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Summary

The article defines the essence, meaning and main principles of systemic and situational approaches as
a methodological basis for the formation of a marketing strategy for agar production, and also presents
the systematization of strategic analysis methods for assessing environmental factors in the formation of
a marketing strategy. The main reasons determining a systematic approach to the use of methods in the
formation of a marketing strategy are highlighted. The use of the presented methods for the formation of
the marketing strategy of agricultural production allows to consider the formation as a process consisting
of separate stages: formulation of the mission, goals and objectives of the marketing strategy, market
analysis based on the factors of the external environment of the enterprise with direct and indirect influence,
assessment of the potential opportunities of the industry, development decision trees” and evaluation of the

effectiveness of management decisions.
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Statement of the problem. Today, Ukraine is at
the stage of establishing market relations, which
makes the main requirement the possibility of adap-
tation and use of the experience of countries with a
developed market economy. The experience of stra-
tegic marketing, which has already reached a high
level in developed countries, should be used as a
starting position for its implementation, taking into
account the level and characteristics of the develop-
ment of market relations in Ukraine.

The theory and practice of implementing the prin-
ciples of strategic marketing has not yet received
practical implementation in industries, especially in
the agricultural sector. At the same time, practice
proves that significant attention should be paid to
the formation of marketing strategies for develop-
ment in the fields of production and processing of
agro-food products, which will contribute to the
acceleration of their adaptation to the requirements
of the market environment.

The problems of increasing the competitiveness
of the agricultural industry can be solved with the
help of effective marketing strategies, which will
contribute to the adaptation of the agricultural
industry to new economic conditions and can become
a driving force of economic growth [1, p. 12-15]. It
is the marketing strategy of agricultural production
that allows the integration of environmental priori-
ties into the strategy of economic development. This
strategy takes into account the environmental factor
in the economic activity of agricultural enterprises
and is aimed at creating ecological products and ser-
vices in agricultural production.

The process of forming a marketing strategy
of agricultural production should be in accordance
with the basic principles and methods of strategic
marketing, the basis of which are systemic and

situational approaches. Today, the issue of devel-
oping and implementing methodological approaches
in the formation of the marketing strategy of agri-
cultural production is relevant and practically sig-
nificant.

Analysis of recent research and publications.
The work of domestic scientists L.V. Balabanova,
L.E. Basovskyi, S. Garkavenko, N. Zhuravlyova,
N. Kudenko, O. Kuzmina, O. Lobanova, A. Pav-
lenka, V. Pisarenko, G. Tarasyuk, O. Timonina,
F. Fedorenko, G.V. Cherevka and others.

The systematization of the main methods and
classifications of the toolkit of strategic analysis
in the development of strategies is presented in
the scientific works of P.L. Gordienko, L.G. Did-
kovska, I.A. Ignatieva, G.I. Kindratska, S.0. Levyk,
B.M. Mizyuk, V.D. Nemtsov, H.V. Osovska,
Yu.V. Pecheritsy, M.G. Sayenko, O.L. K.I. Red-
chenko and others.

Modern science and practice has at its disposal
many methods and methodologies that allow eval-
uating almost any component of the enterprise and
industry. But today there are no universally accepted
comprehensive methods of analytical research of
quantitative and qualitative characteristics of mar-
keting potential, although certain aspects of solv-
ing this problem were highlighted in the works of
T.L. Bezrukova, O.E. Yerankina, V.V. Kuchera,
R.V. Marzhanskyi, N. Rozhko.

The transformations taking place in the agricul-
tural sector today require expanding research into
the range of issues related to the formation of mar-
keting activities in the agro-industrial complex, in
particular, this concerns the development and imple-
mentation of methodological approaches in the for-
mation of a marketing strategy for the greening of
agricultural production.
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Objectives of the article is to determine the
essence, meaning and basic principles of systemic
and situational approaches as a methodological basis
for the formation of a marketing strategy for agar
production, as well as the systematization of stra-
tegic analysis methods for assessing environmental
factors in the formation of a marketing strategy.

Presentation of the main research material. The
formation of a marketing strategy is considered one
of the most essential and difficult stages of mar-
keting. This is a rather complex process that takes
place in conditions of constant changes in the fac-
tors of the external and internal marketing environ-
ment [2, p. 137].

The marketing strategy of agricultural produc-
tion as a development strategy can solve the prob-
lems of economic growth, increase the competitive-
ness of the agricultural sector, ensure a high quality
of life, national security, environmental protection
and a high technical level of agricultural production
in Ukraine. But it is worth understanding that it
is not just about the one-time use of innovations
to achieve immediate advantages, but about con-
tinuous, detailed strategic innovation development,
which forms the methods and means of innovation
management and will allow the introduction of inno-
vations to be subordinated to general goals, turn-
ing the intensive implementation of innovation pro-
cesses into a factor of economic industry growth.

To choose a justified marketing strategy, it is
necessary to use a set of scientific approaches: sys-
temic, situational and integration. The method of
forming the marketing strategy of agricultural pro-
duction is also based on a certain set of general sci-
entific and applied methodological techniques.

The systematic approach is a general scientific
method of cognition, which is the basis for conduct-
ing any scientific research [3, p. 112]. Based on the
essence of the system approach, the marketing strat-
egy of the greening of agricultural production can be
defined as a single complex of elements that have a
close connection with the external environment, which
determines the presence of input and output variables.

The development of a marketing strategy for
agricultural production is a rather complex process,
which is based on a systematic approach and corre-
sponds to the following principles:

— the complexity of the elements, which allows
defining the system as a whole, and determines its
unity;

— changes due to the influence of external and
internal factors;

— strategic orientation with the aim of achieving
a specific strategic goal common to all elements;

— hierarchy of system elements that have their
own responsibilities and tools for their implementa-
tion, depending on priority;

— uncertainty of the future;

— compatibility of the system elements for the
implementation of the assigned tasks.

The reasons for the mandatory systematic use of
predictive and strategic assessment methods in the
formation of the marketing strategy of agricultural
production are presented in fig. 1.

According to the system approach, the elements
that make up the content of the marketing strategy
of agricultural production do not just functionally
follow each other, but are all interconnected with-
out exception. A change in one of them inevita-
bly leads to changes in the others, and ultimately
in the entire marketing strategy. This requires
a comprehensive solution to any of its problems:
large and small, simple and complex, tactical and
strategic.

The situational approach is based on the fact that
the formation of the marketing strategy of agricul-
tural production is carried out based on the spe-
cific market situation that has developed at one or
another moment.

The use of a situational approach to the forma-
tion of the marketing strategy of agricultural pro-
duction allows to consider the formation as a pro-
cess consisting of separate stages: formulation of
the mission, goals and objectives of the marketing
strategy, market analysis based on the factors of the
external environment of the enterprise with direct
and indirect influence, assessment of the potential
opportunities of the industry, development «deci-
sion trees» and evaluation of the effectiveness of
management decisions.

The economic situation in Ukraine and the world,
the state of economic activity in the agricultural
sector (as external factors) require a systematic and
situational analysis. At the same time, it is worth
noting that the conditions for the formation of the
agricultural market in Ukraine are quite specific
and are caused, first of all, by a difficult situation
in the economic, political and social spheres. The
interaction of internal and external factors has a
specific character for the field of agricultural

A significant level of uncertainty of the state of
the external environment

Globalization of the world economy and
expansion of integration processes

Reasons for the introduction

of a systematic approach in
the formation of a marketing
strategy

A 4

Difficult conditions of economic activity in
agricultural production

The instability of the political, economic and
environmental
activities of agricultural enterprises

situation, which affects the

Fig. 1. The main reasons for a systematic approach to the use of methods
in the formation of a marketing strategy

Source: developed by the authors
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production and for enterprises in the field, and
almost always changes over time. It is important to
constantly monitor and take into account changes in
the composition of external factors and their impact
on the competitiveness of products and enterprises
of the agrarian sector of the economy, namely to
detail their effect, clearly distinguish market oppor-
tunities and threats.

That is why strategic analysis of the macro- and
microenvironment, the methods of which are based
on systemic and situational approaches, is a com-
ponent of the formation of a marketing strategy
(Fig. 2).

This research process involves an analytical
assessment of the parameters of the external and
internal environment using general scientific and
applied methods of strategic analysis.

The methodology of strategic analysis includes
techniques that allow:

— assess the current situation of the enterprise,
available resources, opportunities and needs;

— carry out forecasting and planning of the levels
of indicators of the enterprise's activity, as well as
assessment of the state of the external environment;

— apply the techniques of alternative analysis to
prepare for strategic decision-making in conditions
of uncertainty.

In our opinion, the basis of all applied techniques
of marketing research is a strategic analysis of the
industry, which goes through preparatory, analyt-
ical and final stages. At the same time, a number
of specific methods and techniques are used, which
allow to diagnose potential and existing threats of
enterprises and industries, to identify their oppor-
tunities in the formation of marketing strategies.

Based on the systematization of existing meth-
ods of forming marketing strategies, the following
typology can be proposed:

1) marketing models based on the processing of
quality marketing information. These include the
following marketing models of strategic analysis:
SNW, SWOT, PEST/STEP, the McKinsey matrix,
the Shell matrix, the matrix of M. MacDonald,
A. Little, M. Porter, I. Ansoff, the Brownlay-Barth
matrix, the Hofer matrix — Shandler;

2) marketing models based on the processing of
quantitative marketing information. These include
economic-mathematical and statistical methods;

3) marketing models based on processing a com-
bination of qualitative and quantitative marketing
information. These include such marketing mod-
els as: BKG matrix, McKinsey matrix, Thomp-
son-Strickland matrix.

It is the use of economic-mathematical and sta-
tistical methods that will provide an opportunity to
obtain reliable and reliable results, which will be
the basis for the formation of a marketing strategy
[4, p. 107].

Strategic analysis provides a real assessment
of own resources and capabilities of the industry
in which enterprises operate. On its basis, a strat-
egy for the development of the industry is formed,
which involves the construction of a balanced sys-
tem of forecasts and plans for the long-, medium-,
and short-term perspective [5, p. 118].

At the stage of strategic analysis of the industry,
special attention should be paid to the assessment of
potential, because the development of resource con-
cepts changes the vector of the marketing strategy
from reactive (response of the enterprise to changes

Study of the macroenvironment

Monitoring and evaluation of the main factors of the macro environment:
PEST. SWOT. SPACE. ETOP analysis

Formation of the profile o

f the macroenvironment

Identification of dangers (threats) and opportunities from the macro
environment

A

y

Study of the microenvironment

Study of the factors of the immediate environment and internal
environment of agricultural enterprises and the industry as a whole:
SWOT, benchmarking method, portfolio method, modeling method

Formation of the profile

of the microenvironment

Identification of dangers (threats) and opportunities from the
microenvironment

Fig. 2. The process of researching the main factors of the macro- and microenvironment

Source: developed by the authors
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in the external environment) to proactive (preven-
tion of events). This requires finding new combi-
nations in the chain "resources — production — key
competencies — organizational capabilities — sustain-
able competitive advantages” [6, p. 119]. In view
of this, we consider ensuring strategic compliance,
which involves matching resource and production
capabilities with market conditions of farming, to
be an integral stage of forming a marketing strategy
for agricultural production.

Thanks to the synthesis of systemic and situ-
ational approaches, it is possible to combine com-
plexity with a quick reaction to the conditions of a
changing external environment. That is, these two
approaches do not contradict, but complement each
other (Fig. 3).

The transformations taking place in the agrar-
ian sector of the economy also require the expansion
of research on issues related to marketing activities
in the agro-industrial complex, in particular in the
development and implementation of methodological
approaches to the formation of marketing strategies
in the agrarian sector of the economy [2, p. 12].

The development of a marketing strategy for
agricultural production involves an analytical
assessment of the parameters of the external and
internal environment. The marketing strategy of
development should be focused on the formation of
sustainable competitive advantages, which increases
the requirements for such an analysis. It is the
results of the assessment that are a prerequisite for
the formation of a complex of information and ana-
lytical support for marketing management, which is
an integral condition for ensuring a positive trajec-
tory of the development of organizations. The main
goal of forming an information and analytical base

is the systematic organization of all elements that
form and use information in the process of market-
ing management of the industry [3, p. 218].

Strategic analysis is an important component of
the marketing potential management process and
the initial stage of strategy development. Its goal
is to choose a specific strategy from many strategic
alternatives.

In the process of strategy formation, the strate-
gic analysis of the industry's marketing potential
occupies one of the most important places, as it
allows determining its potential ability to carry out
its activities in accordance with strategic tasks [5].

Strategic analysis is a comprehensive study of
positive and negative factors that can affect the eco-
nomic condition of the enterprise in the future, as
well as ways to achieve the strategic goals of the
enterprise [7, p. 38].

Strategic analysis is an analysis not only of the
achieved results of the state of the industry, but also
of its development in the future. It is closely related
to the general principles of economic activity, which
involve the study of natural resource potential and
economic indicators in their complex relationship.

Strategic analysis of the industry includes pre-
paratory, analytical and final stages. At the same
time, a number of specific methods and techniques
are used to diagnose potential and existing threats
to enterprises in the industry, to identify their
opportunities in the formation of marketing strate-
gies [4, p. 132-134].

Making marketing decisions in agricultural pro-
duction should be based on the formation of strate-
gies aimed at increasing its competitiveness.

The main stages of strategic analysis are pre-
sented in fig. 4.

Informational
and analytical

Marketing strategy of agricultural production

component

v

4—

Marketing strategy implementation toolkit

—

A A 4

Product
strategy

Pricing
strategy

Sales Promotion

strategy strategy

A A

A A

importance, reliability

statistical-econom

Methods of marketing strategy formation:

simulation

ic, economic-mathematical,

Formation of the profile of the macro-

and microenvironment according to the
requirements: completeness, relevance,

i

Tools for forming a marketing strategy: PEST,
SWOT, SPACE, ETOP, PIMS analysis,
benchmarking analysis, modeling and forecasting

methods

Fig. 3. A systematic approach to the formation of a marketing strategy for greening agricultural production

Source: developed by the authors
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Stage 1. Formation of a set of factors of the marketing environment that affect the
marketing potential of the industry; determining the directions of their influence

|

Stage I1. Assessment of the state of factors of the marketing environment that
affect the marketing potential of the agricultural sector

4

Stage III. Assessment of the industry's internal resources (financial, personnel,
information, etc.) for the formation and use of marketing potential

d

Stage IV. Forecasting the possible influence of factors the marketing environment

d

Stage V. Development of recommendations for the formation of a strategy for
usine the marketing potential of the enterprise

Fig. 4. Stages of strategic analysis of marketing environment factors

Source: developed by the authors

The results of monitoring the external and inter-
nal marketing environment, marketing researches
allow to predict changes in the market environment
and to develop a strategy aimed at maintaining or
gaining competitive advantages in a timely manner.
The formation of a marketing strategy is preceded
by an economic diagnosis of the potential of the
industry, which is characterized by a significant
number of tools and approaches to its implementa-
tion [3, p. 86].

Strategic analysis, based on the use of appro-
priate tools, allows you to explore factors and
opportunities that can be used to develop an effec-
tive and adequate strategy for market conditions
[1, p. 24-28].

The toolkit of strategic analysis is diverse. Some
scientists try to classify it according to certain
characteristics, others, revealing the essence of one
or another tool, do not set themselves the task of
grouping it according to the stages of strategic anal-
ysis. Table 1 shows a set of tools that are used most
often according to each of the stages of strategic
analysis.

Carrying out a strategic analysis allows you to
create a basis for the construction of strategic man-
agement of the agrarian industry.

However, the fact that the use of one or another
method depends on the chosen approach, the goals
of the assessment, the type and completeness of
the source information, the specifics of the con-
stituent elements of the marketing potential of
the industry being evaluated, and other factors
deserves attention.

It is practically impossible to separate techniques
and methods that are inherent only to a specific eco-
nomic science, since the scientific tools of various
sciences are too interconnected. Various techniques
are used in economic diagnostics. At the same
time, economic diagnostics has specific methods of
research [3, p. 96-98].

Thus, with the help of strategic analysis, all
subjects, problems of the agrarian industry are
decomposed into component parts for a more accu-
rate understanding and study of them. At the same
time, at the stage of forming an marketing strat-
egy, the results of the strategic analysis are inte-
grated into the optimal strategic directions for its
implementation in agricultural production. Also,
carrying out a strategic analysis allows you to
determine the main strategic categories of the cho-
sen strategy: formulation, goals, objectives, direc-
tions of its implementation.

Table 1

Toolkit of strategic analysis in terms of stages

Ne Stages

Tools

goals of the enterprise

1 | Analysis of the mission and existing | "Tree of goals”, a model of the strategic management system, etc

2 | Analysis of the external
environment

Life cycle of the industry, PEST analysis, M. Porter's five competitive forces,
maps of strategic groups of competitors, key success factors, etc.

3 | Analysis of the internal

Diagrams of product, product, technology, organization life cycles, Porter's
environment and strategic potential | graph "profitability — market share”, experience curve, value chain, etc.

4 | Strategic monitoring

SWOT analysis, BKG matrix, Ansof matrix "product — market”, SPACE
analysis, General Electric matrix

5 | Determination of strategic
orientation

Results of SWOT analysis, SPACE analysis, portfolio, competitive analysis, etc

Source: summarized by the authors [5]
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The marketing strategy of agricultural produc-
tion should be focused on the formation of sustain-
able competitive advantages. Therefore, the results
of the assessment of environmental factors are a
prerequisite for the formation of a complex of infor-
mation and analytical support for marketing man-
agement, which is an integral condition for ensuring
the development of this strategy [7, p. 11].

The marketing strategy of agricultural production
should adequately reflect the environmental aspects
of the activities of agricultural commodity produc-
ers, which take place both in its operational compo-
nent (preparation and implementation of the process
of production of products and provision of services),
and in the field of management (which includes the
interaction of agricultural commodity producers with
the surrounding natural environment) with with the
aim of maximally reducing possible negative conse-
quences for the ecosystem and people.

Conclusions from the study. The following con-
clusions can be drawn from the above.

The objective necessity of forming a marketing
strategy of agricultural production is related to
environmental problems of the agricultural indus-
try, the urgent need to establish a stable food mar-
ket, providing the population with high-quality food
products and effective functioning of the agrarian
sector of the economy.

In the process of forming the marketing strategy
of agricultural production, systemic and situational
approaches are used, which are the basis of strategic
analysis methods.

The basis of the system approach in the forma-
tion of the marketing strategy of agricultural pro-
duction is the mechanisms of its implementation,
which ensure the stability of the system, its purpose-
fulness; the interconnectedness, interdependence and
complexity of its elements determines the integrity
of the system; all tasks performed by individual ele-
ments of the system are interconnected; elements of
the system and actions related to them have a certain
subordination, which builds a hierarchy; the sys-
tem changes under the influence of specific factors,
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JHimpoBCHKU AepKaBHUN arpapHO-eKOHOMIUHUI YHiBEepCHUTET

METOI[OJIOFI‘-IHI{IFI IHCTPYMEHTAPIﬁ P ®OPMYBAHHI, AHAJII3Y TA PEAJII3AIIL
MAPKETHUHI'OBOI CTPATETI'Il B ATPAPHOMY BUPOBHUIITBI

B crarri Bu3HaueHa CyYTHICTh, 3HAYEHHS 1 OCHOBHI NPUHIIUIIN CHCTEMHOTO Ta CUTYaI[ilfHOTO MiAXOIiB
AK MeTOMOJIOTiuHOi ocHOBU mpu (GOPMYBAaHHI MapKeTHHIOBOI cTpaTerii arapHoro BUPOOHHUIITBA, a TaKOMK
IpeAcTaBJIeHa CHCTeMaTHU3allid MeTOAIB CcTpaTerivyHOro aHaiidy AJd OImiHKM (aKTOpiB CcepeoBHUINA IIPU
¢dopmMyBaHHI MapKeTUHTOBOI cTparerii. BumiseHi ocHoBHI mpuuymHU, I1T0 00YMOBJIIOIOTH CUCTEMHHUUN MiAXim g0
BUKODUCTAHHA MeTOAiB mpu (opMyBaHHI MapKeTHHTroBOI crparerii. ABTopu Bif3HAUMJIM, IO CTPATETiYHUI
aHaJi3 rajaysi, AKWUI € OCHOBOIO JJII BCiX MPUKJIASHUX METOJiB MapKETUHTOBOTO JOCIiIKeHH:A, BKJIOUAE B cebe
TiATOTOBYi, aHATITUYHI Ta BaKJIOUHI eTanu. Y IbOMY IIpoIleci 3aiaHi pisHOMaHiTHI creriasisoBani meronu, AKi
IO3BOJIAIOTH iMeHTU(MiKyBaTu MOTEHITiMHI Ta iCHYy0Ul PUBUKY AJSA HMiAMPUEMCTB i raaysi, a TaKoK PO3KpUBATU
MOJKJIMBOCTI AJIA POBPOOKM MapKeTWHIOBUX CTpaTeriii. 3 oryisaxy Ha Iie, HeBif’eMHuUM eramoM (GopMyBaHHSA
MapKeTWHroBoI cTpaTerii aBTOpWM BBAXKAIOTh 3a0e3lmeueHHs cTpaTreriumoi BigmoBigHocTi, 110 mepegbadae
YBTOMKEHHA PECYPCHUX Ta BUPOOHUUYMX MOIKJIUBOCTEH 3 PUHKOBUMHU YyMOBaMU rocmomapioBaHHsa. Ha erami
CTPaTerivHOTO aHAJIi3y rajay3i KPUTUYHO Ba’sKJIMBO OI[iHUTHU IIOTEHIIiajl, afi’Ke PO3BUTOK PECYPCHO OPi€eHTOBaHUX
KOHIIENIifl MOXKe 3MiHUTH HaIpAMOK MapKeTUHIOBOI cTpaTerii 3 peakTUBHOI (BiAoBigb Ha 3MiHK y 30BHIIITHEOMY
CepeloBUINi) HA MPOAKTUBHY (momepenskeHHA 3MiH). Ile Bumarae po3poOKM HOBUX KOMOIHAIi B JIAHITIOXKKY
«pecypcu — BUPOOHHUIITBO — KJIIOYOBI KOMIeTeHIIil — opraHisamniiiai 3garHoCTi — CTifiKi KOHKYPEHTHI mepeBaru».
BukopucranHa mpencTaBiIeHNX MeTOAIB Ko GOPMYyBaHHA MapKETHHTOBOI cTpaTerii arpapHOro BUPOGHUIITBA
03BOJIAE DPO3IIIAAATH (POPMYyBaHHA AK IIPOIEC, IO CKJIANAETHCA 3 OKPEMHUX eTamiB: (POPMYJIIOBaHHA Micii,
mijieil Ta 3aBIaHb MapPKETUWHIOBOI cTpaTterii, aHajidy PUHKY Ha OCHOBi (haKTOpPiB B0BHIIIITHKOI'O CepemOBUIIA
mifmpreMcTBa IPAMOTrO Ta HEIIPAMOTO BILJIUBY, OIIHKM IOTEHI[IMHUX MOKJIMBOCTEH rayysi, pospoOKu «IepeBa
pimresb» Ta OIiHKY e(eKTUBHOCTI MPUUHATUX YIPABIIHCBKUX PillleHb.
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