ba HayKoBOIi CIeniaJIbHOCTI: EKoHOMiKa Ta yIpaBJIiHHA MANPUEMCTBAMY (32 BUIAMU EKOHOMIYHOI

LisITIBHOCTI)

T'asmy3sp / ranysi 3HaHB. He 3aCTOCOBY€ETbCS

OcBiTHBO-HayKOBa IIporpama 3i creniaJbHOCTI: He 3acTocoByeTbcs

Jdara 3axucTy: 02-06-2015

CnenianpHIiCTB 32 OCBiTOIO: 7.03050901

Micue p060TI/l 3a06yBaqa: TepHOMiNbCLKMI HaLliOHAJILHUI €KOHOMIYHUI YHIBEPCUTET

Kopg 3a €IPIIOY: 33680120

Micqesnaxo,szeum:: 46020, m. TepHominb, ByJ1. JIbBIBCHKa, 11

dopma ByracHOCTI:

Cdepa ynpaBiriHHS: MiHicTepcTBO OCBiTH i HayKu YKpaiHu

InenTudgikarop ROR: He zacrocosyerscs



I11. BimomMocTi mpo opranizariiio, e Big0OyBcsl 3aXHCT
IIudp cnenianizoBaHoi BYU€HOI pagH (pa30Boi CleliaJai30BaHOI BYEHOI pazu): [l 58.082.03

IToBHe HaﬁMCHyBaHHH Iopn,qnqﬂoi ocoou: YOpTKiBCHKUU KOJIEI)K EKOHOMIKU Ta HiATTPUEMHULITBA

TepHOMNibCHKOro HALiOHAJILHOTO €EKOHOMIYHOTO YHIBEPCUTETY

Kopg 3a €IPIIOY: 37417766

Micqesﬂaxon)KeHHﬂ: ByJ. CrenaHa banpepu 46, M. HopTkiB, HOpTKiBCbKUII p-H., TepHOMinbCHKA 061., 46009,
Ykpaina

dopma ByracHOCTI:

Cdepa yIIpaBJIiHHﬂ: MiHicTepcTBO OCBiTH i HayKU YKpaiHu

InenTudikarop ROR: He zacrocosyerscs

IV. BizomocTi nIpo niznpueMcTBO, yCTaHOBY, OpraHisalliio, B sIKii 0yJ10
BUKOHaHO JHUCEPTALil0

IloBHe HaliIMeHYBaHHS IOPUAHYHOL 0COOH: TepHOMiNbChKUI1 HAl[iOHATLHUI EKOHOMIYHMT yHIBEpCUTET
Kopg 3a €IPIIOY: 33680120

Micuesnaxo,r.perHﬂ: 46020, m. TepHominb, ByJ1. JIbBIBCHKa, 11

dopma BaacHOCTI:

Cdepa ynpaBiriHHS: MiHicTepCTBO OCBITH | HayKy YKpaiHu

ImenTudikarop ROR: He zacrocoyerbcs

V. BimomocTi npo gucepraniio
Moga guceprariii:
Koau TeMaTHYHHX PYyOPHK: 06.81

Tema guceprauii:
1. MapKeTHHIOBi CTpaTerii MiATPUEMCTB Ha PUHKY TOPrOBEJILHO-PO3BAXKAIbHUX [TOCJIYT

2. Marketing strategies of companies on the shopping and entertainment services market

Pedepar:

1. O6’exT - pouec GOpMyBaHHS MAPKETUHIOBUX CTPATEril MigIIPUEMCTB. MeTa — TEOPETUYHE OOI'PYHTYBaHHS
npouecy (GOpMYyBaHHSI MaPKETUHIOBUX CTPATETill HA pUHKY TOPrOBEJIbHO-PO3BAXKAJIbHUX IOCIIYT Ta BUPOOJIEHHS Ha
1Iill OCHOBI MPAaKTUYHUX PEKOMEHALIiN MI0/I0 IXHBOTO BUKOPUCTAHHS TOPTrOBEJIbHO-PO3BaKAJIbHUMU KOMILJIEKCAMU.
MeTonu - HayKOBOi abCTpaKliii, aHai3y i CUHTe3Y, CIIOCTEPEXKEHHS, [PYIyBaHHS, y3araJlbHEHHS, ONIUTYBaHHS,
JloriyHu# Ta rpadivHi MeToau. Pe3ynbTaTy — HOBE BUPIIIEHHS] HAYKOBOT'O 3aBLAHHS IOA0 IpoLecy GOPMyBaHHS
MapKeTUHTOBUX CTPATETiil HA pUHKY TOPrOBEJIbHO-PO3BAKAIBHUX MOCIYT. HOBU3HA - 3aIIPOIIOHOBAaHE TPAKTYyBaHHS
MapKETUHIOBOi CTpAaTerii, IK KOMILJIEKCY 3aXO[iB CTPATEriYHOTO XapaKTepy, FApMOHI30BaHUX 34 PiBHIMU
yIIpaBJIiHHA Ha JOIHBECTULIIHOMY Ta iHBECTULIIHOMY eTanax (PyHKI[iOHyBaHHS IiJIIPMEMCTBA i KOpUTOBaHUX Ha
eKCIIJIyaTaliiHOMy eTari y BiflTOBiTHOCTi 40 3MiHM Jii (PaKTOPiB 30BHIIIHBOIO Ta BHYTPILIHBOTO CEPELOBUIL;

yIIOCKOHAJIEHO BU3HAYE€HHS TOProBeJIbHO-PO3BakabHOro Komiuiekcy (TPK) sk KoHrsomepaii nignpuemcTs



TOPTiBJIi, FPOMaJCbKOTO XapuyBaHHS, CIIOPTY, PO3Bar, 03l0POBJIEHHS, I06YTOBOrO 0OCJIyTOBYBAHHS, 110 HAZIAIOTh
IIMPOKUIA CIIEKTP MOCIYT IePEBAKHO, Ha IIPaBaxX OPeHIY; 3allponoHOBaHo Kiuacudikauito TPK: 3a miciem
3HAXO/’KEHHSI, 32 pO3MipoM IO, 32 GOPMOIO yIIpaBJliHHS, 32 CTYIIEHEM IIOLIMPEHHS, 32 PiBHEM [10XOZB
CIIOKMBaUiB, 3a Clleliasi3allieo; 06rpyHTOBAaHUIN METOTUYHUM MiNIXiTl 4O BUSIBJIEHHS KJIIOYOBUX NPOOJIEM MIpU
(dopmyBaHHiI MapKeTMHroBux crpareriii TPK; Bu3HaueHO KiI040Bi (pakTOpH BILIMBY Ha IistbHiCcTh TPK;
BIOCKOHAJIEHO Ipoliec POPMYBaHHS MapKETUHIOBUX CTpaTeriil TOProBeJbHO-PO3BasKaJIbHUX KOMILJIEKCIB, 1110
nepepo6adae Ha pisHi TPK Bubip ctparerii nuBepcudikariii, Ha 6i3Hec-piBHi - cTpaTeriil, OB$I3aHUX 3 KOMIIJIEKCOM
MapKETHUHTY; 3alIpOIIOHOBAHO HAIPSIMU BIOCKOHAJIEHHS poLecy (OPMYBaHHSI MaPKETMHIOBUX CTPATETiH, 10
nepen6ayaloTh BpaxyBaHHS BIUIMBY KJIIOYOBUX (PaKTOPIB 30BHILIHBOIO CEpeloBULIA Ha OIHBECTULIITHOMY eTalli Ta
BHMKOPHUCTaHHS iHCTPYMEHTIB MapKETHMHIOBUX JOCiIKeHb; pO3LIMPEHO Mojiesb iHpopMmaliiiHoi 6a3u TPK, mo
IOJATKOBO BKJIIOYA€E CUCTEMY [TOKA3HMKIB IONIEPENHBOTO BUBYEHHS IOBEIiHKY CIIOXKMBAYiB MOCIYT Ta HACTYIIHUM iX
MOHITOpUHI. BripoBamkeHo y nistibHICTb TPLL «Iloposnsiun», TPL «Benec», TL «OpHaBa», kopnopatii «[Tapyc»,
YnpasiiHHS CTpaTEriYyHOro PO3BUTKY MicTa TepHOMIiNbCHKOI MiCbKOI paay, TepHOMNiNbCHKOrO HAlliOHATIBHOTO
€KOHOMIYHOro yHiBepcutety. Cdhepa BUKOPUCTAHHS — HisibHICTh MiHicTEpCTBa EKOHOMIYHOIO PO3BUTKY i TOPTiBIIi

Ykpainu. 'anysp — eKOHOMIKa.

2. Object - the process of enterprises marketing strategies formation. The objective is the theoretical study of the
process of marketing strategies formation on the market of trading and entertainment activities and the purpose
of formulating practical recommendations for their use by the trade-entertainment complexes. Methods -
scientific abstraction, analysis and synthesis, observation, grouping, summarizing, questioning, logical and
graphical methods. The results — a new solution of scientific tasks relative to the process of marketing strategies
formation on the market of shopping and entertainment services. The novelty is offered by interpretation of the
marketing strategy as strategic complex, harmonized by levels of management on before-investment and
investment stages of of the enterprise functioning and corrected during the operational phase in accordance with
change of action of external and internal environments factors; improved definition of the trade and
entertainment complex (TEC) as a conglomeration of enterprises of trade, public catering, sports, entertainment,
recreation, domestic service, providing a wide range of services, mainly on loan; classification of the TEC: finding
the size of the square, the form of government, the degree distribution, by income level of consumers, according
to specialization; methodical approach to identifying the key problems in forming marketing strategies dispenser;
identifies the key factors influencing the activities of the TEC; improved process for the formation of marketing
strategies of shopping malls, which implies at the level of the TEC, the choice of diversification strategies, business
level strategies involving the marketing mix; the directions of improvement of marketing strategies formation
process taking into account the influence of key environmental factors on before-investment stage and the use of
tools of marketing research; expanded model of the information base of the dispenser, which further includes
metrics preliminary study of the behavior of consumers services and their subsequent monitoring. Embedded in
the activities of the TEC “Podolyany”, TEC "Veles", TC "Ornava", "Parus” Corporation, Department of strategic
development of the Ternopil city council, Ternopil national economic university. The scope of use - activities of
the Ministry of economic development and trade of Ukraine. Industry - economy.
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VI. BizomocCTi Ipo HayKOBOr0 KEPiBHHKA /KEPiBHHUKIB (KOHCYJIbTAaHTA)

BiacHe IIpi3Buie Im'sa I1o-6aTbKOBI:
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KBasigikamis: n.e.n., 08.00.02
InenTudikarop ORCID ID: He 3acrocosyetscs
JonaTkoBa iHdopmais:

IloBHe HaliIMEeHYBaHHS IOPHAHYHOI OCOOH:
Kop 3a €IIPIIOY:

Micue3HaxoaKeHHS:

dopma BaacHOCTI:

Cdepa ynpasiiHHS:

Imentudikarop ROR: He zacrocoyerbcs

VII. BizomocTi npo odinifiHHX ONIOHEHTIB Ta PELeH3€HTIiB
OdiuiiiHi OTIOHEHTH
Baacwue IlpizBumie Im's Ilo-6aTbKOBI:

1. Kapnienko Haraniga BosogumupisHa

2. Kapnienko Haranisg Bonogumupisaa

KBasnigikanis: n.e.u., 08.00.04
ImenTudikarop ORCID ID: He zactocoyerbcs
JonaTkoBa iHdopmanis:

TloBHe HaiMEeHYBaHHS IOPHIHYHOI 0COOH:
Kop 3a €IPIIOY:

Micue3Haxoa KeHHS:

dopma By1acHOCTI:

Cdepa ynpassriHHS:

InenTudikarop ROR: He zacrocosyerscs

BiacHe IIpizBuie Im'sa I1o-6aTbKOBI:



1. Bnacosa Harasis OsekciiBHa

2. Bnacosa Harasnisg OnekciiBHa

KBasigikamis: k.e.n., 08.00.04
InenTudikarop ORCID ID: He 3acrocosyetses
JoparkoBa indopmamnist:

IToBHe HaliMeHYBaHHS IOPHIHNYHOI 0COOH:
Kop 3a €IPIIOY:

Micue3HaxoaKeHHS:

dopma BaacHOCTI:

Cdepa ynpasitiHHS:

Inentugikarop ROR: He zacrocosyerscs

PeuenseHTu

VIII. 3ak1104Hi BiZOMOCTI
ByiacHe IlpizBuiie Im's ITo-6aTbKOBI
TOJIOBH paju

BiiacHe IIpi3Buie Im'sa I1o-6aTbKOBI
TOJIOBYIOYOTO Ha 3acCiaHHi
BignoBigasbHuUI 3a MiATOTOBKY

00JIIKOBHX JOKYMEHTIB

Peectpartop

KepiBHuK Bigginy YKpIHTEI, mo €
BiZIOBiZaJIbHUM 32 peeCTpallilo HayKOBOIi

OisiIBHOCTI

3anopoxxHuii 3eHoBil-Muxaino Bacunbosuy

3amopoxxHuil 3eHOBi-Muxainno Bacuibsosuy

IOpuenko T.A.



