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The article is devoted to the formation of managerial decisions to ensure the

formation of a marketing complex by the companies of the AIC of Ukraine. The

authors describe the results of qualitative research, during which the main

directions for further use in the enterprises of the agroindustrial complex of

Ukraine were defined: the creation of brands, the establishment of relations with

customers, the use of social networks and promotion of sales, the sale of products

in the package, as well as the use of defective products in the future production.

Key words: management,

brand,

production, marketing measures,

agromarketing, agro-industrial complex (AIC).

Introduction  The  agro-industrial
complex (AIC) is one of the sectors of
the economy that promotes the

development of many countries.

According to foreign experience, the
long-term  success of agricultural
enterprises is based on the active use of

marketing and the introduction of

modern marketing elements is a common
practice of increasing the
competitiveness of agrarian business [2,
p.1-13; 5, p.113-120; 7, p. 85-94].
Formulation of the problem. The
purpose of this article is to identify the

peculiarities of forming a complex of



marketing by Ukrainian companies in
the agro-industrial complex.

To achieve this goal, it is necessary
to analyze the preliminary research of
marketing of agroindustrial complexes
both Ukrainian and foreign scientists.

This article has the following
structure: the first part covers the
theoretical approaches to organizing a
marketing complex by the agribusiness
companies. The following is a
methodology for empirical research
and its main results.

The final part of the article includes
recommendations  for  Ukrainian
companies, discussion of the results, as
well as assessment of limitations and
opportunities for future research..

Presentation of the goals of the
article. Marketing in the agro-
industrial complex is denoted by the
term "agromarketing". It involves the
study, forecasting and implementation
of  entrepreneurial activities  of
economic entities in the field of
production,  processing,  storage,
transportation and sale of agricultural
products with a view to maximizing
profits. Despite the existence of a

separate term, marketing complex for

an  agro-industrial  enterprise is
developed on the basis of the
widespread model of "4P" McCarthy:
Product Policy, Price Pricing (Price),
Sales Policy (Place), Communication
Policy (Promotion).

Marketing of agribusiness companies
differs from marketing approaches
used in other markets. This is due to
the special features of agriculture [4].

1. Seasonality. Harvest in agriculture
is often harvested one, at least twice a
year. The main task of marketing an
agricultural enterprise is to sell a
product that has not yet been
produced. In this situation, the
marketing department needs to gather
the necessary information about the
forecast of the volume of the crop and
create a demand model. Depending on
the  seasonality of  agricultural
products, the instruments  for
promoting the product on the market
are determined.

2. Feature of the product.
Agricultural products require careful
treatment due to their qualitative
characteristics: they need special
storage, transportation and packaging

requirements. Accordingly, the



manufacturer can not "hold" the goods
to the safe side and are forced to sell
them at reduced prices or dispose of.

3. Dependence on external factors.
Natural conditions, quality of land, the
condition of agricultural equipment
and personnel at the agroindustrial
complexes have a strong influence on
the production process, because the
quality and range of agricultural
products directly depend on these
characteristics.

4. State intervention. In the market of
agricultural products, marketing often
works not only with commercial
goods, but with products of basic
necessity (bread, milk, meat), in
connection with which the pricing
policy in agricultural enterprises is not
only built on the rules of the market,
but also is under the control of the
state. The state monitors the price level
and has the right to force the company
to lower them.

But all this affects the functioning of
the company's agribusiness, and
therefore the marketing complex is
developed taking into account these
features. Let's consider in detail each

component of the 4P model.

1. Commodity policy. Package plays
a special role in the production sector
of perishable agricultural products. In
the segment of products with a short
shelf life, packaging must have, in
addition to convenience,
attractiveness, and also qualitative
characteristics, that is, to ensure long-
term product safety and its suitability
for use. Packing should help ensure
that the product does not fight, not be
wrinkled and lose its properties, and
must be suitable for cooking in it or
for use in food immediately after
purchase.

2. Pricing (Price). Prices for domestic
agricultural companies are subject to
many parameters, but they
differentiate depending on which
market the enterprise relates to. As the
main most common characteristics,
one can distinguish:

m costs for materials, that is, the
purchase of seeds used for the
production of vegetables;

m labor costs;

m cxpenses on social welfare
payments;

m Mineral fertilizer and additives

costs.



3. Sales channels (Place). There are
two main sales channels: wholesale and
retail. The wholesale distribution
channel for agri-industrial products has
the following structure: in large cities
there are vegetable bases where
vegetables are imported from producers.
Bases are replenished depending on the
demand for vegetables. As a rule, in
Ukraine one of the main places of sale
of vegetable products is the fruit and
vegetable bases. The positive moment
of delivery in this case is that it is
possible to ship a large number of
products in one point (on a base), saving
on logistics.

Retail sales channels have pluses and
minuses. The main disadvantages
include the fact that purchasing prices
for vegetable growers establishes a
trading network and, as a rule, are
minimal to provide a higher margin.
The plus is that for producers, a large
marginality is achievable precisely
because of the retail sales channels of
vegetables.

| would like to note that most of the
major Ukrainian agribusinesses sell
and market their products using their

own branded retailers, which sell the

entire range of products. In these
outlets, they sell both their products
and third-party goods.

4. Communication Policy
(Promotion). In this area, marketing in
the agroindustrial complex is poorly
developed - it is connected with the
confidence of producers that products
produced in agricultural production do
not require advertising because they
relate to basic necessities (meat and
milk, grain products) In fact, proper
promotion and  positioning can
increase and stimulate sales.

To establish communication
activities of the agroindustrial complex
can, by participating in agricultural
exhibitions, fairs, auctions, etc. An
important point is the ability to
negotiate, to correctly build the sales
process and contact with consumers.
All this affects the loyalty of buyers to
a specific manufacturer and its brand.
One of the main tools for promoting
the product on the market -
advertising. Most large producers of
the agroindustrial complex intensively
use advertising, mainly television
video clips. Typically, this kind of

communication IS aimed at



communicating  the  competitive
advantages of the company's products
to consumers or on the demonstration
of the production process.

It is worth highlighting public
relations as an important trend in the
marketing strategy of agricultural
enterprises. Public relations helps
producers to establish communication,
make the brand more familiar and
provide new customers. In addition, it
is the public relations that promotes
more intensive  development of
network relations in the agribusiness.

However, to date limited to the
directions outlined in the concept of
"4P", in developing a marketing
strategy is not enough. An important
basis for the marketing complex for
the enterprise in the current market
conditions is customer orientation.
This approach suggests that high long-
term results of the company's
performance are achieved if the
producer maximizes the needs and
demands of the consumer and
implements relevant innovations in the
production of products, therefore it is
necessary to highlight two important

phenomena: marketing innovations

and customer orientation. These topics
are interrelated, since client-oriented
companies are characterized by more
active implementation of marketing
innovations, and one of the
prerequisites for innovation activity in
marketing is the emphasis on high
quality and market changes.

Client orientation is an important
basis for the marketing complex for
the company in the current market
conditions, because it allows you to
receive feedback from consumers. In
the AIC, it enables them to produce
goods tailored to their customers'
wishes, as well as increase the
competitiveness of the company,
which  pays attention to the
development of a communications
channel with consumers. Ultimately,
the rapid and flexible production of
goods in accordance with the needs of
customers contributes to increased
sales and improved sales volumes.

As for marketing innovations, there is
a direct relationship between the
innovation  activity of domestic
agribusiness enterprises and their
competitiveness  and  investment

attractiveness. Also, the relationship



between the level of innovation in the
agroindustrial complex and marketing
- the introduction of one will promote
the development of another [6, p.295-
299].

Marketing  innovations in  the
agroindustrial complex are related to
product packaging, sales and product
innovation innovations, as well as the
introduction of new sales channels and
the development of existing ones.

The introduction of marketing
innovations in the agroindustrial
complex makes the enterprise more
diversified, providing it with an
additional competitive advantage.

In addition to innovations related to
production and organizational
processes, for the enterprise of
agrarian and industrial complex it is
important to consistently form its own
brand. Thanks to the brand with well-
defined values and harmonious
communication channels with the
consumer, the company creates
additional value for itself and for its
product, it strengthens consumer
loyalty and the relevance of products.
Only in this case, one can achieve a

situation where the consumer sees on

the store shelves a familiar brand and
automatically chooses in his favor,
without considering alternatives [8,

p.146-162].

Thus, in conditions of severe
competition, especially with foreign
commodity producers, in a situation
where prices for agricultural products
are extremely low, and in view of the
weather

possibility of  adverse

conditions, solving problems of
Ukrainian branches of agroindustrial
complex can contribute to the
introduction of marketing. The "4P"
McCarthy model serves as a good
basis for planning and marketing
activities. However, when developing
a marketing strategy, a modern
approach is important, including
relying on the concept of customer
orientation and more active
implementation of marketing
innovations.

Having studied the work at some
enterprises of the agroindustrial
complex of Ukraine, the authors
discovered that commodity producers
are today focusing on product policy,
focusing on innovation in the

production of products and leaving the



issue of marketing in the background.
Undoubtedly, commodity producers
also use innovations in the field of
marketing, but crucially important for
them to become the formation of brand
value for the end consumer, while the
strategic goals and objectives of the
formation of the marketing complex
will apply to all major areas such as
production, personnel, product, price,
channels sales and communications.

By comparing the results of an
empirical study with specific features
of AIC products (limited storage life,
non-volatility of quality, defined
storage and transportation conditions),
some perspective  directions  of
development of the  marketing
complex in this area can be
distinguished.

1. Active use of various channels and
promotion tools. If sales are not made
on time, then products will be
damaged, which will negatively affect
the company's financial results. That is
why the promotion and promotion of
sales in the market of perishable
products are of great importance, and a
well-formed strategy of promotion will

ensure the growth of sales and

revenue. It is necessary to actively
support sales through promotional
materials, promotions and annual
specialized fairs. It is especially
important to establish feedback with
consumers, as it helps to obtain
important additional information on
the volume and frequency of the use of
certain products, as well as, for
example, that the buyers would like to
use in complex (cucumbers and
tomatoes in one package and others
combinations).

2. The implementation of packaged
products. Packing a product is an
important factor that affects sales. The
sale of vegetables in packaging is
much more profitable for the
manufacturer, because it is the
packaging that allows you to increase
the added value of the product and,
consequently, marginality. In addition,
in retail chains consumers are willing
to buy vegetables and fruits in
packages (for several pieces) - if
earlier vegetables were sold only for
weight, then the trend is changing
now. This is due to the fact that buying
vegetables in packages is more

convenient for a number of reasons:



first, they do not fight and do not lose
shape, and secondly, the consumer can
choose a package with the required
amount of vegetables, so that it does
not turn out that half will not be used
and spoilt. In addition, the sale of
combinations of different vegetables in
a single package meets the obvious
approval from consumers.

3. Use of defective products in future
production. When creating AIC
products there is a shortage, as in any
other type of production. However, the
lack of agro-industrial production is a
specific result, which may have the
following characteristics: deformation,
unriped vegetables, sub-optimal taste,
color, etc.

It is unacceptable to carry losses,
throwing out products with good taste,
only because of non-standard forms,
while on such products you can make
good money, turning them into
another. For example, it is possible to
organize production on the processing
of irregularly shaped vegetables into
products derived from vegetables
(canned food, frozen semi-finished
products, baby food, cosmetics, seeds,

etc.). Vegetable processing is one of

the most important marketing areas
that will allow the company to reduce
costs.

Analysis of recent research and
publications. Many foreign authors
emphasize that there is currently a
major restructuring of the world
agribusiness, since intra-corporate
trans-national corporations, reflexive
consumption, retail network standards
and modern managerial approaches
play an important role [9]. All this
increases the importance of using
marketing tools for companies in the
agro-industrial complex.
However at  the Ukrainian
agroindustrial complexes, the modern
marketing approach has not yet been
adequately developed, and this fact
affects most aspects of the activities of
agribusiness companies [6, p.295-
299]. Currently domestic companies in
some sectors of the agro-industrial
complex are less  competitive
compared with foreign enterprises.
Agriculture of Ukraine for a long time
remained without due attention of the
state and

necessary investments,

without sufficient personnel

recruitment. Therefore for many



enterprises of agrarian and industrial
complex there is a characteristic lag
from the point of view of approaches
to management, including introduction
of modern marketing practices. There
iIs a logical question about the
development of marketing, capable of
raising the  competitiveness  of
domestic enterprises agribusiness [1,
p.97-103; 3].

Conclusions and perspectives of
further research. The purpose of this
article was to identify the features of
the marketing complex at the
enterprises of the agroindustrial
complex of Ukraine. Despite the fact
that as a method of study the case
study of one company was used, its
results contribute to the development
of the study of marketing approaches
in the Ukrainian agroindustrial
complex and may be useful to
representatives of enterprises of the
agro-industrial complex.

Based on these results, a number of
recommendations can be formulated
for companies agribusiness. In our

opinion, it is advisable to focus on the

following aspects of marketing activity
in the agroindustrial complex:
mcreation of own brands;

mbuilding relationships with clients;

msales of packaged products;

mactive sales promotion;

muse of  social  networking
opportunities;

msearch for ways to use defective
products in future production.

The limitation of this study is the
chosen method - the study of one
company leads to the impossibility of
generalizing the conclusions drawn.
The selected company operates on a
special market in special conditions,
which differ considerably from other
sectors of the Ukrainian market.

As a driving force for future research,
a more in-depth study of the marketing
complex of agribusiness companies
with a larger number of cases, as well
as conducting large-scale qualitative
research of a certain type, for example,
an interview with representatives of
small and medium enterprises of the

agro-industrial complex.
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AHoTAaLis.

lanunceka A.B., Kupuuox O.B. YmpaBmiHHS KOMIIJIEKCOM MapKETHHTOBUX
3aX0MIB U1 YKpPaiHCbKMX MIANPHUEMCTB CUIBCHKOrO rocmogapctBa. Crarrs
npucBsiYeHa (HOPMYBAHHIO YIIPABIIHCHKUX PIIIeHb [T 3a0e3neueHHs GopMyBaHHs
MapKeTHUHroBoro komiuiekcy komnadisiMu AIIK VYkpainu. ABTOpH ONUCYIOTH
pe3yJabTaTh SKICHOTO JOCHIIKEHHS, IMiJ 4Yac SKOro OyJd BU3HAYEHI OCHOBHI
HANpPSIMKU JUJIS1 TOAANBIIOr0 BUKOpHCTaHHA B mianpuemctBax AIIK VYkpainu:
CTBOpPEHHSI OpEH/IiB, HAJIArOJKEHHSI B3a€EMOBIJJTHOCHH 3 KJIIEHTaMHU, BUKOPUCTAHHS
COLIIATFHUX MEPEeX 1 CTUMYJIOBaHHS 30yTy, peanmizallisi MpoayKIlii B yIMaKoBIli, a
TaKOK 3aCTOCYBaHHS OpPaKOBaHOI MPOAYKIIi B MOAAIBIIOMY BUPOOHUIITBI.

KarouoBi ciaoBa: MeHeIKMEHT, OpeHJ, NPOAYyKIis, 3aXOAU MapKETUHIY,
arpoMapKeTiHr, arponpomucioBuii komruieke (AITK).

AHHOTALMS.

lNanunckas A.B., Kupuuok E.B. YnpaBnenne KOMIUIEKCOM MapKETUHTOBBIX MEP
JUTSl YKPAUHCKUX MPEANPUATHIA CETbCKOTO X031 CTBA.

Cratpss mocBsilieHa (OPMHUPOBAHUIO  YIPABICHUYECKUX  PEUICHUH IS
obecrnieueHus: (POPMHUPOBAHUS MAPKETUHIOBOro Komiuiekca kommaHusmu AlTK
VYkpanHbl. ABTOpBI OIUCHIBAIOT PE3YJIbTaThl KAYECTBEHHOI'O UCCIIEIOBAHUS, B X0/1€
KOTOPOro OBbLIM ONpEJEiCHbl OCHOBHBbIE HANpaBiICHUs [UIsl JaJbHEUIIEro
ucronb3oBanuss B npennpusTusx  AIIK  Ykpaunsl: co3manue  OpeHIOB,
HaJa)XMBaHUE B3aMMOOTHOLICHUH C KIMEHTaMH, MHCIOJIb30BAHUE COLUAIBHBIX
CeTell M CTHUMYJMpPOBaHHE CObITa, peanu3auus MNPOAYKIHMH B YHAKOBKE, a TaKXKe
MpUMEHEeHUEe OpaKOBaHHOW MPOIYKLIHUH B JadbHEHIIIEM MPOU3BOJICTBE.

KaroueBble cjioBa: MEHEIKMEHT, OpeHA, MNpOAYKUUs, JEATEIbHOCTb

MapKETUHTa, arpOMapKETHHT, arponpoMbiiieHHbIH koMiuieke (AITK)



