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Abstract. The purpose of the article is the investigation of the nature, objectives, and strategic categories of
ecologization marketing strategy, development of algorithm of this strategy and determination of environmental,
economic, and ecological instruments of implementation of this strategy in the agricultural sector. Methodology.
The basis of the formation of a marketing strategy for the ecologization of agrarian production is the systematic
approach, which is based on the existence of implementation mechanisms that ensure system consistency, its
purposefulness; interdependence; and complexity of its elements, which determines the integrity of the system;
all tasks that execute individual elements of the system are interconnected; system elements and their associated
actions have a certain subordination that builds a hierarchy; the system changes under the influence of specific
factors, which determines its dynamism; the ability of the system to adapt to the variability of the external
environment, while not losing its own individuality. Methods for strategic analysis of macro-and micro-environment
factors were used to form the marketing strategy of ecologization. This process involves an analytical evaluation of
the parameters of the external and internal environment with the help of general scientific and applied methods
of strategic analysis. Results. The article explored the ecologization strategy, presented its objectives in the field of
agriculture, the basic categories of strategic directions and implementation of ecologization marketing strategies. An
algorithm of environmental marketing strategies in agricultural production is developed, environmental, economic
and environmental and economic tools to implement them are determined. Practical implications. It is determined
that marketing strategy of ecologization of agrarian production is a strategy of innovative development that can
solve problems of economic growth, an increase of competitiveness of the agrarian industry, provide a high quality
of life, national security, environmental protection, and high technical level of agricultural production in Ukraine.
Value/originality. This marketing strategy is capable of ensuring the principle of unity for economic and ecological
processes in the management of agricultural production and promoting radical restructuring of the relationship
of the production process from the environment. This strategy takes into account the environmental factor in the
economic activities of agrarian enterprises and aims at creating environmental products and services in agricultural
production.

Key words: marketing strategy of ecologization, agrarian production, strategic categories, strategic analysis,
marketing researches, ecological-economic mechanism.

JEL Classification: M31, 013, Q13

1. Introduction Today ecological improvement of economic activity

The particularly relevant issue of the rational and
sustainable use of natural resources is presented in
the agricultural sector, which is the most sensitive
contact zone in the system of mutual economic and
environmental interests of humanity. For many years,
in agriculture, a destructive effect on the environment
increased.

This necessitated fundamentally new vision of
capabilities ensuring the environmental and economic
balance in the agribusiness.

Corresponding author:

is important; it suggests the ecological balance between
the consumption of natural resources, agriculture, and
the possibility of recovery of the environment.
Problems in the field of agriculture and
improvement ofits competitiveness canbe addressed
through effective strategies and mechanisms for
innovation. Such an innovation strategy, in our
opinion, should be the ecologization marketing
strategy of agriculture that ensures high quality of
life, national security, environmental protection,
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and high technical level of agricultural production
in Ukraine.

To date, the transition to new agribusiness systems
is a complex process of developing a new strategy for
innovation development, which is formed in parallel
with the existing strategies. The marketing strategy
of environmentalizing agrarian production is, in our
opinion, an innovative strategy that allows integration
of environmental priorities in the strategy of economic
development.

It is the marketing strategy for environmentalizing
agrarian production to be a link between agrarian
enterprises, market, and society, as well as to ensure
the formation of public opinion and the market
environment.

The formation of an effective marketing strategy for
the environmentalization of agrarian production, first
of all, is necessary for a full supply of food security of
the country, as well as the transformation of the agrarian
complex into a highly productive branch of the national
economy, therefore, the study of methodological
approaches to the development of this strategy is
relevant and practically significant.

However, the problem of the formation of a marketing
strategy for the environmentalization of agrarian
production is still not sufficiently investigated in the
theoretical as well as practical aspects. There is a need
to deepen theoretical research and methodological
developments associated with the formation of a
marketing strategy for the environmentalization as a
component of the ecological and economic mechanism
for managing agrarian production.

2. The essence and purpose
of the marketing strategy of ecologization
of agrarian production

Ecologization is a direction of development of
agriculture, based on the development of ecological
methods of management, provides an extended
reproduction of natural and human resources through
the formation of sustainable ecological and economic
systems aimed at increasing the volume of production
of competitive products (Tkachuk, 2014).

It is the marketing strategy of ecologization that can
ensure the principle of unity of economic and ecological
processes in the management of agrarian production
and will contribute to a radical restructuring of the
relationship of the production process with the natural
environment.

The main objective of the marketing strategy is to
ecologize agrarian production at different levels of
management:

Guaranteed to ensure a high-quality and safe nutrition
of the population in order to preserve the gene pool, to
support the health of the nation, and to increase the
longevity of life. Ensuring environmental management

8

Vol. 3, No. 4, 2017

of agriculture and protecting the natural environment.

Raising the competitiveness of agriculture through
the modernization of agrarian production, innovative
development of agribusiness, the introduction of
information technologies, support for the production
of new types of agricultural products, support for the
cooperation of agricultural producers.

Production of environmentally sound agricultural
products, ensuring its competitiveness in the domestic
and foreign markets.

The main purpose of environmental marketing at
national and regional levels is to create conditions
for economic entities, in which they are interested
in maintaining and restored natural resources while
implementing innovative approaches in their work.

3. Stages of the formation of the marketing
strategy of ecologization

The basis of the formation of a marketing strategy for
environmentalization of agricultural production is the
main strategic categories that are considered the basis of
strategic marketing.

The process of developing an ecologization marketing
strategy should be begun with the identification
of key industry issues: economic, political, social,
technological, and environmental, which need a
strategic analysis.

With forming ecologization strategies for the
agricultural production, we propose the use of key
strategic categories: mission statement, goals and
objectives; strategic analysis of macro and micro factors;
choice of priority strategic directions, forming tools for
the implementation of this strategy; assessment and
monitoring of its implementation.

The initial stage in developing the marketing strategy
of environmentalization is the definition of the mission,
which is what is the main philosophy, the main purpose
of the existence of this strategy (Kudenko, 2012).

In our opinion, the mission of the marketing strategy
of ecologization is to ensure balanced development of
the agrarian sector of the economy, that is, to maintain
a balance between the economic system and the natural
environment, which results in improving the long-term
economic, social and environmental welfare of the
society. With the help of this strategy, it is possible to
solve the contradiction between the economic interests
of producers and the preservation of the environment,
that is, the provision of environmentally safe living
conditions of the population.

The main objective of the marketing strategy of
ecologization of agrarian production at the state and
regional levels is to create economic conditions for
economic entities, in which they will be interested
in preservation and restoration of natural resources
potential when introducing innovative approaches in
their activities.
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At the level of business entities, the main objective
of the marketing strategy of ecologization of
agrarian production is the development of economic
organizationaland economicmechanism of management
of an agrarian enterprise with the application of its main
components: planning, stimulation (motivation), an
organization of management, control, etc. At the same
time, it is necessary to orient production to meet the
ecological needs of consumers.

The external environment, in which there are domestic
farms, is qualitatively different, escalating competition
in the market, increasing its degree of uncertainty, there
are unforeseen risk factors. That is why the work on
the strategy begins with a comprehensive study of the
market situation in the industry (Danylyshyn, 2008).

At the stage of strategic industry analysis, a special
attention should be paid to the assessment of
environmental and economic potential because of
resource development concepts of marketing strategy
changes the vector of reactive (reacting on changes in
the environment) to proactive (prevention events)
(Andreeva, 2009). Therefore, an essential step in the
formation of a marketing strategy of the greening of
agriculture, we believe it is providing strategic relevance,
providing coordination of resources and production
capacity with market conditions.

The marketing strategy of environmentalizing
agrarian production should be oriented towards the
formation of sustainable competitive advantages.
Therefore, the results of the assessment of
environmental factors are a prerequisite for the
formation of a complex information and analytical
support of marketing management

Marketingstrategyfor ecologizing agrarian production
includes instruments of ecological and economic
management. The traditional system of tools includes
product, price, promotion, and distribution, that is,
the main components of the 4P complex; from the
consumer’s point of view — needs, costs, communication,
and convenience. In contrast to the traditional system
of tools of the marketing complex, the environmental
strategy takes into account the environmental aspects of
the marketing strategy (Kuchmiov, 2014).

The main requirements for the formation of a
marketing strategy for the environmentalization of
agrarian production are the following:

1) the reality, which involves its compliance with the
situation, objectives, market, production and resource
factors, experience and skills of the management system
in the industry;

2) logical, internal integrity and consistency of
individual elements;

3) compatibility with the external environment,
providing an opportunity to interact with it;

4) risk is justified;

S) focus on the formation of sustainable competitive
advantages.

When forming this strategy, it is necessary to
understand that it is not just about the one-time use
of innovations to achieve instant advantages but about
a continuous, detailed planned strategic innovation
development that forms new methods and controls,
transforming the intensive introduction of innovation
processes into the factor of economic growth in the
industry.

4. Economic and environmental management
methods in agrarian production

The implementation of the marketing strategy
of the greening of agricultural production by using
environmental-economic management mechanism,
based on up measures allow, in our opinion, changing
the format of relations between production and the
environment towards sustainable use, reproducing
agricultural systems.

Economic management methods in the ecologization
of nature management should include the creation of
economic conditions that would encourage land users
to achieve better results in their work.

Economic management methods of agricultural
production include:

- providing favourable short- and long-term loans
to implement projects of ecologically safe and
economically effective technologies;

- partial or complete exemption from income tax in the
case of funds for the purchase of ecologically safe fixed
assets;

- preferential taxation and crediting for agricultural
enterprises producing ecologically safe products and
environmentally friendly production;

- ecological adaptation of tax and price systems;

- encouraging employees of enterprises producing
ecologically clean products and compliance with
environmental legislation (soil fertility, ~quality
standards of production, improvement of environmental
parameters);

- development of the possible variants for the refund of
damages related to crop shortfalls in the production of
ecologically safe products.

Economic instruments include promotional leverage,
the use of preferential taxation and credit, and price
incentives of environmental activities.

Environmental =~ management tool  provides
certification and labelling of ecological products, which
prove that they comply with the identified facility-
specific regulations. The process of certification and
standardization should be conducted according to
international standards, adapted to the conditions of
Ukraine (Sadchenko, 2002).

Ecological and economic tools, in our opinion, are the
part of an environmental marketing and include:

- production of ecologically safe agro products and its
environmental positioning;
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- pricing taking into account environmental costs;

- development of ecologically safe products market,
which is based on international standards for ecological
agricultural production;

- distribution of ecologically safe food products;

The state should perform important functions to
stimulate agricultural growth, social protection, the rise
ofthe quality oflife. This priorityrole of state regulation of
agriculture, in any case, does not reduce the importance
of market self-regulation. Mechanisms of state actions
should focus on supporting private initiatives aimed
at the development of new technologies, stimulate
innovative activity in rural areas (Shkuratov, 2012).

Marketing is a tool for environmental management
and can be implemented by forming appropriate
environmentally focused strategies, which can ensure
the principle of unity of economic and ecological
processes in the management of agricultural production
and promote radical restructuring of relations of
production with the environment.

Formation of strategy of environmental marketing in
the agricultural sector, in our opinion, is the integration
of all administrative functions that also contribute
to the ecologization of agricultural production,
allocation, planning and forecasting of business
initiatives for the investment basis, which is linked
to production, formation, and stimulate demand for
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eco-friendly products, agricultural products, and
ecosystem services.

S. Conclusions

It is established that marketing strategy of
ecologization of agrarian production is a strategy of
innovative development that can solve problems of
economic growth, increase the competitiveness of the
agrarian industry, provide a high quality of life, national
security, environmental protection, and high technical
level of agricultural production in Ukraine.

When forming a marketing strategy for
environmentalizing agrarian production use the main
strategic categories: definition of mission, goals and
objectives; strategic analysis of factors of macro- and
micro-environment; the choice of priority strategic
directions, the formation of tools for implementing this
strategy; evaluation and control over itsimplementation.

The main components of the marketing strategy of
environmentalization of agrarian production include:
commodity strategy: price strategy; sales strategy;
promotion strategy.

When implementing the marketing strategy of
ecologization of agrarian production, a combination
of ecological and economic instruments at the state
regulation of ecological and economic components is
important.
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Mapua BATOPKA
METOOONIOTUYECKU UHCTPYMEHTAPUW TMPU ®OPMWPOBAHUW MAPKETUHIOBOW
CTPATETUW 2KOJTOTU3ALMWN ATPAPHOTO NMPON3BOACTBA

AHHOTaumA. Llenvlo pabomel SBAAETCA WCCNEAOBaHME CYLWHOCTW, UEeNnei W CTpaTernyeckmx KaTeropuii
MapKETMHIOBOW CTpaTerny 3KOnorusauuy, pas3paboTka anropuTMa [HdaHHOW CTpaTerMm u onpegeneHvie
3KOJOTNYECKMX, SKOHOMUYECKMX U DKONOTUYECKUX WHCTPYMEHTOB peanu3auuy cTpatervv 3Kosorusauum B
CeNbCKOX03ANCTBEHHOM ceKTope. Memoodosioeus. OcHoBOM (GOPMUPOBAHMA MApPKETUHIOBOW CTpaTernv Ans
5KOJIOrM3aunn  arpapHoOro MNpOU3BOACTBA ABJAETCA CUCTEMHbIA MOAXOA, OCHOBAHHbLIA Ha CyLeCTBOBAaHUN
MEeXaHW3MOB  peanu3auuu, obecrneumBaloWmx COrNACOBAaHHOCTb  CUCTEMbI, €€  LefeyCcTpPeMIeHHOCTb;
B3aVIMO3aBNCUMOCTb W CNOXKHOCTb €€ 3J/IEMEHTOB, KOTOpPble OMpeaensloT LeIoCTHOCTb CUCTEMbI; BCe 3agauun,
BbIMOSIHAOLWME OTAE/NbHbIE 3/IEMEHTbl CUCTEMbI, B3aMMOCBA3aHbl; CUCTEMHbIE 3MIEMEHTbI U CBSI3aHHbIE C HUMM
JeNCTBYA VMeIoT onpeaesieHHoe NoAUYNHEHNE, KOTOPOE CTPOUT NePapXuio; CUCTEMA U3MEHAETCA Mo BAUAHMEM
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onpepesneHHbIX GaKTopoB, onpefensaLwmnx ee ANHaMN3M; CNOCOBHOCTb CUCTEMbI alanTUPOBATLCA K U3MEHUNBOCTU
BHELLHEN cpefibl, He TepssA Npu 3TOM CBOEN MHAMBUAYANbHOCTU. Bbiv NCNONb30BaHbl METOAbI CTPATENMUYECKOTO
aHanM3a MaKpo- M MUKPO-GAKTOPOB OKpyKatlel cpefbl AnA GpopMMPOBAHMA MAPKETMHIOBOW CTpaTerum
3KONIorM3aunn. ITOT MNPOLECC BKIIIOUAET aHANIMTUYECKYIO OLEHKY MAapaMeTpOB BHELLUHEN U BHYTPEHHEN cpefbl C
MOMOLLbIO OOLLMX HAYUHBIX U MPUKIaAHbIX METOAOB CTpaTErMyeckoro aHanmsa. Pesysismamel. B ctaTbe paccmoTpeHa
cTpaTernsa 3Konormsauuu, npefcTaBfieHbl ee Uenyu B 00/1acTV CeNbCKOrO XO3ANCTBA, BblAeneHbl OCHOBHble
KaTeropuu cTpaTernyeckux HanpaBaeHUn 1 peanrsaumnsa MapKeTUHIOBbIX CTpaTeruin skonorusauun. PaspabotaH
anropuTM CTPaTErnii SKOJNIOFMYECKOro MAPKETUHra, B CeNbCKOXO3ANCTBEHHOM MPOW3BOACTBE, OMNpefeneHsbl
3KONIOTMYeCKne, IKOHOMUYECKME U SKONOTMYECKME U SKOHOMUYECKME WHCTPYMEHTbI IJ1IA UX peanu3aluu.
lMpakmuueckoe 3Ha4yeHue. YCTaHOBJIEHO, YTO MAPKETVHIOBasA CTPATErns SKOSOrM3aLum arpapHoOro NpPoun3BoACTBa —
3TO CTpaTerna UHHOBALMIOHHOTO Pa3BUTUS, KOTOPAs MOXET PeLLaTh NPo61eMbl SKOHOMUYECKOTO POCTA, MOBbILLEHNSA
KOHKYPEeHTOCMOCOOHOCTM arpapHO NPOMBbILLIEHHOCTM, 0becrneyeHns BbICOKOrO KauecTBa XM3HW, HaLMOoHanbHOM
6e30MacHOCTM, OXpaHbl OKpYXalolleh cpedbl U BbICOKOrO TEXHUUYECKOrO YPOBHA CENbCKOXO3ANCTBEHHOIO
NPOn3BOACTBA B YKpauHe. 3HauyeHue/opueuHanbHocmeo. NpeanokeHHas MapKeTUHIOBas CTpaTerns SKOnorn3aumm
arpapHoro Mpou3BOACTBa CMOCOOHa 06ecneunTb MPUHUWM eQUHCTBA A1l SKOHOMUYECKMX U IKONOMMYECKMX
MPOLIECCOB B YNPaBieHUN CENbCKOX035NCTBEHHbBIM NMPOU3BOACTBOM 1 CMOCOOCTBOBATL PaAuKasibHON NepecTporike
OTHOLUEHWNI NPON3BOACTBEHHOIO NMpPoOLIECca OT OKpYy»KaloLlei cpepbl. [MaBHOM 0COGEHHOCTBIO AAHHOW CTpaTerum
ABNAETCA TO, UTO OHA YUMTbIBAET SKONOrMYeCcKniin GakTop B SKOHOMMYECKON AeATeNIbHOCTY arpapHbIX NpesnpuaTui
W HanpaB/ieHa Ha Co3fjaHune SKONOrMUYeCKX NPOAYKTOB 1 YCIYT B CENIbCKOXO3ANCTBEHHOM NPOV3BOACTBE.
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