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Formation of marketing product policy
of agricultural enterprises

The subject of the research there are theoretical foundations for the formation of the marketing
policy of agrarian enterprises.

The purpose there is a study of the essence, role, directions of formation and implementation of
marketing commodity policy of agrarian enterprises.

Research methods. The work uses a dialectical method of scientific knowledge, analysis and
synthesis, a systematic approach, a method of comparing and summarizing data.

Results of work. The article defines the essence, structure and features of marketing commaodity
policyof agrarian enterprises. The relationship betweenthe economic efficiency of the sale of agricultural
products and the management of the marketing commodity policy of agricultural enterprises has been
established. The directions for the formation and implementation of the marketing commodity policy of
agrarian enterprises have been determined.

Field of application. Marketing.

Conclusions. It was determined that the marketing of products of agricultural enterprises is
somewhat more complicated than other types of marketing, which is due to the variety of means of
its implementation, the transformation of the modern paradigm of agricultural marketing. An analysis
of the overall product policy of the product policy of an agricultural enterprise was carried out, the
components of which are the consumer value of agricultural products, the economic benefits of the
agricultural producer from the production and sale of products, the characteristics of the trademark
for certain types of agricultural products and their packaging, the effectiveness of the introduction
of types of agricultural products into the markets, the indicators of the assortment and its balance
from the standpoint of the life cycle of agricultural products. The research established that the objects
for further planning of the product policy of agricultural enterprises are the analysis of marketing
components of agricultural products and methods of analysis of the product portfolio, assortment
and nomenclature of products of an agricultural enterprise.

Key words: marketing, marketing product policy, marketing activity, efficiency, management of
marketing activity.
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EKOHOMIYHI MPOBNEMI PO3BUTKY FANY3EW TA B/OIB EKOHOMIYHOI OIASTbHOCT]

JIOrOLLUA P.B.
TPATTAIO3E C.M.

MopmyBaHHA MapKEeTUHroBoi TOBApPHOI
NoNITUKN arpapHUX NigNPUEMCTB

MNMpeamerom gocnig)XeHHs € TeOpPETVYHI 3acanu (hopMyBaHHS MapKETUHIOBOI NOMITUKU arpapHuX
MigrpueMcTB.

Meroro pocnipg)xeHHs € JOCTIXKEHHS CYTHOCTI, Poni, HANpPsMIB (hopMyBaHHS Ta peanisavii Mapke—
TWUHrOBOI TOBaPHOI MOAITYKM arpapHuX nignpueMcTB.

Merogu gocnipxeHHs. Y poboTi BUKOPUCTaHI JianekTUYHUA METO HayKOBOro ni3HaHHS, 8Hani3 1a
CUHTE3, CUCTEMHWI MigXig, METOH NOPIBHAHHS Ta y3aranbHEeHHS AaHuX.

Pesynbratu poboru. Y cTaTTi BU3HA4YEHO CYTHICTb, CTPYKTYPY T8 0CO6MMBOCTI MapKETUHIOBOI TO—
BapHOI NoniTMKY arpapHuX MignpyueMcTs. BcTtaHoBNeHO B3aEMO3B'A30K MiX eKOHOMIYHOK ethekTvB—
HICTIO peani3ayii arpapHoi NpogyKuii Ta yrpaBniHHAM MapKEeTUHIOBOK TOBaPHOK MOMITUKOK arpapHuX
nignpuemcTB. BusHayveHo Hanpsamkun ¢hopmyBaHHS Ta peani3avii MapKeTUHroBoi TOBapHOI MonfiTUKM
arpapHvX nigrnpueMcTs.

ranys3b 3acrocyBaHHA. \MapkeTyHr.

BucHoBku. BusHaqeHo, Lo MapKETUHI MPOAYKUIi arpapHUX MigrnpUeMCTB JELLO CKIaaHILLIN Bif iIHLUNX
BUAIB MapPKETUHIY, LLI0 06YMOBIEHO PI3HOMAHITHICTIO 3acobiB Moro BrpoBagKeHHSs, TPaHCopMaLjiero
cy4acHoi napagurMy arpapHoro mapkeTuHry. [lpoBegeHo aHania cucTeMyl TOBapHOI MOITVKY TOBapHOI
MoniTVUKY arpapHoro nigrnpyeMcTBa CKNagoByIMn KO0 € CrOXMBYa LiHHICTb arpapHoi npogyKuii, eko—
HOMIYHI BUroam arpoBupobHVIKa Bif BUMYCKY Ta pearni3auii npoayKuii, XapakTepuCcTUK TOBaPHOI MapKu
07151 OKPEMUX BULIB arpapHOi npoRykuii Ta ii ynakoBKu, eqheKTUBHICTb BrpOBafXeHHS BULIB arpapHOi
npoayKuii Ha pUHKaXx, NOKasHWKM acopTUMEHTY Ta Moro 36anaHcoBaHICTb 3 MNO3ULIN XUTTEBOIO LMKy
arpapHoi npoaykuii. JocnigxeHHsm BCTaHOBAEHO, LU0 06'eKTaMum A5 NOA4aAbLUO0 riaHyBaHHs ToBap—
HOI MONITYKM arpapHVX MigrnpyueMCTB € aHani3 MapKeTUHIOBYX CKIaf0BuvX arpapHoi Npogykyii Ta MeToam
aHarni3y ToBapHOro nopTpesntto, aCOPTUMEHTY | HOMEHKIaTypy MPOAYKLIT arpapHOoro rignpueMcTsa.

Kumo4oBi cnoBa: mapkeTvHr, MapKeTVHroBa ToBapHa nosiTyka, MapKeTUHroBa LisnbHICTb, ehek—
TUBHICTb, YrpaB/liHHA MapPKETUHIOBOK JIANbHICTHO.

Formulation of the problem. The commodi-
ty policy of agricultural enterprises involves stra—
tegic and tactical actions based on predetermined
principles of market behavior, the formation of an
assortment of agricultural products and its man-—
agement, taking into account the specifics of the
agricultural sector of the economy. Any enterprise
in the agricultural sector must analyze the factors
that influence the formation of product policy and
implement it as accurately as possible in conditions
of fierce competition, focusing on the demand and
expectations of consumers.

Analysis of recent research and publica-
tions. Theoretical and methodological aspects of
the formation and implementation of the marketing
commodity policy were studied by such well-known
foreign and domestic scientists as G. Armstrong, ,
D. Anker, P.R. Dixon, F. Kotler, M.Yu. Antonchen—
ko, V.V. Arestenko, L.V. Balabanova, O.Yu. Bilen—
kyi, S.M. Bonyar, AV. Vojchak, S.S. Harkavenko,

lLA. Gogol, EV. , R. Coles, R. Kramer, Krykavskyi,
N.O. Krykovtseva, N.V. Kortielova, Zh.Zh. Lamben,
T. Levitt, Ya.S. Larina, A.F. Pavlenko, G.O. Peresad-
ko, A.J. Strickland, A.A. Thompson, N.B. Tkachenko,
l.A. Tkachuk, G.O. Cold and others. However, cer—
tain methodological and practical aspects regard—
ing the determination of the mutual influence of the
specifics of the activity of agrarian enterprises on
the formation of marketing commodity policy are
not sufficiently substantiated.

The purpose of the article there is a study
of the essence, role, directions of formation and
implementation of marketing commaodity policy of
agrarian enterprises.

Presentation of the main material of the
study. Marketing related to the production and
sale of agricultural products is much more com-—
plicated than other types of marketing: this com-—
plexity is due to the variety of methods and ways of
its implementation. The use of special methods of
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planning and implementation of marketing activi—
ties is due to a significant number of various prod-
ucts on the agro—food market, some differentiation
of products and their significance for the consumer
[1,p. 1531

A large number of domestic and foreign scien—
tists were engaged in the study and analytical ac—
tivities of marketing commodity policy, who defined
its components in different ways and accordingly
differentiated the process of analysis and further
planning of marketing commaodity policy.

The transformation of marketing management,
that is, the transition from the sales to the innova-
tive marketing concept of management of an ag—
ricultural enterprise, involves the coordination of
the marketing system of the enterprise not only
with the external environment, but also with other
spheres of enterprise management [2].

The analysis of the commodity policy of enter—
prises can be aimed at [3, p. 461:

— assessment of the results and benefits of the
subject of entrepreneurial activity from the sale of
a certain product, product lines and product range;

— analysis of the attitude of consumers towards
the goods of the agricultural enterprise and the
goods of the respective competitors;

— analysis of associations related to these goods;

— study of the opportunities and threats of the
macro environment, as well as the strengths and
weaknesses of the product;

— assessment of feasibility and effectiveness of
the process of development and introduction of new
products of agrarian enterprises to the market;

— clarification of the consistency of the product
range with the goals of the enterprise and its bal—
ance in view of the life cycle of the products;

— monitoring the attitude of various market sub—
jects to the structural elements of the product, de—
veloping measures to improve it and optimizing the
product range.

Solving the above tasks requires defining the ob—
ject and subject of analysis. The objects of com—
modity policy analysis in general are:

— commodity unit and elements of its structure
(characteristics, branding, packaging);

— product line and product range;

— a new product (service) of the enterprise and
the process of its development.

The subject of the analysis of the commadity poli—
cy of an agricultural enterprise is [3, p. 59]:

— consumer value of agricultural products;

— economic benefits of an agrarian enterprise from
the production and sale of agricultural products;

— product brand characteristics for certain types
of products (popularity; consumer loyalty; cost,
etc.) and its packaging;

— effectiveness of introduction of new products
on the markets;

— indicators of the assortment and its balance
from the point of view of the life cycle of the product.

The marketing policy of agricultural enterprises
must take into account certain factors [4, c. 711]:

— the formation of demand occurs under the in—
fluence of deterministic or stochastic needs, re—
quests and interests, therefore, the system of
marketing planning and effective marketing prod—
uct policy must necessarily and first of all satisfy
the primary needs of consumers;

— production processes, storage of agricultural
products depend on natural and weather conditions;

— peculiarities of the formation of demand for ag—
ricultural products — seasonality and low elasticity;

— the formation of a set of goods that could be
operated, ensuring that the goods are alternate—
ly brought to the market at the peak of demand
growth, its maintenance and removal from the
market, taking into account seasonality;

—the complexity of changes in the range of Ukrai—
nian products;

— minimal opportunities and limitations of agri—
cultural producers in diversification solutions.

Having analyzed the theoretical aspects of the
marketing commaodity policy of agrarian enterpris—
es and the prerequisites for its formation, it would
be appropriate, in our opinion, to define and char—
acterize its main functions.

The functions of marketing commaodity policy of
agricultural enterprises should reflect the specif-
ics of agricultural marketing planning, development
and implementation of commadity palicy. In gener—
al, it is advisable to divide the functions of market-
ing product policy into preliminary (strategic) and
main (tactical) ones [, p. 48].

The strategic functions of the marketing com—
modity policy of agricultural enterprises include:

— identification of a specific segment of the mar-—
ket, determination of the place of agricultural prod—
ucts manufactured (grown) among the total set of
products and services on the market of agricultural
products, analysis of the specifics of this segment;
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— analysis of the rationality of overcoming mar-
ket barriers;

— analysis of the agricultural market situation,
study and forecasting of market demand and sup-—
ply in quantitative volumes in a specific season;

— development of the concept of the life cycle of
agricultural products;

— mandatory systematic monitoring of the mar—
keting environment of agricultural enterprises;

— determining the competitiveness of agricultur—
al products, ways to increase it;

— analysis of the possibilities of maximizing the
volume of production of agricultural products and
reducing their cost and price.

The main functions of the marketing product pol—
icy of agricultural enterprises include: planning the
production process, organization of material and
technical support, management of marketing inno—
vation policy, management of the quality and com—
petitiveness of agricultural products, ensuring the
quality of the product corresponding to consum-—
er demand, assortment management, bringing the
product to the market and its support , monitoring
the performance of tasks, etc.

On the basis of the above, it is advisable to single
out several areas of analytical work and determine
the most effective and acceptable for further use in
the context of the analysis of the commodity policy
of agrarian enterprises. It is appropriate to make
the main objects of analysis and further planning of
the commodity policy of agricultural enterprises [6,
p. 1091

1. Analysis of the marketing components of agri—
cultural products, the value of these products for the
consumer, loyalty to the brand, comparison of agri—
cultural products with similar products of compet—
ing companies, comparison of product properties
from the standpoint of the agricultural enterprise
and buyers, analysis of the novelty and innovative—
ness of products, analysis of the brand, packaging (
containers), housing, economic benefits of agricul-
tural enterprises from the production of a particular
type of agricultural products, in—depth assessment
of the needs of individual groups of consumers.

2. Methods of analysis of the product portfolio,
assortment and nomenclature, their balance from
the standpoint of the life cycle of the product and
agricultural enterprise.

Let's consider in more detail the elements of the
analysis of marketing components. For an enter—

prise, the product is primarily a source of profit, an
agricultural enterprise is no exception, therefore
its analysis involves giving priority to such economic
criteria as the volume of sales, seasonality of prof-
its; level and dynamics of profitability; the amount
and dynamics of sales of agricultural products (de—
pending on the season); market share of the en—
terprise in the agricultural market. The main list of
indicators for the analysis of the economic perfor—
mance of products is given in the table.

From the point of view of marketing, the econom-—
ic goals of the agricultural enterprise will be sat—
isfied only if the needs of the buyers are satisfied.
Therefore, the marketing analysis of agricultur—
al products (services) should begin with the study
of its consumer value. It means not only objective
consumer value, which can be expressed, for ex—
ample, by technical parameters, but also subjective
consumer value of products, as well as actual and
potential consumer value. The buyer is the main
object for an agricultural enterprise, but this does
not mean that the analysis of agricultural products
should be limited only to the study of its consumer
value for the buyer.

The analysis should take into account the opin—
ion of other subjects of the agricultural market who
are interested in the agricultural products of the
enterprise. The analysis must necessarily have a
reference point, for example: products of compet—
ing companies, other ways of satisfying needs, etc.
No less important is the temporal aspect, which
should take into account the analysis of agricul-
tural products in the past, current and future time,
which makes it possible to see the assessment of
dynamics and the qualitative nature of changes,
establish trends, and make appropriate forecasts
for the future [7, 81].

\When analyzing agricultural products, it is neces—
sary to consider its various parameters and func-
tions, therefore it should be multifaceted. The meth-
od of analysis depends on the type of agricultural
products (crop or livestock products), market, enter—
prise, time period. Parameters such as sales mar—
kets, sales periods and seasonality are of particular
importance in the analysis of agricultural products.

In general terms, it can be stated that the pur-
pose of the analysis of the marketing commodity
policy of agricultural enterprises is to assess the
conformity of agricultural products with the eco—
nomic expectations of the producing enterprise,
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Indicators for analyzing the economic performance of agricultural products

Indicator

Definition

Sales volume (physical unit)

Cumulative number of implemented units of agricultural production

Gross income (UAH)

The product of the total quantity of sold units of agricultural
products and the price of a unit of production (aggregate revenue)

Profit (UAH)

The difference between total revenue and total costs

Profitability units of agricultural
products (UAH]

The difference between the unit price product and its cost price
production

Marginal profit (%)

The ratio of the difference between the price units of agricultural
production and variable costs in the calculation of unit of production
to the unit price products

Breakeven level sales of agricultural
products (%)

The ratio of fixed costs to marginal profit

Market share of the agricultural
enterprise in the segment of this
product category (%)

The ratio of the volume of sales of agricultural products to the total
market sales

Sales growth (physics unit)

The difference between the volume of sales for certain period to the

base volume sales

Source: created by authors and data [1, 3,4, 6]

the needs of the agricultural market, and to iden—
tify opportunities and threats to the functioning of
an agricultural enterprise in a competitive environ—
ment. On the basis of the conducted analysis, de—
cisions regarding the improvement of agricultural
production are substantiated.

For entrepreneurial activity in the agrarian
sphere, a necessary indicator of effective function—
ing is the value of agricultural products. The issue
of analysis and development of the marketing com-—
modity policy of an agricultural enterprise directly
depends on the analysis of the value of agricultural
products [9, p. 239].

The next important element of the analysis of the
marketing product policy of an agricultural enterprise
and its products as its key element is the method of
analyzing the consumer value of products by buyers.
According to the concept of marketing, an agricultur—
al enterprise should produce (grow) not what it can
or has produced (grow) before, but what consum-—
ers need. Agricultural products have many proper—
ties, the most important of which are their consumer
value for the buyer, the rank of this consumer value,
as well as the characteristic of the product that is de—
cisive when making a purchase. Assessment of the
significant property of agricultural products, com—
bined with the need to purchase it for the consumer,
and therefore the significance for the economic re—
sults of the agricultural enterprise [10, p. 261.

Another method of analyzing agricultural products
is the analysis of the benefits created at the agri—
cultural enterprise from the production (growing) of

products. Evaluating agricultural products through
the lens of consumer value and customer expecta-—
tions means finding out the requirements that an
ideal product should meet. The data is obtained as
a result of marketing research. Often, the neces—
sary information is obtained with the help of employ-
ees who maintain constant contact with customers.
However, the perceptions of employees about the
attitude of buyers to agricultural products do not al-
ways correspond to reality, and therefore it is advis—
able to conduct a comparative analysis of data ob—
tained from employees of agricultural enterprises
and intermediate or final buyers.

Analyzing any agricultural enterprise, one can
easily single out among the product nomenclature
and annual financial reports and reports of mar-
keting and analytical centers a group of agricultural
products that satisfy the requirements of end con—
sumers and bring economic profit from their pro-
duction and sale.

Conclusions

Marketing of products of agricultural enterpris—
es of Ukraine is somewhat more complicated than
other types of marketing, which is due to the va-
riety of means of its implementation, the trans—
formation of the modern paradigm of agricultural
marketing. The application of various methods of
planning and implementation of marketing activi—
ties of agricultural enterprises is determined by the
characteristics of various types of products on the
agricultural market, their significance for the end
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consumer and the characteristics of marketing in
the agricultural sector.

The subject of the analysis of the commodity policy
of the agricultural enterprise is the consumer value
of agricultural products, the economic benefits of the
agricultural producer from the production and sale
of products, the characteristics of the trademark for
certain types of agricultural products and their pack—
aging, the effectiveness of the introduction of types of
agricultural products to the markets, the indicators
of the assortment and its balance from the stand—
point of the life cycle of the agricultural products

The main objects of analysis and further planning
of the product policy of agricultural enterprises are:
1) analysis of the marketing components of agri—
cultural products, their value for the consumer, the
attitude of consumers to the brand, comparison of
agricultural products with products of competing
companies, comparison of product properties from
the perspective of the company and buyers, analy—
sis of the novelty and innovativeness of agricultural
products, analysis of brand, packaging (container),
XLl, economic benefits of an agricultural enter—
prise from the production of a separate agricultur—
al product, an in—depth assessment of the needs
of individual groups of consumers; 2) methods of
analysis of the product portfolio, assortment and
nomenclature, their balance from the standpoint of
the life cycle of the product and the enterprise.
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