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JOKTOp €KOHOMIYHHUX HayK,

npodecop kadenapu MapKeTUHTY

J[HinpoecvKuii OeparcagHull azpapHo-eKOHOMIYHUL YHIBepcUumem
Aodpamosnu LA.

KaHJIUAAT €KOHOMIYHUX HAYK, JOLUEHT Kadeapu MapKEeTUHTY
Jninposcoruil deparcasHull azpapHo-eKOHOMIMHULL YHIGEpCUmem

Kpaseusn O.B.
cTapuInii BUKiIaaad kadeapu MapKeTHHTY
J[Hinpoecvruil OepaicasHull acpapHo-eKOHOMIYHUL YHIBepcUumem

THE IMPLEMENTATION OF MARKETING MANAGEMENT SOLUTIONS
IN AGRICULTURAL ENTERPRISES

IMIVNIEMEHTAIISA MAPKETUHT'OBUX YIHPABJIIHCBKHUX PIHIEHb
B ATPAPHUX HIAITPUEMCTBAX

The article examines the components of the marketing activity management system and makes proposals for man-
agement decisions regarding the implementation of marketing tools in the activities of agricultural enterprises. It was
determined that for agrarian enterprises, the use of marketing tools based on marketing management contributes to its
flexible adaptation to changes in the environment, solving strategic tasks of further effective development and main-
taining the level of competitiveness in the market. The authors present their own vision of the essence of marketing
management and measures that are the basis of marketing activity management. It was established that marketing man-
agement at the enterprise is implemented using a set of marketing tools. Proposals regarding the adoption of effective
management decisions for each component of the marketing complex are provided. Practical recommendations on the
organization of the system of marketing activities for agricultural enterprises have been formed.

Key words: marketing management, management of marketing activities, marketing activities of agricultural
enterprises, competitive environment, environmental factors, agricultural products, marketing complex.

VY cTarTi npoaHanizoBaHO KOMIIOHEHTH CHCTEMH YIIPaBIiHHSI MapKETHHTOBOIO HiISUTHHICTIO Ta C(OPMYITHOBAHO
MPOTO3HUIIIT CTOCOBHO YITPABITHCHKUX PIIIEHb 1010 BIPOBAKCHHS MAPKETHHTOBOTO THCTPYMEHTAPIIO Y TISUTbHICTD
arpapHAX MiAIPHEMCTB. BcTaHOBIEHO, IO [UIS TAKUX MiAMPUEMCTB BUKOPHUCTAHHS MapKETHHIOBUX IHCTPYMEHTIB
Ha OCHOBI MapKETHHTOBOTO MEHE/KMEHTY CIPHSE X THYUYKil ajganTallii 10 3MiH y HaBKOJIHUIITHbOMY CEPEOBHIII,
PO3B'SI3aHHIO CTPATETIYHUX 3aBAAHb IS MOJANBINIOTO €(EeKTUBHOTO PO3BHUTKY Ta 30€pEKECHHIO PiBHSI KOHKYpPEH-
TOCIIPOMOXKHOCT] Ha PUHKY. ABTOPH BHUCIOBIIIM CBO€E YSIBICHHS IPO CYTHICTh MAapKETHHIOBOTO MEHEIKMEHTY Ta
3a3HAYMIIN 3aXO/H, SIKi € OCHOBOIO YIIPABIIHHS MAPKETUHTOBOIO JisUTbHICTIO. BOHM BH3HAUMIN, 1110 MapKETHHTOBE
YIPaBIiHHA Ha TAMPUEMCTBI peasti3y€eThCs 3a JOMOMOTOI0 KOMIUIEKCY IHCTPYMEHTIB MapKeTHHTY. Takox Oyiu 3a-
MIPOMOHOBAHI PEKOMEH/IAMT 010 MPUHHATTS e(PEeKTUBHUX YIPABIIHCHKHUX PILIEHb JJIs1 KOOKHOTO €JIEMEHTY MapKe-
TUHTOBOTO KoMIiekcy. Kpim Toro, Oyiu chopMynboBaHi MpakTHUYHI MOPaay 3 OpraHizalii CHCTEMH MapKeTHHTOBO1
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JUSUTBHOCTI JUTS arpapHuX MIMPHEMCTB. YIIPaBIiHHSI MApKETHHTOM Ha MIANPHUEMCTBI 3MIHCHIOETHCS 32 JOMTOMOTO0
KOMIUIEKCY 1HCTPYMEHTIB MapKeTHHTY. BHucoka e()eKTHBHICTh MapKETHHTOBOI KOHIICTIIIT yIPaBIiHHS MisIBHICTIO
MIIPUEMCTBA B 3HAYHINA Mipi 3yMOBIIEHA 3aCTOCYBaHHSIM KOMIUIEKCHOTO i CHCTEMHOTO IiIXOAY, SIKUH Tiepenoadae
MOCTINHY ¥ IJIECTIPSIMOBAHY B3a€MOJII0 3 PHHKOM (CHOKHBAdaMH) 3 YPaxyBaHHAM iX MOTped, BUKOPHUCTOBYIOUN
PI3HOMaHITHI IHCTPYMEHTH MapKeTHHTY. KoMIieke MapKeTHHTY € OCHOBOIO BCi€l CHCTEMH arpapHOTO MapKETHHTY,
a KepyBaHHs MM KOMIUIEKCOM CTa€ TOJIOBHUM 3aBJIaHHSM JUIs TOCSTHEHHS YCIiXy Ha puHKY BusBieHo, 110 eski 3
HaMBaXTUBIIINX NMPOOIeM, MUTaHb 1 BUKJIUKIB YIPaBIiHHSI MapKETUHIOM MOXYTh OyTH TiICHO MOB'A3aH1 3 pi3HOMa-
HITHUMY 3MiHAMU B CY4aCHOMY MapKETHHTOBOMY CEPEIOBHIIII, TAKAUMH SIK 3MiHA 3HAUYCHHS MAPKETHHTOBUX KOMYHi-
KaIiHUX KaHaJIB 1 Mejlia, 3pOCTAal0uUil BIUTMB COLIAIbHUX MEJlia, PO3IIUPEHE CIUIKYBAaHHS 3 KIIIEHTAMU Ta BILTUB
capagaHHOTO CIIUTIKYBaHHS, MOTpeda B MAPKETHHTOBIN 3BITHOCTI, 3MIiHH B TEXHOJIOTISIX 1 METOAAX MAapKETHHTY. Y
Bce OLTBIN TTO0ATBHUX O13HEC-CEPEIOBHIIAX PHHKH PO3IIUPIOIOTHCS, TOMY e(peKTHBHE Ta e(hESKTHUBHE YIPABIIHHS
MapKETHHTOM CHOTO/IHI XapaKTePHU3y€eThCS 3AaTHICTIO aIanTyBaTHCA 10 3MiH, a caMe e(heKTHBHICTh MapKETHHIOBO-

TO YIIPABIIiHHS TOBUHHA TTOCTIHHO BUMIPIOBATUCS ¥ OI[IHFOBATHUCS.
Kiio4oBi c/0Ba: MapKeTHHTOBE YINPABIIHHS, YIPaBIiHHSA MapKeTHHTOBOIO IiSUTBHICTIO, MapKETHHTOBA
JiSUTBHICTh arpapHUX IIATNPHEMCTB, KOHKYpPEHTHE CepeloBHINE, (DaKTOpH CepeloBHINA, arpapHa MPOXyKIIisd,

KOMIUICKC MApKETHHTY.

Statement of the problem. Agriculture is a complex of
technologically and organizationally interconnected indus-
tries, which together form a balanced, integrated and struc-
turally complete system, and its functional and component
structure is subject to a stable increase in the production of
agricultural products.

In modern realities, due to the military actions of the
aggressor, we can observe a number of negative trends
occurring in the market: a decrease in demand and sup-
ply, the termination of many enterprises that until recently
functioned in the territories that are now already occu-
pied, a lack of resources and raw materials, problems with
sales markets, rising prices of resources, etc. There is no
doubt that these factors negatively affected the activities
of agricultural producers. In this context, there is a need
to improve the process of managing the marketing activi-
ties of agricultural enterprises, because marketing and its
tools enable farms to conduct quality and timely monitor-
ing of the external marketing environment; to ensure the
entire important process of development, adoption and
implementation of effective management decisions; con-
trol the functioning of the entire management system of
economic entities. However, in modern conditions, agri-
cultural enterprises use marketing approaches at an insuf-
ficient level when conducting their business. That is why
the relevance of this issue plays a significant role in the
development of economic relations.

It can be assumed that the indicators of agribusiness
enterprises will increasingly depend on the management
system. This will happen mainly through the adoption and
use of new, innovative means of the program and practice
of personnel management and marketing technologies.
Based on this, the selection and justification of manage-
ment decisions regarding marketing activities will contrib-
ute to the achievement of goals aimed at strengthening its
competitive advantages and development.

Analysis of recent research and publications. The
scientific basis of managing the economic development of
the agricultural sector of subjects is revealed in the works
of Ukrainian economists: V. Andriychuk, I. Balaniuk,
I. Gryshov, M. Malik, P. Sabluk, A. Tretyak, O. Shpyku-
lyak and other scientists.

However, with such a wide and complete disclosure by
the mentioned scientists of the issue of the management
system in the agrarian sphere, the research of marketing

tools and their use by farms in the management of market-
ing activities remains a rather relevant aspect. These prob-
lems served as the impetus for this study.

Formulation of the research task. The main goal
of the article is the study of the main components of the
marketing management system and the formation of man-
agement decisions regarding the use of marketing tools in
order to improve the efficiency of agricultural enterprises.

Summary of the main research material. Today,
for agricultural enterprises, there are fundamentally new
requirements for the quality of information support for
marketing activities, as the comprehensive and systematic
satisfaction of consumer needs is based on the prior receipt
of reliable information about them.

Analyzing the chronology of the stages of formation
and development of the agrarian market, the following
trends can be identified: the environment for the function-
ing of agricultural enterprises has become more dynamic,
uncertain, and unstable; there have been changes in the
technological provision of agricultural production (use of
traditional and innovative technologies); the infrastructure
of the agrarian market has improved, although the condi-
tions for the sale of products have become significantly
more complicated; there have been changes in consumer
behavior depending on differentiation by income level.

The general level and nature of the competitiveness of
the system of socio-economic relations in the agrarian sec-
tor of the economy is significantly different from those in
industry or the service sector. This is due to the fact that in
the agrarian industry historically there has been a distinct
hierarchy of factors that determine the volume and charac-
ter of agricultural production, the organizational behavior
of the subjects of the agrarian economy [1, p. 52].

One of the main conditions of the enterprise when
conducting profitable activities is the implementation of
the management function while using all possible means
of marketing, which are aimed at meeting the needs of
target market segments. Under these conditions, buyers
of the company's products should always be in the cen-
ter of attention of the company's managers [2, p. 12].
Based on this, the main goal of marketing is to define
your target market; attract buyers from it, retain and
increase their number, create confidence in them that the
target consumers of the products are the greatest value
for the enterprise.
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The authors stated that "successful sales activity is
directly correlated with marketing activity, which is car-
ried out by studying market requests and requirements,
for the rational orientation of production towards the
production of competitive products in predetermined
volumes, which can guarantee the company's receipt of
greater profits" [3, p. 168].

Mazur K.V. and Kubay O.G. define "Management of
marketing activities in agricultural enterprises of Ukraine is
a system of various types of activities, which is a wide com-
plex of measures of a strategic and tactical nature, intercon-
nected and aimed at the effective implementation of market
activities and the achievement of its main goal — meeting the
needs of consumers of food products" [4, p. 244].

By marketing management, we understand a scientifi-
cally based, structured management process, which is a
type of management system and is aimed both at achieving
the marketing goals of the enterprise itself and at meeting
the urgent needs of the selected target market segment.

To achieve the goal of marketing management, certain
measures are being developed to manage the company's
marketing, including:

— research of the internal and external marketing envi-
ronment;

— development and implementation of marketing infor-
mation system;

— market research and definition of target segments
with which the enterprise will work;

— formation of components of the marketing complex;

— organization of effective marketing planning;

— formation of the necessary organizational structure of
the enterprise;

— development and implementation of planned market-
ing activities and programs;

— implementation of an effective system of marketing
control.

We are convinced that the functional support of con-
ducting effective marketing activities of an agricultural
enterprise includes the following actions: organization of
the marketing department (service); the existence of an
effective marketing information component; development
of marketing strategy and tactics; conducting marketing
research and quality marketing control.

Schematically, the marketing activity with the main
components at the agricultural enterprise is presented in
the Figure 1.

Marketing management at the enterprise is aimed at
researching the level of consumer demand for products, at
producing goods in accordance with needs, at setting real
and affordable prices, at forming an effective product sales
system [5, p. 209]. At the same time, considerable attention
is paid to the formation of an effective advertising cam-
paign, means of propaganda and personal selling, stimula-
tion of product sales and feedback to consumers and the
general public.

Marketing management at the enterprise is imple-
mented using a set of marketing tools. The high efficiency
of the marketing concept of managing the company's
activities is largely facilitated by the use of a complex
and systematic approach, which is manifested by constant
and purposeful action on the market (consumers) taking
into account the needs of the developed set of marketing
tools. The marketing complex is the basis of the entire
agricultural marketing system, and the management of

Functional support of marketing activities
at an agricultural enterprise

1L

4. Marketing control.

1. Organization of marketing service.
2. Formation of marketing information system.
3. Development of marketing strategy and planning.

J L

Conducting market
research

JL

— research on the behavior
of consumers of products;
— analysis of competitors;
— research of marketing
opportunities of the
enterprise;

— market segmentation.

J L

Development of
components of the
marketing complex

L

— product development;

— setting the price of

the product;

— determination of
methods of product sales;
— determination of product
promotion methods.

Figure 1. Scheme of the functionality of marketing activities
of an agricultural enterprise

Source: summarized by the authors
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this complex becomes the main task for achieving suc-
cess in the market [6, p. 9].

In our opinion, the functioning of modern agribusiness is
impossible without the wide use of marketing tools. There is
no doubt that increasing the efficiency of agricultural produc-
ers in the conditions of competition in the agricultural market
depends on the skillful use of high-quality marketing tools
that will ensure effective sales of products and obtaining the
planned profit occurs under the condition that products are
promoted to target markets in accordance with consumer
needs. Help in this is the implementation of market segmen-
tation — the division of existing consumers on the market into
certain segments based on common characteristics.

The following features of the agrarian sector of the
economy must be taken into account when the economy
develops a marketing commodity policy:

1. Agricultural products have a raw material nature.
Thus, mainly agricultural products are raw materials for
further processing.

2. Rather large volumes of agricultural products are
produced, in the absence of proper storage conditions.
Therefore, farmers foresee the quick sale of such products
or the possibility of storage in warehouses, which requires
additional costs.

3. Instability of product quality and its dependence on
productivity and seasonal factors.

Products grown in agricultural enterprises are classified
as consumer products. The sequence of all stages of the exis-
tence of farm products on the agricultural market reflects all
changes in the volume of product sales and profit from their
sale, and also determines the necessary marketing strategies
at each of the stages of the product life cycle.

The main marketing tasks at the stages of the life cycle
of agricultural products are:

— to ensure the shortest duration of the period of bring-
ing products to the market;

— to speed up the pace of sales of products at the stage
of growth;

— to ensure that products remain at the stage of maturity
as long as possible;

— delay the decline stage in time.

To develop and implement an effective marketing
product policy, it is necessary to correctly determine the
necessary quality characteristics of products; optimize the
product range; implement effective and efficient models of
service to end consumers of products. At the same time, it
is necessary:

— constantly try to improve the quality of products;

— optimize the product range;

— to improve and increase the quality of service for
product buyers;

—research the needs and tastes of consumers on the mar-
ket, collect the necessary information in a timely manner;

— to form and implement strategic and tactical goals of
marketing product policy;

—to determine essential tasks for the implementation of
an effective production and sales policy of the farm.

After the formation of the marketing commodity pol-
icy, the agrarian enterprise should deal with the issue of
setting prices for its products, which is a rather important
indicator of the effective functioning of the enterprise.

The essence of the marketing price policy is reflected
in two provisions:

1. The price is set at a level that will reimburse all the
costs of production and must also ensure the planned profit.

2. The set price must be positively perceived by buyers
and correspond to their purchasing power.

In order to ensure the necessary level of competitive-
ness of the agricultural enterprise's products, it is necessary
to develop and use a set of measures related to the market-
ing policy of pricing (Table 1).

It should be noted that the agricultural enterprise evalu-
ates its sales activity in three directions:

1. Comparison of the current volume of product sales
with the indicators of the previous period.

2. Comparison of actual volumes of product sales with
defined restrictions.

3. Comparison of product sales volumes by different
distribution channels.

To form an effective distribution marketing policy,
entrepreneurs should use effective distribution policy tools
(Table 2).

Table 1
Recommended tools of effective marketing price policy
Tools of marketing price policy Directions of marketing price policy
Product price Pricing policy
System of discounts and allowances Financial policy
Terms of payment and delivery of products Financial and logistics policy
System of bonuses and incentives Bonus policy
Terms of granting credit Credit policy
Source: systematized and formed by the authors

Table 2

Recommended tools of effective marketing policy of distribution

Tools of marketing policy of distribution

Direction of marketing policy of policy distribution

Storage of manufactured products

Policy of product storage

Transportation of manufactured agricultural products.

Policy on the location of the place of product sales

Organization of deliveries and terms of delivery of
agricultural products.

The delivery policy ensures uninterrupted deliveries.

The credit policy

Ensures the financial conditions for the supply of products.

The pricing policy

Ensures the provision of discounts.

Source: systematized and formed by the authors
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Undoubtedly, in the above table, storage of finished
products is the main tool of an effective marketing policy
for the distribution of agricultural products. Without com-
pliance with the rules and requirements for the storage of
agricultural products, the farm can have significant losses.
Therefore, the way out of this situation is to use the optimal
policy of storing finished products. A key role is played by
such a tool as the transportation of manufactured products.

The optimal choice of effective distribution channels
involves ensuring the reliable movement of products from
the agricultural producer to the final consumer, using prof-
itable sales channels [7, p. 105].

In order to conduct an effective distribution marketing
policy, farmers must adhere to the following conditions:

— focus on increasing the volume of product turnover;

— focus on expanding the share of the farm in the market;

— facilitating the elimination of the causes of conflicts
and commercial risk when selling products;

— focus on improving the reliability of delivery sched-
ules and the quality of service offers.

The marketing policy of product distribution must be
carefully developed, focusing on efficiency and cost mini-
mization. This can be achieved by using optimal distribu-
tion channels with a different number of marketing inter-
mediaries.

In the future, the agricultural producer needs to make
a decision regarding the method of product distribution.
Existing methods of distribution depending on the scale of
the farm are shown in the Figure 2.

Undoubtedly, the use of intermediaries for the sale
of products from the manufacturer to the final buyer has
both advantages and disadvantages. However, it is recom-
mended to use direct distribution channels or zero-level
channels for the distribution of farm products, taking into
account the type of products produced and the scale of their
production.

At the same time, the main goal of direct marketing
should be the formation and support of new partnerships.
Therefore, it is direct channels of product distribution that
serve as a means of creating and maintaining close effec-
tive contact with buyers. The use of indirect product distri-
bution channels will contribute to the growth of distribu-
tion volumes and the expansion of market share.

There are several key areas of decision-making related
to the appointment of intermediaries. These include: pric-
ing policy, terms of sale, territorial rights and definition of

obligations. In addition, a choice must be made between
extensive and intensive market coverage. An important
aspect of dealing with resellers is recognizing that resell-
ers are independent of suppliers and should be sold to, not
through them. A significant part of the conflicts between
the parties in the distribution system arises because of
incompatible goals, confusion about duties and rights, and
differences in the perception of the market. In addition, the
greater the degree of independence between two members
of a distribution channel, the greater the potential for con-
flict, as the actions of one party can affect the performance
of the other.

The justification of the necessary number of sales points
is carried out when establishing the intensity of product
distribution (intensive, selective or exclusive), taking into
account the characteristics of the manufactured products
and the location of the manufacturer.

Agribusiness distributes its goods to these places for
sale. The actual means by which a business gets its goods
and services in front of its customers. It covers the processes
by which customers learn about products and how they will
help them, and ultimately influence their purchasing deci-
sions. Below are agribusiness marketing strategies you can
implement today to profit and expand. These different strate-
gic positions are illustrated in the solutions below.

Management's task is to ensure thorough monitoring,
evaluation and control of the management system.

The main practical recommendations regarding the
organization of agricultural marketing at agricultural enter-
prises are:

1) the organization of the marketing department (ser-
vice) at the agricultural enterprise according to the func-
tional principle, which involves the production of a few
types of goods for one market;

2) timely and regular collection and analysis of relevant
and accurate information about changes in the surrounding
marketing environment;

3) development of a marketing program and providing
it with the necessary resources during implementation;

4) timely control over the implementation of marketing
plans, on the basis of which to determine the reasons for
deviations from the plans and make adjustments.

Therefore, every agricultural producer with effective
management of activities must provide, adopt and imple-
ment marketing solutions to meet the needs of a wide range
of consumers.

Direct

Indirect

Mixed

Delivery direct
to clients

Delivery
via mediator

Both direct and
via mediator

Figure 2. Recommended methods of distribution
of agricultural products

Source: systematized by the authors
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Table 3

Marketing strategic actions to stimulate sales of products

Directions Characteristics

Online presence

Combined text and image ads can also
be placed in newspapers, agricultural
magazines and flyers to inform people
about products or services Today's
world is very digital and the first way
for any agribusiness to promote itself is
before looking for customers. is to have
an online presence. It is very important
for a company to create a business
website, have a listing in the yellow
pages and online directories such as

Google my business, engage in email marketing and have social media pages to
promote products and interact with business customers online. Thanks to this, the
company can reach its consumers wherever they are, respond to their inquiries, sell
online, ask for reviews, process orders and even attract new customers.

Announcements in local mass media;
on television, radio and online

Through paid web advertising or social media advertising such as Facebook and
Instagram. These can be visually appealing images or videos that tell people about
the company's products or services. It could be an Instagram image of the organic
fresh vegetables the business offers, or a video featuring a consultant providing
hands-on experience at a local farm.

Establish partnerships with farmers

Partnerships can help an agribusiness become a single supplier to target customers,
helping to maintain them and generate regular sales.

Branding

A branded business is easy to promote compared to an unbranded business. A
branded agribusiness has its own unique name, logo and business colors that
distinguish it from other businesses on the market. They can also be placed on
business cards, letterheads, websites, social media and branded hardware so people
can differentiate your business from others in the market.

Value-Added

Value-added products are easy to promote because they are packaged, labeled,
branded and processed. Therefore, they are of high quality.

Attending Trade Shows

Agricultural trade shows and events are a great way for any agribusiness to promote
their products or services by showcasing them to the people who attend. It's good
that this is exactly the target audience that the business needs, which will eventually
become a customer. Flyers can also be distributed to people visiting the trade show
booths so that they can get business contact information for future reference.

Offering Discounts

Offering discounts can be a great agribusiness marketing strategy for those looking
to increase sales or have a sale on their perishable products.

Communicating with people
in the industry

With a strong network, an agribusiness can easily promote its products and
services far and wide. These contacts can be used to facilitate distribution and deal
making that will lead to increased sales and agribusiness growth.

Source: generated by the authors

Conclusions. The results of the research give grounds
for drawing the following conclusions.

It has been established that the effective use of the con-
cept of marketing management in the activities of modern
agricultural enterprises ensures their sustainable function-
ing, facilitates its flexible adaptation to changes in the
competitive environment, solving strategic tasks of further
effective development and maintaining a competitive posi-

tion on the market.

It was established that the functional support of con-
ducting effective marketing activities of an agricultural
enterprise includes the following actions: organization of
the marketing department (service); the existence of an
effective marketing information component; development
of marketing strategy and tactics; conducting marketing
research and quality marketing control. After that, the
marketing complex of the agricultural enterprise is further
developed.
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