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MARKETING SUPPORT OF COMPETITIVENESS MANAGEMENT OF AGRICULTURAL
ENTERPRISES

Savina S.
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Abstract

Vinnytsia National
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DOI: 10.24412/3453-9875-2021-56-3-17-25

The purpose of the study provides a scientific and theoretical justification of the methodological provisions
of marketing support for managing the competitiveness of enterprise products, identifying effective tools and jus-
tification of the main areas of improving the management of competitiveness of enterprise products based on

marketing support.

Keywords: product competitiveness, competitiveness management, marketing support, marketing manage-

ment, marketing tools, marketing strategy.

The current stage of development of the economy
of Ukraine, as well as the peculiarities of the market
activity of domestic enterprises determine the relevance
of the marketing component in managing the competi-
tiveness of their products. To implement an effective
marketing strategy for the formation of product com-
petitiveness, the company needs an appropriate level of
management system capable of providing integration
processes of all areas of its activities aimed at meeting
the needs of the target market. In turn, achieving inter-
action and coherence of the implemented measures in
each of the areas of activity should be based on system
management. As a result, marketing support in the in-
ternal processes of the enterprise acts as a coordinating
principle, which forms and activates the resources of
the enterprise to achieve its marketing and management
goals.

Methodological principles of formation and mar-
keting management of competitiveness have been cov-
ered in the works of many well-known foreign econo-
mists: F. Kotler [8, 9], J. Lamben [13], K. McConnell
[71, M. Porter [19-20], E. Chamberlin. [12] and others.
Problems of formation of competitiveness and key fac-
tors of success as a basis of marketing management of
strategic development enterprises are also covered in
the works of famous Ukrainian economists: L.V. Bala-
banova [1,2], OM Kovinko [4,5,6], NV Kudenko
[10,11], L.O. Lomovskykh [14], OM Nikolyuk [17,18],
IM Yashina [26,27] and others.

Some issues in the study of marketing manage-
ment of the competitiveness of enterprise products are
considered in their works: VV Lutsyak [16], RV Log-
osha [12], S.S. Savina [22,23], Yu.V. Stavska [25] and
others.

However, in turn, it should be recognized that de-
spite the increased attention of domestic and foreign re-
searchers to the management of marketing activities of
agricultural enterprises, the issue is not fully under-
stood, there are a number of theoretical and practical
issues related to the formation of marketing in the pro-
cess of formation and implementation of the competi-
tive strategy of the agricultural enterprise.

The formation of competitive advantages in a
broad sense is transformed into the task of adapting the

management system to changes in the competitive en-
vironment, which allows you to quickly and accurately
identify areas of competitiveness. In the absence of
constant and purposeful work in this direction, the suc-
cesses achieved by the company in the market are lost
due to the targeted actions of competitors. Such circum-
stances determine the need to form an appropriate ap-
proach to marketing management in the process of
forming competitive advantages, which will be the
methodological support for effective marketing man-
agement of the competitiveness of enterprises. Method-
ological support for effective marketing management
of the competitiveness of enterprises allows to improve
the methods of its evaluation, taking into account the
dynamic nature of its levels and indicators.

The competitiveness of products produced by the
company directly depends on its ability to meet the
needs of consumers and make a profit for it. Satisfying
the demands of society in a profitable way is associated
with the marketing activities of the business entity,
which aims to determine the needs of target markets
and more effectively than competitors to meet them
[12]. Implementation of management decisions in the
field of marketing involves the accumulation and pro-
cessing of information about the market for further co-
ordination of resources, production activities and sales
in order to form a stable competitive position.

From the standpoint of the formation of competi-
tive advantages, the marketing activities of the agricul-
tural enterprise include the following mechanisms (Fig.
1):

1) support for the emergence and equipotency of
the economic process by coordinating and subordinat-
ing the resource, production and marketing spheres and
the formation of the competitiveness of the enterprise.
In this way, there is a systemic interaction between the
needs of consumers and the economic process of the
agribusiness entity. Otherwise, there will be problems
of mismatch between market demand and supply of the
producer;

2) ensuring the relationship with the external en-
vironment by creating and maintaining a closed infor-
mation circuit between the manufacturer and other mar-
ket participants. As a result, the company's ability to
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self-recover (maintaining its homeostatic) is main-
tained due to the ability to adapt to external challenges.
If this does not happen, the company will not receive
information about potential changes in the environment
and will not be able to respond in a timely manner to
external challenges;

3) ensuring the synergy of economic activity
through the systematic integration of functions of all
spheres of its activity. This allows the formation of the
competitiveness of the enterprise, which is not inherent

in each area. Thus, the functions of the enterprise are
subordinated within the resource supply, production
and marketing to the needs of the market. As a result,
competitive advantages are formed,;

4) ensuring the purposefulness of economic activ-
ity by achieving the main goal of the enterprise: to meet
the demand in a profitable and better than competitors,
way through the use of marketing mechanisms for the
formation and maintenance of competitive advantages.

Resource provision of activity

Markets

Production and

environment

Product sales

value

Marketin

need

Competitive advantages

Key points of marketing activity of the enterprise:

Fa L b

- Ensuring communication with the market environment (maintaining homeostatic).

- Ensuring the emergence and equipotentiality of the economic process.

. System integration of functions of subsystems of economic process (ensunng synergy).
. Ensuring the purposefulness of the economic process.

Fig.1. Marketing in the process of forming the competitive advantages of agricultural enterprises

The organization of economic activity is based on
the key goal of marketing, which is formulated based
on corporate strategy and strategic goal of the
enterprise. Features of marketing activities of
agricultural enterprises depend on the objectives,
concept and strategic directions of marketing. The
purpose of the agricultural producer is to make a profit
by providing industrial enterprises with high-quality
agricultural raw materials (Business-to-Business - B2B
market) and / or the population with quality food
products (Business-to-Customer market - B2C).

The main factors include the scale of production,
market type (B2B or B2C), the amount of available in-
vestment resources. A small business entity can focus
on making better products by selling them at a higher
price. Because it is easiest for the company to ensure
control over production technology, quality and safety
of products.

The choice of the concept of marketing
management is determined by the characteristics of the
enterprise and its external environment (table 1)

Table 1.

Features of marketing management concepts in agricultural enterprises

Concept Content concept Effect Features of application
Increased  resource .
Production efficiency (in | Reduction of total costs due NOt. profitable . for_ _s_mall
: businesses, require significant
management particular due to | to the effect of scale :
. investment resources
reduced quality)
Additional profit due to a | Profitable for small businesses.
Product Improving  product | markup on quality, reducing | First of all, they concern
management quality the elasticity of demand for | ecologically clean, safe and / or
price organic products.
. Profitable for use in B2C markets
. Increasing sales due to an : ;
Promotion of goods, L with  the involvement  of
Sales . . efficient sales network, . .
: S ensuring its  easy L . distributors and its own sales
intensification S elimination of geographical . S
accessibility - network.  Require  significant
restrictions X
production volumes.
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Accumulation of Increasing market share by
knowledge about the | manufacturing products .
. g . g produ Favorable for use in B2B markets.
Marketing needs of the consumer | with the characteristics .
: . In the B2C markets are profitable
management segment and their needed by the consumer; - .
d T L for large efficient enterprises
satisfaction in a better | taking into account the
way than competitors | activity of buyers
Use of tradlt-lona}l Advantages of other They should complement the
: . concepts taking into X -
Socio-ethical b concepts; formation of above concepts, regardless of the
. account the principles - N - .
marketing social effect; environmental | size of the enterprise and the
of balanced - . S
protection markets in which it operates.
development

Marketing management concepts can be used by
the researched enterprise in the B2B market. To reduce
the cost of implementing this concept, it is advisable to
use elements of "guerrilla marketing”, which, along
with the principles of traditional concepts with "con-
sumer orientation™ involves the use of low-budget and
even free means of promotion [23]. The most accessi-
ble methods include car advertising (relevant for small
manufacturers who can advertise for free on their own
vehicles), tasting (including specialized fairs), websites
and blogging (for example, promoting a healthy life-
style in a blog with a simultaneous position enterprises
as a producer of environmentally safe and useful prod-
ucts), e-mails, social networks (necessarily with a focus
on bilateral contact with consumers), etc.

The implementation of the principles of the mar-
keting concept takes place at the stage of market seg-
mentation and substantiation of marketing mix tools.
Concentrating on several segments, on the one hand, is
an effective tool for reducing market risks by eliminat-
ing dependence on one group of consumers, but, on the
other hand, requires significant investment. In B2B
markets, it is more profitable (from the standpoint of
both higher prices and lower logistics and transaction
costs) to sell large batches of products, so companies
should focus on a limited number of customers in one
segment, focusing on deepening customer relation-
ships.

Segmentation of agricultural markets is carried out
depending on the geographical factor (external, domes-
tic, regional markets), the direction of use of products
(consumption by the population, sales to processors,
catering establishments, intermediaries), the income of
the population (especially in the case of production of
final consumption products). then it must segment cus-
tomers by quality parameters of processed products.

Marketing management involves determining the
elements of the marketing complex for a particular en-

terprise. It is advisable to transform the traditional con-
cept of 4P (from the point of view of the seller com-
bines such tools as product, price, place and promation)
to 4C (from the consumer's point of view includes the
following elements: consumer shortages and needs,
consumer costs, convenience, communication, infor-
mation exchange), which is consumer-oriented and in-
cludes such components as product, cost, communica-
tions, affordability. For processing enterprises, branded
product designation is not used, while the qualitative
properties of the product and delivery conditions (in
particular, terms, volume of deliveries, frequency) are
extremely important.

The price in the B2B markets depends on the size
of the batch of agricultural raw materials and sales
channels. If the company is not a major market partici-
pant, prices for its products are usually set by pro-
cessing companies, intermediaries, traders, retailers. As
a result, production and consumer prices for products
sold by the investigated enterprise differ significantly,
ie the average selling prices for products sold by the
enterprise are often lower than the average annual con-
sumer price for these products. Accordingly, the opti-
mization of product sales channels in order to reduce
the gap between producer and consumer prices can be
considered as one of the main tools for forming the
competitiveness of enterprise products.

The main criteria for choosing areas of implemen-
tation are the type of agricultural products, batch size,
market type (B2B or B2C), and also the amount of
available financial resources. In addition, the greater
the added value of the product, the higher its price.
Value added can be increased by finishing, storing,
transporting, processing agricultural products, as well
as by reducing the supply chain. The choice of ways to
increase the value added of agricultural products de-
pends primarily on the volume of its production (rable
2).
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Table 2.

Reserves for increasing the value added of products
agricultural enterprises

Type of Production volumes
product insufficient for direct or | sufficient for indirect one- | sufficient for direct sale
indirect one-tier sales tier sales
Cereals and | Drying, cleaning, storage | Drying, cleaning, storage | Storage (elevators), own motor
legumes, (minielevators, etc.), oil | (mini  elevators, etc.), | transport, processing under own
sunflower, production, sales activities on | production  of  cereals, | trade mark, certification
soybeans a cooperative basis certification
Milk Cooling,storage; Quality and safety control on the basis of own laboratories,
implementation, cooling, storage, certification
transportation on the basis of
cooperation
Cattle  (in | Slaughter, cooling and Slaughter, cooling and | Slaughter,storage, packing of
slaughter storage of meat, sale, storage, transportation meat with use of own
weight) transportation on a trademark, transportation
cooperative basis

In addition, it is necessary to take into account the
time of implementation. Particular attention in the pro-
cess of choosing the policy of distribution of products
should be paid to the variation of prices of agricultural
products during the year. The sale of crops with a sig-
nificant variation in prices in the remote period from
harvesting makes it possible to increase the price more
than twice. In this case, self-storage of products or stor-
age on a cooperative basis becomes economically jus-
tified.

Another price factor is the choice of sales chan-
nels, among which direct sales channels or a one- or
two-tier supply chain should be preferred. In agricul-
tural enterprises, direct sales can be made to processing
enterprises, as well as to end consumers in retail food
markets and via the Internet. It should be borne in mind
that the favorable price of the processing enterprise can
be expected only in the case of large batches of homo-
geneous products, which small agricultural enterprises
can form only on the basis of agricultural service coop-
eratives.

One of the most common channels of indirect
sales is the sale of products to registrars. The require-
ments of hyper- and supermarket chains include sorting

and preferably product packaging, uninterrupted deliv-
eries throughout the year and a relatively wide range.
These requirements are not available for the researched
enterprise, they can be provided only on the basis of
cooperation with other agricultural producers.

Generalized recommendations for the choice of
sales channels depending on its type and volume of pro-
duction are shown in table. 3.

Direct sales in the B2B market are always associ-
ated with establishing personal contacts with the man-
agement of processing enterprises, as well as deepening
ties along the vertical hierarchy of the buyer-enterprise
(from the head of the enterprise to production units).
For businesses, the use of Internet opportunities can be
effective in the B2C market, including content market-
ing techniques, which include the use of social media,
preparation and publication of articles on their own
sites, blogging, face-to-face meetings organized
through online communication and more. In this way,
the product is brought closer to the consumer and it is
possible without extra money to learn about customer
requests and promote your product. This approach is
especially relevant for small businesses that position
their products as environmentally friendly, safe and
useful.

Table 3.

Sales channels for agricultural enterprises

Type of product Production volumes
insufficient for direct or indirect single- | sufficient for direct or indirect single-tier
level sales in large batches sales in large batches

Cereals, legumes, | Processing enterprises (in the domestic | Processing enterprises (domestic and

sunflower market) through procurement and | foreign markets), public procurement.
marketing cooperatives, public
procurement.

Milk, meat Restaurants, hotels, cafes (meat), | Processing companies (domestic and
processing enterprises on a cooperative | foreign markets), through franchise
basis; in wholesale markets; through | networks, own networks of specialized
wholesale bases, outlets established on | stores
the basis of cooperation
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Higher producer prices are provided within the
vertical marketing structure, when all participants in the
product chain function as a single system. In order to
avoid the current problem of concentration of power in
relation to the formation of prices for agricultural prod-
ucts in the hands of processors, traders, intermediary
structures, it is important to ensure, at least, their equal-
ity with agricultural enterprises. In most countries of
the world, this problem is solved by independent organ-
ization of processing and marketing on the basis of ag-
ricultural service cooperatives or associations of coop-
eratives, which eventually become key market players.

Summarizing the above, it should be noted that
marketing tools should be considered from the stand-
point of sales of agricultural products at a favorable

price. The main directions of ensuring the competitive
advantages of the enterprise are to increase the added
value of products, the maximum possible elimination
of intermediary structures from the supply chain, as
well as optimization of the marketing complex taking
into account product types, production volumes and
markets. The system of cost management measures and
sound marketing policy should be the basis for the de-
velopment of a comprehensive competitive strategy of
the agricultural enterprise, which will be based on its
current financial and economic condition and invest-
ment opportunities. The generalized list of the recom-
mended tools of a complex of marketing of the agricul-
tural enterprises in the B2B and B2C markets is pre-
sented in tab. 4.

Table 4.
Elements of the marketing complex in the markets of agricultural products
Component of the B2B market B2C market
marketing complex
Goods Quality, terms of delivery (timeliness, | Quality, trademark, packaging,
frequency, continuity) labeling
Price Pricing strategies:

"Break-even" (survival strategy),
"Costs + profit" (stabilization strategy),

minimum price due to cost reduction (development strategy)

Payment period, terms and conditions of the
commodity credit

Application of the system of

Communications
(promotion)

Direct marketing and personal selling; indirect
(one- or two-level) marketing; exhibitions,
fairs, lobbying. Positive image of the
manufacturer, its financial stability; personal
qualities and qualifications of the specialist who
sells products

Sales promotion, direct and indirect
(one- or two-level) marketing,
advertising

Availability (sales
channels)

Direct sales: to processors, enterprises through
Internet  platforms and platforms, sales
(including exports) with the involvement of

Direct sales: in retail food markets,
via the Internet, own trade network.
Indirect sales: through supermarket

distributors. Indirect sales:

trade, public procurement

to traders, in
wholesale and retail food markets, roadside

chains, franchise chains, mini-
markets with the involvement of
distributors; exports, including with
the involvement of distributors

Summarizing the above, it should be noted that
marketing tools should be considered from the stand-
point of sales of agricultural products at a favorable
price. The main directions of ensuring the competitive
advantages of the enterprise are to increase the added
value of products, the maximum possible elimination
of intermediary structures from the supply chain, as
well as optimization of the marketing complex taking
into account product types, production volumes and
markets. The system of cost management measures and
sound marketing policy should be the basis for the de-
velopment of a comprehensive competitive strategy of
the agricultural enterprise, which will be based on its
current financial and economic condition and invest-
ment opportunities.

The place of strategic marketing in the structure of
marketing management of the enterprise (ie in the
structure of marketing management) is determined by
the fact that it covers the stage of marketing planning in
terms of setting marketing goals and developing mar-
keting strategies. Different marketing strategies can be
used.

At the heart of the process of forming the compet-
itiveness of the enterprise is the ability to develop and
implement the most adapted to its resource potential
and external conditions competitive strategy. Competi-
tive strategy means a detailed plan that specifies the
strategic directions and ways to create competitive ad-
vantages.

At the first stage of the strategic component of the
process of marketing support, the management of com-
petitive advantages is determined by the strategic task
of maintaining or strengthening the latter. When dis-
tributing (grouping) competitive strategies on the
grounds of maintaining or strengthening competitive
advantages, it is necessary to refer to the existing theo-
retical provisions on strategic marketing. M. Porter,
considering the sources of competitive advantages,
marks them as those that form the difference between
the market supply of the enterprise from competitors
and lower compared to the costs of competitors [17, p.
50]. Based on these and his own views on the content
and sources of competitive advantage, N. Kudenko
identifies two main types of marketing competitive
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strategies - the strategy of differentiation and the strat-
egy of price leadership [13, p. 176-177]. However, the
well-known researcher of marketing management J.-J.
Lamben determines that the company always has the
opportunity to form an operational or strategic compet-
itive advantage, describing the existing difference be-
tween them [19, p. 372-373], which is as follows. Op-
erational competitive advantages are formed in the
form of the same type of activity with competitors,
which is carried out on a more efficient basis and is
achieved by applying strategies that support them. It is
these competitive advantages that are based on strate-
gies to strengthen competitive advantages. Considering
the known marketing competitive strategies through the
prism of their impact on competitive advantage

(strengthening or retention), taking into account the sci-
entific views of the above authors, we propose their fol-
lowing grouping (fig. 2).

However, strategic competitive advantages are de-
termined by the choice of different from competitors
activities focused on the application of innovative ap-
proaches (technologies, services).

The choice of the most appropriate marketing
strategy for the company, which meets the stated goal,
largely depends on the state of development of the in-
ternal potential of the company, its ability to implement
the chosen strategic approach. The object of analysis of
the competitive advantages of the enterprise are inter-
nal factors that are in some way under its control.

Marketing
Operating competitive Strategic
KEP strategy EP
Price N p Innovative
leadership T develonment
- P
differentiation A production and
M technolosy
: ]
gervice N
- service |
: I
| Hage SYSIEMS
| market management

\

Fig. 2. Grouping of marketing competitive strategies by the level of influence on the competitive advantages of
the enterprise [22; 23].

The classical system of factors that ensure the
level of competitiveness consists of the following ele-
ments:

1) competitiveness of products (quality, price,
level of consumer preference and satisfaction);

2) competitiveness of resource potential, the level
of technical and technological equipment, production
and raw material structure, staffing and financial and
innovative opportunities;

3) competitiveness of organizational capacity and
management system (form of management and owner-
ship, organizational structure, management structure
and functions, management mechanisms, flexibility
and efficiency of management);

4) competitiveness of information-marketing and
communication relations (system of internal and exter-
nal information with suppliers, consumers, investors,
potential clients).

In the process of forming a marketing strategy of
competitive advantages of the enterprise there is a need
to choose the appropriate marketing tools and deter-
mine the resource potential needed to maintain or
strengthen the competitive advantages of the enterprise
in the market. The following management measures for

the use of conceptual marketing tools are provided, pro-
vided that the necessary resources of the enterprise (Ta-
ble 5). In the process of choosing the necessary market-
ing measure, the company is recommended to deter-
mine the availability and level of strength of resource
potential, and if necessary, to develop appropriate man-
agement measures to adjust the latter.

The company's competitive strategy must be con-
sistent with its corporate strategy, the choice of which
depends on the current level of profitability and invest-
ment capacity.

The most promising strategy in the agricultural
sector is cost minimization. It is possible to reduce the
cost of agricultural products by improving production
technologies in conjunction with progressive changes
in the organization of production. This, on the one
hand, will increase crop yields and animal productivity,
on the other hand, to optimize the cost of material re-
sources and labor costs. Especially useful in this regard
is the use of the effect of "scale of production”. 12%, a
stabilization strategy is appropriate. It should be based
on reducing the cost of grain and sunflower seeds. As a
result, it is necessary to ensure the maximum approxi-
mation of the efficiency of production of grain and sun-
flower seeds to its main competitors.
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Low economic efficiency or loss determines the
need for a survival strategy; sufficient level of profita-
bility along with small and medium-sized enterprises -

stabilization strategies; high efficiency and large size -
growth strategies (table 5).

Table 5
Corporate strategies of agricultural enterprises
The level of profitability Type of strategy
Concentrated growth strategy: market development, product,

Over 35% strengthening of existing market positions
5-35% Stabilization strategy: stabilization of efficient productions
Up to 5% Survival strategy: elimination of inefficient productions, reduction of

prime cost within inefficient productions

The formation of marketing strategy, its timing
and precise characteristics for its implementation and
implementation should be based on a predetermined
model of strategic decision-making.

When making a decision, two approaches are usu-
ally possible: intuitive and rational. At the initial stage,
it is possible to rely on intuitive choice only if you have
full information on the market and long-term statistics.
Today, when the dynamics of changes in the market (in
its social component) significantly exceeds the speed of

economic processes, long-term forecasts of people's de-
mand and wishes are not reliable. The information basis
for decision-making on strategic areas of formation and
maintenance of competitive advantages should be the
results of analysis and assessment of the competitive-
ness of the enterprise and the factors that affect it. It is
mandatory to conduct a relevant study in comparison
with competitors.

The scheme of the process of developing compet-
itive strategies of agricultural enterprise is shsown in
fig. 3.

and completeness of the use of competitive

1. Comparative assessment of competitiveness

detection of existing

) ; > competitive
capacity, size and cost structure adi'antages of the E:ﬂtEI'IJI’iSE
v
2. Estimation of optimality of production struchre 3 detection of ineffective

areas of activity

v

in terms of products

3. Aszessment of current competitive positions

«| detection of ineffective
] areas of activity

h

4. Substantiation of strategic directions of formation of competitive advantages which
are summarized in a specific strategy and include diversification, integration,
ensuring balanced development, introduction of management innovations

level

5. Substantiation of the type of corporate strategy taking into account the

)

6. Substantiation of the features of each of the previously identified strategic
directions of formation of competitive advantages taking into account the type
of

Fig.3. The process of developing a competitive strategy for agricultural enterprises

The substantiation of the choice of certain direc-
tions of strengthening the competitive position of the
agricultural enterprise is carried out on the basis of the
forecast of the potential effect and possible growth of
the level of competitiveness. The development of a set
of marketing measures to strengthen the competitive
advantages of agricultural enterprises is shown in (Fig.
6).

The most important tasks of marketing research to
increase the competitiveness of enterprise products are:
study of the market of producers and consumers of
products of this type, a comparative assessment of the
level of competitiveness of products; construction of
forecasts on market requirements and development on
this basis of marketing strategy to increase product
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competitiveness. Thus, the purpose of marketing activ-
ities is to ensure competitive products through the iden-
tification of driving factors and their implementation.

The formation of the process of marketing man-
agement of competitive advantages in terms of strategic
orientation will integrate the results of marketing re-
search and analysis in the resource potential of agricul-
tural enterprises, to form an effective marketing strat-
egy aimed at increasing the company's attention to the
domestic market segment. The marketing strategy in-
volves the formation of long-term policies behavior of
the enterprise in the market of agricultural products. It
is aimed at improving the sales system based on the
choice of channels and timing of its sale, access to new
geographical market segments. It is here that the
company must use all its advantages, as the
geographical location is extremely favorable for
agricultural production. One of the important points in
the development of the strategic component is the
establishment of their own wholesale trade by merging
farms into sales cooperatives, which will allow them to
retain a significant share of the wholesale markup and
reduce the retail price of their own products.
Accordingly, for the studied enterprise one of the most
promising ways to promote agricultural products to the
consumer is the scheme: "producer - sales cooperative
- wholesale market (processor) - retail network -
consumer”. As a result, the marketability of products
and additional profits is increased. This sequence due
to the right strategy will allow you to effectively use the
internal potential of the enterprise, strengthen
competitive advantages, begin work on the first stage
of the loyalty program aimed at the target market
segment. But an integral part of the process of
managing competitive advantage at this stage should be
measures to promote the chosen policy of the enterprise
within consumers who have become supporters of the
product.

Summing up, we can say that one of the most
important factors in improving the efficiency of
production and marketing activities of agricultural
enterprises is the use of marketing principles and the
integration of this economic category into the
management system of agricultural enterprises. Among
the strategic directions of ensuring the competitiveness
of the enterprise, which should complement and not
exclude each other, the main ones are diversification of
the enterprise, organization of economic processes on
the basis of innovative development, harmonization of
economic, environmental and social components of the
enterprise.
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The article clarifies the economic essence and role of management of strategic changes of telecommunication
enterprises in the conditions of digital transformation, outlines its state and problems, identifies areas for improve-
ment based on digitalization, taking into account the challenges and demands of today.

AHoOTAaNis

B cratTi 3’sicOBaHO €KOHOMIYHA CYTHICTH Ta POJIb YIIPABIIiHHS CTPATET1YHIMH 3MiHAMU TEIEKOMYHIKAI[IHHIX
HiINPHEMCTB B yMoBaX Hu(poBoi TpaHchopMallii, OKpecIeHo HOro cTaH Ta NpoOIeMH, BUSHAYCHO HATIPSIMH Y10C-
KOHAJICHHS Ha OCHOBI JiJDKUTANTI3AIIi 3 BpaXyBaHHSIM BHUKIIUKIB Ta 3alUTIB ChOTOACHHS.

Keywords: changes, strategic changes, management of strategic changes, telecommunication enterprises,

digital transformations, digital technologies.

KoarouoBi cioBa: 3MiHM, CTpaTeriydi 3MiHM, YNpPaBIiHHS CTpaTEriYHMMHU 3MiHAMH, TeJIEKOMYHIKalliliHi
nianpueMcTBa, nudpoBi Tpanchopmallii, udpoBi TEXHOIOTII.

[MocranoBka npodJjemu. B cyyacHux ymoBax po-
3BHTKY: TOTNIMONICHHS Tio0ami3amii Ta iHTerparii,
3MiHM JIep>KaBHUX NPIOPHUTETIB, 3pOCTAHHS KOHKYPEH-
il Ha BHYTPIIIHHOMY Ta CBITOBOMY PHHKAaX, BIPOBa-
JOKCHHST HOBITHIX TEXHOJIOTIH W KOMYHIKalliHHIX JaH-
IIOTiB, PO3IIUPEHHS IEPETiKy MPOAYKIIi Ta MOCIYT,
3MiHM TIOTPeO 1 CMakiB CHOXKHMBAYiB, 3arOCTPEHHS KOH-
KypeHTHOI1 60poTsOM BiOyBarOTHCS MPOIECH AWHAMI-
YHO 3MiHIOBaHOTO Xapaktepy. [lonibna Bucoka JuHa-
MiKa Cy4acHOr0 €KOHOMIYHOI'O MPOCTOPY 3yMOBIJIEHA
BHCOKHM PIiBHEM TEXHIYHHX, TEXHOJIOTTYHHX 1 COITIATTbHIX BH-
KIIFKIB Ta BIMOT CROTOZICHHS] BUMArae BiJl TeIeKOMyHiKa-
[IMHUX TIINPUEMCTB PO3BUTKY TaKOi KIIFOYOBOI KOM-
neTeHMii, K 3AaTHICTh e()eKTHBHO Ta IIBUJIKO BIPOBa-
JUKYBaTH CTpaTeriyHi 3MiHU. BomHoYac, Ha MpakTHIl
CIIOCTEPIraeThesl, O HEOOXIqHI CTpaTeriyHi 3MiHH, y
OUTBIIOCTI TETCKOMYHIKAIHHUX ITiIPUEMCTB, MalOTh

BHOIPKOBUIT XapakTep, IPOBOIATHECS Oe3 OpieHTaIlii Ha
PO3B’sI3aHHS CYKYITHOCTI 3a/1a4 B IX OpraHiuHiil €xHO-
cTi. Po3B’s13aHHs 03HaU€HOT MPOOIEMHU MOXKINBE IIUIS-
XOM BHKOPHCTAaHHS HOBOTO IHiJIXOIy JIO YAOCKOHa-
JICHHS! YIIPaBIIiHHS CTPATETiYHUMHU 3MiHAMH TEJICKOMY-
HIKalliHHUX MIANPUEMCTB B yMOBax IQpoBOi
TpaHchopmamii. Yce e MATBePIXKYyE aKTyaJIbHICTh,
LiHHICTP 1 3HAYEHHS JaHOI HAyKOBOI CTaTTI.

AHaJi3 OCTaHHIX JOCJHiI:KeHb Ta myOJikaiiii.
TeopetnyHrM 0a3ucoOM JOCITIDKEHHS TPOOIeM pe-
amizanii crparerivyHuX 3MiH Ta e€()eKTHBHOTO YIIpaB-
JMiHHS [OHMMH TpoIecaMH € BaroMi  HAyKOBI
HalpaloBaHHs, TAKUX BiIOMUX BYECHUX, sK: JI. AHzep-
coH, Y. bapuer, M. bip, A. Bau ne Ben, JI. ['peiinep,
O. I'pons, O. I'yn3s, I'. Kepomnn, k. Kotrep, K. JleBin,
C. Mromnep, H. Hopia, K. IIpi6, H. IIpokonenko, 1.
®pimen, I'. X 106ep 1a in. [IpoTe, rocTpa HEOOXiTHICTH
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