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AHOTALIA
bopooina €. A.
DPOPMYBAHHA KOMIUVIEKCY MAPKETHHI'Y HA KOHKPETHY
IIPONYKIIIO OPTAHI3AIIIT
(3a mamepianamu TOB « CUIBIIO-®Y/]»)

JloCTiIKEHO CYKYTHICTh TE€OPETUKO-METOJUYHUX Ta MPAKTUYHUX ACIEKTIB
dbopMyBaHHS KOMIUIEKCY MapKETHUHTY HAa KOHKPETHY MPOAYKIIIIO0 OpraHiz3arlii.

Bukopuctano meroau: aHamily, CHHTE3Y, TEOPETUYHOTO Yy3arajabHEHHS,
a0CTPaKTHO-JIOTIYHUM, CTATUCTUKO-CKOHOMIYHHI.

Hocnimxeno komruieke mapketuHry TOB «CUIBIIO-®YI» na mpuxiami
kateropii «Yait». JloBeaeHo, 1110 KoMIaHisi JOTPUMY€EThCSI CHCTEMHOTO MIJIXOAY J10
yIpaBIIiHHS TOBApPOM, LIIHOIO, MICLIEM IIPOAAXKY Ta MPOCyBaHHAM. BcTaHoBI€eHO, 1110
arpecuBHa MapketuHroBa crpareriis TOB «CUIBIIO-OVY/l», ska BKiIo4ae
porpamMu JIOSUIBHOCTI, HU(POBI KOMYHIKalli Ta COLIAJIbHI IHILIATHBH, T03BOJISE
3MIITHIOBATH KOHKYPEHTHI MO3UIIIT MEPEK1 Ta MiABUIIY€E PEUTHHT cepel KIIEHTIB.

OOrpyHTOBaHO 3ax0IM WIOAO YIOCKOHAJIEHHS KOMIUIEKCY MApKETHUHIY 32
monesutio "4P" B kareropii «Yaib» mIIsTXoM po3MIMPEHHS BIACHUX TOPTOBUX MapOK
(BTM) nig 6pennom «lIpemis». PekoMeH10BaHO CYTTEBO 301bIINTH YacTKy BTM
B acopTuMeHTi yaw 10 10-15 %, mpencraBuTu ix y BCIX CErMEHTax Ta I[IHOBHX
KaTeropisix, po3poouTH TPUBAOIWBUI JW3aWH YIIAKOBKH, 3allyCTUTH IPOTpamMu
JIOAJIBHOCTI Ta MACIITa0HYy MapKETUHTOBY KaMIaHIIO Ha MiATPUMKY HOBOI JIIHIMKK
BTM. OOrpyHTOBaHO €KOHOMIYHY €(EKTHUBHICTh TMPOMOHOBAHUX 3aXOJIiB.
Ouikyetbes, mo mi 3axoau 103BoiATh TOB «CIJIBIIO-®OVY]ly mocunutu mo3uilii
BJIACHUX TOPTrOBUX MApoOK y Kareropii «Yail», po3mIMpUTH JOSUTbHY ayIuTOPIIO Ta
30UTBIITUTH TOBAPOOOIT.

KBamigikariiina podorta OakanaBpa MICTUTh 46 CTOPIHOK KOMIT IOTEPHOTO
TEeKCTy, 2 Tabmuii Ta S5 PHUCYHKIB, CIHCOK BHUKOpUCTaHUX kepen 13 30
HalilMEHYyBaHb, 2 TOAATKU.

KuirouoBi cjioBa: MapKeTUHI, KOMIUIEKC MApKETHHTY, MapKeTHHI-MIKC,

«4P», B1acH1 TOProBi Mapkw.



ANNOTATION
Borodina Y.A.
FORMATION OF A MARKETING COMPLEX FOR THE ORGANIZATION
SPECIFIC PRODUCTS
(based on the materials of “SILPO-Food” LLC)

The set of theoretical, methodological and practical aspects of the formation
of a marketing complex for specific products of an organization is studied.

The methods are used: analysis and synthesis, theoretical generalization,
abstract-logical, statistical-economic.

The marketing mix of SILPO-FOOD LLC was examined using the "Tea"
category as an example. The study demonstrates that the company follows a
systematic approach to product management, pricing, distribution, and promotion.
It was established that the aggressive marketing strategy of SILPO-FOOD LLC,
which includes loyalty programs, digital communications, and social initiatives,
helps to strengthen the competitive position of the chain and improves its rating
among customers.

The paper substantiates the measures to enhance the marketing mix based on
the 4Ps framework in the "Tea" category by expanding private label (PL) products
under the "Premium" brand. It is recommended to significantly increase the share of
PLs in the tea assortment to 10-15%, introduce them in all segments and price
categories, develop an attractive packaging design, launch loyalty programs, and a
large-scale marketing campaign to support the new PL line. The economic efficiency
of the proposed measures is justified. It is expected that these steps will allow
SILPO-FOOD LLC to strengthen the position of its private labels in the "Tea"
category, expand its loyal customer base, and increase turnover.

The Bachelor's qualification work contains 46 pages of computer text, 2
tables, 5 figures, a list of used sources of 30 names, and 2 appendices.

Keywords: marketing, marketing complex, marketing mix, 4P, private labels.
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