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Abstract. The aim of the study. The purpose of the article is to analyze the current
state and trends in the marketing activities of enterprises of the agro-industrial complex
of Ukraine. Methodology. In the study of the state and trends of marketing activities of
agricultural enterprises of Ukraine used a graphical method and systematic analysis; in
the study of the impact of threats on the state of marketing activities of agricultural
enterprises in Ukraine - the causal method and the method of scientific generalization -
in forming the conclusions of the study. Results. The results of the study were
summarized with the help of SWOT-analysis, which allowed to systematize the tools for
marketing activities of agricultural enterprises. Thus, the results of the evaluation of the
effectiveness of marketing policy of agricultural enterprises, according to the
respondents, confirmed the importance of marketing policy to ensure their economic
security. According to the results of the study, the development trends of agricultural
enterprises are analyzed, the effectiveness of the marketing policy of agricultural
enterprises is diagnosed, the main factors influencing the state of economic security of
agricultural enterprises are assessed. The practical significance of the study is that the
main conclusions and suggestions can be used by domestic enterprises to form an
effective management system for marketing activities of agricultural enterprises.
Prospects for further research. It is determined that in the long run for agricultural
enterprises in developing marketing policy as a tool for economic security and for making
sound management decisions and in the interests of consumers of agricultural products in
the region it is necessary to form strategic and tactical goals based on the proposed tools.
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Cy4yacHuii CTaH MapKeTHHI0BOI AisiibHOCTI mianpuemcTs AIIK B Ykpaini

O.'. Yupsa', 1.e.H., npodecop
M. B. Boiixo?, aciipanT

Anomauia. Mema oocniodcenns. MeTa CTaTTI TOJISITa€ B aHAI31 CYy4aCHOTO CTaHy
Ta TEHJCHIIIA PO3BUTKY MApPKETHUHTOBOI MISIIBHOCTI MIAMPHUEMCTB arpOmpPOMHCIOBOTO
KOMIUIEKCY Y KpaiHH.

Memoodonoeia. Ilpu nociiKeHH1 CTaHy W TEHJEHIIH MapKETHHTOBOI JISJIBHOCTI
nignpuemctB AIIK Ykpainu Bukopucrano rpadiyHuii METOJ Ta CUCTEMHUI aHai3; Ipu
JOCJIDKEHH] BIUIMBY 3arpo3 Ha CTaH MAapKETUHTOBOI AisibHOCTI mignpuemcts AIIK B
VYkpaiHi — NPpUYMHHO-HACTIAKOBUNA METOJ Ta METO]l HAyKOBOTO y3araJlbHEHHS — Mpu
dbopMyBaHHI BUCHOBKIB JTIOCIIKEHHSI.

Pezynomamu. Pe3ynpTaTu NpOBENEHOTO AOCHIDKEHHS Oyiau y3arajibHEHI 3a
nornoMmororo  SWOT-ananizy, o JO3BOJHIO CHCTEMATH3yBaTH 1HCTPYMEHTH
3a0€e3MeUeHHs] MAPKETHHT OBO1 TISNIBHOCTI CLTLCHKOTOCIIOAAPCHKUX MIAMPUEMCTB. Takum
YUHOM, pe3yibTaTu OIlIHKHU e(heKTUBHOCTI MapKETUHTOBO1 MOJIITUKHU
CUTBCHKOTOCTIONAPCHKUX MIMPUEMCTB, Ha AYMKY OITUTAHUX PECTIOH/ICHTIB, MATBEPIUIN
BYXJIMBICTh MApKETHUHTOBOI MOJITUKH JJI 3a0€3MeUeHHS X eKOHOMIYHOI Oe3reku. 3a
pe3ysbTaTamMu JTOCJTIKCHHS, poaHaIi30BaHO TEHJICHIII1 PO3BUTKY
CUIBCHKOTOCTIOAAPCHKUX  MIANPUEMCTB,  3AIMCHEHO  JIarHOCTUKY  €()EeKTUBHOCTI
MapKETUHIOBOI MOJITUKA CUIbCHKOTOCHOJAPCHKUX MIAMPUEMCTB, OLIHEHO OCHOBHI
YUHHUKYU BIUIMBY HAa CTaH €KOHOMIYHOI 0€3MeKH CUILChKOTOCIIOAAPCHKUX MIIIPUEMCTB.

llpakmuune 3naueHHs O0O0CNIONHCEHHA NOJsA2A€ B TOMY, IO OCHOBHI BHCHOBKH Ta
OPOMO3UIII  MOXYTh OyTH BHUKOPUCTaHI BITYUZHSAHUMHU MIANPUEMCTBAMM IS
dbopmyBaHHS €(PEKTHMBHOI CHUCTEMH yOPABIIHHS MApPKETUHTOBOIO  JISUTbHICTIO
CLITbCHKOTOCIIOAPCHKUX ITiAMPUEMCTB.

llepcnekmusu noodanvuiux oOocniodcenb. Bu3zHaueHO, MO0 HA TMEPCIEKTHBY JUIS
CUTBCHKOTOCTIONAPCHKUX MMIAMPUEMCTB TIPU PpO3po0Ill MapPKETUHTOBO1 TOJITUKH SIK
THCTPYMEHTY 3a0e3MeUeHHs €KOHOMIYHOi Oe3neku Ta JUIisl MPUHHATTS OOrpyHTOBaHUX
YIPABIIHCHKUX PIMIEHb Ta B 1HTEPECAX CMOKHBAYIB CLIHCHKOTOCIIOAAPCHKOT MPOAYKITiT
periony HeoOXimHUM € (HOpPMYBaHHS CTPATEriYHMX 1 TAKTUYHUX I JISUTBHOCTI Ha
OCHOBI 3aIIPOIIOHOBAHOTO THCTPYMEHTAPIIO.

Kniouosi cnoea: MapKeTUHT, MapKETHUHIOBOI JiSJIBHOCTI, arpornpOMUCIOBHMA
KOMILJIEKC, CIIIbChKOTOCTIOAPChKI MIAMPUEMCTBA, MAPKETUHIOB1 IHCTPYMEHTH.
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1. Introduction. Market
transformation requires the readiness of all
businesses to work in conditions of risk and
uncertainty, in which all business
processes are affected by the external and
internal environment, the relevance of
which necessitates management decisions.

The  success of  agricultural
enterprises, under such conditions, is
determined not only by the establishment
of domestic economic activity, but also
their ability to adapt to a rapidly changing
environment, which, given the economic
and natural features of Ukraine, is
extremely unstable. The economic growth
of agricultural enterprises is determined by
the formation and implementation of
effective marketing policies, which, in
turn, is an important tool for ensuring their
economic interest, forecasting the level of
strategic development and the formation of
competitive advantages.

Problem statement. However, there
are a number of problems that need further
development, in particular, modern
approaches to determining the state of
marketing  activities of agricultural
enterprises in Ukraine.

2. Literature review. The basics of the
formation of marketing policy of
agricultural enterprises is the field of
research of many domestic scientists,
including: A. Bancheva (2006), T.
Zhdanova (2019), M. Kasatkina (2011), N.
Kotenko, S. Serdyuk, G. Saltikova (2015),
V. Lazurenko, O. Posylkina, T. Maksimova
(2010), V.Musatkina (2014), O.Rubtsova
(2018), I. Smirnov, O. Lyubitseva (2020),
Ta 1HIIII.

3. Methodology. The article uses a
graphical method and systematic analysis
in the study of the state and trends of
marketing  activities of agricultural
enterprises of Ukraine; in the study of the

impact of threats on the state of marketing
activities of agricultural enterprises in
Ukraine - the causal method and the
method of scientific generalization - in
forming the conclusions of the study.

4. Research objectives. The purpose
of the article is to analyze the current state
and trends in the marketing activities of
enterprises of the agro-industrial complex
of Ukraine.

5. Results and discussions.
Agricultural enterprises react quickly to
changes in the market, can quickly change
their production programs depending on
the influence of environmental factors, so
they require a special marketing approach.
The effectiveness of management
decisions in the marketing activities of
agricultural enterprises depends entirely on
the degree of development of marketing
and the development of its organizational
and economic principles. Therefore, the
issue of effective marketing policy of
agricultural enterprises is relevant, based
on special techniques and the use of
specific tools, rational methods of
marketing management, taking into
account the size, type and specifics of
enterprises.

The effectiveness of the marketing
policy of agricultural enterprises is one of
the key indicators in the activities of any
enterprise, which shows the degree of
achievement of the goals set by the
marketing  department.The use of
marketing in domestic enterprises has
become widespread and is an integral part
of most businesses, but unfortunately we
see a fragmentary use of only some
marketing functions, which reduces the
overall  effectiveness of marketing
activities. The formation of the marketing
complex of the enterprise is the main task
for marketing services, but the
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management of the marketing complex is
not the only task that arises in the
management of marketing activities.

The main features of the marketing
policy of agricultural enterprises are
highlighted, on the basis of which the
author's concept of "agricultural policy of
marketing" is proposed.

Marketing policy is a component of
the overall domestic economic policy, the
formation of which is the most important
task of the enterprise in the future.

During September 2018 - September
2019, a survey was conducted among the
owners and management of agricultural
enterprises, the results of which identified
the main factors influencing the
implementation of their marketing policy.
Representatives of 51  agricultural
enterprises took part in the survey,
including: from Cherkasy region. (27%),
Zhytomyr region. (23%), Kyiv region.
(19%), Poltava region. (18%), Vinnytsia
region. (13%) and other areas. The main
elements of marketing policy that allow to
gain competitive advantage, respondents
named: the uniqueness of agricultural
products of the enterprise (78%); quality of
agricultural products of the enterprise
(65%); modern production technologies
(59%); focusing on specific consumers
(53%). Among the main threats to the
economic  security of  agricultural
enterprises, respondents named: a narrow
range of products (84%); fixed market
prices (76%); limited involvement of
financial resources for business expansion
(72%); and low efficiency of marketing
policy (69%).According to respondents,
the main tools by which agricultural
enterprises can ensure their economic
security are to increase financial resources
for  development (36%), domestic
production capacity (31%), as well as the
development and implementation of

effective marketing policy (28%) .

To conduct a SWOT analysis in
order to develop a marketing policy, the
agricultural enterprise must pay attention
to the following factors:

- market capacity of the agricultural
enterprise;

- attractiveness of the
agricultural products;

- marketing policy of competitors of the
agricultural enterprise;

- competitive advantages of the agricultural
enterprise;

- potential of agricultural enterprise;

- specifics of agricultural products;

- costs of production and marketing of
agricultural enterprises;

- interests of management and employees;

- quality composition and qualification of
the personnel of the agricultural enterprise;
- the degree of dependence on the external
environment;

- financial resources of the enterprise;

- level of risk.

The results of the study were
summarized with the help of SWOT-
analysis, which allowed to systematize the
tools for economic security of agricultural
enterprises, and to identify among them the
tools of marketing policy.The results of the
study showed that if the management of the
agricultural enterprise does not know the
strengths and weaknesses, does not
imagine external opportunities and does
not suspect threats, can not identify paired
combinations between these elements, it
will not be able to develop effective
marketing policies enterprises.

The most complete assessment of
the effectiveness of marketing policy can
be done by identifying and analyzing
specific indicators of the effectiveness of
management measures, including, for
example, the effectiveness of current costs
of marketing, efficiency of marketing

market for
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processes,
resources.

Given the above, for an effective
marketing policy use indicators that focus
on qualitative analysis of marketing
activities of enterprises:

- the degree of adaptation of the strategy in
a certain period of time to a specific
scenario of the external environment;

- the ratio of the share of profit or income
received from marketing activities and
related costs;

- the ratio of the economic effect obtained
from the implementation of the logistics
concept to the amount of capital invested in
logistics;

- ranking the importance of messages,
which allows you to consider the most
important of them first.

The modern system of effective marketing
policy of agricultural enterprises must also
take into account the possibility of
disseminating information via the Internet,
which is an indispensable tool for
obtaining fresh marketing information.

We believe that the choice of the
form of effective marketing policy depends
on the peculiarities of the functioning of
agricultural enterprises such as: the size of
the enterprise, development period, life
cycle and so on.Thus, in order to achieve
the goals and objectives set by the
agricultural  enterprise, all internal
processes and conditions must meet and
promote the implementation of strategic
objectives, and the mechanism of
marketing policy of agricultural enterprises
must be customer-oriented and have a
certain level of competence. Businesses
that optimize their internal processes make
a profit.

A consumer-oriented agricultural
enterprise that is able to anticipate and
meet its needs will get the expected result
in the long run. An important place of

efficiency of management

activity of an agricultural enterprise should
be given to the choice and justification of
such a marketing policy, which will allow
it to occupy a profitable niche in the market
of agricultural products and promote
further development. The choice and
justification of strategic management of the
enterprise should be based on integrated
marketing.

Based on the data obtained from the
SWOT analysis, the development of
marketing policy of the agricultural
enterprise also involves the choice of tools
for marketing policy in general and in each
area in particular.

Consider the most effective tools for
implementing the marketing policy of an
agricultural enterprise in more detail:

1) advertising is a proven method of
promoting and promoting a product /
brand. Despite the constant adjustments in
the methods of its conduct (primarily the
transition to digital promotion), advertising
remains the most effective marketing tool
to this day.2) In recent years, personalized
marketing has become a personification of
digital promotion, which involves the
collection of analytical data on the target
audience and the use of this data in order to
more accurately and effectively promote
the product / service / brand.

3) Among the most effective methods of
personalization - linking with social

networks, working with subscribers,
questionnaires, targeting in  Google
Analytics.

4) The use of software tools can be very
helpful in organizing a digital marketing
campaign for agricultural enterprises.
Various ready-made templates and graphic
editors allow you to create your own
corporate identity in the web environment,
while saving time and money.

The use of ready-made marketing
solutions allows agricultural enterprises to
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individualize the account, make it
authentic, recognizable and attractive to
the target audience.

Thus, the results of the evaluation of
the effectiveness of marketing policy of
agricultural enterprises, according to the
respondents, confirmed the importance of
marketing policy to ensure their economic
security.

6. Conclusions.

Thus, according to the results of the
study of the current state of marketing
activities in agricultural enterprises, it is
established that the main factors
influencing the implementation of their
marketing policy are: the uniqueness of
agricultural products of the enterprise; the
quality of agricultural products of the
enterprise; modern production

technologies;  focusing on  specific
consumers. Among the main threats to the
economic  security of agricultural
enterprises, respondents named: a narrow
range of products; fixed market prices;
limited financial resources for expansion;
and low efficiency of marketing policy.
The results of the study were
summarized with the help of SWOT-
analysis, which allowed to systematize the
tools for economic security of agricultural
enterprises, and to identify among them the
tools of marketing policy. Thus, the results
of the evaluation of the effectiveness of
marketing  policy  of  agricultural
enterprises, according to the respondents,
confirmed the importance of marketing
policy to ensure their economic security.
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