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Biniuenko C. A. ®@®opmMyBaHHS MAapKETUHTOBHUX CTpaTerii pO3BUTKY
HiANPUEMCTB Ha PHUHKY Mpoaykuii OmpkimpHuITBA. — KBamidikariiiHa HaykoBa
npais Ha IpaBax PyKOMHCY.

JHuceprailist Ha 3700yTTs HayKOBOTO CTyMeHs AOKTopa ¢igocodii 3 ramysi
3HaHb 07 YmopaBiiHHS Ta agMiHICTpyBaHHS 3a cremianbHicTio 075 MapkeTuHr —
HanionansHuil yHiBepcuTeT 6iopecypciB 1 MpUpoaoKopucTyBaHHs Ykpainu MOH
Vkpainu, XMenbHUIBKUM  HamioHanbHUM  yHiBepcuter MOH  VYkpainu,

XMenpHuIbKui, 2021.

HMucepraiiiiHy poOOTy NPUCBAYEHO BUPIMICHHIO HAyKOBO-IPAKTUYHOIO
3aBaHHS IMIOJ0 KOMIUJIEKCHOTO OOIPYHTYBaHHS 1 pPO3POOJIEHHS TEOPETHKO-
METOJUYHHX TMOJIOKEHD Ta MPAKTUYHUX 3acaj JJIs BU3HAUCHHS 3aKOHOMIpPHOCTEH 1
ocobnmBocTel (hOpMyBaHHS MAapKETUHIOBUX CTPATErid pO3BUTKY IMIIMPUEMCTB Ha
PUHKY IPOIYKIIi OKUTbHULITBA.

VY nucepraiiii DOCHIKEHO 3MICT MOHSATH «CTPATETish» Ta «MapKETUHTOBA
cTpaTeris», iX B3HA4YEHHS B JISJIBHOCTI MIANMPUEMCTB Taily3l OJUKIJILHHUIITBA.
VY3aranpHeHO HaYKOBI MIAXOAM Ta 3alPONOHOBAHO YTOYHEHHS CYTHOCTI KaTeropii
«MapKETHUHTOBA CTPATETisH» SK CKJIAI0OBO1 3arajibHOi CTpaTerii miAnmpueMCTBa, 1110
BU3HAYA€ TOJIOBHUW HAIpPsIM PUHKOBOTO PyXy 1 OMHCY€E TOCIHITOBHICTH IiH, 3a
JIOTIOMOTOI0 SIKMX TIJNPUEMCTBO Ma€ 3aJiaTH HasiBHI OOMEXEH1 pecypcu, 1100
3a0e3MeUYnTH 3pPOCTaHHsS OOCATIB MPOAAXIB 1 MPUOYTKOBOCTI Ha JOBrOTPHUBAILY
NEPCIEKTUBY, OCATHEHHS 3aJ0OBOJICHOCTI 1 JIOSUIBHOCTI criokuBadiB. HaBeneHo
KJ1acu(ikalio MapKETUHTOBUX CTPATETii 3a pI3HUMHU O3HAKAMH.

PosrasinyTo ocobiuBocTi (POpMyBaHHS MAPKETUHTOBUX CTPATETiil HA PUHKY
NpOAYKINi OJKITbHUIITBA. BUSBIEHO JBI OCHOBHI KaTeropii MiANPUEMCTB Ha
pUHKY  TPONYKIi  OKUIBHUIITBA:  Oe3mocepe/nHi  BUPOOHWUKM  Memay 1
HEMepepoOICHNX TNPOAYKTIB OJDKITBHUIITBA, MIANPHUEMCTBA, SKI 3IHCHIOIOTH
nepepoOKy, TaKyBaHHS, OpEHIyBaHHS, peaji3aimiio KIHIEBOI MPOMYKIIii.
Metoauuni migxoau 10 (GopMyBaHHS MAapKETHMHIOBHX CTpaTerii mux BUIIB

HIATPUEMCTB CYTTEBO BIAPI3HSAIOTHCA, 110 3YMOBJIEHO OCOOJMBOCTSMH: HE3HAYHI



MaciTadu JisSIbHOCTI TOCMHOJAPCTB, OOMEX)eHa MOXKIMBICTh JuBepcHdikaliii Ta
nudepenIiaii MpoAyKIlli; BIUIMB OOpOOKM POCIUH TNECTULMIAMH Ha BHXIJ
MPOAYKIIi; HEJOCTaTHINA piBEHb BUKOHAHHS MapKETHMHTOBHMX (YHKIIIH; moTpeda y
nepkaBHIM miarpuMi. JloBegaeHo, 1o ¢GOpMyBaHHS MapKETHHIOBOI CTparerii
MIJNPUEMCTB Ha PUHKY HTPOAYKINT OJUKIIbHUIITBA 3HAXOJIUTHCS IIiJI BIIMBOM
YUHHUKIB: HAaCHYEHICTh PUHKY, BUCOKHH PIBEHb KOHKYpPEHIIi TYpOYyJEeHTHICTh
Oi3HeC-CepeIOBHINA; 3MIHU CMaKiB 1 TOBETIHKM CIIOKHBAYA.

Posrnsanyto wmopeni ¢opMyBaHHS MapKETHHTOBOi CTpaTerii: IJIaHOBa,
MIJNPUEMHUIIbKA Ta MOJENIb HaBYaHHS Ha JOCBiAl. JleTaabHO OXapakTepu30BaHO
eTany BUOOPY MapKETHHIOBOI CTpATerii raimy3l OJUKIIbHUITBA: aHAI13 apaMeTpIB
PUHKOBOI AiSUIBHOCT1, PUHKOBOTO MOTEHIIANY; OLIHKA MOKJIMBOCTEN PO3BUTKY Ha
BHYTPIIIHHOMY 1 30BHIIIHBOMY PUHKAaX; BU3HAYEHHS 3arajlbHOCKOHOMIYHUX YMOB
Ta MPaBOBOTO MOJIS; TCHJICHIIIM CBITOBOTO PUHKY MPOAYKTIB O/KUIBHUIITBA; aHAI3
JIIOYOTO CTPATETIYHOTO HAOOPY MIAMPUEMCTB Tally31 OKUIBHUIITBA.

OOrpyHTOBaHO, IO JJIs MOTJIMOJIEHOTO aHami3y 1 po3poOKu e(eKTUBHOI
MapKETUHIOBOi CTpaTerii pPO3BUTKY HEOOXIJIHO BHKOPHUCTOBYBATU KOMIUIEKC
METO/IIB, BKJIFOYAIOYH 3a MPIOPUTETHICTIO MAaTPUYHI Ta €KOHOMIKO-MaTeMaTH4HI
MeToau. Bu3HaueHo BXiAHI 1 BUXIAHI €JIEMEHTH MapKETHHTOBOI CTpaTerii: Hii 1
(bakToOpu MapKETUHTY, HABKOJIMIITHE cepeoBHILe, «4Py.

Po3risiHyTo ymMOBM Ta HampsiMU BEACHHS OJUKUIBHUIITBA B YKpaiHi y
KOHTEKCTI HasBHUX 3MIH MPUPOJHO-KIIMATUYHUX YMOB 1 CEJIEKI[1HHO-TJIEMIHHOI
poOoTu. BcraHoBieHo, 1m0 YKpaiHa HaJIEKUTh OO MEPENiKy TOIM-IIECTH KpaiH-
BUPOOHMKIB MeAy Yy CBITI. BcTaHoBieHO, mo YacTka YKpaiHU y CBITOBOMY
BUPOOHMIITBI MEIy CTaHOBUTH OMM3bKO 4%, 10 BU3HAYa€ ii BaroMui BIIUB Ha
dbopMyBaHHS TPOMO3UIlli HAa CBITOBIM apeHi. BUSBIEHO MO3UTHBHY IWHAMIKY
3poCTaHHs 00CSTY Ta BaApTOCTI €KCIIOPTY BITUU3HSIHOT IPOIYKITIT O/HKUTHPHUIITBA HA
CBITOBUW PUHOK B OCTaHHE JECSTHIITTS, 3HAUHUNA €KCTIOPTHUN MOTEHITIAN ray3i.
BusnadyeHo, 1m0 OCHOBHMMHM TOKYMISIMH YKPAiHCHKOTO MEIy Ha 30BHINIHHOMY
punky € kpainu €C Tta CIIIA, nepcnekTUBHUMHU pPUHKaMH 30yTy € KpaiHu
bmusbskoro cxony ta Anonis. [lono punky €C Ykpaina mae 3HauHI KOHKYPEHTHI1
nepeBaru 3a reorpagiyHUM pO3TAllyBaHHSIM Ta C(HOPMOBAHMM MOIMUTOM Ha

NpoayKIlito. BusBieHo, 110 €KCMopTHA IiHA BITYM3HSHUX BUPOOHUKIB Ha MEJ €



OJIHIEI0 3 HAWHW)KYMX Ha CBITOBOMY PHUHKY, L0 CIPUYMHEHO MEpPEeBaXKAHHSIM Y
CTPYKTYpP1 €KCHOPTY COHSIITHUKOBOTO MEAy, SIKUM € JEHIEBIIMM uepe3 IMIBUAKY
KpUCTaTi3alliio.

PunkoB1 mo3uilii KOMIaHIM-JIIEpIB 32 OOCATOM E€KCIOPTOBAHOTO MEAY Y
JOCITIKYBaHUH TIepioJ] 3MiHIOBAIUCH. [le BUKIMKAHO MOSBOIO OLIBIIOT KUIBKOCTI
IPaBIliB, 3POCTAHHAM KOHKYPEHIIli, YIOCKOHAJICHHSIM MapKETHHTOBHUX CTpaTerii
MiIPUEMCTB-EKCIIOPTEpiB.  BCTaHOBICHO, 1[0  OCHOBHMMH  YHHHHKAMU
peKopaHOro 00csATy ekcropty Mexy y 2020 porri cramo po3mUpeHHsS MOCIBHUX
IJIONI MiJi COHSIIHUK, cBiToBa maHjemis COVID-19 Tta peanmizaiisi nepexiiHUX
3aJIMIIKIB, 1[0 3ajuIianacs B TIHbOBOMY o00opoTi. BusBieHo, mo cepeaHi
EKCIOPTHI I[IHA Ha MEJ HE MAIOTh KOPEJIAILIIl 13 3pOCTaHHAM OOCSTIB MPOJaXKy, 110
BUKJIMKAHO JIEMITIHTOM I[IH OCHOBHUX YYaCHHKIB.

Po3rasiHyTo OCHOBHI NEPEmIKOJM Ha NUISIXY JOCATHEHHS BHCOKOL
KOHKYPEHTOCTIPOMOXKHOCTI Ta €()EeKTUBHOCTI (PYHKI[IOHYBaHHS IiANPUEMCTB-
BUPOOHMKIB MEJTy, 10 SIKUX BIJHECEHO MEPEeBaXKaHHS Y CTPYKTYpl EKCIIOPTY Meay
K CHpPOBWHH; BIJICYTHICTh JepkaBHOT miaTpuMku 10 2020 poky; CMEpTHICTb
Omkin. PimeHHsM 1ux mpoOsieM €, BIAMOBITHO: PO3BUTOK PO3APIOHMX MPOAaXiB
Mey; TICHA CIIBHOpals Nacl4YHUKIB, arpoOBUPOOHUKIB 1 JIepKaBU; EKOJOTTYHO
COpsIMOBaH1 Ta 1HHOBALIHI METOJIM FOCHOJAapIOBaHHs. BUsBIIEHO, 10 B OUIBIIOCTI
nignpuemMctB 'y 2016-2020 pokax crnocrtepiranacsi NO3UTUBHA JHHAMIKa OOCSTIB
BaJIOBOTO BUPOOHUIITBA Ta OTPHUMAHHS YHUCTOTO MPHUOYTKY, IO Ja€ OCHOBY st
BUOOpPY paliOHAJIBHOI MAapKETHMHIOBOI cTpaTerii 1 onTumizamii 30yTy. BusiBieHo
III0 OCHOBHOIO CTaTTEIO0 BUTPAT MiANPUEMCTB-BUPOOHUKIB MEIy € MPSMi TPYIOBI
BUTPATH 1 BAPTICTh KOPMOBOTO Meny (IIyKpy), a €KCIOPTEpiB — 1HIII OINepariiiHi
BUTPATH, IO BKJIIOYAIOTH BUTpPATH HA MApPKETUHT 1 MPOCYBaHHS. 3MIHU MHUTOMOT
BarM  €KCIOPTY Yy  3arajbHii  BUpPY4YLl  JOCHI[DKYBAaHUX  MIiANPUEMCTB
XapaKTEePU3yBAIKMCH OPIEHTAIlII0 HA CIIPUSATINBI MOMKIJIMBOCTI OTPUMAHHS OLIBIIIOTO
npuOyTKy Ha 30BHIIIHbOMY PHHKY. IIpoaHanizoBaHO AuHaMiKy oOCATIB Ta LiH
peanizallii Mey Ha €KCIOpT 3a OCTaHHI 5 POKIB 1 3’5ICOBAHO, 1110 CIIOCTEPITaEThCS
no3utuBHa auHamika 10 2018 poky. ¥V 2019 poui 3HMKEHHS IIH BHUKJIHMKaHE
MEepEHAaCUUYCHHSIM  CBITOBOIO PHHKY MeIy, 30KpeMa, daabcudikoBaHUM

MPOJYKTOM, JIe TAKOX 3rajyBajiach 1 YKpaiHa.



BusHaueHO MapKETHMHIOBI MapamMeTpu AacCOPTUMEHTY JOCIHIKYBaHUX
HIIPUEMCTB raiy3i OJUKIIbHUITBA. 3a pe3ysibTaramu npoBeaeHoro ABC-ananizy
BCTAHOBJICHO 1110 JI0 KJIacy A HaJEXHUTh HATYPAJIbHUIN Me 1 KpeM-Mef, 110 kiacy B
BIJIHECEHO MEJIOBI CyMIIlIl Ta MeaoBa rpanyna, rpyna C — mogapyHKoOB1 HaOopH,
JUIH 1 CTIKM, ITUTHI MEJIU, MEJIOB1 IIyKEPKH, IHBEHTAp ISl O KIIHHUIITBA, TUIEMIHHI
MaTKH{ Ta 1HIIA OPOAYKIisA OKUTbHUITBA. JIMHAMIKA ONTOBUX 3aKYIIBEILHUX IIH
Ha COHAITHUKOBHMA MeJ| Ta pOo3/piOHa IiHA 1HIMX BUIIB MEIIB O JOCTIKYBaHUX
HiANPUEMCTBAX 3QJIEKUTh SK B KOH IOHKTYPH CBITOBOIO PHHKY, TaK 1 Bif
BHYTPIIIHIX MMOKAa3HUKIB (DYHKI[IOHYBAaHHS Taily3l. Bu3HaueHo, 110 BUKOPUCTaHHS
KOMYHIKaIllil MANPUEMCTBAMM Tajy3l 3aJIeKUTh BiJ MacmTaOiB JiSTIbHOCTI,
HIUPOTU ACOPTUMEHTY, CTYIIEHS MEepepoOKU MPOAYKIIi Ta Opi€HTalli HA €KCIOPT
a00 Ha BHYTpPIIIHIA pHUHOK. BusSBIEHO TNO3WUTUBHY AMHAMIKY MOKa3HUKIB
e(eKTUBHOCTI MAPKETHUHIOBO1 MISUIBHOCTI JAOCTIPKYBAaHUX MIANPUEMCTB Ha PUHKY
MPOYKINi O/DKITBHUIITBA, 30KpEMa BUTPATH Ha 30yT 1 MAPKETHHT.

IIpoBeneno SWOT- 1 PEST-ananiz 1 BHSBIEHO, IO MNpU IOEAHAHHI
BHYTPIIIHIX CUJIBHUX CTOPIH 1 30BHINIHIX MOXJIMBOCTEH MiANPUEMCTB Taly3i
O/DKUIBHUIITBA  CIIIJI  OYIKYBaTH HAa HaWKpalmuMi creHapidi po3BUTKY. Y
JIOBIOCTPOKOBIM MEPCIEKTUBI BTUICHHS TAKOr'O CLEHApito 3a0€3MeYnTh CTBOPEHHS
HalllOHAJIbHOTO OpeHay YKpaiHu sk MeaoBoi Jep:kaBu. HailOinbin BaroMumu
YUHHUKAMH MapKETUHTOBOTO CEPEIOBUINA BH3HAHO HEIOCKOHAJICTh IPaBOBOI
0a3u; HU3BKUU pPIBEHb BUTpPAT HA HAYKOB1 JOCIHIJKEHHS; HU3bKa 1HBECTHIIIITHA
NpUBAOIMBICTh Tany3l OKUIBHMIITBA; JAeMorpadiuHi Ta KYJIbTYpHI YHHHHUKU.
OriHIOBaHHS CTPATETIYHOTO HAOOPY MIAMPUEMCTBA-BUPOOHUKA Ta IMiAMPUEMCTBA-
EKCIopTepa MOKa3aJI0 CIa0Ki MICIS JIF0UYNX MAPKETHHTOBUX CTpaTeriii, 0COOIMBO
B YaCTHHI CTPATETIYHOTO IJIAaHYBAaHHS Ta peati3allii IIHOBO1 CTpaTerii.

CdopmoBano cxeMy (GopMyBaHHS MAPKETHMHTOBUX CTpaTEriil MiANMPUEMCTB
Ha PUHKY MPOAYKLII O KIIFHHUIITBA BPAaXOBYIOUM OCOOJMBOCTI ramysi. 3arajibHy
CTpaTerito i OUTHIIOCT] aHATI30BaHUX MIAMPUEMCTB 3 YpaXyBaHHSIM MEPCIEKTHUB
PO3BUTKY PUHKIB BU3HAYEHO SIK CTPATETII0 3pOCTaHHS, MPU LBOMY JUISl CEPEHIX 1
BEJIMKHUX MIANPUEMCTB JOLIIBHO BPAXOBYBATH €Tall KUTTEBOTO LUKITY MPOAYKTY 1
aJanTyBaTH A0 HHOTO MAPKETHUHIOBY CTPATEril0 1 MAPKETUHI OBl TAKTUYH1 3aXO0/IH.

Jns  JMOCATHEHHS CTpATeriyHUX IUIEH TMIANPUEMCTB Traiay3l OJKUIBHUIITBA



HEOOXIIHUM €: JOBeACHHs Micii, OaueHHs, LUIeH 1 MNPIOPUTETIB OO0 BCIX
CTEHUKXOJIZIEPIB; CTBOPEHHS OaraTOpiBHEBUX CTPATETiUHMX IUJIaHIB, BUXOASYU 3
MicCii Ta IUJIeH; pojb acolliamii OKOJApIB y peaiizalilli cTparerii SK AiF0Y0To
CHHEPreTUYHOTO MEXaHi3MYy JJIsl 00’ € JHAHHS M KOOPMHAILII1 3yCHUJIb BUPOOHUKIB.

[IporHo3 o00csTiB BHPOOHHUIITBA Ta EKCHOPTY MeEAy 3a JOIMOMOIOI0
aJIalITUBHOTO MOJIEIIOBAHHS MMOKa3y€e MOJAAJbIIE 3pOCTaHHA OOCSTIB €KCIOPTY 3a
yciMa CIIeHapisIMU PO3BHUTKY, MOCTYIIOBE 3HIKEHHS YAaCTKU C/T MIANPHEMCTB Y
BUPOOHUIITBI 1 HE3HAYHE 3POCTAHHS YaCTKU TOCHOJApCTB HaceneHHs. Po3pobieHo
MEXaHI3M peaji3amii MapKEeTMHIOBUX CTpaTerii Ha pHUHKY MOPOAYKIIi
O/DKUIBHUIITBA 3a JIONMOMOTOI0 CTBOPEHHS 1 (PYHKIIIOHYBAaHHS MapKETHHTOBOTO
KOOIEPaTUBY y OJKUIBHUIITBI 3 BU3HAYEHOIO CTPYKTYPOIO 1 DYHKITISIMHU.

[IpoanainizoBaHO KOMIUIEKC HOPMATUBHO-TIPABOBUX JIOKYMEHTIB IIOJIO
CTaHJapTU3alii MpoAyKIii O/KUIBHUIITBA, 10 CIiJ] BpaxoBYBaTH IIpH
eKCTopTyBaHHI Meny A0 KpaiH €C. BusBiaeHO BiIMIHHOCTI MapKETHHTOBUX
CTpaTerii MpOCyBaHHS MPOAYKTIB OJDKUIBHHMIITBA Ha 30BHINIHI 1 BHYTPIIIHIM
PUHOK, IO € CYTTEBUM Ipu (PopMyBaHHI (PYHKIIOHATBLHUX CTpATerii y Mexax
MapKeTUHT-MIKCY. Bu3HaueHo, 110 MO3WIIIOHYBaHHS Ha PUHKY TOPTrOBOI MapKu
MPOAYKTY Ma€ JEMOHCTPYBaTH MOT0 YHIKaJIbHICTh, CTBOPIOIOYH TIPH IHOMY
BUHSITKOBY CIIOKMBYY LIIHHICTh TOBapy.

[IpakTiuHe 3HAYCHHS OJCP)KAHWUX pE3yJbTATIB TMOJATaE y TOMY, IO
TEOPETUYHI 1 METOJUYHI1 MMOJO0KEHHS, 3a3Ha4Y€H1 y JUcepTalliiHIid poOOTi, MOXKYTh
OyTH BUKOPHCTaHI MIAMPUEMCTBAMHU raiy3l OJDKUIbHHMLTBA sl (opMyBaHHS 1
BIIPOBAHKCHHS MAPKETUHTOBHUX CTPATETiid PO3BUTKY.

HaykoBi pe3ynbrat auceprallli BIPOBAIKEHO Y IISIBHICTH Y KPaiHCHKOI
acomiarnii Mapketunry (akt BmupoBamxkeHHs No25 Big 20.05.2021 p.), @I
«TaBpiiicbkuii maciunuk» (akT BrpoBamkeHHs Ne 1 Big 14.04.2021 p.), T'O
«Bceykpainceke 00’€qHaHHS TpPOMaAChKUMX opranizamii «Croijgka TacidYHHKIB
VYkpainm» (akt BmpoBamxkeHHs Ne39 Bim 02.02.2021 p.), Biaaily €KOHOMIKH,
TYpU3MYy, arponpoOMMCIOBOr0 po3BUTKY CKaZOBCBbKOI pPalOHHOI JepKaBHOI
aaMmiHicTpamii XepcoHcbkoi ob6sacti (akT BrapoBajpkeHHs Ne04-02/34  Bin
04.11.2021 p.). PesynpraTtu nuceprailii BUKOPUCTAHO Y HaBYAIBHOMY IIPOIIECi

HarmionanibHOTO YHIBEpCUTETY O10pecypcCiB 1 MPUPOIOKOPUCTYBAHHS YKpaiHU MpHU



BUKJAJaHHl JaucuuiuniH - «Mapketunry, «CTpareriuHdii  MapKeTHHr»  (aKT
BripoBaKeHHst NeO/H Big 13.05.2021 p.).

KirodoBi cioBa: ctpareris, MapKETHHIOBA CTpaTeris, pUHOK, O KUIBHUIITBO,
MPOAYKIliA O KUIBHUIITBA, MICIS, CTpaTeriyHl IiJIl, MApKETUHTOBUN KOOIEPATHUB,

CKCIIOPT, IIPOTrHO3YBAHHA.

CTIMCOK TTYBJIIKALIIN 3/TIOBYBAUYA

CrarTi y nepiouYHNX HAYKOBUX BUIAHHSX 1HIIUX JCPHKaB,
AK1 BXOIATh 10 Opranizaiiii EKOHOMIYHOTO CIiBPOOITHUIITBA Ta PO3BUTKY Ta/ab0
E€aporneiickkoro Corosy:

1. Olena Laburtseva, Yaroslava Larina, Olena Nahorna, Serhii
Vinichenko, Viktoriia Hordiienko, Alaa Tabit Niama Al-Shaban. Development of
a Marketing Strategy for Enterprise Financial Growth. Estudios de Economia
Aplicada. 2021. Vol. 39. Ne 5. URL:
http://ojs.ual.es/ojs/index.php/eea/article/view/4794 (1,3 OPYK. apk.).
Inoexcyemovca i peghepyemoca 6 oazax oamux: SCOPUS. Ocobucmuii 6Hecox
asmopa: 3anponoHOBAHO ANCOPUMM (DOPMYBAHHS MAPKEMUH2080i cmpamezii

nionpuemcmsa (0,2 Opyx. apk).

CrarTi B HAYKOBUX BHJIaHHSX,
BKJIFOUEHHX JI0 MEePENiKy (paXxOBHX BUJIaHb Y KpaiHU:

2. Biniveako C. A. Oco6auBocTi (QOpMyBaHHS MAapPKETHHTOBUX
CTpaTerii Ha PUHKY MPOAYKIIl O KUIbHULITBA. ExoHoMika ma Oepaicasa. 2019. No
11. C. 116-120. URL: http://www.economy.in.ua/pdf/11_2019/26.pdf (1,0 opy«.
apk.). Inoexcyemocs i pegpepyemuvca ¢ 6azax oanux: Index Copernicus, Google
Scholar, WorldCat.

3. Biniuenko C. A., Jlapina . C. MapkeTuHroBa crpaTeris
IHTETPOBAHOTO 3POCTAaHHSA SK MOXIJIMBICTh TMIJABUINEHHS PEHTA0EIbHOCTI
HNIAOPUEMCTB HA PUHKY MNPOAYKIT OJKIIbHUUTBA. Bichux XmenvHuyvbkoeo
HayionanvHoeo  yHigepcumemy.  2019. Ne 5.  C. 42-45. URL:
http://nbuv.gov.ua/UJRN/Vchnu_ekon 2019 5 11 0,7 OPYK. apx.).
Inoekcyemuca i pegpepyemuca 6 d6azax oanux: Index Copernicus, Google Scholar,
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PUHI], HFY im. B. I. Beprnaocvrozco. (Ocobucmuii énecok asmopa: po3pooieHo
cmpamezilo 8Uxo0y Ha 3apyOidCHI PUHKU MAIUX Ma CepeoHix NiONpuemMcmes-
supooHuKie npooykyii 6oxcinbruymea (0,55 opyx. apx)

4, Biniuenko C. A. Eranmu Ta merogu (QopMyBaHHS MapKETHHTOBOT
cTpaTerii MANpUEMCTBA HAa PUHKY MPOAYKIT OJKUIBHUIITBA. BioekoHomika ma
azpapuuil Oi3Hec. 2020. T. I1. No 4. URL:
http://journals.nubip.edu.ua/index.php/Bioeconomy/article/ view/15199 (1,2 opyx.
apx.). Inoexcyemoca i peghpepycmovca ¢ 9 naykoso-mempuunux 0a3ax OaHux,
Peno3umopisax i NOUYKO8UX CUCEMAXx.

S. Biniuenko C. A. YMOBH (pyHKIIOHYBaHHS 1 PO3BUTKY MIAIPUEMCTB Ha
PUHKY TpOAyKUIi OJKIIbHUUTBA. Bicnux XmenvHuybkoeo HAYIOHANLHO2O
VHigepcumemy. 2021. T. 2. No 5. C. 95-102. URL:
http://journals.khnu.km.ua/vestnik/?cat=56 (7,1 opyx. apxk.). Indexcyemwvca i
pegpepyemobca 6 oazax oanux: Index Copernicus, Google Scholar, PUHI], HEY

im. B. I. Bepnaocwvkoeo.

OnyOnikoBaHi mpatii anpoOaLiitHOro XapakTepy:

6. Biniuenko C. A. KirodoBi 3aBmaHHs 30yTOBOi  MisIbHOCTI
NIJIPUEMCTB Ha PUHKY MPOJIYKLI OKUTbHULITBA. AKmyanvui npobaemu HayK npo
AHCUMMSL MA NPUPOOOKOPUCYBAHHS . MATEPIATIA HAYK.-TIPAKT. KOH(., 25-27 KBITHS
2018 p. Kuis : HVYBill, 2018. C. 179. URL:
http://liderschool.at.ua/load/menedzhment_ta
organizacija/kljuchovi_zavdannja_zbutovoji_dijalnosti_pidpriemstv_na_rinku_pro
dukciji_bdzhilnictva/13-1-0-126 (0,05 opyx. apk.).

1. Biniuenko C. A. Ilporpama €C COSME: mMoxnauBOCTI misi Manux i
CepelHIX MIANPUEMCTB Ha PUHKY NPOAYKIi OmkinbHULTBA. [[ini cmanoeo
PO3BUMKY MPEemb020 MUCAYONIMMA. GUKIUKU OJisl YHIGEpCUmMemie HAyK Npo

orcummsl . MaTepiaiv HaykK.-mpakT. KoH(., 23-25 tpaBus 2018 p. Kui : HYbill,

2018. C. 75. URL.:
https://nubip.edu.ua/sites/default/files/u169/tom_1 na_saytl.pdf (0,05 opyx. apk.).
8. Biniuenko C. A. IlepeBaru cTBOpeHHsI KOOIEpaTUBIB MpHU MepepooOI

npoayKilii OmKUTbHUNTBA. Ho6i eukiuku 0na azpaproco cekmopy Yxpainu 6
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ABSTRACT

Vinichenko S. A. Formation of marketing strategies for enterprises'
development in the market of beekeeping products. — Qualifying scientific work on
the rights of the manuscript.


https://bit.ly/3G16qru

Thesis for the PhD degree in specialty 075 — Marketing. National University
of life and Environmental Sciences of Ukraine of the Ministry of Education and
Science of Ukraine, Khmelnytsky National University of the Ministry of Education
and Science of Ukraine, Khmelnytsky, 2021.

The dissertation is devoted to the solution of scientific and practical problem
on complex substantiation and development of theoretical and methodical
principles and practical bases for definition of patterns and features of formation
marketing strategies for enterprises’ development in the market of beekeeping
products.

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. The classification of
marketing strategies on various grounds has been given.

Features of formation of marketing strategies in the market of beekeeping
products are considered. Two main categories of enterprises in the market of
beekeeping products have been identified: direct producers of honey and
unprocessed beekeeping products; enterprises engaged in processing, packaging,
branding, sale of honey products. Methodical approaches to the formation of
marketing strategies of these categories of enterprises differ significantly, due to
the following features: small scale of farms; limited possibility of diversification
and differentiation of products; the impact of pesticide treatment of plants on yield;
insufficient level of marketing functions; the need for state support. 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.

Models of formation of marketing strategy are considered: planning,
business-model and model of training on experience. The stages of choosing the
marketing strategy of the beekeeping industry are described in detail: analysis of



the parameters of market activity, market potential; assessment of development
opportunities in domestic and foreign markets; determination of general economic
conditions and legal field; trends in the world market of beekeeping products; the
current strategic set of enterprises in the beekeeping industry.

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, including
priority matrix and economic-mathematical 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. It is established that Ukraine is among
the top six honey-producing countries in the world. It is established that Ukraine's
share in world honey production is about 4 %, which determines its significant
impact on the formation of supply on the world stage. 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. It is
determined that the main buyers of Ukrainian honey on the foreign market are the
EU and the US, promising markets are the Middle East and Japan. Regarding the
EU market, Ukraine has significant competitive advantages in terms of
geographical location and current demand for products. It was found that the
export price of domestic producers of honey is one of the lowest on the world
market, due to the predominance in the structure of exports of sunflower honey,
which is cheaper due to rapid crystallization.

The market positions of the leading companies in the volume of exported
honey in the research period were changed. This is due to the emergence of more
players, increasing competition, improving marketing strategies of exporting
companies. 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. It was found that the average export prices for honey do



not correlate with the growth of volumes caused by the dumping of prices of the
main participants.

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 solution to these problems includes: the
development of retail sales of honey; close cooperation between beekeepers,
agricultural producers and the state; more environmentally friendly and innovative
management methods. It was found that in most enterprises in 2016-2020 there
was a positive trend in increasing gross production and net profit, which provides a
basis for choosing a rational marketing strategy and sales optimization. It was
found that the main item of expenditure of honey producers are direct labor costs
and the cost of feed honey (sugar), and exporters — other operating costs, including
marketing and promotion costs. Changes in the share of exports in the total
revenue of the surveyed enterprises were characterized by a focus on favorable
opportunities for greater profits in foreign markets. The dynamics of volumes and
prices of honey for export over the past 5 years was analyzed and it was found that
there is a positive trend only until 2018. In 2019, the decline in prices is due to the
oversaturation of honey production on the world market, in particular, the
counterfeit product, which also mentioned Ukraine.

The marketing parameters of the range of researched enterprises of the
beekeeping industry are determined. According to the results of the ABC-analysis,
it was established that natural honey and cream-honey belong to class A, honey
mixtures and honey granules belong to class B, group C includes gift sets, dips and
sticks, drinking honey, honey candies, beekeeping equipment, breeding uterus and
other beekeeping products. 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. It is determined that the use of communications by
enterprises in the industry depends on the scale of activity, breadth of the range,
the degree of product processing and focus on exports or the domestic market.
Positive dynamics of indicators of efficiency of marketing activity of researched



enterprises in the market of beekeeping products, in particular expenses for sale
and marketing are revealed.

SWOT and PEST analysis was conducted and it was found that with the
combination of internal strengths and external capabilities of beekeeping
enterprises, the best possible development scenario should be expected. In the long
run, the implementation of such a scenario will ensure the creation of a national
brand of Ukraine as a honey state. The most important factors in the marketing
environment are the imperfection of the legal framework; low level of research
costs; low investment attractiveness of the beekeeping industry; demographic and
cultural factors. 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,
herewith for medium and large enterprises it is advisable to take into account the
product life cycle and adapt marketing strategy and marketing tactics. To achieve
the strategic goals of beekeeping enterprises it is necessary to bring the mission,
vision, goals and priorities to all stakeholders; create of multilevel strategic plans
based on mission, vision and goals; follow the leading role of the beekeepers'
association in the implementation of the strategy as an effective synergetic
mechanism for uniting and coordinating the efforts of producers.

The forecast of honey production and exports using adaptive modeling
shows a further increase in exports in all development scenarios, a gradual decline
in the share of agricultural enterprises in production and a slight increase in the
share of households. 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.

A set of regulated legal documents on standardization of beekeeping
products, which should be taken into account when exporting honey to the EU, is



analyzed. 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 Ne 25 from 20.05.2021),
FG «Tavria beekeeper» (implementation act Ne 1 from 14.04.2021), NGO «All-
Ukrainian Association of Public Organizations» Union of Beekeepers of Ukraine»
(implementation act Ne 39 from 02.02.2021), Department of Economy, Tourism,
Agro-Industrial Development of Skadovsk District State Administration of
Kherson Region (implementation act Ne 04-02/34 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
«Marketingy, «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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