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MANAGEMENT AND ORGANIZATIONAL AND ECONOMIC CONDITIONS
OF STRENGTHENING THE MARKETING ACTIVITY OF THE ENTERPRISE
AND MAINTAINING EFFICIENT AGRO BUSINESS

Abstract. The analysis of the activity of agricultural enterprises indicated its inherent high
degree of risk. Unlike other industries, a significant share of integrated risk for agriculture is
weather risk. It is this risk that necessitates the diversification of agricultural marketing into three
forms: with a deficit of the main commodity product of the agricultural enterprise in the market;
with the balance of sales and supply and with the market surplus of marketable products. It is
pointed out that in order to reduce the risk, a significant number of medium-sized producers rely on
multi-product production and management has to simultaneously make use of all the intended forms
of marketing. It has been established that the marketing activities of agricultural enterprises for a
number of reasons: established tradition, lack of financial resources, etc. are often sporadic,
fragmented, not a systematic, purposeful activity with defined goals, well considered tools,
adequate funding and resources. Therefore, a number of specific steps have been proposed for the
implementation of effective agribusiness: changing the traditional way of thinking; formation of a
holistic systematic approach to marketing policy as a single coordinated complex of management
and marketing; thorough study of the market of products manufactured by the agricultural
enterprise, and the formation of the forecast for the next season. To strengthen marketing activities
and conduct effective agribusiness, algorithms have been developed to gain a competitive
advantage. It is shown that agricultural marketing today is becoming a broader field of activity than
providing pure production and marketing using the main levers — price, product, sales and
communication. It must best meet the needs and requirements of consumers, in particular, by
shifting the main emphasis from price and sales aspects to communication. This is one of the main
ways to ensure the function of agribusiness efficiency. It is proposed to use the experience of
developed countries and more widely employ modern information technologies of management and
marketing, in particular, decision support systems and analysis of risks and forecasts for the next
period. The following ways are proposed for the use of modern decision support systems, risk
analysis and forecasts in Ukrainian agricultural management and marketing: cooperation, use of
these information systems on the basis of lease or, less relevant, expert risk assessment. A
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mathematical method of taking into account the degree of risk in the business processes of
agricultural enterprises is proposed.
Keywords: marketing, management, management, manager, agricultural management,
agribusiness, information technology marketing.
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MEHEJIXKMEHT TA OPTAHIBAIIIMHO-EKOHOMIYHI YMOBHM NOCUJIEHHS
MAPKETHHI'OBOI JISIJIBHOCTI NIJIIPUEMCTBA
I BEAEHHSA E@OEKTUBHOI'O AT'POBI3BHECY

AHoOTaliAg. AHami3 IiSUIBHOCTI arpomiANpHEMCTB BKa3aB Ha MpPUTAMaHHUN i BeIUKUi
CTyMiHb pu3uKy. Ha BiAMIHY BiA 1HIIMX rajiy3eil, 3HayHy MUTOMY Bary B IHTEIPajJbHOMY PHU3UKY
JUISL CIICHKOI'O I'OCHOJApCTBA CTAHOBHUTH MOroaHuil pusuk. Came Lell pU3HK 3yMOBIIOE MOTPeOy
nuBepcudikalli arpapHOro MapKeTUHTYy Ha Tpu ¢opMu: 3a nediuury Ha PHUHKY OCHOBHOI'O
TOBapHOTO MPOIYKTY arpomiJnpueMCTBa; 3a 0anaHcy 30yTy-TPONO3HIIi] 1 32 PUHKOBOTO HAATHUIIKY
TOBAapHOi Tponaykmii. BkazaHo Ha Te, IO A7 3MEHIICHHS PHU3WKY 3HA4YHA KUTBKICTH CEpeIHiX
BUPOOHUKIB CIHUPAEThCS HA OaraTroToBapHE BUPOOHUIITBO 1 TOMY MEHEIXMEHTOBI JOBOJIUTHCS
1HO/II OJTHOYACHO OMpaIbOBYBAaTH BCi 3arajgaHi (QoOpMH MapKETUHTY. YCTaHOBICHO, IO
MapKeTUHIOBa JisJIBHICTh arpoImiANpUEMCTB 3a HU3KH MNpUYuH (ycTalleHOi Tpaawmiii, Opaky
(¢iHAHCOBUX pecypciB TOLIO) YacTO MAa€ CHOpaJuYHui, (parMeHTOBaHMN XapakTep, HE €
CUCTEMHOIO, IIJIECTPSIMOBAHOIO MISIBHICTIO 3 O3HAYEHUMH LUISAMHU, 3BAKEHUMHU 1HCTPYMEHTAMH,
HaJIe)KHUM (piHAHCYBaHHAM 1 3a0e3medyeHHsM pecypcamu. Tomy ans peanizanii €eKTHBHOTO
arpo0i3Hecy 3amporoOHOBAaHO HHM3KY KOHKPETHHX KPOKIB: 3MiHA TPaAMIIHHOTO TpHOYy MHUCICHHS;
(dbopMyBaHHS ITICHOTO CHCTEMHOTO TIAXOAY O MAapKETHHIOBOi TOMITHKA SIK €IUHOTO
Y3TOPKEHOTO KOMITJICKCY MEHE/KMEHTY 1 MapKETUHTY; TPYHTOBHE BUBYCHHSI PUHKY TPOIYKIIii, AKY
BUPOOJISIE arpoMiANPUEMCTBO, 1 (OpMyBaHHS MPOTHO3Y HACTYMHOrO ce30Hy. s mocuieHHsS
MapKETUHTOBOI JIsITBHOCTI Ta BeIeHHS e(EeKTUBHOrO arpobi3Hecy po3poOJCHO alrOpuTMH, SIKi
MalOTh Ha MeTi HaOyTTs KOHKYpeHTHUX mepeBar. [lokazaHo, 1o arpapHuii MapKeTHHT ChOTOJHI
cTae OLIBII MUPOKOK c(heporo MisUIBHOCTI, HiXK 3a0e3lmeueHHs CyTO BUPOOHHITBA 1 30yTy 3a
BUKOPHUCTAHHS OCHOBHUX BayK€JIiB — IIIHOBOT'O, TOBAPHOT0, 30yTOBOT0 1 KOMYHIKaIliiiHoro. Bia mae
3a0€3MeUnTH HAWIINIIUM YHHOM TOTpeOM 1 BHMOTM CIHOXHBadiB, 30KpeMa 3a MEpEeHECEHHs
OCHOBHOI Bard 3 I[IHOBOTO 1 30yTOBOI'O acCMEKTIB Ha KOMYHiKalliiHuid. Ile € oMHUM 3 OCHOBHHX
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NUIsIXiB 3a0e3nedeHHss QyHKIi ePeKTUBHOCTI arpoOi3Hecy. 3anporoHOBAaHO BUKOPUCTATH JIOCBIJ
PO3BHHEHHUX KpaiH 1 IIUpIIe BUKOPUCTOBYBATH Cy4acHi iH(popMamliiiHi TEeXHOIOTil MEHEIKMEHTY
1 MapKETUHTY, 30KpeMa CUCTEMH MIATPUMKH yXBAJICHHS PIIICHb Ta aHAJi3y PU3HKIB 1 MPOTHO31B Ha
HACTYyNHUU niepioa. [Jis BUKOPUCTAHHS CYy4aCHUX CUCTEMH MIATPUMKHU YXBAJICHHS PillleHb, aHAIII3Y
PHU3HKIB 1 IPOTHO31B B YKPAiHCHKOMY arpapHOMy MEHEI)KMEHTI 1 MapKeTHHTY 3allpOIIOHOBAHO TaKi
HUISXK: KOOTepallis, BAKOPUCTAHHS Ha OCHOBI OPEHIM MOCIYT BKa3aHUX iH(OpMAIifHUX cHCTeM
YM, MEHII pEeJIeBaHTHA, EKCIIEPTHAa OLIHKAa PHU3UKIB. 3alpoloOHOBAaHO MaTEeMaTHYHUUA METOJ
ypaxyBaHHsI CTYIIEHS pU3UKY B Oi3HEC-IIpOIecax arpomiApUEMCTB.

Knwuosi cnoea: MapKeTHHT, MEHEDKMEHT, VYIPABIIHHA, MEHEIDKEp, arpapHui
MEHEKMEHT, arpo0i3Hec, iH(opMalliifiHi TEeXHOJIOT1 MAPKETHHTY.

®opmyr: 1; puc.: 3; Tadmn.: 0; 616:.: 22.

Introduction. Agricultural production has a significant difference from other branches of
the economy, which, in the first place, is that the profitability of agro enterprises is largely
dependent on weather conditions. It is precisely the weather risks that determine the organizational
and economic conditions of work in the next season of managerial, production and sales units of
agrarian enterprises. Weather conditions determine either a deficit in the market of the main
commodity product of agro-enterprise, or balance of sales, or excess of commodity products. This
cardinally changes the management and marketing policy of agro-enterprise. Since the
nomenclature of agro-products is quite wide, then crop failure of some kind is compensated by the
heavy crop of something else. Therefore, small agricultural enterprises are not single-product in its
majority. That, in turn, leads to a complication of high-quality marketing activities in many
directions. For Ukraine, the situation is also worsened by the fact that, according to a survey
conducted during this study, most small businesses are unable to maintain a marketing service

Analysis of recent research and publications. Many scientists have dealt with the problem
of management and formation of organizational and economic conditions for strengthening
marketing and conducting effective agribusiness in Ukraine. Studies of Ukniat L. M. [1],
Bilan Yu. V. [2], Zamula 1. [3], Yatsenko O. M. [4], Ostapenko R. [5], Bazaluk O. [6; 7],
Osaulenko O. [8], Saiz-Rubio V. [9], Nitsenko V. [10, 11], Kucher A. [12], Baharun R. [13] are
well known. There is a growing understanding among scholars and practitioners that management
and marketing must take into account the risks of agribusiness, and therefore there are tools aimed
at identifying risk in agriculture in all its aspects — Ushkarenko Iu. and Soloviov A. [14]. Western
scientists are increasingly relying on digital technology to increase the effectiveness of management
and marketing in agriculture. For example, Saiz-Rubio V. [15] studied approaches to the
introduction of «smart» agriculture according to the concept «Agriculture 5.0». Svyrydenko D. and
Stovpets O. [16], Kondarearvych V. [17] considered the prospects of using Big Data in the
management and marketing of agribusinesses. To increase marketing and management efficiency
information systems are introduced in agriculture of developed countries, in particular, decision
support systems (DSS), which were studied by Rupnik R. [18], Frantsuz A. [19], Yankovyi O. [20],
Soroka L. [21] in their research.

The purpose of this article is to study agricultural management and marketing in Ukraine
and develop proposals to strengthen them to ensure the effectiveness of agribusiness

Research results. A characteristic feature of agricultural production in Ukraine, as
confirmed by the study, is the established tradition of a large number of managers of small
enterprises to neglect marketing or conduct it in the traditional for Ukraine intuitive way. Large
agricultural enterprises have long understood the danger of intuitive marketing. Of course, each
agricultural enterprise deals with pricing policy as well as with promotion and sales of its products,
communication with business environment and the study of competitors. But all this activity often
has a sporadic, fragmented character. It is not a systematic, focused activity with defined goals,
balanced tools, adequate funding and resources. Therefore, the first step for an effective
agribusiness should be to change the mindset of management and owners of agricultural enterprises.
The second step is to form a holistic systematic approach to marketing policy as a single
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coordinated management and marketing complex. The third step consists in a thorough study of the
market of products manufactured by agroenterprise and the formation of the forecast for the next
season. It is the risks of agribusiness, to a significant degree - weather risk, that form the conditions
and set tasks for management and require diversification and strengthening of marketing activities
of agroenterprise. They program the three indicated marketing directions (Fig. ). Since a
significant number of small agricultural enterprises are not single-product, in accordance with their
commodity nomenclature and heavy crop or crop failure, the agroenterprise must simultaneously
work in all these directions.

Sphere of influence -
Marketing in commodity o Sales orientation o increase in price, increase
deficit conditions production
Marketing in demand Sales and organizational - Stqdying _Cf)mpetit_orls,
balance and supply |  commercial orientation ||  flexible pricing policies,
promotional tools

Marketing in the Strategic Marketing Consumer Orientation,
conditions of excess of this |O)

Socio-Ethical Marketing
type of agro-products

Tools

Fig. 1. Organizational and economic conditions of marketing by agricultural enterprises

The study confirms this thesis. Data analysis of Fig. 2 indicates significant fluctuations from
year to year of the financial result of agricultural enterprises.
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Financial result, ths. UAH

Fig. 2. Financial result (balance) before taxation of agribusiness enterprises, ths. UAH
Source: formed on the basis of the Official site of State Statistics Service of Ukraine [22].

Moreover, the influence of risks on large, medium and small enterprises are different,
sometimes (see 2018—2019) even having a different vector. The situation in 2018—2019
emphasizes a successful strategy for medium-sized enterprises in its bulk to reduce risks for multi-
product production (for example, simultaneous livestock and crop production), unlike single-
product large and small manufacturers. The study found (Fig. 3) that for the considered time
interval of 2010—2019 for large enterprises the share of unprofitable enterprises reached 23.1% in
2010, 21.4% in 2014 and 20.6% in 2019. Only 2019 and 2018 were without losses for large
agricultural enterprises. For medium-sized enterprises, the percentage of unprofitable enterprises
varied from 8.4% (2015) to 23.1% (2013). For small enterprises — from 11.7% (2015) to 34.2%
(2010).
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Fig. 3. The share of agribusiness enterprises that have received losses

from all enterprises of a homogeneous group in the industry, %
Source: formed on the basis of the Official site of State Statistics Service of Ukraine [22].

The analysis showed that the largest fluctuations in the share of loss-making enterprises to
their total number are demonstrated by small enterprises and the smallest fluctuations are among
medium ones. A significant share of unprofitable large enterprises proves the fact that their
management, assessing the risks of losses takes them aiming, in contrast to the agribusiness of
developed countries, not to reduce the risks using modern technologies, but to obtain a certain level
of average profit over a considerable period of time. The number of loss-making agricultural
enterprises (see Fig. 3) is in fact a real estimate of the effectiveness of national agricultural
management and marketing.

The main lever for conducting effective activities is, in our opinion, ensuring competitive
advantages. Two main layers can be distinguished here: traditional and innovative. Traditional one
is based on the rental advantage, smaller logistic costs, cheap labor resources, cheaper raw
materials, etc. But these component advantages are fleeting. Innovative one is a new form of trust in
the relationship with the consumer, the use of the latest technologies, new products and services,
highly qualified and highly motivated staff, etc. A classic approach to the classification of
competitive advantages divides them into external and internal ones. According to this approach,
the basis of external advantages is the quality of products that should guarantee stability of sales.
Internal advantages, according to this approach, should be based on reducing the cost of products,
which will allow for a flexible pricing policy as for major competitors. In modern conditions, as the
survey showed, this approach is not indisputable, because reducing costs at some point will lead to
lower product quality. And, as research has shown, the price of products today does not always
correlate with sales — the consumer sometimes agrees to pay more, taking into account not
economic but emotional or other factors. Thus agromarketing today is becoming a broader field of
activity than providing purely production and sales using the basic levers — price, product, sales
and communication. It, using the same levers, should best meet the needs and requirements of
consumers, in particular, to transfer the main emphasis from the price and sales aspects to the
communication. It is also worth paying attention to the experience of developed countries and more
widely use modern information technology management and marketing [13—21].The use of
modern DSS systems for small agricultural enterprises is uncommon. And their financial resources
do not allow them to purchase modern information systems. The following ways are possible here:
cooperation, use of DSS-systems on a paid basis (lease) or, less relevant, expert risk assessment.

One can consider the effect of risk probability for a business process that is described by a
function of x (for example, crop yield) as follows:
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y = f [1—f(x)] dx/f [1 — f(x)]dx under conditions f (x) € (0,1), f(x)% 0,1,

where f(x) is the probability of risk.

Regarding product leverage — marketing should focus on creating the appropriate range of
products. The marketing algorithm will then be as follows: study of current consumer needs and the
formation of new needs; research of all aspects of competitors' activity; comparative assessment,
according to all indicators, of product quality of the enterprise and competitors; providing
information to management on the withdrawal of products for which its own company is inferior to
competitors in producing; finding promising opportunities to expand the range of products, based
on a comprehensive assessment of consumer needs, the capabilities of competitors and the ability of
its own production. Fulfilling this algorithm can be very difficult for marketing and then
management often focuses not on the manufacture of products that the consumer needs, but rather
on those the enterprise is able to produce according to technological and other indicators. This leads
not to the competitive advantages of its own enterprise, but rather to the benefits of competitors. For
the orientation of marketing activities to a price lever, the algorithm should be as follows: rational
conduct of production activity; reduction of the cost of the product unit increasing its volume; use
of synergistic effect by simultaneous production of various types of products; cooperation;
integration to ensure joint supply of resources and sales organization; production for consumers
with special needs and requirements.

Conclusions. Based on the information obtained during the study, it has been established
that a significant degree of risks, first of all, weather risk is decisive for management and marketing
of agricultural enterprises. This allowed to identify the main forms of marketing and offer steps to
implement effective agribusiness: a change in traditional thinking; formation of a holistic systematic
approach to marketing policy as a single coordinated management and marketing complex; the
thorough study of the market of products manufactured by an agricultural enterprise and the
formation of the forecast for the next season. Algorithms intended to acquire competitive
advantages have also been developed. It is stated that agricultural marketing should become a
broader field of activity than providing purely production and sales. It should meet and shape the
needs of consumers, in particular, by shifting the main emphasis from the price and sales aspects to
the communication. The ways of using DSS-systems and risk analysis systems are suggested:
cooperation, use of the specified information systems on the basis of rent or, less relevant, expert
risk assessment. The mathematical method of taking into account the degree of risk in business
processes of agricultural enterprises has been developed.
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