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Pedepar:

1. Incepraliiio prucBsi9eHO OOIPYHTYBAaHHIO TEOPETUYHO-METOANYHUX 3aCa]], i pO3pOo0LIi IPaKTUYHUX
peKoMeHzanil mono GpopMyBaHHS MApPKETHHIOBOI CTpaTerii B3aeMoiii IpOMUCIIOBOrO MiANpreMCTBA Ha 3acafax
IIapTHEPCHKUX BiHOCHUH. CUCTEMAaTHU30BaHO OCHOBHI MifiXoAu 10 GOPMYBaHHS CTpaTerii B3aeMoii Ha OCHOBI
MapKeTUHTY [TapTHEPCHKUX BiTHOCUH. Y OCKOHAJIEHO HAYKOBO-METOIOUYHI Niaxoau o GopMyBaHHS
MapKeTUHTOBOI CTpaTerii B3aeMoii MiATIPUEMCTB Ha OCHOBI IAPTHEPCHKUX BiIHOCHUH, [10 OLiHIOBaHHS BIIJIUBY
MAapKETUHIOBUX CTPATETil B3aeMOJIii CIIOKMBavya-I10CTayajJbHMKA Ha OPraHisalilo iXHbOi isSIJIbHOCTI, @ TAKOX 110
IIPOTHO3YBaHHS 3MiHM (POPMU CTpaTeriil B3aeMogii. [JoBeeHa NOLiNbHICTh BUAINIEHHS NiIIPUeMCTBa-IHTerpaTopa 3
41CJIa YYACHHUKIB IAPTHEPCTBA, BUBHAYEHO MOro posib Ta GyHKLii. OGIrpyHTOBAaHO METOAUYHUI MiAXif 10

OLiHIOBaHHS JOLiIbHOCTI B3a€MOZii IPOMUCIIOBOTO MiATIPUEMCTBA y MTAPTHEPCTBI.



2. The thesis is devoted to the substantiation of theoretical and methodological principles and the development of
practical recommendations on the formation of a marketing strategy for the interaction of an industrial enterprise
on the basis of partnership. The approaches to the formation of enterprise interaction strategy in the supply and
distribution channels are systematized. It is established that at the present stage of marketing development, the
most dynamic development is observed in partnership marketing for it allows providing long-term interaction of
enterprises, minimizing the risks of their activities and adapting to external changes. There is proposed a
classification of approaches to the formation of the interaction strategy of an industrial enterprise on the basis of
partnership marketing, which additionally takes into account the degree of interdependence of enterprises in the
supply and distribution channel. There has been improved the scientific and methodological approach to the
formation of a marketing strategy of enterprises interaction on the basis of partnership under network business
organization. There is proved the necessity of taking into account the key attributes of differentiated goods and
the specifics of emergence of their needs in the formation of interaction strategy of an industrial enterprise. There
has been substantiated the scientific and methodological approach to quantitative estimation of influence of
marketing strategies of enterprises interaction on organization of their activity. It has been established that
environmental factors and attributes of differentiated goods determine the probabilistic nature of the rise of
demand for goods and increase in the risk of empty or else overloaded storage facilities at the consumer of such
goods. It is proved that the application of the marketing strategy of in-depth flexible partnership allows: for the
consumer - reducing the critical stock almost twice and the maximum capacity of the warehouse in comparison
with transaction marketing; and for the manufacturer - significantly reducing the peak load of the equipment and
the maximum required capacity of the warehouse. There is developed the methodological approach to forecasting
the changes in the marketing strategy of interaction between the consumer and the supplier through the
calculation of the density of the integrated flow of events. It is proved that the development of marketing relations
between enterprises in the supply and distribution channels of industrial products can be predicted on the basis of
a model in which the transitions between states (strategies) such as: lack of marketing relationships, transaction
marketing, initial partnership and deepened flexible partnership - are influenced by the flow of events that
accompany the interaction of the enterprise. There is substantiated the order of determining the density of events
that lead to changes in marketing strategy of consumer-supplier interaction. It is substantiated that the formation
of the model of managing the interaction in industrial partnerships should be based on determining the integrator-
enterprise among the members of the supply and distribution channel. Such an enterprise should have the
maximum degree of influence on other companies of the supply and distribution channel. The role and functions
of the integrator-enterprise in the model of interaction management in partnership are determined. Such an
enterprise is a member of the channel and has the greatest specific weight of all direct and indirect relationships in
it. The main functions of the integrator-enterprise are as follows: conducting descriptive marketing research in
order to identify the external factors that affect the formation of the interaction strategy between enterprises, and
analysis of the effectiveness of their partnership. This allows for additional benefits for partners. The
methodological approach to assessing the expediency of partnership interaction of an industrial enterprise is
substantiated, and practical recommendations for the formation of a marketing strategy for industrial enterprise
interaction with partners are developed. It is proved that assessment of expediency of realizing the strategy of
enterprise interaction on the basis of partnership marketing should be based both on consideration of the
effectiveness of the partnership (by calculating the integral indexes by groups of motives, in particular, production,
logistics, marketing, etc.) and indexes of relationship between participants (by calculating the arithmetic mean
value of the expert evaluation of certain relationship characteristics). This allows one to justify the further
marketing strategy of participation in the partnership. The substantiated scientific and methodological approach
to forming the strategy of interaction with suppliers has been tested at the "Pivdenukrgeologia" Communal
Enterprise by determining the expediency of establishing a partnership with the integrator-enterprise defined.
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