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Abstract 

The development of the consumer goods market, active competition, changes in the forms of management, structural shifts in the Ukrainian 
economy create conditions for the active use of marketing by agricultural enterprises. In modern conditions, along with the problem of a 
production nature, the problem of the effective implementation of marketing activities becomes urgent, since the irrational management of 
the marketing of an enterprise, even with production advantages, can call into question the effectiveness of the activities of the manufacturers 
of these products. Reforms in the country's agricultural sector require a radical improvement in the functioning of the entire market economy 
system, primarily in the field of marketing of agricultural products. Reforms in the country's agricultural sector require a radical 
improvement in the functioning of the entire market economy system, primarily in the field of marketing of agricultural products. The 
market economic system presupposes a constant balance between supply and demand for all types of agricultural raw materials and finished 
products, ensuring and maintaining the high quality of marketable products, creating an equal and fair competitive environment, reducing 
production costs associated with the production and sale of goods, providing consumers with high-grade food at affordable prices. Perfect 
knowledge of the needs of the consumer and the parameters of the production of goods that satisfy is the only way to achieve goals related 
to profit, increase in sales, and penetration into new markets. At the same time, one of the main reasons for the unsatisfactory performance 
of the national agricultural market is the underdeveloped marketing of agricultural products. The enterprise marketing complex is the basis 
of the entire marketing system, and the marketing complex management becomes the main task for achieving success in the market. 

Keywords: marketing mix, marketing complex, agricultural enterprises, agricultural products, elements of the marketing mix Management of the 

marketing mix. 

 

1 Introduction 

Active agricultural exports, clashes in competition with 
Western high-tech agricultural production and high 
quality products establishes a new level of requirements 
for agricultural businesses that require them to radical 
rethinking of the strategic goals and methods of achieving 
them. The driving force in solving these problems can be 
the organization of effective marketing activities that 
would give them the opportunity to significantly 
strengthen their position in the market. Therefore, at all 
stages of the production, sales and management activities 
of the enterprise, it becomes necessary to use modern 
marketing tools, take into account the components of the 
marketing complex and introduce effective directions of 
the marketing commodity, communication and pricing 
policy of the enterprise. Marketing mechanism should be 
innovative, flexible and apply original ideas, withstand 
rapid changes in the market, to be able to reorient and find 
the target audience. 

The goal is to investigate the features and propose 
directions for improving the process of forming elements 
of the marketing mix of agricultural enterprises, which 
ensure an increase in the effectiveness of marketing 
commodity, price, sales and communication policies for 

making effective management decisions. 
Object of research - marketing activities of agricultural 

enterprises. 
Subject - a set of theoretical and practical aspects of 

the formation and implementation of a marketing mix at 
agricultural enterprises. 

The theoretical and methodological basis of the study 
is the dialectical method of cognition, the developments 
of domestic and foreign scientists on the marketing 
activities of agricultural enterprises. 

In the process of its implementation, the following 
methods were used: historical - to identify trends in the 
development of the components of the marketing complex 
of the studied enterprises; deductive, inductive and 
generalizations - when studying the theoretical aspects of 
the specified problem; abstract-logical - in relation to 
theoretical generalizations, the formulation of conclusions. 

2 Main part 

According to the most common interpretation of 
"marketing mix" or "marketing mix" - a set of marketing 
tools, a certain structure which ensures the achievement of 
this goal and solve marketing problems [3]. The term 
“marketing mix” is a key term that defines the 
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combination of enterprise tools at the operational level 
used by the enterprise over a period of time. 

The process of systematization of marketing tools 
began in 1948 from the expression Kallitona James 
(James Culliton) that marketing decisions should be the 
result of a specific "recipe" [3]. 

Neil Borden generalized them into a model called the 
"marketing mix" and consisted of 12 elements, such as 
product planning, pricing, branding, distribution channels, 
personal selling, advertising, promotion, packaging, 
demonstrations, service, physical qualities, search facts 
and their analysis. 

Albert Frey in 1961 divided them into 2 groups, such 
as offering (product, packaging, brand, service) and 
methods and tools (distribution channels, advertising, 
personal sales, sales promotion, PR). 

In 1964, Jerry McCarthy proposed a model of the 
"4Rs", that is, the marketing mix, consisting of only four 
elements: «product», «price», «place», «promotion» [2]. 

The marketing of agricultural companies differs from 
the marketing approaches used in other markets. This is 
due to the special features of agriculture [5]: 

1. seasonality. Crop in agriculture is most often 
harvested once, maximum twice a year. The main 
task of marketing an agricultural enterprise is to 
sell a product that has not yet been developed. In 
such a situation, the marketing department needs 
to collect the necessary information about the 
forecasts for the volume of the crop and create a 
demand model. Depending on the seasonality of 
agricultural products, tools for promoting goods to 
the market are determined; 

2. feature of the product. Agricultural products 
require careful handling due to their quality 
characteristics: they need special conditions for 
storage, transportation and packaging. The 
manufacturer cannot "hold" the product until better 
times and is forced to sell it at reduced prices or 
dispose of it; 

3. dependence on external factors. Natural conditions, 
the quality of land, the state agricultural equipment 
and personnel to the enterprises of AIC affect the 
production process because of these characteristics 
depends the quantity, quality and range of 
agricultural products; 

4. government intervention. In the market of 
agricultural products marketing often works not 
just a commercial product, but with the daily 
necessities products (bread, cereals, milk, meat), 
so the pricing of the agricultural enterprises not 
only built on the rules of the market, but also under 
the control of the state. The state monitors the level 
of prices and has the right to force the company to 
lower them. This affects the functioning of the 
company, and the marketing mix is designed with 
these features in mind. 

Let's take a closer look at each component of the 4P 
model as the most optimal for enterprises: 

1. commodity policy (Product). In the sector of the 
production of perishable agricultural products 

plays a special role packaging. In the segment of 
finished products with a short shelf life, the 
packaging should have, in addition to convenience, 
attractiveness, also quality characteristics, that is, 
ensure the long-term preservation of the product 
and its suitability for use;  

2. pricing (Price). Prices for the products of 
Ukrainian agricultural companies are influenced 
by a variety of parameters, but they are 
differentiated depending on whether the company 
belongs to any market. The main most common 
characteristics are: 
 costs of materials (for example, purchase of 

seeds); 
 the cost of wages of personnel; 
 labor costs; 
 expenses for mineral fertilizers and additives; 

3. distribution channels (Place). There are two main 
distribution channels: wholesale and retail. 
Producers can sell agricultural products, for 
example, to grain traders, vegetable stores in bulk, 
or to individual buyers at retail. Also production 
(harvest) often pay with the holders of land shares; 

4. communication policy (Promotion). In this area, 
the marketing of agricultural companies is poorly 
developed. This is due to the confidence of 
manufacturers in the fact that the products sold in 
agricultural production do not need advertising, 
because they belong to essential goods (meat, milk, 
grain products, etc.). In fact, proper promotion and 
positioning can increase and stimulate sales. 
Establish communication activities of the 
company are taking part in agricultural exhibitions, 
fairs, auctions, etc. 

An important point is the ability to negotiate, correctly 
build the sales process and contact with consumers [1]. 
This affects customer loyalty to a particular manufacturer 
and its brand. One of the main tools for promoting the 
product on the market - advertising. Most of the major 
producers make heavy use of advertising, especially TV 
videos. As a rule, such communications directed to report 
to the competitive advantages of the company's products 
to consumers or to the demonstration of the production 
process. It is worth highlighting public relations as an 
important direction in the marketing strategy of 
agricultural enterprises. Public relations help 
manufacturers establish communication, increase brand 
awareness and generate new customers. In addition, it is 
public relations that contribute to a more intensive 
development of network relationships in agriculture. 

Today, it is not enough to restrict ourselves to the 
directions outlined in the “4P” concept when developing 
a marketing strategy [3]. An important basis of the 
marketing complex at the enterprise in modern market 
conditions is customer focus. This approach assumes that 
high results of the company's functioning are achieved 
when the manufacturer maximally experiences the needs 
and demands of the consumer, introduces appropriate 
innovations in the production of products, therefore it is 
necessary to highlight two important phenomena: 
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marketing innovation and customer focus. These topics 
are interrelated, since customer-oriented companies are 
characterized by a more active introduction of marketing 
innovations, and one of the prerequisites for innovative 
activity in the field of marketing is the company's 
emphasis on high quality and changes in the market [2]. 

Therefore, in order to improve the marketing mix of 
agricultural enterprises, it is worth considering a number 
of proposals: 

1. intensify work on expanding and deepening the 
product range, which will allow the enterprise to 
enter new markets, master new segments, and also 
strengthen its competitive position in the market; 

2. build a pricing policy in such a way that the 
average selling prices for products are lower than 
those of the main competitors of the region; 

3. constantly work to improve the quality and safety 
of agricultural products; 

4. pay sufficient attention to the development of its 
own trading network, to expand the number of 
retail outlets in the regional centers of the region; 

5. conduct advertising campaigns, taking into 
account the motivation of the target audience in 
advertising messages, where it is proposed to use 
the quality characteristics of products, such as 
health, usefulness, naturalness; the advertising 
campaign should focus on environmentally 
friendly products; 

6. to promote products among small and medium-
sized enterprises by creating specialized service 

cooperatives with highly qualified marketers in the 
state; 

7. the basis for the successful functioning of 
agricultural enterprises should be marketing 
research and analysis of marketing information. 

3 Conclusions 

Thus, in conditions of tough competition, especially with 
foreign producers, in a state where prices for agricultural 
products are extremely low, given the possibility of 
unfavorable weather conditions, the solution of the 
problems of Ukrainian agricultural companies can be 
facilitated by the introduction of marketing. Model «4P» 
McCarthy is the basis for planning and implementation of 
marketing activities. However, in developing a marketing 
strategy, a modern approach is important, in particular, 
reliance on the concept of customer focus and more active 
implementation of marketing innovations. Today, 
commodity producers rely on product policy, focusing on 
innovation in the production of products, leaving market 
promotion issues in the background. Undoubtedly, 
commodity producers also use innovations in the field of 
marketing, but a fundamentally important point for them 
should be the formation of brand value for the end 
consumer, while the strategic goals and objectives of 
forming a marketing mix relate to such key areas as 
production, personnel, product, price, sales channels and 
communication. 
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