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CONCEPTS OF MARKETING DEVELOPMENT IN THE MANAGEMENT SYSTEM OF AN
AGRICULTURAL ENTERPRISE

Summary.

Modern trends in economic theory consider marketing as a way or philosophy of life, discipline, as well as
organizational function, full discipline and one of the main functions of enterprises. Researchers' views on the
essence of marketing show that it is common to build marketing functionality based on factors such as «needsy,
«desiresy, «demandy, «satisfaction» and «exchange processy, in the implementation of processes that allow indi-
viduals or organizations to find what they need, and to meet needs and desires through the exchange process.

Business marketing developed as a philosophy of business and management (ie concerned, above all, business
decisions, goals and business orientation). Instead, agricultural marketing developed as a study of the economic
structure, the effectiveness of the agricultural marketing sector, the role of government intervention to improve
the productivity of enterprises and increase the share of food production costs derived from agriculture.

Until recently, agricultural marketing in Ukraine was a much smaller field of research compared to business
marketing. Agricultural marketing has evolved due to the growing importance of the food marketing sector, and
therefore many of the problems faced by agricultural enterprises come from this sector. Thus, agricultural mar-
keting has many external forms of manifestation. It can be considered as a link between food producers and con-
sumers in terms of both physical distribution and economic communication, designed to facilitate the exchange of
goods between businesses and consumers.

The article presents a schematic categorization of agricultural marketing. In this way, the problems and
challenges facing the agri-food sector are illustrated, while influencing not only the industry level, but also iden-
tifying factors and considerations on a global scale. Thus, this is an area not only of agricultural marketing policy,
but also of agribusiness and social marketing. In this case, agricultural marketing concerns not only the agricul-
tural economy, but also takes into account the impact of food marketing and, in addition, serves the development
of behavioral function.

The marketing of an agricultural enterprise has historically (epistemologically) developed from a production
orientation to a consumer orientation with the provision of long-term relationships with it. At the same time, pro-
ducers, public authorities, consumers, and intermediaries are involved in the marketing process. In response to
changes in the external environment, market dynamics, etc., an agricultural enterprise can develop a marketing
model that should ensure margins, productivity and competitiveness.

Keywords: marketing, marketing concept, market, management, product, price, distribution, promotion.

Modern economic information allows us to con-
sider marketing as a way or philosophy of life, disci-
pline, as well as organizational function, full discipline
and one of the main functions of organizations.

The topic of the study of the peculiarities of mod-
ern marketing is widely covered in the works of foreign
scientists, such as F. Kotler, R. Alexander, R. Ho-
skisson, L. Azzolini, E. Bruning, B. Schroeder, and oth-
ers. Peculiarities of modern marketing in agriculture in
the world have been studied by such scientists as M.
Lundberg, R. Kolls, G. Shepherd, M. Mullenberg and
others. A significant contribution to the development of
the theory and practice of modern marketing in the na-
tional market was made by such scientists as E. Romat,

A. Fedorchenko, M. Oklander, E. Krykavsky, M. Ma-
lik, O. Yerankin and others.

It should be noted that since the 50's of the twen-
tieth century, when marketing acquired the content of a
separate systemic economic discipline, this field of
knowledge has undergone radical refinements and
changes. According to R. Hoskinson [1, p. 249 - 267],
M. Lundberg [2, p. 145-153], etc., modern marketing is
much broader and pragmatic. It can be argued that there
is currently a certain ideological conflict at the organi-
zational level between the classical postulates and what
should be considered a post-industrial stage of market-
ing. At the same time, despite the advancement of
knowledge and the promotion of modern marketing
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philosophies by successful organizations and economi-
cally developed countries, traditional ideas about the
principles of classical marketing remain quite common.

The situation described above has given rise to
various definitions of marketing. Thus, the American
Marketing Association (AMA) in 1960 officially de-
fined [3] marketing as the performance of entrepreneur-
ial activity that directs the flow of goods and services
from producers to consumers. Instead, experts from
Ohio State University (USA) have a broader definition
[4], namely: marketing is a process in society in which
the structure of expectations of economic goods and
services is anticipated or expanded and satisfied
through the concept, promotion and physical distribu-
tion of such goods. services).

Most often today, the above definitions are con-
sidered obsolete due to the emphasis on attention
mainly to the physical distribution of goods [5, 6]. Def-
initions of marketing, which emphasize the profitability

of the organization, are also criticized. Thus, according
to the 1983 definition of the Institute of Marketing in
London [7], marketing includes identifying, anticipat-
ing and effectively meeting the needs and desires of the
client with a profit for the company.

As you can see, the first concepts of marketing did
not focus on meeting the needs or desires of consumers
[8], but the focus on profit as a necessary goal or pur-
pose of marketing is often not widely accepted; market-
ing itself is recognized as a business, commercial activ-
ity or function of the organization, which is used to
achieve both profitable and non-profitable goals [9, p.
18]. Modern marketers and practitioners typically em-
phasize customer satisfaction, versatility, and the ex-
change process in their marketing definitions. How-
ever, in modern marketing theories should recognize
the spread of different terminology depending on the
context and many other factors - table. 1.

Table 1
Features of the modern definition of marketing in the world
No Definition of marketing Author Notes
2 3 4

1 Human activities aimed at meeting the needs and desires of the exchange [Kotler F.
> Anticipation, management and satisfaction of requirements through the  [Evans J. R.

exchange process Berman B..

Activities carried out by individuals or organizations for commercial and

Menzer J.T.

demand for products, services, people and ideas

3 |non-commercial purposes, aimed at satisfaction by exchanging consumer

Schumann D.V.

Organizational function and set of processes for creating, communicating, |American
4 and delivering value to customers, and for managing customer
relationships in a way that benefits the organization and its stakeholders

Marketing
I/Association

study of these needs

Activities in the field of material production and (industrial) services
aimed at meeting the needs (enterprises, institutions and organizations in
raw materials, materials, components, equipment, services) based on the

For industrial

Krykavsky E.V. marketing

increasing stocks of finished products

A means of prolonging the longevity of commaodity production by
stimulating sales, a form of resolving its contradictions and shortcomings
of irrational loss of resources, manifested in reduced profits, profitability,

Oklander M.A.

actions and resources

The system of using (management) concept and practical tools
(marketing) by subjects (public management activities), which is

7 limplemented by meeting the needs of society or its individual
communities through the mechanisms of mutual exchange of certain

For marketing in
public
administration

Romat E.V.

(commitments and performing them)

/A system that encompasses the processes (identification, establishment,
support, expansion, and, if necessary, termination of relationships with

8 lemployees and other internal) consumers (at all levels of the organization)
to meet the needs of all parties involved, achieved through exchange

For internal
marketing

Fedorchenko
A.V.

9 |Identifying and meeting the needs of people through the metabolic process|Edjionuemu

Olakunori O.K.,

N.G.

Activities (aimed at finding new areas and ways to use the potential of the
enterprise, development on this basis of new products and technologies
10@and their) promotion in the market to meet the needs and demands of
consumers more efficiently than competitors, way to obtain profits and
provide conditions of long survival and development in the market

For marketing of

llyashenko S.M.| " ™. .
innovations

The social and managerial process is aimed at meeting the needs and
11desires of consumers by creating, offering, promoting, selling valuable
goods and services in order to obtain and / or maximize profits

Lutsyak V.V.

Source: compiled by the author according to [3-9]
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A look at the above definitions shows that it is
common to build marketing functionality based on fac-
tors such as «needs», «desire», «demand», «satisfac-
tion» and «exchange processy, ie the implementation of
processes that allow individuals or organizations to find
what they need, and to meet needs and desires through
the exchange process. This means that marketing is not
just buying, selling or distributing goods and services
already produced; marketing precedes production; mar-
keting is directly involved in providing the relevant in-
formation needed to manage production, helps to offer
the desired goods and services, etc. Thus, modern mar-
keting involves the implementation of a wide range of
different activities, directly from identifying the needs
of people to their satisfaction with relevant goods and
services; accordingly, all the staff of the organization
should be involved in it, because it is a prerequisite and
basis for the existence of the organization [10, p. 26 -
32].

Obviously, marketing is a universal phenomenon
and process regardless of background conditions. Its
principles, concepts and methods can be applied every-
where and in all organizations. Marketing is also dy-
namic because as a philosophy marketing is constantly
evolving and improving to meet the needs and desires
of the person who are also dynamic. The last definition
of marketing by F. Kotler [5] is as follows: marketing
is a social and managerial process by which individuals
and groups get what they need and want, creating, of-
fering and sharing valuable products with others.

At the same time, marketing should be understood
as a socio-economic activity. It's about people and how
they interact to identify and meet needs. Accordingly,
consumers whose needs need to be identified and met
are at the heart of marketing, while consumer needs can
be properly identified and met when marketing takes
place and is functionally realized.

According to S. Dibbs [11, p. 13 - 30] and others,
at the level of a representative firm, those members of
the management coalition who provide important re-
sources will have more influence and control over the
organization, because they are considered critical to the
success of the organization as a whole. From this point
of view, the manager responsible for marketing will
play a crucial role in providing strategic information to
senior management to meet the long-term needs of the
customer coalition [12, p. 5 - 24]; accordingly, the mar-
keting concept assumes that the key to profitability is
not the current sales volume, but long-term customer
satisfaction.

When realizing the main goal of business — creat-
ing a satisfied customer - any firm must perform two
main functions: marketing and innovation [13, p. 55 -
56]. These aspects of the marketing concept indicate
that the executive branch of the organization should pri-
oritize the interests of customers. The organization's
product must be adapted and changed in response to
changing customer needs; while the nature of profit al-
lows you to describe it as just a reward for creating sat-
isfied customers [14, p. 2537 - 2551].

As you know, the marketing concept became pop-
ular in the world in the 1960s [15, p. 4 - 16]; at the same
time there was a tendency that this concept became the

most widespread first of all at the big enterprises. At the
same time, producers of consumer goods tended to ac-
cept and implement the concept of marketing to a
greater extent than industrial [16, p. 16 - 40]. Signifi-
cant differences in the scheme of reaction of enterprises
to the concept of marketing were described in [17, p.
489 - 513]. Thus, S. Banerjee reported on the effects of
the fact that many companies used the so-called «At-
tributes» of marketing, but did not realize its essence,
which certainly limited the effectiveness of marketing
operations.

This inconsistency in the implementation of the
marketing concept not only led to undesirable results,
but also caused some criticism about the adequacy of
the concept itself. R. Bell and others. suggested that the
operational interpretation of the business orientation of
the entrepreneur is not consistent with the philosophical
meaning of customer satisfaction [18, p. 733 - 762]. It
turned out that the focus on the customer at that time
was implemented mainly by contacting the customer
with recommendations on what the company can sell to
him for its own profit. This meant that knowledge of
the client was simply a means of persuading or even
manipulating the client.

The marketing concept has also been accused of
reducing the competitiveness of American business.
The implementation of this concept has led to the fact
that American companies have reduced their invest-
ment in research and development, which had negative
consequences. Thus, the concept of marketing diverted
attention from the product and its production instead
focusing on marketing research, advertising, sales and
promotion, to the detriment of the value of the product
[19, p. 548 - 573].

The emergence of the concept of corporate strate-
gic planning has further limited the spread of the mar-
keting concept. Thus, the main goals of strategic plan-
ning are to maintain the competitiveness of the enter-
prise and improve its internal efficiency, while in fact
corporate goals were focused mainly on achieving prof-
its, investments and increasing market share [20, p. 109
-127].

G. Stratis and T. Powers believed that this concept
considers market opportunities in terms of market
growth and the ability of the company to dominate in
selected market segments [21, p. 165 - 191]. Thus, the
market was defined as a set of competitors, not custom-
ers, while the concept of strategic planning not only
changes the focus of management on customers, but
also eliminates the role of marketing in strategic deci-
sion-making. This belief is based on the classification
of R. Rast [20, p. 109 - 127], where marketing strategy
is an operational, not a strategic decision. According to
R. Rast, strategic decisions involve the choice of prod-
uct market mix of products offered and the markets in
which the product should be sold. This author did not
consider these decisions marketing, because he defined
marketing as a broad activity related to the creation of
product perception, advertising, sales promotion, sales,
product distribution (including transportation and
warehousing), contract management, sales analysis
and, very importantly, product maintenance. This de-
termined the traditional role of marketing — to create



«COLLOQUIUM=JOURNAL» #12(99), 2021 / ECONOMIC SCIENCES 43

demand for products. Thus, G. Stratis and T. Powers
found that many qualified marketing managers moved
to positions in strategic planning, because they failed to
think creatively and provide proper incentives and
management for R&D in product development. G. Stra-
tis and T. Powers believed that these problems arose
due to excessive pressure on marketers to ensure short-
term sales and financial results [21, p. 165 - 191].

E. Bruning also noted [22, p. 163 - 187] lack of
strategic orientation of marketing in the early 80's of the
twentieth century. He argued that marketing has a rich
basis for the formation of hypotheses about strategic
situations and a growing number of methods for study-
ing these hypotheses. Most of the research involved
special problem-oriented research with little attempt to
integrate and expand the connection with other situa-
tions. E. Bruning also argued that many marketers were
aware of solving problems with a brand or product, but
not in the sense of theory.

Supporting this position, N. Percy and N. Rich ar-
gued [84, p. 145 - 161], that ideological dominance was
mainly associated with the development of marketing
programs and did not focus on the mission of the enter-
prise, nor on gaining competitive or consumer ad-
vantage. Accordingly, these researchers identified
seven limitations within the discipline of marketing,
namely: brand consolidation for business unit analysis,
interdisciplinary marketing isolation, inability to ex-
plore synergies in marketing program development,
short-term marketing perspective, lack of tough com-
petitive analysis, international orientation, and strategic
boundaries. Similar concern was also expressed by N.
Percy, who claimed [23, p. 6 - 28], that marketers are
too slow to address some important issues and tend to
adhere too long to the outdated characteristics of stra-
tegic processes.

However, changes in the environment in the 1980s
affected the implementation of the concept of corporate
strategic planning. Relevant changes were dictated by
the fact that the business environment began to be char-
acterized by an unprecedented level of diversity, rich-
ness of information / knowledge, as well as its turbu-
lence [24, p. 38 - 48]. The main reason for these
changes in the environment was the rapid spread of
technology. Manufacturing companies need to modify
their production systems and models with new technol-
ogies. In some cases, new technologies have shortened
the life cycle of the market, and technological develop-
ment has transformed the world into a market without
borders, ie created global competition. Finally, the new
information technology made consumers more in-
formed, more aware and complicated their behavior in
the selection process [25, p. 57 - 71].

It can be assumed that the concept of strategic
planning could not cope with changes in the environ-
ment. Adoption of this concept made enterprises large,
bureaucratic and hierarchical organizations that were
not able to change quickly. To cope with changes in the
environment, many companies have developed new or-
ganizational forms. These new organizations empha-
sized partnership, various forms of ownership and part-
nership within the organization, teamwork among the

members of the organization, and often paid less atten-
tion to the formalization of management reporting,
evaluation and control. In addition to providing flexi-
bility and accelerating response to change, the purpose
of new forms of organization was to create long-term
strategic alliances and build long-term relationships
with customers [26, p. 315 - 322].

In addition, the awareness of the importance of
product quality in determining profitability was another
factor that led to a critical assessment of the concept of
corporate strategic planning. It was found that higher
prices due to higher product quality did not constrain
market penetration. Thus, quality has a positive effect
on return on investment indirectly through its impact on
market share [27, p. 46 - 60]. This discovery not only
led to a rethinking of Profit Impact of Marketing Strat-
egy (PIMS) data, which emerged as a model of quality
assurance strategy, but also led to the emergence of
comprehensive quality management (Total Quality
Management — TQM), which became a concept and
tool. to guide all employees to constantly improve the
product in the eyes of customers [24, p. 38 - 48].

Hence, it can be argued that radical changes in the
business environment and the discovery of the strategic
role of quality have led to the reopening of the market-
ing concept. As noted in [26, p. 315 - 322], many pow-
erful companies such as General Electric, GTE, 3 M,
Hewlett-Packard, Ford and others. rebuilt their market-
ing departments. Thus, in the works of 1. Harris and T.
Ruffley was confirmed the importance of customer sat-
isfaction and the corresponding marketing concept [28,
p. 587 - 603]. It has been argued that marketing is not a
function but a way of doing business. At the same time,
K. Moller proposed [29, p. 439 - 450] redefining the
role of marketing in this new business environment, be-
cause it was argued that marketing operates at three dif-
ferent levels of strategy: corporate, business level or
strategic business unit (SBU) and functional or opera-
tional. Accordingly, three aspects of marketing were
identified - marketing as a culture, as a strategy and as
a tactic; each marketing aspect is inherent in each stra-
tegic level, but the weight given to individual aspects
of marketing changes with the level of strategy and hi-
erarchy of the organization.

Percy N. was considered [23, p. 6 - 28] the future
role of marketing from another point of view. Thus, it
was argued that in the future, marketing will become a
functional framework, unless there are significant
changes in the organizational structure, where market-
ing will become a leading function. At the same time,
it was predicted that marketing could be a subordinate
function if the organization successfully implements a
hybrid structure with a strong focus on the process. In
this situation, marketing is likely to play a subordinate
role in sales support activities or as a participant in the
core teams of the process. However, if the organization
successfully uses a hybrid structure and maintains a
strong marketing orientation, then marketing performs
a central management function.

As emphasized by Harris and Ruffley [28, p. 587
- 603], in today's complex business environment, mar-
keting workers must be critical and creative in perform-
ing their functions, must be integrators, both internally,
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synthesizing technological opportunities with market
needs, and externally, by attracting the client to the
company as a participant in development and adapta-
tion of goods and services. This is a fundamental
change in the role and purpose of marketing: from cus-
tomer manipulation to genuine customer engagement;
from sales to communication and knowledge exchange;
from the last in the functional line to the corporate
leader. From here, marketers need to increase their abil-
ity to promote their important role. They must not only
maximize the satisfaction of their customers, but also
ensure better profitability. Evidence suggests that as
marketers increase their knowledge and skills related to
product, service delivery, and financial responsibility,
marketing becomes the best function of managing the
relationship between an organization and its customers.
Instead, the main barrier to the implementation of the
marketing concept is the rejection of the concept by top
management, as well as a bad image, complacency,
poor integration and lack of a reliable knowledge base
of marketers themselves [30, p. 857 - 881].

We can conclude that business marketing devel-
oped as a philosophy of business and management (ie,
concerned primarily business decisions, goals and busi-
ness orientation). Instead, agricultural marketing devel-
oped as a study of the economic structure, the effective-
ness of the agricultural marketing sector, the role of
government intervention to improve enterprise produc-
tivity and increase the share of food production costs
derived from agriculture [31, p. 171 - 224].

Agricultural marketing in Ukraine has largely
gained momentum for development in the first years of
the XXI century. after the formation of a market econ-
omy, recovery in general to the pre-reform level of the
industry, achievements in resource conservation and
growth of output per unit of labor, land and material
resources [32, p. 53 - 63]. The problem of low prices
for agricultural products was considered to be ineffi-
cient in the distribution of agricultural products from
the enterprise to the consumer. It was believed that the
decision was in the hands of the government, not the
farmers themselves. At the same time, according to the
conclusion of the Accounting Chamber of Ukraine in
2018, the Ministry of Agrarian Policy and Food of
Ukraine did not properly provide effective state support
to the industry, which limited its development [33]; we
will add a conclusion about the relevance of this state-
ment in all other years of this period. The proposals of
the Accounting Chamber are to stimulate the produc-
tion of agricultural products and improve the quality of
customs clearance during its movement.

Agricultural economists in Ukraine have tradition-
ally believed that marketing is a process that takes place
after a product leaves the gates of the farm or after a
change in ownership. This typical definition was pro-
posed by G. Shepherd and G. Futrell, who noted [34]
that physically, agricultural marketing begins when the
goods are unloaded at the gates of the farm and ends
when the goods reach the consumer. Hence, the objects
of agricultural marketing are material - such as
transport and packaging departments, as well as tech-
nological developments in the field of storage and

packaging. E. Krykavsky noted [35] that both market-
ing and logistics have a common theoretical and ap-
plied basis, but the lack of joint decision-making mech-
anisms for supply, production, distribution, and total
costs, and customer service reduces their impact on
value formation. and ensuring sustainable (balanced)
development of the enterprise.

The context that follows from this review limits
the marketing activities of agricultural enterprises by
selling tactics for already produced goods, and there-
fore, production planning is excluded from the market-
ing process.

Since the 1950s, theories of general marketing (ie,
based on a marketing concept) and agricultural market-
ing (ie, based on regulatory policy) have been consid-
ered as different branches of marketing. However, over
the last twenty years, various economists have substan-
tiated the possibility of implementing (partly obvi-
ously) marketing management to the agrarian theory of
marketing; it was suggested that better coordination
within the general theory of marketing and agricultural
marketing has advantages [36, p. 301 - 315].

Until recently, agricultural marketing in Ukraine
was a much smaller field of research compared to busi-
ness marketing. The most complete works identifying
similar topics in recent times include: Soroka L. (Inter-
nal and external marketing systems and institutions in
agriculture), Myazina N.B. (Global marketing of agro-
industrial products), Yerankin O.O. Marketing in the
agro-industrial complex of Ukraine in the conditions of
globalization), Lomovskykh L.O. (Organizational and
economic mechanism of marketing management of
subjects of agrarian entrepreneurship: theory, method-
ology, practice), Shtuchka T.V .(Mechanisms of devel-
opment of marketing activity of enterprises of agro-
food sector) etc.

Thus, O. Yerankin outlined [37, p. 131 - 140] the
fact that the penetration of marketing philosophy into
the agricultural economy of Ukraine is in some way
"frozen", and most agricultural enterprises are in the
early stages of the evolution of the concept of market-
ing. The reasons for this are defined as follows: the tra-
ditional role of the state in a centralized economy; men-
tality and level of qualification of managerial staff; fea-
tures of the competitive environment; shortage of
certain types of products; unformed (at least until 2000)
system of effective (private) owners and, accordingly,
lack of interest in the end result; deliberate inhibition of
market reforms in the agro-industrial complex; depend-
ence of producers on state aid - cost psychology. In par-
ticular, it is said that increasing society's requirements
for environmental friendliness will force Ukrainian ag-
ricultural enterprises to constantly change production
standards for energy and resource conservation in ac-
cordance with environmental standards and so on.

G. Breimier identified three characteristic ap-
proaches to marketing in agriculture [38, p. 115 - 165].
The first approach reflects a simplified and common
notion: marketing is everything that happens after the
product leaves the gates of the agricultural enterprise,
ie production takes place in the enterprise, and market-
ing covers everything that happens between the enter-
prise and the consumer. However, the second and third
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approaches show that the first approach is unacceptable
in today's business environment. Thus, the second ap-
proach focuses on the coordinating role of marketing,
ie marketing takes place where the transformation of
the individual, and therefore marketing should be con-
sidered as a coordinator of economic activity. The most
important role in coordinating these actions is played
by price, which may explain the considerable attention
to the analysis of prices and the effectiveness of mar-
keting activities. The third approach considers market-
ing as a form of market development. With this ap-
proach, the focus is on growing demand and shaping
the purchasing power of consumers through differenti-
ation and product promotion. This approach, in our
opinion, is closest to business marketing, as it focuses
on consumption and consumer behavior and aims to
eliminate the demarcation between production and
sales. This, in turn, involves interaction between mem-
bers of the supply chain, which becomes a new factor
of efficiency.

D. Bateman was considered [31, p. 171 - 224] in
the field of agricultural marketing and describes in de-
tail the role played by alternative marketing structures
(marketing of social agricultural policy, agricultural
policy and agribusiness marketing) in agricultural mar-
keting research. It was argued that agricultural market-
ing theory focuses on macroeconomic issues and gov-
ernment policy on the distribution and processing of ag-
ricultural products and the activities of enterprises in
the industry. D. Bateman concluded that, although ag-
ricultural marketing is traditionally seen as a subject of
policy, the study of objects and tasks faced by business
and which are central to the theory of business market-
ing, should be integrated into agricultural marketing.
Therefore, it was argued that the subject area can also
be considered as an aspect of business and as an aspect
of social marketing.

According to M. Mulenberg [36, p. 301 - 315], the
theory of agricultural marketing did not take the ap-
proach of marketing management to the theory of busi-
ness marketing and considered the competitive strategy
in a different way than it was done in the scientific lit-
erature on business marketing. According to B. Rich-
ardson [39, p. 89 - 102], the approach to marketing
management (which he called the concept of agribusi-
ness), was perceived very poorly and did not have a sig-
nificant analytical or research basis. However, some of
the marketing theory of agriculture is moving towards
the use of a marketing management approach. At the
same time M. Miillenberg noted [36, p. 301 - 315], that
a number of studies have partially taken into account
the approach of marketing management, but mainly fo-
cused on the behavior of large agricultural enterprises,
rather than individual farms.

K. Ritson claimed [40, p. 11 - 35] that the theory
of marketing of an agricultural enterprise should focus
on public policy, because in European agriculture the
elements of the marketing complex, which are usually
carried out by individual enterprises, are controlled by
the government. He singled out four features of agricul-
ture that led to the separate and individual nature of the
subject from the standpoint of marketing:

1) the structure of agriculture — too many small
businesses provide markets for agricultural products.
Agriculture is characterized by the fact that the struc-
ture of production is not related to the market in the
sense that agriculture is a function of land use, separate
from the need to be close to the customer. However, it
can be argued that agriculture is not unique in this re-
spect.

2) agricultural products are perceived as undiffer-
entiated and homogeneous, ie in most cases these prod-
ucts of one enterprise are the same as in others (for ex-
ample, beef — beef, and grain — grain). However, prod-
uct differentiation is an important part of the marketing
process, and is growing due to increased industry
change.

3) the distance of the agricultural enterprise from
the final consumer. The added value of these products
more than doubles between the company and the end
user. The marketing process is controlled by the enter-
prises in the supply chain.

4) government intervention can be interpreted as
manipulation of elements of the marketing complex
and has a decisive impact on agricultural production.

The first two features suggest that the effective use
of the marketing concept has little to do with agricul-
tural enterprises due to the lack of differentiation. How-
ever, marketing advantages are created through the ef-
fective use of marketing channels, covered by the gen-
eral principles of marketing and distribution theory
(quality control, regional branding, packaging, pro-
ducer groups, etc.). This conceptual approach is becom-
ing increasingly important, given the changing nature
of the food industry and increasing vertical coordina-
tion in the field of agricultural marketing [41, p. 60 -
71].

As claimed by K. Ritson [40, p. 11 - 35], agricul-
tural marketing has developed due to the growing im-
portance of the food marketing sector, and therefore
many of the problems faced by agricultural enterprises
come from this sector. Taking into account the above
factors, K. Ritson classified the subject of agricultural
marketing (Table 2) in accordance with the essence of
the traditional subjects of agricultural marketing and
the general theory of business marketing, while demon-
strating their conceptual convergence.
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Table 2
Classification of subject areas of agricultural marketing
Level Positive Normative
Micro Consumer behavior Behavior of food. IApplication of marketing principles in the food marketing

Study of marketing behavior of

level enterprises in the agri-food sector.

sector. Marketing of agricultural enterprises (including
cooperative marketing). Government marketing initiatives.

Behavior of agricultural and food

level

IApplication of the structure / behavior / efficiency approach
Macro |markets, marketing margin analysis, price |in the agri-food sector. Aspects of agricultural policy in the
analysis, the impact of agricultural policy. interests of society. «Green Marketing». Food producers

policy.

Source: generalized by the author for [40, p. 11 - 35]

Thus, agricultural marketing has many external
forms of manifestation. It can be considered a link be-
tween food producers and consumers in terms of both
physical distribution and economic communication, de-
signed to facilitate the exchange of goods between en-
terprises and consumers [42, p. 171 - 224]. L. Polopolus
noted that there are many arguments in favor of the fact
that the marketing of agricultural products is not an iso-
lated but a holistic process [43, p. 803 - 810].

R. Coles and J. Uhl proposed [44] a definition that
reveals the content of marketing in agriculture, namely:
the implementation of all types of business activities re-
lated to the flow of food and services from primary ag-
ricultural production to the final consumer. This sug-
gests that different groups are involved in the marketing
process (ie producers, livestock and crop markets,
slaughterhouses, elevators and retailers), which should
consider the marketing function as a progression
around the marketing channel. However, channel con-
flicts can occur here, as each group may have different
goals and objectives. For example, consumers will be
interested in buying quality products at the lowest
prices, and producers will be interested in maximizing
profitability. This may mean that there is an interde-
pendence in the food production process between agri-
cultural enterprises, marketing intermediaries, proces-
sors, retailers and, ultimately, consumers. This interde-
pendence creates conflicts of interest that require
constant solutions and give marketing a dynamic char-
acter.

Fig. 1 illustrates a schematic categorization of ag-
ricultural marketing. This illustrates the problems and
challenges facing the agri-food sector, while influenc-
ing not only the industry level, but also determine the
factors and considerations on a global scale [45, p. 175
- 187]. Thus, this is an area not only of agricultural mar-
keting policy, but also of agribusiness and social mar-
keting. In this case, agricultural marketing concerns not
only the agricultural economy, but also takes into ac-
count the impact of food marketing and, in addition,
serves the development of behavioral function.

Thus, it can be argued that the marketing of an ag-
ricultural enterprise has historically (epistemologically)
evolved from a production orientation to a consumer
orientation with a long-term relationship with him. At
the same time, for a representative agricultural enter-
prise, the traditional elements of the marketing complex
remain important, taking into account the peculiarities
of products and production, namely: goods — product
design; production of goods with high added value;
production of basic products; processing of residues
and waste; price — setting the price within the product
range; place — analysis and selection of markets, sup-
ply, storage; promotion — advertising, personal selling,
public relations, sales promotion, direct marketing [46,
p. 45 - 54]. At the same time, producers, public author-
ities, consumers, and intermediaries are involved in the
marketing process. In response to changes in the exter-
nal environment, market dynamics, etc., an agricultural
enterprise can develop a marketing model that should
ensure margins, productivity and competitiveness.
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- - MARKETING COMPLEX
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|_
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o - - - product range
5 Promotion and stimulation of demand
= fo'r prpducts that an agricultural enter- PLACE
< prise is able to produce Analysis and selection of markets;
= Supply; Storage
PROMOTION
. Advertising, personal selling,
Marketi ng public relations, sales promotion,
Determining the needs and desires of consum- direct marketing
ers and their satisfaction by ensuring compli-
ance with the resources of the agricultural en-
terprise
Subsystem of Consumption
state regula- subsystem:
tion: local, consumers
central
Marketing Margin Price
power signals
Production Distribution
MODEL OF MARKETING subsystem: subsystem: trad-
IN AGRICULTURE agricultural ers, wholesale
enterprises markets, retail-
Performance Margin Price ers
analysis analysis analysis
Competition Marketing Control
policy information
system

Fig. 1. Categorization of agricultural enterprise marketing

Source: developed by the authors

The term marketing covers the factors that deter-
mine the progress of successful enterprises producing
value-added products [47, p. 47 - 58; 134]. At the same
time, the development of an algorithm for forming a
marketing model and evaluating its effectiveness at the
level of a representative agricultural enterprise remains
a relevant theoretical and applied issue.

According to the U.S. Department of Agriculture
(USDA), based on a summary of the Federal State Mar-
keting Improvement Program (FSMIP) of actual farm
appraisals, the Tennessee University Center for Agri-
cultural Profitability identifies specific marketing con-
cepts for agriculture. enterprises - producers of value
added products [48]. The experience of successful ag-
ricultural enterprises, generalized by the USDA, is a
holistic approach to the use of marketing tools (market-
ing complex) by agricultural enterprises in the follow-
ing separate sections: marketing concept of value added
in agriculture [49, p. 327]; niche market and alternative
marketing; marketing research, market analysis and
market development [50, p. 191-194]; price forecast

and sales volume estimation [51, p. 5 - 10.]; real com-
petition; product perception and packaging; develop-
ment of a marketing plan.

In turn, the joint USDA and CPA project justified
the importance of proper: market research; definition of
marketing and financial goals and objectives; formation
of marketing strategies; formation of a marketing com-
plex / marketing tactics; marketing budget calculation;
monitoring and evaluation of market response; drawing
up a checklist of the marketing plan. This scientific de-
velopment reveals important marketing issues of form-
ing a market model of the enterprise in terms of forming
a marketing complex, which have a special impact on
agricultural operations for the production of value
added products and specifically relate to marketing
from the point of view of agricultural enterprises.

Globalization and the development of interna-
tional markets, as well as growing middle- and high-
income classes in many developing countries, enable
producers to operate in new national and international
markets. This means that producers must exercise bet-
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ter control over production, trade and distribution to en-
sure the appropriate level of quality and added value of
their products. Moreover, manufacturers must adapt to
strict standards of quality and safety in new markets
[52, p. 211 - 218].

At the same time, important barriers for agricul-
tural producers in forming their own marketing model
are the lack of a favorable environment that can provide
institutional and infrastructural support, the availability
of resources, productive and effective coordination in
creating added value. In particular, small producers are
at a disadvantage because they do not have enough cap-
ital to invest, use traditional technologies, depend on
the labor force of family members and do not have con-
tact with international market participants. The scien-
tific literature describes many cases of small farmers
looking for new forms of cooperation to improve their
position in the value chain. This necessitates the study
of value chain theory in the formation of a marketing
model in agriculture as a way to justify the interaction
of enterprises.

Conclusions. Marketing — as a methodological
philosophy of business - has undergone a conceptual
evolution from production orientation to consumer ori-
entation with the provision of long-term relationships
with him. At the same time, for a representative agri-
cultural enterprise, the traditional elements of the mar-
keting complex remain important, taking into account
the peculiarities of products and production, namely:
product design; production of goods with high added
value; production of basic products; processing of resi-
dues and waste; setting the price within the product
range; analysis and selection of markets, supply, stor-
age; advertising, personal selling, public relations, sales
promotion, direct marketing. At the same time, produc-
ers, public authorities, consumers, and intermediaries
are involved in the marketing process. At the same
time, in response to changes in the external environ-
ment, market dynamics, etc., the efficiency of a typical
agricultural enterprise will be determined by the ability
to form and implement a marketing model that should
maximize margin, productivity and competitiveness.
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