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in Ukrainian farms

Abstract. The relevance of this study stems from the need to enhance the effectiveness of
marketing activities in Ukrainian farming enterprises in the context of globalisation, digitalisation,
and external threats. This article aimed to justify the implementation of innovative approaches to
marketing management in order to increase the competitiveness of these enterprises. The research
employed methods of comparative analysis, a systems approach, SWOT analysis, and generalisation.
The study substantiates the feasibility of adopting digital marketing, e-commerce, branding, social
media, CRM systems, and automated platforms for consumer communication. It also examines
current challenges faced by farming enterprises in Ukraine, including declining purchasing power,
disrupted logistics chains, and limited access to financing and marketing infrastructure. A SWOT
analysis was conducted to identify the strengths and weaknesses of farming enterprises, as well as
the external opportunities and threats influencing the implementation of marketing strategies. The
study justifies the adoption of digital marketing, e-commerce, branding, social media, CRM systems,
and automated platforms for consumer communication. Attention is also given to key aspects of
marketing strategy transformation in response to shifts in the agricultural market environment.
The role of information and communication technologies is defined as a tool for equipping farming
enterprises with the necessary resources to support efficient production and sales operations.
Contemporary marketing approaches are systematised, with an emphasis on the active use of digital
promotion channels under martial law conditions. The practical significance of the findings lies in
their potential application to the improvement of marketing strategies within farming enterprises,
agricultural associations, and regional programmes aimed at supporting rural entrepreneurship

Keywords: digital marketing; competitiveness; agricultural sector, marketing strategies; SWOT
analysis

INTRODUCTION
Amidst the ongoing military aggression and logistics, loss of markets, resource scarcity, and
economic crisis, Ukrainian farms have encoun-  threats to production. In these circumstances,
tered a range of challenges, including disrupted  the implementation of innovative marketing
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management is particularly pertinent as a tool
for adapting to new socio-economic conditions.

The theoretical and applied aspects of im-
plementing innovations in the marketing activi-
ties of farms have been explored in the studies of
scholars such as Ye.O. Holysheva (2021), who em-
phasised the necessity of forming an adaptive
marketing policy in conditions of economic un-
certainty. The author noted that the use of inno-
vative marketing instruments allows for quicker
reaction to external environmental challenges
and the preservation of market positions. The
research of YI. Danko (2017) highlighted the im-
portance of digital technologies in promoting
agricultural produce, especially for small and
medium-sized farms. The authors identify the
competitive foundations of innovative market-
ing activity and emphasise that the effective use
of digital tools is key to survival in conditions of
market instability. E.V. Hnitetskyi (2017), in his
research, focused on the analysis of applying Big
Data in marketing strategies, with an emphasis
on consumer orientation. He argues that the use
of big data allows farmers to better understand
consumer behaviour and personalise marketing
approaches. The study by LI. Polishchuk (2021)
examined the implementation of customer re-
lationship management (CRM) systems as an
important instrument of modern marketing
management in the agricultural sector, particu-
larly in farming enterprises. The author stresses
that in conditions of high competition and vol-
atile market conjuncture, the ability of farming
enterprises to build stable and personalised
relationships with clients is the key to their sus-
tainable development.

In their research, S.I. Melnyk et al. (2021)
analysed the investment activity of agricultur-
al enterprises in the context of dynamic exter-
nal environment transformations, particularly
those related to political, economic, and social
changes. The authors underscored that the abil-
ity of enterprises to attract investment is directly
dependent on their level of innovative openness
and readiness for digital modernisation. Par-
ticular attention was paid to the role of institu-
tional factors that shape a favourable or hinder-
ing environment for implementing innovations,
especially in the sphere of marketing strategies.
The article emphasises that active adaptation to
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changes through the application of innovative
approaches in marketing allows agricultural en-
terprises not only to maintain stability but also
to build competitive advantages. In the study of
T.V. Yanchuk § O.Yu. Boienko (2023), the main fo-
cus was on the implementation of CRM systems
in the marketing activities of farms to increase
their effectiveness. The authors highlighted the
practical aspect of implementing such systems
as a means of optimising sales and improving
customer service. O.P. Lucii § O.M. Skakun (2023)
examined the possibilities of using internet
marketing as one of the key factors in enhancing
the effectiveness of sales activities of agricultur-
al enterprises. The authors emphasise that in
the context of dynamic market digitalisation, es-
pecially considering the processes of European
integration, agribusiness must actively utilise
e-commerce tools to maintain competitiveness.
The article analyses the advantages of tools such
as SEO promotion, targeting, traffic analytics,
the use of social media and marketplaces, which
allow for reducing intermediary costs, expand-
ing sales geography, and establishing direct con-
tact with the end consumer.

All the aforementioned studies provide a
solid theoretical and methodological basis for
further scientific inquiry in the field of innova-
tive marketing within the agricultural sector. At
the same time, despite significant contributions
to the development of specific aspects of the
topic, a comprehensive study of the implemen-
tation of innovations in marketing management
forfarming enterprisesremainsrelevantandre-
quires in-depth investigation, particularly in the
context of digital transformation and global chal-
lenges. In light of this, the present article aimed
to provide a scientific understanding of the pos-
sibilities for applying innovative marketing ap-
proaches in the activities of farming enterprises
that would address current economic challeng-
es and contribute to the recovery and further
development of the agricultural sector during
martial law and in the postconflict economy.

MATERIALS AND METHODS
The methodological basis of this research was
the use of a complex of general scientific (anal-
ysis of scholarly sources) and specialised meth-
ods (SWOT analysis), which enabled a holistic,
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systematic, and scientifically grounded study of
innovative approaches to marketing manage-
ment in Ukrainian farms. This approach allowed
for the analysis of both the internal aspects of
agricultural enterprises’ functioning and the
external factors influencing their marketing ac-
tivity in the context of dynamic transformations
in the agricultural sector, driven by economic,
technological, and socio-political changes.

The factual basis of the research consisted
of data from analytical reports of the Nation-
al Institute for Strategic Studies (Khymynets &
Nesterenko, 2021), as well as information from
the official websites of industry associations
and farmer unions (A new issue of the study
“UKRAINE:..., 2024). Furthermore, data from the-
matic information resources were utilised, in-
cluding AgroPortal.ua(Getnow,paylater:..,2024),
Latifundist.com (AgroForecasts 2024..., 2024),
Kurkul.com (Agritechnica will present inno-
vative solutions.., 2023), SuperAgronom.com
(Farming in Ukraine may..., 2024), which con-
tain up-to-date analytical reviews, expert opin-
ions, survey results, and examples of innova-
tion implementation in agricultural marketing.

To gain a theoretical understanding of
the issues surrounding innovative marketing,
scholarly approaches in the field of marketing
management for agricultural enterprises were
synthesised, which allowed for outlining current
directions of innovative activity. An important
research tool was the SWOT analysis, which was
used to assess the internal potential of farms
(strengths and weaknesses) and the external
environment (opportunities and threats) influ-
encing the effectiveness of implementing inno-
vative marketing strategies.

The formulation of conclusions and propos-
als was carried out based on the abstract-logical
method, which ensured the generalisation of
the results obtained, the identification of trends,
and the development of practically oriented rec-
ommendations for improving the marketing ac-
tivities of agricultural business entities.

RESULTS AND DISCUSSION
Innovative marketing methods and instruments
serve as a key element in ensuring the successful
functioning of agricultural enterprises amidst
the economy'’s transformational development.
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Given the rapid intensification of competition
and the constant change in market conditions
under the influence of globalisation processes,
the application of innovations in the marketing
sphere is considered a decisive factorin increas-
ing competitiveness and enhancing the efficien-
cy of agricultural business. The use of modern
digital technologies, the latest communication
platforms, and adaptive promotion techniques
allows not only for prompt reaction to external
challenges but also for shaping new consumer
expectations, creating unique value for target
markets. This, in turn, ensures both short-term
profitability and strategic sustainability and de-
velopment of economic entities in the long term.

However, a significant proportion of enter-
prises in Ukraine’s agricultural sector, including
farms, face several systemic barriers to inno-
vation implementation. Among the key factors
hindering the development of innovative ac-
tivity are: the absence of stable and consistent
state policy supporting innovations; limited fi-
nancial resources; imperfections in the regula-
tory framework for stimulating the innovation
environment; insufficient qualification levels of
managerial staff; low economic motivation; de-
preciation of material and technical assets; and
the underdeveloped nature of marketing struc-
tures that could ensure strategic planning of in-
novative activities (Ilchenko, 2024).

In the context of intensifying global compe-
tition, the necessity for activating and systema-
tising the innovative development of agricultur-
al enterprises becomes objective. An effective
model of innovative development for farms
should be based on a comprehensive approach
that involves the integration of biological, tech-
nical, economic, marketing, social, organisa-
tional, managerial, and legal innovations as
interconnected components of a unified mod-
ernisation strategy (Fig. 1).

One of the key advantages of implement-
ing innovations in the marketing activities of
farms is the capacity for more accurate and
well-founded analysis of the market environ-
ment. In particular, the application of analytical
platforms and Big Data processing technologies
provides a deep understanding of consumer be-
haviour, customer preferences, and current de-

mand trends.
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Figure 1. Innovative instruments for ensuring the effectiveness
of marketing activities in farm-type agricultural enterprises
Source: developed by the author based on T. Ilchenko (2024)

The armed aggression by russia has sig-
nificantly exacerbated existing problems in
Ukraine’s agricultural sector. According to the
results of a survey conducted by the Ukrainian
Business Council jointly with the Help - Hilfe
zur Selbsthilfe organisation in January 2023,
20.75% of respondents characterised the cur-
rent state of their agribusiness as critical or
unsatisfactory, 50% as satisfactory, while only
21.25% assessed it as good (Conclusion based
on the results..., n.d.). In these circumstances,
overcoming challenges, ensuring viability, and
seeking prospects for the further development
of farms requires the implementation of inno-
vations, proactive management, and effective
strategic decisions.

Amidst current challenges, one of the priori-
ty tasks for Ukraine is to provide comprehensive
support for the development of farms, which
constitute an important component of the na-
tional agro-industrial complex. The area of in-
dividual farms can exceed one million hectares,
indicating the scale of agricultural production.
Ukraine holds leading positions in global ex-
ports of barley, maize, rapeseed, and wheat, and
is also the largest producer of sunflower oil. Fur-
thermore, the supply of Ukrainian agricultural
produce is critically important for the food se-
curity of some of the world’s poorest countries,
which are largely dependent on imports from
Ukraine (Conclusion based on the results..., n.d.).
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Thus, in 2024, the share of agricultural
products in Ukraine’s foreign trade structure ac-
counted for 59%, indicating their key role in the
country’s export potential. Sunflower oil held
the most significant position among exported
goods - 6 million tonnes of this product were
supplied abroad, valued at 5.1 billion USD, which
constitutes 21% of the total export volume. Maize
secured an identical share (21%), with its export
volume reaching 29.6 million tonnes and gen-
erating 5 billion USD in revenue. Wheat ranked
third by export value - 20.6 million tonnes worth
37 billion USD, corresponding to 15% of total
exports. Among other significant agricultural
export items, it is worth noting rapeseed (7%, or
3.8 million tonnes valued at 1.8 billion USD), soy-
beans (5%, or 3.4 million tonnes valued at 1.3 bil-
lion USD), as well as oilcake and other residues
from the processing of oilseeds (4%, or 4.7 mil-
lion tonnes valued at 1 billion USD) (Ukraine ex-
ported over 67 million tons..., 2024).

For Ukrainian farmers to maintain and
strengthen their leading positions in the global
agricultural market amidst increasing compe-
tition and global challenges, it is extremely im-
portant not only to sustain production volumes
but also to adapt to new market requirements.
One of the key factors in such adaptation is the
digital transformation of the agricultural sector,
which allows for increased management effi-
ciency, improved access to sales markets, and
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ensures flexibility in responding to changes in
consumer preferences. The implementation of
digital technologies in the marketing activities
of farms, in particular, becomes an important
tool for ensuring their competitiveness in both
domestic and international markets.

The application of digital tools, the Internet,
and social media provides agricultural enter-
prises with the opportunity for effective com-
munication with consumers, increasing their
interest and building stable relationships. In
turn, the development of e-commerce creates
conditions for direct sales of agricultural pro-
duce from producer to final consumer, which
allows for minimising the involvement of inter-
mediaries and increasing the efficiency of logis-
tics processes.

The use of analytical tools and artificial in-
telligence systems provides agricultural enter-
prises with the ability to process large volumes
of data, forecast market trends, and respond
promptly to changes in consumer demand and
production conditions. This approach contrib-
utes to increased accuracy in demand forecast-
ing, reduced production costs, and minimisation
of risks. Furthermore, there is growing attention
within the agricultural sector to the implemen-
tation of the concept of sustainable develop-
ment, which involves the production of environ-
mentally safe products. Integrating principles
of ecological responsibility into the marketing
strategy of farms ensures the attraction of envi-
ronmentally conscious consumers and the for-
mation of a positive brand image in the market.
Innovative approaches to marketing manage-
ment in farms are viewed not as a one-off tool
for increasing sales volumes or attracting new
consumers, but as a continuous and systemat-
ic process. The effectiveness of implementing
marketing strategies in the activities of farms is
only ensured under the condition of their con-
sistent and sustainable application.

Modern technological advancements in ag-
riculture correspond to the growing needs for
increased automation, digitalisation, and eco-
logical feasibility in the functioning of farms.
Current trends in the development of the ag-
ricultural sector indicate a gradual transition
towards the concept of “smart farming”, which
involves efficient management of resources
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and time while simultaneously minimising crop
losses. Smart farming is a promising direction
based on the implementation of innovative
technologies, including the Internet of Things
(IoT), computer vision, and artificial intelligence
(A1), in agricultural production processes (Top 10
trends, technologies and innovations..., 2022).

Farms are increasingly integrating digital
technologies, including satellite monitoring,
field sensors, remote data collection systems,
and artificial intelligence, to adapt to new agri-
business conditions. Given that over 40% of ag-
ricultural land is temporarily unsuitable for use
and logistics chains and infrastructure have suf-
fered significant damage, the use of technology
hasbecome a key tool for preserving production
and managing risks. Particular attention is paid
to the rational use of scarce resources and en-
suring the safety of workers (Conclusion based
on the results..., n.d.).

Additionally, new-generation digital servic-
es, particularly Al-based software complexes
(for instance, platforms like Cropwise), provide
comprehensive monitoring of machinery and
crops, enable optimisation of agrochemical us-
age, and enhance the efficiency of production
processes. These tools also contribute to build-
ing a flexible and adaptive management system
for farms during both wartime and the post-war
periods (Baker et al., 2017).

Cybernetics, traditionally applied to control
the processes of growing and storing agricul-
tural products, is considered in modern condi-
tions as an important instrument for decision
support in systems for monitoring and optimis-
ing agricultural production. Specifically, its use
contributes to increasing yields by facilitating
informed decisions regarding key technologi-
cal operations: sowing, irrigation, fertilisation,
pesticide application, and harvesting. Thanks
to the ability to assess the current state of pro-
duction systems and forecast the impact of key
factors such as soil quality, weather conditions,
and climate change, cybernetic approaches help
to increase the accuracy of agricultural process
management (Emerick § Dar, 2021).

Specifically, another key source of data for
the digitalisation of processes in farms is the
implementation of sensor technologies. Un-
like traditional monitoring systems, modern
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sensors are capable of operating wirelessly, pro-
viding continuous tracking of a wide range of
structured data, including temperature read-
ings, pressure levels, movement, and so forth
(Streuer, 2020). The application of such devices
allows for remote control of technological pro-
cesses, such as automated irrigation (Fischer et
al., 2019), variable rate tillage technologies, and
autonomous control of agricultural machinery
(Kulkarni et al., 2020). As examples of practical
implementation demonstrate, sensor devices
are an integral component of modern robotic
systems that enable the execution of operations
activated by robotic elements.

Thanks to robotic sensing, it has become
possible to detect weeds, localise fruits, control
feeding, and assess potential yields. The data
obtained are subjected to in-depth analysis and
used for making decisions regarding the ap-
plication of herbicides, harvesting ripe fruits,
or carrying out irrigation (Davis & Bendick-
son, 2020). The implementation of innovative
approaches to marketing management based
on digital technologies has a positive impact on
the efficiency of farming enterprises in Ukraine.
The shift from predominantly manual labour to
more cognitive activity facilitates higher quality
information-based decisions, optimises pro-
duction processes, increases the reliability of
agricultural systems, and ensures consistently
high yields (Baker et al., 2017).

In this context, the use of Big Data technolo-
gies acquires particular significance, being con-
sidered among the most promising information
solutions for the development of farming enter-
prises (Kulkarni et al., 2020). The concept of Big
Data encompasses large-volume and heteroge-
neous datasets, as well as modern methods for
their storage, analysis, and visualisation (Fis-
cher et al,, 2019). These tools allow for obtaining
new knowledge in near real-time that was pre-
viously inaccessible (Gosnell et al.,, 2019). Inte-
grating data from various sources - including
information on consumer behaviour, their pref-
erences, and demand dynamics - forms the an-
alytical basis for making effective management
decisions in agriculture.

Furthermore, Big Data technologies enable
in-depth analysis of large volumes of market
information, including consumer behavioural
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patterns and competitor actions, which creates
an analytical foundation for developing effective
marketing strategies. Specifically, the analysis
of collected data allows for forecasting chang-
es in consumer demand for agricultural prod-
ucts, ensuring a prompt response from farms
to changing market conditions. Additionally,
the implementation of artificial intelligence in
marketing management processes allows for
the automation of a range of tasks, such as pro-
cessing customer inquiries or setting up target-
ed advertising, which contributes to resource
savings and increased effectiveness of manage-
ment decisions (Reznik et al., 2023).

In contemporary agricultural business
conditions, the competitiveness of enterpris-
es is largely determined by the effectiveness of
marketing communications, primarily oriented
towards satisfying consumer needs. Recognis-
ing the key role of clients as the main factor in
business success is an important prerequisite
for increasing the performance of farming en-
terprises. In this context, the implementation
of customer relationship management (CRM)
systems becomes a vital tool, ensuring the for-
mation of stable and personalised relationships
with consumers. The application of CRM tech-
nologies allows for the automation of commu-
nication processes, the adaptation of marketing
strategies to individual client characteristics,
and, consequently, an increase in the overall
effectiveness of the farm’'s marketing activities
(Ilchenko, 2024).

One of the key directions for implementing
innovations in the marketing activities of farms
is the use of digital communication channels.
This includes, specifically, the application of so-
cial media, internet advertising, content mar-
keting, and search engine optimisation (SEO)
technologies. Digital marketing tools create
conditions for expanding the target audience,
including potential foreign consumers, and con-
tribute to ensuring interactive engagement with
clients. For farms, this opens up prospects for
creating multilingual e-commerce platforms,
which allow for the activation of export activities
and the expansion of product sales geography
(Dulska, 2015; Morokhova & Boiko, 2023).

An important aspect in the context of dig-
ital transformation is also the optimisation of
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logistics processes. The application of automat-
ed supply chain management (SCM) systems
enables the reduction of transportation costs,
the shortening of delivery times, and the im-
provement of customer service quality (Ilchen-
ko, 2024). Modern SCM solutions integrate all
stagesofthelogisticsprocess - fromrawmaterial
procurement to the delivery of finished products
to the final consumer - ensuring transparency
and control at each stage. This, in turn, enhanc-
es the ability of farms to respond promptly to
changes in demand, reduces the risks of logis-
tical delays, and contributes to increased supply
reliability. Hence, the implementation of SCM
systems is an important condition for ensuring
effective logistics management in agribusiness.

Another promising innovative direction for
improving the marketing activities of farms is
the development of content marketing. In the
digital era, high-quality content is becoming the

primary tool for effective communication with
the target audience (Lucii & Skakun, 2023). Ag-
ricultural enterprises can enhance their visibil-
ity in the digital environment by creating expert
publications, video reviews of products, con-
ducting webinars, preparing analytical reports,
and so forth. For example, articles highlighting
the competitive advantages of products or vid-
eo materials demonstrating their quality build
a positive brand image. Effective promotion also
involves the active use of social media, targeted
advertising on platforms such as LinkedIn, Face-
book, and Google Ads, and regularly updating
the information content of agricultural enter-
prises’ websites and blogs.

In the context of implementing innovative
approaches to marketing management in farms,
SWOT analysis (Table 1) acquires particular sig-
nificance as a tool for strategic analysis of the
enterprise’s external and internal environment.

Table 1. SWOT analysis of innovative marketing management in Ukrainian farms

Strengths

Weaknesses

Use of digital technologies (Big Data, CRM, artificial
intelligence) to enhance marketing effectiveness

High costs are associated with implementing innovative
technologies

Potential for personalised interaction with clients

Low level of digital literacy among employees

Automation of consumer demand analysis processes

Limited access to modern technical equipment in certain

regions

Prompt marketing decision-making based on analytical Insufficient experience in managing complex information
data systems
Opportunities Threats

Entry into new market segments through digital
promotion channels

Increased competition from large agricultural holdings

Building long-term relationships with clients through
omnichannel communications

Cybersecurity and personal data leakage risks

Increased effectiveness of advertising campaigns through
targeting and analytics

Macroeconomic instability (inflation, war)

Attracting investments for the development of innovative
projects

Risks associated with legislative changes in the sphere of
digital transformation

Source: developed by the author based on T. Ilchenko (2024)

Thus, the SWOT analysis allows for the
identification of both strengths that should be
developed and risks that need to be minimised
through strategic planning and the adapta-
tion of marketing approaches to contemporary
digital conditions. In the process of research-
ing the readiness of farms for implementing
innovations, particularly of a digital nature, it
has been established that different key factors
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influencing the organisational capacity of agri-
cultural enterprises for innovative changes be-
come relevant at various stages of this process.
Of particular importance in this regard is the ne-
cessity of developing and implementing meas-
ures at the national level aimed at fostering
relevant knowledge in the field of digital tech-
nologies among farmers, as well as their practi-
cal implementation in economic activities.
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To enhance the innovative capacity of farms,
the following directions are advisable: creat-
ing a centralised knowledge base concerning
digital technologies in agriculture and forming
an innovation network accessible to agricul-
tural entities; providing an analytical overview
of the dynamics of the digital innovation read-
iness formation process to increase farmers'
awareness regarding the complexity, sequence,
and priority of these transformations. The im-
plementation of modern digital technologies
across all stages of farms’ marketing activities
contributes to ensuring their sustainable devel-
opment and maintaining competitive positions
in the agricultural sector.

Compared to other studies, the results of this
analysis confirm the importance of implement-
ing innovative approaches in the marketing
activities of farms. Specifically, S. Koberniuk &
V. Karpenko (2023) emphasised the necessity
of implementing digital technologies in all as-
pects of marketing policy, including product,
pricing, distribution, and product positioning in
the market. This aligns with the authors’ conclu-
sions regarding the importance of integrating
modern digital instruments into the marketing
strategy of farms.

The approach proposed by LI. Polish-
chuk (2021), who considered customer rela-
tionship management (CRM) systems as a key
driver of business processes oriented towards
forming and maintaining customer loyalty, is
entirely acceptable. The author noted that CRM
acts not only as software for automating mar-
keting, sales, and service processes but as a ho-
listic business management concept. According
to her conviction, the use of CRM technologies
contributes to the personalisation of customer
interaction, increased effectiveness of market-
ing activities, and cost optimisation, which col-
lectively ensure the growth of farm profitability
through enhanced customer orientation and
increased levels of consumer loyalty. This ap-
proach complements the results of the present
study, underscoring the need for flexible and
adaptive marketing management in an unstable
market environment.

Inturn, I.V. Dulska (2015) viewed digital tech-
nologies as a powerful catalyst for economic
growth in the agricultural sector, emphasising
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the importance of the institutional environment
for their effective implementation. The author
pointed to the necessity of creating regulatory
and organisational conditions that would stimu-
late the innovative activity of farms, particularly
through financial instruments supporting digi-
talisation. L.V. Dulska substantiated that the inte-
gration of digital technologies into farmers' mar-
keting activities opens up new possibilities for
more effective interaction with markets, cost re-
duction, and improvedlogistics for product sales.

Theresearch by S. Nazarenko et al. (2024) ex-
amined innovative approaches to management
and communications in modern agro-industrial
enterprises. They focus on the implementation
of digital technologies, such as ERP systems, Big
Data analysis, and blockchain technologies, to
enhance the efficiency of management and pro-
duction processes. These aspects complement
the conclusions regarding the importance of
implementing digital technologies in the man-
agement of farms.

Additionally, according to the position of
E.V. Hnitetskyi (2017), the application of Big Data
tools in the process of planning and adjusting
marketing activities provides significant advan-
tages for both producers and consumers. This
approach is consistent with the present study
and contributes to the optimisation of market-
ing activities, cost reduction, and increased effi-
ciency, while also allowing for the establishment
of long-term partnerships with consumers,
thanks to the flexibility of the marketing mix by
individual client requests.

Researchers D. Zmievets § L. Pronko (2024)
analysed the challenges and opportunities of
innovative marketing for agricultural enterpris-
es during martial law in Ukraine. They empha-
sise the role of information and communication
technologies in providing agricultural enterpris-
es with the necessary resources for conducting
effective activities. The conclusions of these re-
searchers are consistent with the results of the
submitted study, which highlight the necessity
of adapting marketing strategies to changing
market conditions.

In the research by T. Ilchenko (2024), the
specifics of using innovative approaches to
improving marketing activities in agribusi-
ness were examined. T. IIchenko identified the
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necessity of seeking new innovative mecha-
nisms and tools that will ensure the formation
of competitive advantages for agricultural en-
terprises, including farms. These aspects com-
plement the authors’ conclusions regarding the
barriers to implementing innovations in the
marketing management of farms.

Thus, a comparative analysis of the results
of the present study with the articles of other
authors confirms the importance of integrat-
ing innovative and digital technologies into the
marketing management of farms. Common
conclusions relate to the necessity of a strategic
approach, adaptation to changing market con-
ditions, and overcoming barriers to innovation
implementation. The differences, however, lie
in the focus of the research: some authors con-
centrate on specific aspects, such as sales ac-
tivities or communications management, while
the present study covers a broader spectrum of
issues related to the implementation of innova-
tive management methods in the marketing ac-
tivities of farms.

CONCLUSIONS

The concept of innovative marketing manage-
ment for farms is based on three fundamental
aspects: the implementation of modern techno-
logical solutions, the optimisation of business
processes, and the intensification of using dig-
ital communication channels. The implemen-
tation of this approach is aimed at ensuring the
long-term development of farms in conditions
of increasing competitive struggle at local and
international levels.

Within the scope of the research, it was
established that the most effective innovative
solutions for farms are: the implementation of
CRM systems for automating work with clients,

increasing production profitability, thanks to
more accurate demand forecasting, optimisa-
tion of sales channels, and increased levels of
client engagement. Successful implementation
of digital marketing management tools requires
the technologies to be suitable for the specific
functioning of the farm, their compatibility with
the existing IT infrastructure, and a prior as-
sessment of the expected economic efficiency. It
was determined that to enhance the innovative
capacity of farms, it is advisable to implement
the following measures: create a centralised
knowledge base regarding the application of
digital technologies in agriculture and develop
an innovation network open to agricultural en-
tities; ensure a systematic analytical overview
of the dynamics of forming readiness for digital
innovation implementation, which will allow
farmers to better understand the complexity,
stages, and priority of these transformations.
The integration of modern digital technologies
at all stages of farms’ marketing activities will
contribute to their sustainable development
and the strengthening of their competitiveness
in the modern agricultural market.

However, limited financial and time re-
sources, a lack of adequate state support, and
a low level of digital literacy remain key barri-
ers. The research results confirm the necessity
of systemic support from the state, technology
providers, and the scientific community. Further
research should appropriately be directed to-
wards a comparative analysis of the agricultural
sector’s innovative readiness with other sectors
of the national economy, which will facilitate the
development of effective mechanisms for inte-
grating innovations into the economic activities
of farming enterprises.

the use of digital marketing with an emphasis ACKNOWLEDGEMENTS
on social media and geotargeting, and the ap- None.
plication of analytical platforms for real-time
market monitoring. It was determined that the CONFLICT OF INTEREST
integration of precisely such tools allows for = None.
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HOnia Faspuniok

KaHanaaT eKOHOMIYHUX HAyK, AOUEHT

HaujioHanbHMin yHiBEpCUTET BiopecypciB i NPMPOAOKOPUCTYBAHHSA YKpaiHK
03041, Byn. Tepois ObopoHM, 15, m. Kuis, YkpaiHa
https://orcid.org/0000-0002-0774-3494

IHHOBaUiMHI Niaxoau oo ynpaBniHHA MAapKEeTUHIOBOIO
pianbHicTio y pepMepCcbKUX rocnogapcTBax YKpaiHu

AHoOTaUif. AKTYaJbHICTh HOCTIIKEHHS 3yMOBJIEHA HeobximHicTio mifBUIneHHS ebeKTUBHOCTI
MapKeTUHIOBOI [IisbHOCTI (depMepchKUX TOCIIONApCTB VKpaiHM B yMoBax miobamizariii,
uudposizanii Ta 30BHIiHIX 3arpo3. MeToio cTaTTi 6yI0 O6GIPYHTYBaHHS BIIPOBaKEHHS
iHHOBaLIMHUX ITiIXOMIB 10 YIIPaBIiHHA MapKeTUHIOBOIO JisIBHICTIO GepMepChbKUX I'OCIIOLAPCTB
3 MeTOI0 IiABUIEHHS IX KOHKYPEHTOCIIPOMOXXHOCTI. V IOCHiAXKeHHI BUKOPUCTAHO MEeTOIU
TIOPiBHAJIBHOTO aHaji3y, CUCTEMHOTO mmimxonmy, SWOT-aHasmizy Ta y3arajbHeHHA. Y poboTi
O6IPYHTOBAHO [OLINBHICT BIIPOBAIKEHHS LUGPOBOrO MapKETUHIY, eJIeKTPOHHOI KOMepiii,
H6peHAUNHTY, collialbHUX MepeX, CRM-cucTeM, aBTOMAaTHU30BaHUX TIATGOPM [J11 KOMyHIKalii 3i
CriokMBavyaMu. V poboTi ITpoaHasi3oBaHo Cy4YacHi BUKJIMKY, 3 SKUMU CTUKAIOThCS GpepMepChKi
rocriofapcrtsa B VYKpaiHi, 30KpeMa 3HUWKeHHS IUJIAaTOCIIPOMOSKHOTO IIONUTY, IIOPYIIeHHS
JIOTiCTUYHUX JIAHITIOTIB, 0OMEKeHU M JOCTYII 10 GiHaHCYBaHHSA Ta MAPKETUHTOBOI iHGPACTPYRTYPH.
Byno mpoBemeHo SWOT-aHaJli3, IKUM [TO3BOJIWUB OXapaKTepU3yBaTU CUJIbHI U CjIabKi CTOpOHU
TOCIIOZApCTB, @ TAKOX 30BHIIIHI MOMKJIMBOCTI M 3arposu [IJis peastizailii MapKeTHUHTOBUX
cTpaTeriii. O6IPyHTOBAHO HOLIBHICTh BIIPOBaKEHHA IL[UGPOBOrO MapKETHHIY, €JIeKTPOHHOI
RoMeplLiii, 6peHOUHTY, couiasbHuX Mepesk, CRM-cucTeM, aBTOMAaTHU30BaHUX ILIATGOPM HJis
KOMYHiKallii 3i crioxxuBayaMu. TaKOK y JOCITiIKeHH] 6yI10 IIPUAiTeHO YBary KJIIOUOBUM aclIeKTaM
TpaHcdopMallil MapKeTUHIOBUX CTPATeTil BiTIOBIAHO 4O 3MiH KOHIOHKTYPU arpapHOro0 PUHKY.
Bu3HAYeHO pojib iHGOpMalliiHO-KOMYHIKAI[iMHUX TEXHOJIOTIM AK iHCTPYMEHTy 3abe3redeHHs
dbepMepCchRUX TOCIIONAPCTB HEOBXiMHUMU pecypcaMu s peaisaliii ebeKTUBHOI BUPOGHUYO-
36yTOBOi misyTbHOCTI. CHCTEMAaTU30BAHO CydYacHi IMiOxomu IO MapKEeTUHTY, IO IepenbadyaioTh
aKTMBHE BUKODUCTAaHHSA IIUPPOBUX KaHAJIB IIPOCYBaHHS IIPOAYKIIl B yMOBAaX BOEHHOTO CTaHY.
[TpaKkTHUYHe 3HaYEeHHS pe3yJIbTaTiB MOJIAra€ B MOKJIMBOCTI IX BUKOPUCTaHHSA AJ1S1 BIOCKOHAJIeHHS
MapKeTUHTOBUX CTpaTeriii ¢pepMepchbKUX TOCIIONApCTB, arpapHUX o6'eqHaHb i perioHaIbHUX
Iporpam MigTpUMKU CiJIbCBKOIO MiATIPUEMHUIIITBA

Knio4oBi cnoBa: 1udpoBUN MapPKETUHT; KOHKYPEHTOCIIPOMOKHICTb;, arpapHUN CeKTOp;
MapKeTUHIOBI cTpareril; SWOT-aHani3
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