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The article explored the ecologization strategy,
presented its objectives in the field of agricul-
ture, the basic categories of strategic directions
and implementation of ecologization marketing
strategies. Algorithm of environmental marketing
strategies, in agricultural production is developed,
environmental, economic and environmental and
economic tools to implement them are deter-
mined. It is determined that marketing strategy of
ecologization of agrarian production is a strategy
of innovative development that can solve prob-
lems of economic growth, increase of competi-
tiveness of agrarian industry, provide high quality
of life, national security, environmental protection
and high technical level of agricultural produc-
tion in Ukraine. According to the results of the
research, the methodological approaches and the
main stages, tools, mechanisms of formation and
implementation of the marketing strategy of ecol-
ogization of agrarian production were determined.
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B cmambe uccriedosaHa cmpameausi KO-
Jsi0eu3ayuu, rpedcmassieHsl ee yenu 8 obna-
CMu Ce/bCKo20 Xo3slicmsa, OCHOBHblE Kame-

20puu  cmpameauyeckux — HanpagieHull U
peasiuzayuu MapkemuH208bIX cmpameauti 3Ko-
Ji02u3ayuu. PaspabomaH asreopumm cmpame-
aull 3KO/I02UYECKO20 MapKemuHaa B8 Ce/lbCKO-
Xxo3aticmseHHOM Pou3Bo0CMBe, Orpedes1eHsb!
3KO/I02UYECKUE, 3KOHOMUYECKUE U  3KO/I020-
9KOHOMUYECKUE UHCMPYMEHMbI O/1si UX pea-
Auzayuu. OnpeodesieHo, 4Ymo MapKemuHeosast
cmpameausi 3Ko/102U3ayuu agpapHo2o Npou3-
BoOCmBa — 3mMo cmpameausi UHHOBaYUOHHO20
passumusi, Komopasi MoXem pewumb npo-
6/1eMbl  3KOHOMUYECKO20 POCMa, MOBbLILUEHUST
KOHKYPEeHMOoCrocobHocmu azpapHoli ompac/u,
o6ecnedums BbICOKOE Ka4ecmBo XU3HU, Hayu-
OHa/IbHYt0 GE30MacHOCMb, OXpaHy OKpyXaro-
wel cpedbl U BbICOKUL MEeXHUYECKUU YpOBEHb
Ce/bCKOX03AUCMBEHHO20  Mpou3soocmsa  Ha
Ykpaure. [1o pe3ysbmamam Ucc/1e008aHusI
orpedesieHbl Memooo/sio2udecKUe Mooxoobl U
OCHOBHbIE 3Maribl, UHCMPYMEHMbI, MEXaHU3MbI
hopmupoBaHUs U peasusayuu MapkemuH2080U
cmpameauu 3Ko/102u3ayuu agpapHo20 Npou3-
Bodcmaa.

KntoueBble cnoBa: MapkemuHeosasi cmpame-
2usi 3Ko/Io_U3aYUU, a2papHoe Mpou3B00CMEo,
cmpameauyeckue Kameeaopuu, cmpameauye-
CKull aHas1u3, MapKemuHaoBble UCC/1ed0B8aHUs,
3K0/1020-3KOHOMUYECKUL MEXaHU3M.

Y cmammi po3a/isiHymo cmpamegito ekosiozizayji, mpedcmas/ieHi i Yini 8 2a/1y3i CiflbCbK020 20Crn00apcmaa, 0CHOBHI kKamez0pii cmpameaiyHuX Harnpsimis
ma pearizayisi MapkemuHz208UXx cmpameeili ekosioeizayjii. Po3pobieHo aszopumm ¢hopMyBaHHsT eKO/I02iYHUX MapKemuH208UX cmpameail, Y CiflbCbKo-
20Cr00apCbKOMy BUPOBHUUMBI, BUSHAYEHO E€KOJI02iYHI, EKOHOMIYHI ma eKO/I02iYHI ma eKOHOMIYHI IHCmpyMeHmU 07151 ix peasizayii. HadaHa xapakme-
pucmuKa 0OCHOBHUM Kame2opisiv cmpamezidHo20 MapKemuHay, siKi exxams 8 0CHOBI (hOpMyBaHHS MapKemuH2080i cmpameaii eko/ioaizayii azpapHoeo
BUPOBHUYMBA: BUSHAYEHHST MICHi, Memu i 3aB0aHb, cmpamegiyHull aHasli3 ghakmopis Makpo- i Mikpocepedosuwa, BUGIP NPIopUMeMHUX cmpamezaidHux
HarpsiMis, chopMyBaHHs1 IHCmpyMeHmapito peasisayii daHoi cmpameaii; oyiHka ma KoHMPO/ib 3a I BUKOHaHHSIM. Bu3Ha4yeHo, Wo MapkemuHa08a cmpa-
meaisi exosoaizayii agpapHo20 BUPOBGHUYMBA € cmpamegieto iHHOBayilIHO20 PO3BUMKY, sika MOXe BUpILUUMU MPO6/IEMU €KOHOMIYHO20 3P0CMaHHS,
Mi0BUUEHHST KOHKYPEHMOCPOMOXHOCMI a2papHOI MPOoMUC/I080CM, 3a6e3re4umu BUCOKY SIKICMb XUMMS, HayioHa/IbHy 6e3r1eKy, OXOPOHY HaBKO/UWI-
Hb020 cepedosuLya ma BUCOKUL MexHIYHUL piBeHb Ci/lbCbK020Cr00apCbk020 BUPOBHUYMBA. 8 YkpaiHi. [1pu nepexodi agpapHux nionpueMcms Ha eKo-
J10214HO opieHMoBaHul murn 20CrodaprosaHHsl, HEOBXIOHO BPaxoByBamu eKo/1020-eKOHOMIYHI Kpumepii | criocobu ynpas/iHHS, a BUPO6HUYI BIOHOCUHU
Y CilbCbKoMy 20cnodapcmsi Matome 30iUCHI0BAMUCH Ha OCHOBI PayioHa/IbHO20 3asly4eHHs1 MPUPOOHUX PECYPCIB i (hopMyBaHHSI €KO/I020-eKOHOMIYHOI
cucmemu yrpag/iHHs. MapkemuHeosa cmpameaisi exosioaizauil agpapHo20 BUPOBHUYMBa 30amHa BuUpiluUMU npobsiemu eKOHOMIYHO20 3P0CMaHHS,
MiIOBUWEHHST KOHKYPEHMOCHPOMOXHOCMI a2papHuX ridnpuemMcms, 3abe3neqyumu BUCOKY SIKICMb XXUMMST, HayioHa/lbHy 6e3reKy, OXOPOHY HaBKo/IULW-
Hb020 cepedosula ma BUCOKUU MEXHIYHUU piBeHb Ci/lbCbKO20Cn00apchko2o BUPOBGHUYMBA. 8 YKpaiHi. 3a pe3dy/ismamamu 00C/IOKEHHS BUSHAYEHO
Memo0o/102i4Hi MOXo0U ma 0CHOBHI emariu, iIHCmpyMeHmU, MexaHiaMu ¢hopMyBaHHs1 ma peasiizayjii MapkemuH2080i cmpameaii ekosioaizauii agpapHo20
BUPoBHUUMBA. ChopMOBaHO MeXaHI3M EOHOCMI eKOHOMIYHUX | €KO/T02IYHUX MPOYECIB 8 YIPAB/IHHI CiflbCbKO20C00apChbKUM BUPOBHUUMBOM 3 ypaxy-
BaHHSIM €KO/102I4HUX ¢hakmopis 8 EKOHOMIYHIU Oisi/IbHOCMI a2papHUX MionpPUEMCMS.

KniouoBi cnoBa: mapkemuHeoga cmpameaisi ekosiozizayji, azpapHe s8UPOGHUYMBO, cmpameaiyHi kameaopii, cmpameziyHull aHasi3, MapKemuHeosi
00C/IIONEHHSI, €KO/T020-EKOHOMIYHUU MEXaHI3M.

Formulation of the problem. The ecological
situation in Ukraine in recent years has deteriorated
so much that now both the economic status of busi-
ness entities and food security of the country depend
on it. One of the most important components of the
economic security in the agrarian sector is the provi-
sion of its ecological and economic components in the
agro-food market. In its turn, provision of the economic
security of agrarian production cannot be separated
from the environmental basics of the production sector.

The main way to overcome the environmental
crisis that has developed in the agrarian sector of
the country is to integrate the interests of the envi-
ronment and economy in agricultural production. At

the same time it is necessary to take into account
on the one hand the close correlation of the natural
use of agro-systems, the state of the environment
and the resource potential of the country, and on the
other hand the prospects for the development of the
national economy.

To date, the transition to new agribusiness sys-
tems is a complex process of developing a new strat-
egy 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 inte-
gration of environmental priorities in the strategy of
economic development.
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This strategy takes into account the environmen-
tal factor in the economic activities of agrarian enter-
prises and aims at creating environmental products
and services in agricultural production.

It is the marketing strategy for environmentaliz-
ing agrarian production to be a link between agrar-
ian enterprises, the market and society, as well as to
ensure the formation of public opinion and the market
environment 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 secu-
rity 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 method-
ological approaches to the development of this strat-
egy is relevant and practically significant.

Analysis of recent research and publications.
Research in the field of environmental marketing has
been widely developed for now.

The works of domestic scientists L.V. Balabanova,
N.V. Kudenko, Ya.S. Larina, I.L. Reshetnikova and
others are devoted to problems of development of
marketing strategies taking into account the specifics
of the transformation period.

Researches of |.S. Voronezka, L.G. Melnik,
O.V. Prokopenko, L.A. Chromushina, O.l. Shkuratov
and other scientists are devoted to the issues of for-
mation of the economic mechanism of environmental
management of agrarian production and environmen-
tal activities.

Economic approaches to improving the mecha-
nism of production and consumption of environmen-
tally safe products are also considered in the works
of S.M. llyashenko, Ye.V. Mishenina, V.V. Pisarenko
and others.

However, the problem of the formation of a mar-
keting strategy for the environmentalization of agrar-
ian 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 environmen-
talization as a component of the ecological and eco-
nomic mechanism for managing agrarian production.

Setting objectives. The purpose of the article is
to substantiate the methodological approaches and
to study the main stages, tools, mechanisms of for-
mation and implementation of the marketing strategy
of ecologization of agrarian production.

Presentation of the main research material.
Ecologization is a direction of development of agricul-
ture, based on the development of ecological meth-
ods of management, provides an extended repro-
duction of natural and human resources through the
formation of sustainable ecological and economic
systems aimed at increasing the volume of produc-
tion of competitive products [1].

yjl Bunyck 37.2019

The basis of the formation of a marketing strategy
for the ecologization of agrarian production is the sys-
tematic approach, which is based on the existence
of implementation mechanisms that ensure system
consistency, its purposefulness; interdependence;
interdependence and complexity of its elements
determines the integrity of the system; All tasks that
execute individual elements of the system are inter-
connected; System elements and their associated
actions have a certain subordination that builds hier-
archy; 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 indi-
viduality [2, p. 112].

According to the system approach, the elements
that make up the content of the marketing strategy of
the enterprise, not only functionally derived from each
other, but all without exception, are interconnected.
Changing one of them inevitably leads to changes in
others, and ultimately — in the entire marketing strat-
egy. This requires a comprehensive solution to any of
its problems: large and small, simple and complex,
tactical and strategic [3, p. 226].

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

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
[4, p. 125].

In our opinion, the mission of the marketing strat-
egy of ecologization is to ensure balanced develop-
ment of the agrarian sector of the economy, that is,
to maintain a balance between the economic system
and the natural environment, which results in improv-
ing 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 environ-
mentally safe living conditions of the population.

The next strategic category is the formulation of
the goal and the establishment of marketing environ-
mental objectives and targets at the state, regional
level and at the level of the economic entity (Table 1).

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.

In addition, it is important to ensure the ecological
and economic security of the agro-food market and
the agrarian sector of the economy as a whole. It can
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be done by developing environmental policy mea-
sures in the agrarian sector, which will allow changing
the format of relations between production and the
environment towards rational use and reproduction of
agro-systems.

At the level of business entities, the main objective
of the marketing strategy of ecologization of agrarian
production is the development of economic organiza-
tional and economic mechanism of management of
an agrarian enterprise with the application of its main
components: planning, stimulation (motivation), orga-
nization of management, control, etc. At the same
time it is necessary to orient production to meet the
ecological needs of consumers.

An important task of the marketing strategy of
ecologization of agrarian production for agricultural
producers is to promote the reduction of the load on
the natural environment in the planning, coordination
and control of all management activities [5, p. 278].

The objectives of the marketing strategy for envi-
ronmentalizing agrarian production are as follows:

— formation of the market of environmental needs;

— creation of conditions for the preservation of the
environment;

— adaptation of production to market conditions;

— production of competitive environmental prod-
ucts;

— intensification of sales of ecological products;

— Profit from the environmentalization of agricul-
tural production.

In our opinion, fulfillment of these goals and tasks
is possible only due to the formation of ecological
consciousness in society, the development of envi-
ronmental needs and the awareness of the need for
the use of environmental goods.

When forming a marketing strategy for environ-
mentalizing agrarian production it is necessary to
organize marketing researches in order to solve the
following issues:

1. Research of the main environmental problems
of the agrarian sector and assessment of the ecologi-
cal situation in different regions of Ukraine. It is the
concern of consumers that environmental problems
form their potential demand for environmental goods.

2. Provision of ecological characteristics of prod-
ucts of agrarian production.

Given the emphasis on the environmental safety
of the agrarian sector, organic production, Ukraine
must become a competitive producer in the global
food market and be able to meet not only its own
needs, but also satisfy part of the ever-growing world
food needs. The basis of the environmental policy of
the development of domestic agriculture should be its
environmental safety based on ecologization, through
the development of organic production.

3. Research needs in new products. At the same
time, the following methods are used: forecasting of
future needs and demands of consumers, changes in
the motivation of their behavior (in line with the mar-
ket transformation of the economy); Situational and
simulation modeling of consumer behavior.

4. Determination of trends in the development and
change of environmental, technological, economic,
legal, political, social and cultural components of the
environment.

5. Analysis of market attractiveness factors
of environmental goods, market size, growth of
demand, intensity of competition, inflation, technolog-
ical requirements, power consumption, performance
of social and political factors.

6. Diagnosis of ecological consciousness of con-
sumers and needs in environmental goods. It is
knowledge and assessment of the factors of develop-
ment of environmental needs that will enable enter-
prises to feel more confident in a market where there
are constant changes.

7. Development of environmental innovations, the
specifics of which is that their development is associ-
ated with the creation of goods, analogues which did
not exist before, and it is due to the following reasons:

— the needs and demands of consumers, for the
satisfaction of which new products are intended, were
previously satisfied with a completely different way
(the first kind of fundamentally new innovations);

— needs for the satisfaction of which the appoint-
ment of new products, previously just did not arise
(the second kind of fundamentally new innovations)
[6, p. 117].

Table 1

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

State level

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 of agriculture and protecting the natural environment.

Regional level

agricultural producers.

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

Level of economic entities

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

Source: summarized by the author
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The receipt of information on these issues will
determine the main directions of development of this
strategy.

An important stage in the formation of a marketing
strategy for ecologization is a strategic analysis of the
macro- and micro-environment. This process involves
an analytical evaluation of the parameters of the exter-
nal and internal environment with the help of general
scientific and applied methods of strategic analysis.

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 compre-
hensive study of the market situation in the industry
[7, p. 12-14].

At the stage of strategic industry analysis, special
attention should be paid to assessment of environ-
mental and economic potential because of resource
development concepts of marketing strategy changes
the vector of reactive (reacting on changes in the envi-
ronment) to proactive (prevention events) [8, p. 120].
Therefore, an essential step in the formation of a mar-
keting strategy greening of agriculture, we believe is
the providing strategic relevance, providing coordina-
tion 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 environ-
mental factors are a prerequisite for the formation of
a complex information and analytical support of mar-
keting management, which is an essential condition
for the development of this strategy.

In the process of forming an agrarian produc-
tion ecological marketing strategy, system and situ-
ational approaches, methods of strategic analysis,
most often using matrix models, are used. Marketing
strategy for ecologizing agrarian production includes
instruments of ecological and economic manage-
ment. 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 con-
venience. 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 [9, p. 84]. Note that the ecological
component is present in each of the four elements of
the marketing complex (Fig. 1).

The main requirements for the formation of a mar-
keting strategy for the environmentalization of agrar-
ian 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 man-
agement system in the industry;
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2) logical, internal integrity and consistency of indi-
vidual elements;

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

4) risk is justified;

5) focus on the formation of sustainable competi-
tive advantages.

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

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

— production of ecologically safe agricultural food
products and their ecological positioning;

— price formation taking into account environmen-
tal costs;

— formation of a market with environmentally safe
products, based on international standards of ecolog-
ical agricultural production;

— distribution of environmentally safe agricultural
products;

— formation of the information and communica-
tion system for the promotion of agricultural food
products.

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

Formation of strategy of environmental market-
ing in the agricultural sector, in our opinion, is the
integration of all administrative functions that also
contribute to the ecologization of agricultural pro-
duction, allocation, planning and forecasting of busi-
ness initiatives for investment basis, which is linked
to production, formation and stimulate demand for
ecosafety products, agricultural products and eco-
system services.

For the effective functioning of the mechanism of
ecological and economic management, the strategic
approach must be combined with the environmental
management system. At the same time, it is important
to note that the traditional system of environmental
management is sufficient for the generally accepted
system of economic activity. Whereas it is necessary
to rebuild the existing system in accordance with the
requirements of international standards to achieve
competitive advantages in the world market. Thus,
for the transition of agricultural enterprises to an eco-
logically oriented type of management, it is essential
to take into account ecological and economic criteria
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Commodity strategy:

- production of
environmentally safe, high-
quality products;

- minimization of pollution of
the environment in the
production of products;

environmentally safe products

- production of products by Toolkit of
resource-saving technologies marketing

strategy for

environmentaliz

Price strategy: ation agrarian Promotion strategy:
- price differentiation; production - Increasing  consumers'
- justification of the price interest in  environmental
premium  for  ecological problems and their own
compatibility; health;
- calculation of the cost of - provision of meaningful
production; information about
- favorable price proposals environmentally safe
from the state for producers of products;

Sales Strategy:
- formation of sales channels

of  environmentally  safe
products:  direct, indirect,
mixed

- specialized sales channels of
environmentally safe products

- creation of the system of
ecological communications

Fig. 1. The main components of the marketing strategy
of environmentalization of agrarian production

Source: developed by the author

and methods of management. Furthermore the orga-
nization of industrial relations in agriculture should be
based on the rational use of natural resources and
the formation of an ecological and economic man-
agement system.

Conclusions from the conducted research. It is
established that marketing strategy of ecologization of
agrarian production is a strategy of innovative devel-
opment that can solve problems of economic growth,
increase of competitiveness of agrarian industry, pro-
vide high quality of life, national security, environmen-
tal protection and high technical level of agricultural
production in Ukraine.

When forming a marketing strategy for environ-
mentalizing agrarian production use the main strategic
categories: definition of mission, goals and objectives;
strategic analysis of factors of macro- and micro-envi-
ronment; the choice of priority strategic directions, the
formation of tools for implementing this strategy; eval-
uation and control over its implementation.

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.

When forming this strategy, it's 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.
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