B npouecce ynpaBneHusi CBoen OeATENbHOCTLIO TOProBoe npeanpustTue AOIMKHO npuaaBaTth
BonbLUoe 3HavYeHne cneayoLemy:

1. OBbecneunTb BbICOKUI YPOBEHb 0BCnyXMBaHUA npodax. [laHHas 3agava peanusyeTtcs nytem
YOOBMNETBOPEHNST BCEX OCHOBHbIX TPeOOBaHUN KMMEHTOB K YPOBHIO TOPrOBOro OBCMYyXMBaHUA,
CYTb KOTOpPbIX 3aKro4yaeTca B TOM, YTOObl C HAMMEHbLUMMMK 3aTpaTaMn BpEMEHU U HambonbLIMM
yAoOCTBOM KynuTb HEOOXOoA4uMble TOBapbl B TOPrOBOM MpeanpusaTvi C y4eToM crneumdunyeckmx
OCODOEHHOCTEN OMpedeneHHOro cerMeHTa noTpebuTenbckoro pbiHKA. 3T TpeboBaHusA
obecneuynBaloTCA LENbIM KOMMMEKCOM OpPraHuM3auuoOHHbIX M TEXHONOTMYECKUX MepOonpuUaTUn,
KOTOpbl€ B COBOKYNMHOCTM (hOPMUPYHOT HEOOXOOUMBIV YPOBEHB TOPrOBOr0 06CINY>KMBaHUS.

2. ObecneyeHme OOCTaTOYHOW 3KOHOMUYECKOW 3D(PEKTUBHOCTM TOProBO-TEXHOMOMMYECKUX U
TOProBO-3KOHOMWYECKMX MPOLECCOB Ha npeanpustun. [aHHas 3ajaya pelsaetca nyTem
MUHUMM3aUUKW 3aTpaT TPyOOBbIX, MaTepuanbHbiX U (PUHAHCOBLIX PECYPCOB Ha OpraHuM3auuio
OTAENbHbIX TEXHOMOrMYecknx MnpoLeccoB M onepauui, CBA3aHHbIX C ABMXEHMEM TOBapoB U
obcnyXMBaHMEM KITMEHTOB; OCYLLECTBMATb OTAEeNbHbIE KOMMEpPYECKMe CAENKA U KOMMEPYECKYHO
0EeaTenbHOCTb B LIeNOM; BbINOMHATL (PYHKLMW YpaBneHns TOproebiM NpeanpuaTMeM.

3. MnHMMM3auma ypoBHSI SKOHOMMUYECKUX PUCKOB, CBSI3AHHbIX C AESATENbHOCTbIO TOProBOro
npeanpuatna. 3OTa 3ajada  pewaetcs nyteMm  3(pEeKTUBHOIO  ynpaBneHust  pasnmnyHbIMU
KOMMepYeCcKMMK, (PUHAHCOBBLIMW, WHBECTULMWOHHBIMW W APYIMMWA  pUCKaMW, CBA3AHHBIMU C
XO3ANCTBEHHON AeATENbHOCTbIO TOProBbIX NPeanpuaTui. MUHMMM3aunst ypoBHS 9KOHOMUYECKUX
puckoB obecneymBaeT npeackasyemMocTb  (OMHAHCOBbLIX pe3ynbTaToB  NPeanpuatus  u
CTabUNbHOCTb €ro pa3BuTUS.

4. ObecnevyeHne MOCTOSHHOIO POCTa PbIHOYHOW CTOMMOCTM TOPrOBOro npeanpusaTusa. OTta
3afjaya peanuayeTtcs, npexae BCero, 3a cdeT 3ahdeKkTnBHOM cnocobHoCcTn cbopa COBCTBEHHbLIX
(hbMHaAHCOBLIX PECYpPCOB ANS BbICOKOW WMHBECTULMOHHOMN aKTMBHOCTU W MOBLILWEHUS (PMHAHCOBOW
CcTabunbHOCTU NPeanpuATUA.
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Abstract. The article discusses the relevance and significance of developing an organization's
marketing strategy, its goals and objectives. An algorithm of actions for the development of
strategic marketing planning is proposed.
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Special attention is being paid to the rapid development of service industries in the context of
thedeepening process of globalization in the world and the increasing digitization of the
economy."While the weight of this sector in the world gross domestic product is on average 65
percent, thisfigure is 80 percent in the USA and 70-75 percent in the European Union countries."

According to the practice of the developed countries of the world, such as the USA, Germany,
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Great Britain, Japan, South Korea, marketing strategies are effectively used in the conditions
ofinvestment in which the development of human potential is approached as one of the
prospectivegoals. This, in turn, shows the relevance of marketing activities, especially the wide
use ofmarketing strategies, in the practice of ensuring high-level socio-economic development. It is
known that constantly changing environmental factors are aggressive towards the enterprise,and
the well-developed marketing strategy of the enterprise is considered as the main means
ofcountering these conditions. To achieve this goal, it is necessary to systematize the
theoreticalfoundations of strategic marketing in enterprises, to propose its strategy.

At present, in the era of globalization, first of all, companies suffer in conditions where there
areno full-fledged management mechanisms such as strategic management and marketing.
Systematic management errors in strategic planning issues can increase the impact of
globalizationand shorten the life cycle of the enterprise. A well-developed marketing strategy for
enterprises is the main tool for resistance to changing economic conditions.

A properly developed marketing strategy can minimize the negative impact of uncertainty
andenvironmental variability affecting management decision-making and allow the company
toprepare for the necessary internal changes in production and the company's activities as a
whole. The result of the activity of any enterprise of the organization depends on how correctly
andcorrectly the goals are set, and the tasks to achieve them are set. Therefore, the management
of theorganization should have the most complete and reliable idea about its situation, existing
andpossible closest competitors in order to conduct research in the field of consumer preferences.

All these factors allow company managers to create competitiveness and increase
productionprofitability. The company should develop a marketing development strategy in order to
solve thetasks set before it and, as a result, to maximize its profit. A marketing strategy is a
business development plan that describes the most rational use ofavailable resources to achieve a
desired state. The development of the strategic marketing plan ofthe enterprise is aimed at solving
the following set of tasks:

— assessment of the current state of the enterprise;

— to determine the main goals of the enterprise from the point of view of obtaining
guaranteed income from investments, as well as to the maximum extent;

—  rational use of resources;

— attracting all resources to achieve the goals and objectives of the enterprise's
development.

Based on the above, we can conclude that strategic marketing is a management system for
thedevelopment and promotion of goods (services) that are valuable for consumers, production
andsociety as a whole, based on a comprehensive analysis of the market. A marketing strategy is
a setof key decisions aimed at achieving the company's goals. Development of marketing strategy
is carried out in several stages. The sequence of actions for the development of strategic
marketing planning is as follows:

Step 1. Analysis of the external environment. The purpose of this stage is to determine
thecompany's long-term position and development prospects by identifying external
opportunitiesand threats, taking into account the company's internal capabilities. Analysis of the
externalenvironment serves as a tool for strategy developers to control factors outside the
enterprise inorder to anticipate potential threats and new opportunities. This stage includes the
analysis of external factors.

Step 2: Analysis of the company's strengths and weaknesses. After analyzing the factors of
theexternal environment of the enterprise, the management determines whether the enterprise
hasinternal strengths, whether it can take advantage of emerging opportunities, and how
internalweaknesses can make it difficult to solve future problems related to external risks.
Theseobjectives are an analysis of the company's strengths and weaknesses, or an internal
analysis. Theinternal environment of the organization is a part of the general environment within
the enterpriseand has a permanent, direct impact on its activity. To identify such problems, the
managementsurvey method is used. The internal environment includes separate aspects, each of
which includesa set of key processes and elements of the enterprise. Their situation in the
complex determinesthe potential and capabilities of the enterprise.

Step 3: Direct strategy selection. By analyzing external threats and new opportunities,
thecompany's management can begin to choose a marketing strategy. When choosing it, the
following main factors should be taken into account:

— goal sof the enterprise;

— financial resource sof the enterprise;
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— qualification of employees;

—  obligation sof the enterprise;

— degree of dependence on the external environment;

—  the time factor.

There are many classifications of marketing strategy, and their systematization is as follows:
marketing strategies according to market demand, M. Porter's competitive advantage strategies,
marketing strategies according to the life cycle of the product, F. Kotler's adaptive strategies to
thecompetitive situation, BCG matrix-based marketing strategies, differentiation strategies.
Thediversity of market conditions also implies different combinations of the complex of
marketingtools that make up the company's competitive strategy. The choice of strategy depends
on thecompany's resources and the risk management is ready to accept.
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AKTYAAbHBIE MPOBAEMbl HALUOHAALHOM
KOHKYPEHTOCNOCOBHOCTN B YCAOBUAX LUPPOBU3ALNU

Ezopoea B. K., K.3.H., dou.

Bumebckuti eocydapcmeeHHbIl mexHono2u4yecKul yHugepcumem,
2. Bumebck, Pecnybnuka benapycb

Pedepat. B cmambe paccmompeHbl 0CO6EHHOCMU U 8bI308bl, C KOMOPbLIMU Cmaskueaemcsi
benapycb 6 npouecce eHedpeHUss UupoBbIX ~mMexHomo2uli C Uenbk  M08bILEHUS
KOHKYpeHmocrnocobHocmu ceoell 3KOHOMUKU. B cmpaHe ocosHaemcs Heobxodumocmb pa3sumusi
UHgbpacmpykmypbl 0ns  yughposbix mexHornoaul, obecrniedeHusi pasHoMepHoz2o docmyrna K
COBPEMEHHbBIM KOMMYHUKAUUOHHbIM U UHGDOpMayUoOHHbIM cpedcmeaM 8 Pas/iudHbIX pesuoHax
cmpaHbl.

KnioyeBble cnoBa: uUudpOBM3aLUS IKOHOMUKM, HaLMOHanbHasi KOHKYPEHTOCMOCOBHOCTb,
Knbepbe3onacHoCTb, MEeXAyHapOAHble PEWTUMHIN OLUEHKM pasBuTua UMdpPOBONA  3KOHOMUKM,
WHHOBALMOHHOE pa3BuTue.

B ycnoBumsix COBpeMEHHOW OWHAMWYHO  pPa3BUBAIOLENCA  3KOHOMUYECKOW  cpefpbl
uncpoBM3auns CTAHOBUTCA KIHOYEBbIM (PakTopoM, OnpeaensitolmMmM KOHKYPEHTOCNOCOBHOCTb
CTpaHbl.

LindbpoBas skoHOMMKa XapakTepusyeTcsl aKTUBHbLIM UCMOSb30BaHMEM NepeaoBbIX TEXHOMOMM
N MHHOBALUMOHHBIX PeLUeHWI, TakMX Kak MCKYCCTBEHHbI MHTeNnnekT, 6nokyenH (umdposasi KHura,
coctosias wm3 OnokoB), WHTepHeT Bewen u pgpyrme. OHa BkNoyaeT B cebss HoBble
opraHuM3auuoHHble opMbl  Ou3Heca, TakMe Kak WHTepHeT-marasvHbl, OHMalH-CepBUChHI
6poHnpoBaHus, nnaTdopmbl Ans obMeHa nHdopmaumen n ycnyramm un ap. Lincdpposas akoHomumka
obrnagaet rnobanebHbIM XapakTepoMm, YTO MO3BONSET KOMMaHUSAM M3 pasfu4yHbIX CTpaH CBOOOAHO
y4acTBOBaTb B MUPOBbLIX KOHKYPEHTHbIX OTHOLLUEHWSIX, HE3aBMCMMO OT MX MeCTononoxeHus. B
LUMPOBON IKOHOMKKE KOMMbIOTEPU3ALMSA U LMdPOBN3aLMA OXBaTbIBalOT BCE acnekTbl BuaHeca,
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