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The article examines the formation and evaluation of the marketing potential of an agrarian enterprise in the
conditions of the nowadays market. The agricultural sector faces challenges that require management strategies
adaptation. The importance of digitization is emphasized as a means to improve the effectiveness of marketing
campaigns. The article also shows the need to implement environmental practices that can improve the company's
reputation. It was determined the sustainable development of agricultural enterprises is possible only under the
condition of cooperation with partners. Recommendations are offered for optimizing business models to improve
marketing results. The prospects for the development of agrarian business in the context of globalization and
integration are highlighted. In conclusion, it provides valuable insights for agricultural enterprises seeking to increase
their marketing potential.
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CrarTa po3rnagae hopMyBaHHA Ta OLHKY MapKeTUHIOBOIO NOTEHLiasy arpapHoro nignpuemMcTsa B ymoBax Cy-
4aCHOTO PUHKY. ArpapHuii CEKTOpP CTUKAETLCA 3 YUC/IEHHUMU BUK/IMKAMK, SKi BUMaratoTb agantauii ynpasniHCbKux
CTpaTeriii. pileHb. MigKpecntoeTbCs BaX/IUBICTb LMGIPOBI3aLlist Ta BUKOPUCTAHHA aHasliTUKL JaHuX siK 3acoby no-
KpaleHHs1 edpeKTUBHOCTI MapKETUHIOBKX KaMmaHii, TOYHILLOro TapreTyBaHHs LiIbOBUX ayauTOpil Ta onTuMisawii
OIOKETIB. Y CTaTTi TAKOX HAro/I0LWYETLCA HA HEOOXiAHOCTI BNPOBaMKEHHS MPUHLMNIB CT/10r0 PO3BUTKY Ta €KOS0-
MYHMX NPaKTUK, SKi MOXYTb NONIMLUUTI penyTaLilo KOMNaHii Ta CpuaTn q)opMyBaHHIO MO3UTUBHOTO iIMiZ)XY B o4ax
crnoxmsadi. byno Bu3HaueHo, WO cTannii PO3BUTOK Ta peasisallisi NOBHOr0 MapKETUHIOBOrO NOTEHLialy arpapHmx
MigNPUEMCTB MOX/IMBI /lLLE 38 YMOBM aKTUBHOI CniBnpaLi 3 napTHepaMmu, HayKoBYMU yCTaHOBaMW, KOHCaSTTUHIO-
BUMU KOMMaHIAMW Ta [epXaBHUMY opraHamu. Taka cnisnpaus [03BO/IUTL PO3POOAATU Ta BNPOBaKYBATU iHHO-
BaLiliHi pilLleHHs, 06MiHIOBaTUCA NepeaoByM AOCBIAOM Ta 3a/lyyaT HEOOXiAHI pecypcu Anst po3BUTKY MapKeTWH-
roBOI AisiNbHOCTI. MPONOHYTLCS pekoMeHaaLil Woao onTumisauii 6isHec-mogeneli Ta aganTtauii ynpaBaiHCbKUX
cTparteriii o 3MiH PYHKOBOrO cepefoBULLa A5 NOKPALLEHHA MApKETUHIOBUX Pe3y/bTaTiB arpapHuX NignpuemcTs
.BUCBITNIIOKOTLCA NepcnekTMBIU PO3BUTKY arpapHoro Gi3HeECY B KOHTEKCTI rnobanisauii Ta iHTerpauii. Haronowyerb-
€S Ha HEOOXiAHOCTI BpaxyBaHHS 100a/IbHUX TEHAEHLLA, 30KpeEMa 3pOCTaHOro NOMNUTY Ha EKOJIONYHO YMCTY MpPo-
[YKLit0, BNPOBa[PKEHHS TEXHO/OTIA TOYHOro 3eM1epOOCTBa Ta PO3BUTKY €NEKTPOHHOI KoMepuii. HaaarTbes LiHHI
BUCHOBKM Ta pekoMeHgauii Ans arpapHuX MignpuemcTs, Ski nparHyTb 36iNbWNTW CBili MapKETUHIOBUIA NOTEHLias.
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30kpema, HaronowyeTbCA Ha HEOOXIAHOCTI KOMMIEKCHOTO NigXoAy, KM MOeAHYE LMGPOBI PILLEHHS, EKOMOTiYHi
iHiLiaTMBK, chiBnpaLto 3 napTHepaMu Ta agantayilo 40 rNMobabHMX TeHAEHUA. Sluwe 3a yMoBU peanisauii Takoro
nigxoAy arpapHi NiagnpUEMCTBA 3MOXXYTb MOBHO MiPOH PO3KPUTM CBIil MApKETUHIOBWIA MOTEHLia, AOCATTW CTas10ro
3pOCTaHHA Ta 3a6e3MneunTn [OBroCTPOKOBY KOHKYPEHTOCMPOMOXHICTb Ha AVHAMIYHOMY PUHKY.

KntouoBi cnoBa: arpapHe nignprvemMcTBO, MapKETUHIOBWIA NOTEHLiaN, aganTalist ynpaBaiHCbKUX CTPATETiA.

Problem statement. The agricultural sector
is one of the key components of any country's
economy, as it ensures food security and
contributes to the development of rural areas.
In today's conditions of globalization and rapid
changes in the market, agricultural enterprises
face numerous challenges that require them to
adapt and implement the latest management
strategies. The formation and assessment of the
marketing potential of an agricultural enterprise
are becoming extremely important for ensuring
competitiveness and sustainable development.
In this context, marketing potential is defined
as the ability of an enterprise to effectively use
its resources to meet consumer needs and
achieve business goals. Important aspects of
this process are the introduction of innovative
technologies, the development of partnership
relations and adaptation to changing market
conditions. Assessment of marketing potential
allows agricultural enterprises not only to identify
their strengths and weaknesses, but also to
develop strategies to improve performance.

The article will consider the key factors
affecting the formation of the marketing potential
of agricultural enterprises, as well as methods
of its assessment. Special attention will be
paid to ecological practices and sustainable
technologies, which can become important
factors of success in the conditions of the
modern market. Thus, the article aims to provide
valuable recommendations for agricultural
enterprises that seek to increase their marketing
potential and ensure sustainable development in
a dynamic environment [1, p. 56].

Analysis of recent research and
publications.The literature on  strategic
management and development of enterprises
presents a wide range of studies that highlight
various aspects of the formation of business
strategies. One of the main topics is the analysis
of factors affecting the competitiveness of
enterprises. In particular, the works of such
authors as Michael Porter emphasize the
importance of competitive forces and strategic
positions in the market. In his five forces model,
Porter suggests analyzing the competitive
environment, which allows businesses to identify
key success factors. Research in the field of

risk management also occupies an important
place in the literature. Authors such as Douglas
Huber emphasize the need for a systematic
approach to risk identification and management,
which allows businesses to reduce the negative
consequences of unforeseen situations. They
offer a variety of risk assessment methods and
tools that can be useful for developing effective
strategies. Technological innovations, as a factor
of increasing competitiveness, are also actively
studied in the scientific literature.

Corporate social responsibility is another
important topic that is actively discussed in the
literature. Research by authors such as John
Elkington focuses on how ethical practices and
environmental initiatives can affect a company's
reputation and consumer demand. Thus, the
review of the literature shows that the formation
of an enterprise's development strategy is a
multifaceted process that requires consideration
of various factors affecting its success [2].
According to modern trends, enterprises must
not only adapt their strategies to the changing
market environment, but also actively implement
innovations, manage risks and take social
responsibility into account in their activities.
This will allow them not only to maintain
competitiveness, but also to ensure sustainable
development in the long term.

Selection of previously unresolved
parts of the general problem. The formation
and assessment of the marketing potential
of agricultural enterprises is a topical issue
that requires thorough research in today's
market conditions. The agricultural sector
faces numerous challenges caused by
dynamic changes in the global environment,
which requires the adaptation of management
strategies and the implementation of innovative
approaches. One of the key unresolved problems
in this field is the insufficient use of digitalization
and data analytics in the marketing activities of
agricultural enterprises. The effectiveness of
marketing campaigns is often reduced due to the
lack of proper analysis and use of data, leading
to suboptimal decisions and inefficient resource
allocation. Moreover, there is an urgent need
for more careful consideration of environmental
practices when formulating marketing strategies.
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Formulation of the goals of the article
(statement of the task). Identify the key
unresolved problems related to the formation
and assessment of the marketing potential of
agricultural enterprises. To substantiate the
need for an integrated approach to solving
these problems, which would combine the use
of digital technologies, principles of sustainable
development, adaptation of management
strategies to market changes and close
cooperation with stakeholders.

Presentation of the main research
material. Determining the marketing potential
of an enterprise is an important stage in the
formation of an effective business strategy.
Marketing potential includes a set of resources,
opportunities and factors that can be used to
achieve marketing goals. The main components
of marketing potential may include (Table 1).

Market analysis is a fundamental stage in the
formation of an agricultural enterprise's strategy,
as it allows a deeper understanding of target
segments, the competitive environment, trends
in consumer demand and other market factors.
Studying these aspects helps the company
adapt its offers to the needs of consumers and
respond effectively to changes in the market
situation [3, p. 47].

The product offer should be characterized by
high quality, uniqueness and competitiveness,
which allows the agricultural enterprise to stand
out among competitors and satisfy the demands
of consumers. The effectiveness of the marketing
channels through which the company interacts
with consumers is critically important for ensuring

product availability and increasing its visibility on
the market. This includes both wholesale and
retail channels, as well as communication with
end consumers. Technological opportunities,
in particular the use of modern technologies
for data analysis and automation of marketing
processes, significantly increase the efficiency of
the enterprise, allowing it to remain competitive
in a dynamic market environment [4].

A brief overview of the formation of ecological
marketing in agricultural enterprises:

— Ecological marketing, also known as green
marketing, is an essential strategy for agricultural
enterprises aiming to promote sustainability
and environmental responsibility. The formation
of ecological marketing involves several key
components:

— Understanding consumer demand. The
first step in forming an ecological marketing
strategy is to understand the growing consumer
demand for sustainable and eco-friendly
products. Researching consumer preferences
and behaviors can help agricultural enterprises
tailor their offerings to meet these expectations.

— Sustainable product development.
Agricultural  enterprises should focus on
developing products that are environmentally
friendly. This includes using organic farming
practices, reducing chemical inputs, and
ensuring that products are sustainably sourced.
Highlighting these practices in marketing
materials can attract environmentally conscious
consumers.

— Branding.
identity that

Creating a
emphasizes

strong brand
sustainability is

Table 1

Marketing potential of an agrarian enterprise

Areas of potential analysis

Characteristics

Market analysis

Study of target segments, competitive environment, consumer
demand trends and other market factors.

Brand and reputation

Evaluation of brand recognition, its image and consumer trust.

Product offer

The quality, uniqgueness and competitiveness of the products
or services offered by the company.

Marketing channels

The effectiveness of distribution and communication channels
through which the company interacts with consumers.

Financial resources

Availability of financial resources for the implementation
of marketing campaigns and initiatives.

Technological capabilities

of interaction with customers customers.

Use of modern technologies for data analysis, automation
of marketing processes and improvement of interaction with

Team

The qualifications and experience of the marketing team and their
ability to adapt to changes in the market environment.

Source: developed by the authors
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crucial. Agricultural enterprises should position
themselves as leaders in ecological practices,
using branding elements that reflect their
commitment to the environment. This can include
eco-labels, certifications, and clear messaging
about sustainable practices.

By focusing on these components, agricultural
enterprises can successfully form and implement
ecological marketing strategies that not only
enhance their market potential but also contribute
to a more sustainable future [4, p. 126].

In addition, the qualifications and experience
of the marketing team are essential to the
successful implementation of the strategy.
Their ability to adapt to changes in the market
environment ensures flexibility and speed of
response to new challenges. Determining
marketing potential allows businesses not only
to assess their strengths and weaknesses, but
also to develop strategies that will help make the
most of existing opportunities to achieve market
success. Table 2. shows the main components
of the marketing potential of an agricultural
enterprise.

Table 2 will help agricultural enterprises to
assess their marketing potential and identify
key areas for development. Market analysis is a
critically important stage in the formation of the
marketing potential of an agricultural enterprise.
Studying target segments, competitors, trends in
consumer demand and agronomic factors allows
the enterprise to better understand the needs of
consumers and adapt its strategies according to
changes in the market environment. Brand value
and reputation are importantin building consumer

trust. High brand recognition and a positive
image contribute to increasing customer loyalty
and, accordingly, increase the competitiveness
of the enterprise.

The product offer should be characterized by
quality, uniqueness and competitiveness, which
allows the agricultural enterprise to stand out
from the competition and meet the demands
of consumers. The effectiveness of marketing
channels, including wholesale and retail
networks, as well as communication with end
consumers, is key to ensuring the availability
of products and increasing their visibility in the
market [5, p. 27].

The availability of financial resources is
the basis for the implementation of marketing
campaigns and investments in development,
which allows the enterprise to introduce
new technologies and improve processes.
Technological capabilities, in particular the use
of modern technologies for agronomic analysis
and automation, significantly increase the
efficiency of the enterprise, allowing it to remain
competitive in a dynamic market environment.

Thus, the integration of all these
aspects — market analysis, brand, product
offering, marketing channels, financial resources
and technological capabilities — is necessary for
the successful development of an agricultural
enterprise and ensuring its sustainability in the
market.

Formation of the marketing potential of an
agricultural enterprise is an important stage in
ensuring its competitiveness and successful
functioning on the market. In today's conditions,

Table 2

Components of the marketing potential of an agrarian enterprise

Component

Component Description

Market analysis

Study of target segments, competitors, trends in consumer demand
and agronomic factors.

Brand and reputation

Evaluation of brand recognition, its image and consumer trust
in agricultural enterprise products.

Product offering or services

Quiality, uniqueness and competitiveness of agricultural products

Marketing channels

Efficiency of distribution channels (wholesale and retail)
and communication with end consumers.

Financial resources

Avalilability of financial resources for implementation of marketing
campaigns, investment in development.

Technological capabilities

Use of modern technologies for agronomic analysis, process
automation and marketing.

Team and expertise

The gqualifications and experience of the marketing team and their
ability to adapt to change.

Source: developed by the authors
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when the agricultural sector faces numerous
challenges, such as climate change, fluctuations
in raw material prices and growing competition,
enterprises must actively work on developing
their marketing potential. A strong brand can
become a powerful tool for attracting consumers
and building trust in products. Agricultural
enterprises should actively work on creating a
positive image using various communication
channels, such as social networks, advertising
campaigns and participation in exhibitions
[6, p. 15].

The product offering is also a key element
of marketing potential. The quality, uniqueness
and competitiveness of agricultural products
are crucial for the success of the enterprise.
Innovations in production, introduction of new
technologies and adherence to quality standards
can significantly increase the value of the
offer for consumers. Equally important are the
marketing channels through which the company
interacts with consumers. Effective distribution
channels, such as wholesale and retail networks,
as well as online platforms, can significantly
expand the market for products. Agricultural
enterprises must actively explore and implement
new communication channels to ensure their
availability their products for end consumers.
This may include the use of e-commerce, social
media and mobile applications to improve
customer experience. Financial resources
also play an important role in the formation of
marketing potential. The availability of sufficient
financial resources allows agricultural enterprises
to implement marketing campaigns, invest in
new technologies and develop infrastructure.
It is important that businesses have a clear
understanding of their financial capabilities and
plan their marketing spend in line with their
strategic goals.

The use of modern technologies for
agronomic analysis, automation of processes
and marketing can significantly increase the
efficiency of the enterprise. Investments in the
latest technologies, such as data management
systems, analytical tools and innovative
information processing solutions, can help
agricultural enterprises remain competitive in the
market.

In addition, an important aspect is adaptation
to changes in legislation and regulatory
requirements that may affect the activities of
agricultural enterprises. Continuous monitoring
of changes in legislation and active participation
in policy formation can help businesses avoid

risks and take advantage of new opportunities.

It is also necessary to take into account the
ecological aspects of agribusiness. Modern
consumers are increasingly paying attention
to the environmental friendliness of products,
so agricultural enterprises must implement
sustainable practices that not only reduce the
negative impact on the environment, but also
increase consumer confidence. An important
component of marketing potential is also
cooperation with other market participants,
such as suppliers, distributors and scientific
institutions.  Joint  projects, exchange of
experience and technologies can significantly
increase the competitiveness of the enterprise
[7, p. 189].

In conclusion, the formation of the marketing
potential of an agricultural enterprise is a
multifaceted process that requires a strategic
approach and integration of various aspects
of activity. From in-depth market analysis to
the implementation of innovative technologies,
from brand development to environmental
responsibility, all these elements are critical to
achieving success in the agricultural sector. By
investing in the development of their marketing
potential, agricultural enterprises can not only
adapt to challenges, but also become leaders
in their field, ensuring stable development and
prosperity.

Conclusions. In the modern agrarian sector,
where competition is becoming more and more
fierce, the formation and assessment of the
marketing potential of agrarian enterprises
becomes especially relevant. In the course of the
study, it was found that marketing potential is a
complex concept that includes not only financial
indicators, but also factors related to innovation,
consumer satisfaction and market strategies.

First, the importance of profitability and
market share cannot be underestimated. They
are the main indicators of the success of an
agricultural enterprise, because without a stable
financial position it is impossible to implement
any marketing strategies. However, as practice
shows, success in this area also depends on the
company's ability to adapt to changing market
conditions and implement new technologies.

Secondly, consumer satisfaction is a key
factor that determines the competitiveness of
agricultural enterprises. Studying the needs and
expectations of consumers makes it possible to
form offers that meet the requirements of the
market, which, in turn, contributes to increasing
customer loyalty.
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Third, the analysis of the company's strengths
and weaknesses revealed that many agricultural
companies have the potential for growth, but
need a strategic approach to development.

The introduction of new technologies, the
development of partnerships and active
participation in international markets can

significantly increase their marketing potential.
In addition, external factors, such as government
policy, economic and environmental conditions,
also have a significant impact on the marketing
potential of agricultural enterprises.

In the contemporary landscape of business,
ecological marketing emerges as a pivotal
strategy that intertwines sustainability with
consumer engagement. As the global community
grapples with pressing environmental
challenges, the demand for responsible and
eco-friendly products has surged. This shift in
consumer behavior underscores the necessity
for businesses to adopt sustainability as a core
value. By doing so, companies not only contribute
to environmental preservation but also resonate
with a growing demographic of consumers who
prioritize ethical consumption.

The essence of ecological marketing lies in
its ability to foster awareness and engagement
among consumers. As individuals become
increasingly informed about the environmental
impact of their choices, they seek brands that
reflect their values. This presents a unique
opportunity for businesses to connect with their
audience on a deeper level, highlighting the
benefits of sustainable practices and creating a
narrative that aligns with consumer aspirations.
In this context, ecological marketing serves as
a bridge, linking responsible production with
consumer loyalty.

Moreover, the implementation of ecological
marketing strategies can yield a significant
competitive advantage. In a marketplace
saturated with options, businesses that prioritize
sustainability can distinguish themselves,
attracting environmentally conscious consumers.
This differentiation not only enhances brand
loyalty but also positions companies as leaders
in the movement towards a more sustainable
economy. Innovation becomes a natural
byproduct of this approach, as businesses
are motivated to develop new products that
meet consumer needs while minimizing their
ecological footprint.

In conclusion, ecological marketing is not a
fleeting trend but a necessary paradigm shift
for the long-term viability of businesses. As
consumer preferences evolve and environmental
challenges persist, companies must remain
adaptable, refining their strategies based on
feedback and emerging trends. By integrating
sustainability into their core operations,
businesses can ensure their growth while
contributing positively to the planet. Ultimately,
ecological marketing represents a harmonious
blend of profitability and responsibility, paving
the way for a more sustainable future.

Therefore, it is important to take these
aspects into account when forming development
strategies. In conclusion, the marketing potential
of an agricultural enterprise is a dynamic category
that requires constant monitoring and adaptation
to changing market conditions. To ensure
the sustainable development of agricultural
enterprises, it is necessary to implement
innovative solutions that will contribute to
increasing the efficiency of production and sales
of products.
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