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Jluceprallifo MPUCBAYEHO BUPINICHHIO aKTyaJIbHOT'O 3aBJIaHHS PO3POOKH Ta
BJIOCKOHAJICHHSI METOJIMKO-aHAJIITUIHUX 3acaJl 1 MPaKTUYHUX PEKOMEHIAIlIH 1010
CKOHOMIYHOI OIIIHKA Ta TOJAJbIIOr0 BHOOPY CTpaTerii MapKETUHTY IS
HiANpUEMCTBA-/IeBesioniepa B OYIIBHUIITBI, fK€ Yy pOOOTI PO3TISTAETHCS SIK
HiIMPUEMCTBO 3 MYJIBTHIIPOSKTHOIO OIEPaIliifHOI0 CHUCTEMOI0, BUKOPHUCTOBYHOUH
OpraHiyHe MO€IHAHHS TMIAXO0JIB €KOHOMIYHOI JIIarHOCTUKHU 13 IHCTPYMEHTapieM
reoiHGoOpMaIlIfHOTO MapKEeTHHTY, «KJIIOYOBUX KpurepiiB ycmixy» (KPI),
YIPaBIiHHS 32 BIAXUJIEHHSMHU, KJIACTEPHOTO aHAII3y Ta yNpPaBIiHHS pU3UKAMU Ha
OCHOBI 171€0JIOT1i MapKETUHT-MEHEKMEHTY.

3niicHEeHO cucmemMamu3ayiro OHMOJIO2IYHO-EKOHOMIUHO20 bazucy
byoigenbHo20 Oeselonmenmy 3 METOK BHUSBICHHS HaNpPSIMKIB E€KOHOMIYHOI
JIarHOCTUKHA MAapKETHHTOBOI JISJIBHOCTI IMiANPHEMCTBA-ICBENIONEPa, Y PEe3yIbTaTi
SIKO1 BUSIBJICHO, IO Cy4YacHUW OyAiBETbHHM JCBEJIONMEHT HE TUIBKM BU3HAYAE
MapKETHHTOBY JISUIBHICTh KIIFOYOBUM (DAKTOPOM YCITiXy Ha PUHKAX HEPYXOMOCTI,
aJie TaKO’K Ma€ BPAaXOBYBATH CEKTOPaIbHI OCOOIMBOCTI TAKOT MiSNTBHOCTI, OCKLITBKH
OyniBenbHA  TMPOAYKIISS ~ Ma€  CTAIllOHApHUW  HEPYXOMHUW  Xapakrep,
MYJIBTUTIPOCKTHUN, JIOKATI30BaHUM 1 PETIOHAIBHO-OPIEHTOBAHUN  XapaKTep
OyIIBHHUIITBA, a  TAIPUEMCTBO-IEBEIIONED, BUCTYNAIO4YX  MPOBIIHUM
CTEHKXOJAepOoM OyAiBEeIbHUX MPOECKTIB, 3IMCHIOE X aaMIHICTpYBaHHS B pamMKax
MYJIBTA-TIPOCKTHOT BUPOOHUYOI MPOTpaMu, SKa PEATi3yeEThCS B YMOBax PI3HUX
pUHKIB HepyxoMmocTi. Hamano cytreBe BaockoHameHHs nediHimii «cTparteris
MapKeTUHTy JUIsl  mianpueMcTBa-feBesnonepa B OyniBHuutei»  (IIB).
OOrpyHTOoBaHO, 110 0a3ucoM MapKeTHHTOBOi1 misibHOCTI IIJIb € exoHoMIuHO

pauioHanbHUM OpTdenb NpoekTiB. TOMy B OCHOBY JiarHOCTYBaHHS €(EKTHUBHOI



CTparerii MApKEeTUHTY MIANPUEMCTBA-AEBENONEpa Mae OyTH MOKJIAJEHE MOETAIHEe
MYJIBTUKPUTEpIAJIbHE OIL[IHIOBAHHS OKPEMHX MApPKETUHIOBUX 3aXOIB MO0
KOMITIOHEHT MOPTQEto, BUOIP Ta OL[IHIOBAHHS PEriOHAIIBHUX PUHKIB HEPYXOMOCTI
JUISL pealtizallii OKpEMHUX MPOEKTIB, SKUH MPOMOHYETHCS 3A1MCHIOBATH CIIUPAIOYUCH
Ha METOJOJIOTII0 TEeOMApKETUHTY, a TaKOX IX Y3rOJKEHHA 13 CTpaTeri€lo
JieBesonepa.

Obtpynmosano  OoyinbHiCMb — 3ACMOCY8aHHA  MeXHoN02li  «marketing-
managmenty 8 ymo8ax OUHAMIYHO20 Cepedosuuia 0e8eloNepCbKUX NpoeKkmia, SiK
TEOPETUYHOI OCHOBU 011 NOOYO08U CcucCmeMu eKOHOMIUHOI  O0iacHOCMUKU
oisinbHocmi Oegenonepa. BusBieHo, mo e(eKTUBHICTb MapKETHHTOBOI cTpaTerii
JieBeJionepa 3aJIeKUTh BiJ 11 Y3TOJKEHOCTI 31 CTpaTeriyHUMH Oi3HeC-IIIIMHU,
PUHKOBUMM yMOBaMHU  peaji3allii OKpeMHX TMpPOEKTIB Ta  YHIKaIbHUMHU
XapaKTEPUCTUKAMH KOXKHOTO OYHiBEIBHOTO TMPOEKTy. 3 OISy Ha OCHOBHI
GyHKIIT  MapKeTMHNOBOTO  MEHE/KMEHTY,  3alpOIIOHOBAHO  CKOHOMIYHY
JIarHOCTUKY MapKEeTHHTOBO1 AISUIBHOCTI 3IIMCHIOBATH Y HACTYMHUX HAINpSMKaXx:
J1arHOCTUKA BIMOBIIHOCTI PUHKOBUX MOKJIMBOCTEH JieBeJIONepa PO3BUTKY PUHKY
HEPYXOMOCTI, JIarHOCTHKA BiJIMOBITHOCTI MAapKETUHIOBUX 3aXOJIB II0JI0 00’ €KTIB
cTpaTerii MIANPUEMCTBA Ta PO3BUTKY PHUHKY, J1arHOCTHKAa BIJMOBIIHOCTI
MapKeTHHTOBHX IIJIaHIB CTPATEriyHUM, JI1arHOCTUKA €(QEKTHBHOCTI CHCTEMH
KOHTPOJIFOBAHHS, JIarHOCTUKA BIAXWJICHb (DAKTUYHUX TIOKA3HHUKIB BiJl TJIAHOBHUX.
OcHOBOIO BHOOpY 1 J1arHOCTyBaHHsS €(QEKTHBHOCTI MapKETHHTOBOI1 MisSUTBHOCTI
HiAMPUEMCTBA-/IEBENIONIepa MOBUHHA CTAaTH KOMIUIEKCHA IIO€TalHa OIliHKa Ta
KOHKpEeTH3aIlii Ha3BaHWX HAMpsAMIB Ha OCHOBI KoHIemii «marketing-mix 8P», 1o
JI03BOJIUTH J1arHOCTYBaTH €(PEKTUBHICTh HE TIIBKM MApKETUHTOBOI JISIILHOCTI B
oMy, aje 1 OKpeMUX I HampsMKiB, a caMe MPOIYyKTOBOi, IIHOBOI,
TeONMPOCTOPOBOi  CTpaTerid, e(EeKTUBHOCTI MPOCYBAaHHS, TIEpPCOHAITY, Oi3HeC-
MPOIIECiB, CIPUAHATTS 1 MAPTHEPCTBA KOKHOTO 00’ €KTY 3 MOPT(HEINt0 MPOEKTIB, 13
ypaxyBaHHSM CHPHUSTIMBOCTI PHHKOBOTO CEPEJOBHINA Ta CTPATErii PO3BUTKY
JeBesionepa.

3anmponoHOBaHO HAYKOBO-MemoOUYHUL nioxio 00 Gopmysanus
IHCmpyMeHmapio ma emanieé opeauizayii npoyecy eKoOHOMIYHOI OiaeHOCMUKU

MapKkemuHeo80i OisibHOCmi nionpuemcmea-oesenonepa, Kl BKIIOYAIOTh y cede:



BU3HAYEHHS LIl 1 3aBAaHb JIOCHIKEHHS Ta 3MICTYy KaTeropii ta €KOHOMIYHOi
CYTHOCTI Je(iHIIINA OeBEeJONMEHTY Yy OYIIBHULITBI, BU3HAYEHHS OCOOIMBOCTEU
MapKETUHIOBOI JISJIBHOCTI JIEBEJIONEPCHKUX KaMIaHiid, po3poOka eTamiB Ta
METOJUYHUX MIJIXOAIB 10 €KOHOMIYHOI J1arHOCTUKH MapKETUHIOBOi AiSUTBHOCTI
JIEBEJIONEPIB 3 YpaxyBaHHSIM IPOEKTHOTO, JIOKaJi30BaHOTO 1 OPIEHTOBAHOTO Ha
BITHOCMHM 31 CTEHKXOJJIepaMu MiAXOMAIB 1 PEerioHaIbHUM XapakTep OY/IBHMIITBA,
KJIFOUOBUX MOKa3HUKIB €(PEKTUBHOCTI MAPKETUHIOBOI ISJIBHOCTI JIEBEIONEPCHKUX
KOMIIaHIM, CEerMeHTallisli PHUHKIB, pOo3poOKa HOBUX, BHUOIp Ta KOpPUTYBaHHS
ICHYFOUMX MapKETUHTOBUX CTPATETiH, JIJIT KO)KHOTO CETMEHTY PUHKY.

3 no3ullil mMapkemuney Komnauii-oegenonepa 6 0yOieHUYMBI 002PYHMOBAHO
Kiacu@ikayito pecioHAIbHUX PUHKIE 3a 3MEHIICHHSM JIJIOBOT aKTHUBHOCTI
HepyxoMocTi. Kracudikaiisi BHKOPUCTOBYEThCS SK  MPOBIIHA CTpaTeriyHa
KOMIIOHGHTa  JiJI1 BHOOpPY 1 J1arHOCTYBaHHS €(PEKTUBHOCTI MAapKETHHTOBUX
CTpateriii aesesonepa. Y pe3yibTaTi yCi pUHKU MOJUICHO HA YOTHPHU TPYIH, IO
MaroTh «00EepeKHO OITUMICTUYHHI, CIIOMIpHUI, «IOBUIBHHIY,
«IMECUMICTHYHHI»  PiBHI  pO3BUTKY. YV nepwuii  xknacmep  (00epexHO
onTuUMiCTUUYHMK) BXOoasATh M. KuiB, KuiBchka, JIbBichka Ta Onmechka oOmacTi, Ha
pUHKAaX SKUX HaWOUIBII CHOPUSATIMBA CUTyaIlisd ISl 3aBEpPIICHHS ICHYIOUHX Ta
peaiizaiii HOBHX IPOEKTIB. [o dpyeoco kiacmepy (MOMIpHHN PIBEHb PO3BUTKY)
BiHeceHo BinHunbky, JlHIIponepoBchKy, 3akapnaTrchky Ta IlonTtaBchky 00JacTi,
Je ICHyE€ TO3WTHUBHA JHWHAMIKa BIJHOBJICHHS OYIiBHHUIITBA, PIBEHb BOEHHOTO
PHU3HKY € TIOMIPHUM, aJIe¢ TEMITA BiTHOBJICHHS € HEJIOCTATHIMU. ¥ mpemiii kiacmep
(MoBUIbHMI PO3BUTOK) BXOIATh Bonmuucbka, JKutomupcrka, [Bano-DpaHKiBChKa,
PiBnenceka, TepHomiabchka, XMelbHHIIbKA, Yepkachka, UepHiBenbka 00macTi, i
X04ya Il PEriOHW 3HAXOMIThCSA Yy 30HI IMOMIPHOTO BOEHHOTO PHU3HKY, aie iMm
MpUTaMaHHI HU3bKI TEMIU BiTHOBJICHHS OYIIBHUIITBA. Y uemeepmuti Kiacmep
BXoaATh 3amopi3bka, KipoBorpajaceka, MukomaiBcbka, CyMchbKa, XapKiBCBHKa,
Xepconcbka Ta  YepHiriBcbka 001., Je¢  OyMIBHHIITBO TMPOBOJUTH  HE
PEKOMEHYEThCS 13-32 BHUCOKOTO PIBHS BOEHHOTO pHU3HUKY. BHKIIOYCHHSIM €
KipoBorpaaceka 00i1., sika xoua 1 3HAXOJAUTHCS y 30HI MOMIPHOTO PHU3UKY, aje

BIIHOBJICHHS OyAIBHUIITBA TaM He BigOynoch. JleBenornepam, 4Yui MPOEKTH



peali3oByBaIMCh y YETBEPTOMY KIIACTEPi, PEKOMEHIYETHCS 3aMOPOXKYBATH BXKE
ICHYI0Yl NMPOEKTU 1 BUXOJWUTU 3 PUHKY Ta HE PO3MOYMHATH HOBUX, IMOKHU PIBEHb
pU3MKY OyIIBHUITBA HE 3MEHIIUTHCA X04a O A0 MOMIPHOTO.

Obpano Hanpsamu eKOHOMIYHOI OiacHOCMUKU MAapKemuH2080i OiibHOCHI
Oesenonepa 6 Mmedicax kouyenyii «marketing-mix 8P», 3a KO0 PpO3pOOJICHO
I’ ITUOANIbBHY LKAy OLIIHIOBAHHS KOXKHOTO 3 BOCBMH HAIpsMKIB (IPOJYKTOBOI,
I[iIHOBOi, TEOMPOCTOPOBOI CTpaTerid, €PEeKTUBHOCTI MPOCYBAHHS, MEPCOHAITY,
O13HeC-POIIeCiB, CIIPUUHATTS 1 TAPTHEPCTBA), IO OLIHIOIOTHCS HA BIAMOBIIHICTH
PO3BUTKY PUHKY HEPYXOMOCTI, JIe peali3yeTbcs ad0 TUIAaHYEThCS peati30ByBaTH
OpoeKT Ta cTpaterii nesenonepa. Lle go3Bommio ymopsakyBaTH 1 oOpatu
BIMOBIAHY MHOXXHMHY TOKa3HUKIB €(EKTUBHOCTI I KOXXHOTO HAMNpPAMKY
MapKETHHIOBOI [ISUTBHOCTI JIEBEJIONEpa, a TaKoX pPEeKOMEHAYBaTH OOpaHHS
MapKETHHTOBUX CTPATET1i, BIATIOBIAHO 0 PIBHS BOEHHOT'O PU3UKY PETIOHY.

OOrpyHTOBAHO iHCMPYMeHmMAapill eKOHOMIUHOI 0iaeHOCMUKU MAPKEeMUH20801
OisinbHOCMI Oegenonepa, SIKUM BKIIIOYa€E y ce0e BOCBMUKOMIIOHEHTHY METOAMKY,
dbopmanizoBaHy KAy OIIHIOBAHHS HAMNPSIMKIB MAapKETHHTOBOI JISJILHOCTI
JieBeyionepa  Ta CHUCTEMY KOPETYBaJIbHUX KOE(IIIEHTIB, SKI JO3BOJISIOTH
BpaxOBYBaTH PHU3HMK, TIOB’sA3aHUNA 13 3MEHIICHHSM OOCATIB  peaiizailii,
crpuurHeHUMH BiitHOI0. KoedimieHTH pu3uKy TpPONOHYEThCS BHU3HAYATH B
3QJIE)KHOCT1 BiJl 1HJIEKCIB BITHOBJICHHS OOCSTIB OYyMIBHUIITBA Ta 3MIHH I[iH Ha
HEpPYXOMICTh. Po3paxoBaHO piB€Hb BOEHHOTO PHU3HMKY JJII DPETIOHIB HA KIHEIb
apyroro kBaptamy 2023 poky. 3amopizbka, KipoBorpaaceka, MukomnaiBcbka,
Cymcrpka, XapkiBchbka, XepcoHChbKa, YepHIriBcbka 00JIacTi ONMMHUIIMCH y 30HI
HAWBUIIIOTO PHU3UKY — KOpPETyIo4Wil KoedilieHT s Iux obnacteir ckmanae 0,
TOOTO JIEBEJIONEPCHKUM KOMIAHISIM PEKOMEHJOBAaHO BHXiJl 13 IMX PHUHKIB.
Binaumeky, 3akapmarcbky, [Bano-@panHkiBchbKy Ta JIbBiChKY 001acTi MOXKHA
BITHECTH JO PETiOHIB 13 BITHOCHO BHU3BKHM PIBHEM BOEHHOTO PHU3UKY, a IHIII
00J1acTi 3HAXOJATHCS Yy 30H1 MOMIPHOTO PU3UKY (OUIKYETHCS, 11O MaAIHHS OOCSTIB
npoaaxiB TyT ckimane Bin 74% y m. KuiB, no 99% y PiBHeHCBKIN 00acTi).

3anporoHOBHI KOE(DIIIEHTH PEKOMEHJIOBAHO KOPUT'YBaTH KOKHOIO KBapTaly,



OCKUIbKHU PIBEHb AUIOBOI aKTUBHOCTI Ta 30BHIIIHE MAKPOCKOHOMIYHE CEPEIOBUIIIEC
JIEBEJIONEPChKUX MIANPUEMCTB Ta YMOBH (DYHKLIOHYBAaHHS PUHKIB HEPYXOMOCTI
MOCTIMHO 3MiHIOIOThCS. EKOHOMIYHA AlarHOCTHKAa €()EeKTUBHOCTI MAapKETHHIOBO1
CTparerii Ma€ CIyryBaTh IHTErpajbHUM  IHCTPYMEHTOM  OIL[IHKH,  SIKHM
XapaKTEePU3YEThCSI KOMOIHOBAHUM BHKOPUCTaHHSAM KUIBKICHUX 1 SKICHHUX
KpUTEpPiiB AJii BU3HAYEHHS TOTO, HACKUIBKM MAapKETUHIOBa  CTpaTeris
Y3TOJUKY€ETHCS 3 LIUISIMU Ta HANPSMKaMU PO3BUTKY JeBejomepa.

Linnicmo MmeopemuKo-memooOuyHuUx I[HHOBAYIUL OAHO20 OOCHIONCEHHS
noJjisira€e  y MOMIMOJEHHI ICHYIOYMX Ta OOIPYHTYBaHHI HOBHUX TEOPETHKO-
METOJIMYHUX 3acajl yIOCKOHAJIEHHS €KOHOMIYHOI J1arHOCTHKU PE3yJbTaTUBHOCTI
MapKETUHTOBOI JISJIHOCTI MIANPUEMCTB-/IEBENIONEPiB OYyAIBHUIITBA 32 pPaxXyHOK
pPO3pOOKH IHCTPYMEHTapif0 MYJIBTHIPOCKTHOI MIarHOCTHKH, SIKHH JI03BOJISIE
BpaxoBYBaTH BIANOBIAHICTh MApKETHMHTOBUX CTpaTerii OKpeMuX OO0’ €KTIB
OyIIBHUIITBA, IO BXOASATH Y MOPTQENb 3aMOBIEHb JEBeJIoNepa, HOro crparerii
PO3BUTKY, a TaKOX BPaxOBYBATH aJalTOBAHICTh MApPKETUHTOBOI ISIIHOCTI [0
PIBHSI BOEHHUX PHU3HKIB 1 JIIJIOBOT aKTMBHOCTI HAa PUHKAX PETIOHY, JIe OyayeThCA
a00 MIaHyeThCs OyAyBaTH HEPYXOMICTh.

Hanano cymmese yoockoumanewHsi  HAyKO80-NPUKIAOHOMY Ni0X00)Y 00
KOHKpemu3ayii Kio4o8ux HANpsamMié eKOHOMIYHOI OiacHOCMUKU MaAPKeMmuH20801
OislibHOCMI NiONpueMcmea-oegenonepa Ha ochosi konyenyii «marketing-mix 8P»,
KWW, Ha BIIMIHY BiJ ICHYIOUMX, IPOMOHYETHCS 3IIMCHIOBATH 13 BpaXyBaHHSIM
pPE3yNbTATIB TEOMAPKETHHTOBOTO aHANI3y Ta YOTHPbOX(PAKTOPHOI Kiaacupikarii
pETioHaTbHUX PUHKIB HEPYXOMOCTI, IO JO3BOJIUTH HE TUIbKH OOpaTH MicIle
3BEICHHS OO0 €KTy 3a MIKaNoOK «e(EeKTUBHICTb-PU3HKY», aje W GopmyBatu u
OITIHIOBAaTH OKpEeMi 3aXOoAu B OOJACTi MPOIYKTOBOI, ITIHOBOi, T'€OMPOCTOPOBOT
cTparerii, epeKTUBHOCTI MMPOCYBaHHS, IEPCOHATY, Oi3HEC-TIPOIIECIB, COPUMHATTS 1
MapTHEPCTBA 00’ €KTYy HEPYXOMOCTI 13 ypaxyBaHHSM CIPHUSATIMBOCTI PUHKOBOTO
CepeIOBHIIA Ta CTpATErii pO3BUTKY JAeBesonepa

Bnposaooiceno nponosuyii i pospobku asemopa y TPAKTUKY IiISUTBHOCTI
JIEBEJIONIEPCHKUX KOMMaHIM 1 HaB4YajabHUM Tiporiec KHIBCBKOTO HaIllOHAIBHOTO

YHIBEpCUTETY OYIIBHUITBA 1 apXiTEKTypH, IO JOBEIO NPAKTUYHY 3HAYUMICTH



3alpOINOHOBAHOI AaKTOPKOIW MeETOAuKH. HampsMmkamu mnoAanbiioi AisUTbHOCTI
MOXYTh CJIYTyBaTH pO3poOKa JOJATKOBUX KOPErylouux KoOe(]ili€HTIB, sKi
BpPaxOBYIOTh 1HIII MapamMeTpu OO0’ €KTa, AKUN MNpPEeTeHJye Ha BKIIOYEHHS Y
nopTdenb MPOEKTIB, HAPUKIIA BIATOBIIHICT BUMOTaM 3€JI€HOT0 Oy1IBHUIITBA Ta
CTaJoOr0 PO3BUTKY, KiIac KOM(OPTHOCTI 00’€KTa HEPYXOMOCTI, BIJHOCHUHU 31

CTEHKXOJJAepaMH, pIBEHb  3aXHCTy Bil  NOBITPSAHUX  aTaKk, pPO3BUTOK

1HGPaACTPYKTYpH TOLIO

KiarouoBi cioBa: [1€BeJIONMEHT, PUHOK HEPYXOMOCTI, €KOHOMIYHA
J1arHOCTUKA, MAPKETUHIOBA A1SUIbHICTh, OYIIBHULITBO, TEOMAapPKETHUHT, KJIACTEPHUM
aHami3, pPU3MK  MAPKETUHI, MIX-MAapKETHHI, KOHKYPEHTOCIPOMOXKHICTb,
(GYHKIIOHATBHO—EKOHOMIYHA JIarHOCTHUKA, CTparteris, KOHKYPEHIIiS,
CTEHKXOJAepH,  YNPaBIiHHA  MIAOIPUEMCTBOM,  HUPPOBUNA  MAPKETHUHT,
MapKETUHTOBA MOJITHKA, MAPKETUHIOBA CTpaTeris, KIaCTepHUN 3arpo3u, PU3UKH,

KITIOYOB1 TOKA3HUKHU €(hEeKTUBHOCTI.

ABSTRACT

Maksym'iuk Yu.S. Economic diagnosis of the effectiveness of marketing
activities of construction developer enterprises. — Qualifying scientific work on
manuscript rights.

Dissertation for the Doctor of Philosophy degree in specialty 051 —
Economics, field of knowledge 05 — Social and behavioral sciences. — Kyiv
National University of Construction and Architecture, Ministry of Education and
Science of Ukraine, Kyiv, 2023.

The dissertation is devoted to the solution of the current task of developing
and improving methodological and analytical principles and practical
recommendations for economic evaluation and further selection of marketing
strategies for the enterprise-developer in construction, which is considered in the
work as an enterprise with a multi-project operating system, using an organic
combination of approaches of economic diagnostics with tools of geoinformation
marketing, "key success criteria" (KPI), deviation management, cluster analysis

and risk management based on the ideology of marketing management.



Systematization of the ontological and economic basis of construction
development was carried out in order to identify directions of economic diagnosis
of the marketing activity of the developer enterprise, as a result of which it was
found that modern construction development not only defines marketing activity as
a key success factor in real estate markets, but also must take into account the
sectoral features of such activity. since construction products have a stationary
immovable nature, multi-project, localized and regionally oriented construction,
and the developer company, acting as a leading stakeholder of construction
projects, administers them within the framework of a multi-project production
program, which is implemented in the conditions of various real estate markets. A
significant improvement of the definition of "marketing strategy for a construction
developer” (PDB) has been provided. It is well-founded that the basis of PDB's
marketing activity is an economically rational portfolio of projects. Therefore, the
diagnosis of an effective marketing strategy of a developer should be based on a
step-by-step multi-criteria evaluation of individual marketing measures regarding
portfolio components, the selection and evaluation of regional real estate markets
for the implementation of individual projects, which is proposed to be
implemented based on the geomarketing methodology, as well as their
coordination with the developer's strategy.

The expediency of using the "marketing-management™” technology in the
dynamic environment of development projects as a theoretical basis for building a
system of economic diagnostics of the developer's activity is substantiated. It was
found that the effectiveness of the developer's marketing strategy depends on its
consistency with strategic business goals, market conditions for the
implementation of individual projects and the unique characteristics of each
construction project. In view of the main functions of marketing management, it is
suggested that the economic diagnosis of marketing activity be carried out in the
following directions: diagnosis of the conformity of the developer's market
opportunities with the development of the real estate market, diagnosis of the

conformity of marketing measures with regard to the objects of the company's



strategy and market development, diagnosis of the conformity of marketing plans
with strategic ones, diagnosis of the effectiveness of the system control, diagnosis
of deviations of actual indicators from planned ones. The basis for choosing and
diagnosing the effectiveness of the marketing activity of the developer enterprise
should be a comprehensive step-by-step assessment and specification of the named
areas based on the "marketing-mix 8P" concept, which will allow to diagnose the
effectiveness not only of the marketing activity as a whole, but also of its
individual areas, namely the product, price, geospatial strategies, promotion
efficiency, personnel, business processes, perception and partnership of each object
from the project portfolio, taking into account the favorable market environment
and the developer's development strategy.

A scientific-methodical approach to the formation of tools and stages of
organization of the process of economic diagnosis of the marketing activity of the
developer enterprise is proposed, which include: determination of the goals and
objectives of the research and the content of the categories and economic essence
of the definitions of development in construction, determination of the
characteristics of the marketing activity of development campaigns, development
of stages and methodical approaches to the economic diagnosis of the marketing
activity of developers taking into account project-based, localized and stakeholder-
oriented approaches and the regional nature of construction, key indicators of the
effectiveness of the marketing activity of development companies, segmentation of
markets, development of new, selection and adjustment of existing marketing
strategies, for each segment market.

From the standpoint of the marketing of the developer company in
construction, the classification of regional markets according to the decrease in real
estate business activity is substantiated. Classification is used as a leading strategic
component for selecting and diagnosing the effectiveness of the developer's
marketing strategies. As a result, all markets are divided into four groups with
"cautiously optimistic", "moderate”, "slow", "pessimistic" levels of development.

The first cluster (cautiously optimistic) includes the city of Kyiv, Kyiv, Lviv, and



Odesa regions, in whose markets the situation is most favorable for the completion
of existing projects and the implementation of new projects. The second cluster
(moderate level of development) includes Vinnytsia, Dnipropetrovsk, Zakarpattia,
and Poltava regions, where there is a positive dynamic of construction recovery,
the level of military risk is moderate, but the pace of recovery is insufficient. The
third cluster (slow development) includes the Volyn, Zhytomyr, lvano-Frankivsk,
Rivne, Ternopil, Khmelnytsky, Cherkasy, and Chernivtsi regions, and although
these regions are in the zone of moderate military risk, they are characterized by
low rates of construction recovery. The fourth cluster includes the Zaporizhia,
Kirovohrad, Mykolaiv, Sumy, Kharkiv, Kherson and Chernihiv regions, where
construction is not recommended due to the high level of military risk. The
exception is the Kirovohrad region, which, although located in the zone of
moderate risk, has not resumed construction there. Developers whose projects were
implemented in the fourth cluster are advised to freeze existing projects and exit
the market and not start new ones until the level of construction risk is reduced to
at least moderate.

The areas of economic diagnosis of the developer's marketing activity were
chosen within the framework of the "marketing-mix 8P" concept, according to
which a five-point rating scale was developed for each of the eight areas (product,
price, geospatial strategies, promotion effectiveness, personnel, business processes,
perception and partnership) , which are assessed for compliance with the
development of the real estate market, where the project and strategies of the
developer are being implemented or are planned to be implemented. This made it
possible to organize and select an appropriate set of performance indicators for
each direction of the developer's marketing activity, as well as to recommend the
selection of marketing strategies in accordance with the level of military risk in the
region.

The toolkit of economic diagnostics of the developer's marketing activity is
substantiated, which includes an eight-component methodology, a formalized scale

for evaluating the directions of the developer's marketing activity, and a system of



adjustment coefficients that allow taking into account the risk associated with a
decrease in the volume of sales caused by the war. Risk coefficients are proposed
to be determined depending on the indices of recovery of construction volumes and
changes in real estate prices. The level of military risk for the regions at the end of
the second quarter of 2023 is calculated. Zaporizhzhia, Kirovohrad, Mykolaiv,
Sumy, Kharkiv, Kherson, and Chernihiv regions are in the highest risk zone - the
correction coefficient for these regions is 0, that is, development companies are
recommended to leave these markets. Vinnytsia, Zakarpattia, Ivano-Frankivsk, and
Lviv regions can be classified as regions with a relatively high level of military
risk, while other regions are in the zone of moderate risk (it is expected that the
drop in sales volumes here will be from 74% in the city of Kyiv to 99% in Rivne
region). It is recommended to adjust the supply coefficients every quarter, as the
level of business activity and the external macroeconomic environment of
development enterprises and the conditions of real estate markets are constantly
changing. Economic diagnosis of the effectiveness of the marketing strategy
should serve as an integral assessment tool, which is characterized by the
combined use of quantitative and qualitative criteria to determine the extent to
which the marketing strategy is consistent with the goals and directions of the
developer's development.

The value of the theoretical and methodological innovations of this research
lies in deepening the existing and substantiating the new theoretical and
methodological foundations of improving the economic diagnostics of the
effectiveness of the marketing activities of construction developers by developing
a toolkit of multi-project diagnostics, which allows taking into account the
appropriateness of the marketing strategies of individual construction objects
included in the developer's portfolio of orders, its development strategy, as well as
taking into account the adaptability of marketing activities to the level of military
risks and business activity in the markets of the region where real estate is being

built or is planned to be built.



A significant improvement has been made to the scientific and applied
approach to the specification of the key areas of economic diagnosis of the
marketing activity of the developer enterprise based on the "marketing-mix 8P"
concept, which, unlike the existing ones, is proposed to be carried out taking into
account the results of geomarketing analysis and the four-factor classification of
regional real estate markets, which will allow not only to choose the place of
construction of the object according to the “efficiency-risk™ scale, but also to form
and evaluate individual measures in the field of product, price, geospatial strategy,
promotion efficiency, personnel, business processes, perception and partnership of
the real estate object with taking into account the favorable market environment
and the developer's development strategy

The author's proposals and developments were implemented in the practice
of development companies and the educational process of the Kyiv National
University of Construction and Architecture, which proved the practical
significance of the methodology proposed by the actress. Development of
additional corrective factors that take into account other parameters of the object
that claims to be included in the project portfolio can serve as directions for further
activity, for example, compliance with the requirements of green construction and
sustainable development, the comfort class of the real estate object, relations with
stakeholders, the level of protection from air attacks, infrastructure development,
etc.

Keywords: development, real estate market, economic diagnosis, marketing
activity, construction, geomarketing, cluster analysis, risk marketing, mix-
marketing, competitiveness, functional and economic diagnosis, strategy,
competition, stakeholders, enterprise management, digital marketing, marketing
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