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THE FUNCTIONAL BASIS OF
AGRICULTURAL MARKETING

The article is examined key principles, func-
tions, systems and methods that allow ensuring
market orientation of the production and sales
activities of the enterprise, where effective
management decisions are based not only on the
capabilities of the manufacturer, but also prima-
rily the needs of the agro-industrial market,
existing and potential needs of consumers and
buyers of agricultural products. It was the first
time to propose a definition of the functional
basis of agricultural marketing — it is a system of
organizational, economic, technical, financial
and commercial functions of enterprises, united
by a synergistic effect, and aimed at optimal and
adaptive satisfaction of consumer demand for
agricultural products and food security. It has
been established that agricultural marketing can
be implemented in mechanisms of mutually
beneficial exchange between various market
subjects, create conditions for identifying
consumer requirements and determining the
possibilities of their satisfaction, which will
provide an opportunity to study the agricultural
market and forecast its dynamics, form demand
for the products of this market and stimulate it
distribution The main aim of the research is to
offer the author’s interpretation of the concept of
"agricultural marketing" and to determine of the
functional basis of agricultural marketing in the
conditions of martial law. The main hypothesis
of the research is to prove the effectiveness of the
functional basis of agricultural marketing in the
conditions of a full-scale invasion of the Russian
Federation on the territory of Ukraine. It has
been proven that for effective planning and
management of agrarian business of the national
economy in the conditions of a full-scale
invasion, as well as taking into account the
existing conditions (alienation of territories,
damage and occupation of part of the land),
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®YHKILIOHAJILHMUMA BABUC
ATPAPHOT'O MAPKETUHIY

Y emammi docriooceno kmouoei npunyunu,
@yHKyil, cucmemu ma Memoou, ujo Oaionb 3MO2y
3abe3nequmu  puHKogy OpICHMAayilo BUPOOHUHO-
30ymoe6oi OisUIbHOCMI NIONPUEMCMEA, 0€ 8 OCHOBI
NPULHAMMSL eeKMUBHUX YIPAGTIHCOKUX DillieHdb
He MITbKU MOJMCIUBOCMI BUPOOHUKA, a4 HACAM-
nepeod  nompedu  AspPONPOMUCTIOBO20  PUHKY,
ICHYIOUI ma NOMeHYIlHI NOMpPedU CnoNCUBayis i
NOKYNYie  CIbCbKO2OCNOOapCbKoi  NpOOyKyii.
Bnepwie 3anpononosano eusnauenns ¢hyuxyi-
OHANILHO20 OA3UCY AZPAPHO20 MAPKemuHzy — ye
cucmema OpeanizayitiHo-eKOHOMIYHUX, MeXHIUHUX,
@inancosux ma KomepyiiHux QyHKYionanie nio-
npuemcmes, 00 €OHanux CcunepeidHum epexmom i
CNpAMOBAHUX HA ONMUMATbHE MA AOanmueHe
3a00601€HHsL NONUMY CNOJMCUBAYIE HA  CLIbCb-
KO20CNoOapceKi  NpoOyKmu  ma  npooosoJibuy
besnexy. Bcmanoeneno, wo azpapruii mapkemune
MOJICHA IMNNIEMEHMYBAMU 68 MEXAHIIMU B83AEMO-
BUCIOHO20 OOMIHY MidIC PI3HUMU CYO eKmamu
PDUHKY, CMBOpUmu ymosu O/l GUABTEHHS BUMO2
CROJMCUBAYIE A BUSHAUEHHS MOXNCIUBOCHell iX
3a00807€HHSL, WO HAOACHb MONCIUBICING BUBUEHHS
CITbCLKO2OCNOOAPCHKO20 PUHKY mMa  NPOSHO3Y-
8aHHA 11020 OUHAMIKU, DOPMYBAHHA nONUmMy ma
CMUMYTIOBAHHA 11020 pO3nodiny. Jlocuiodcenns
Mae 3a Memy 3anponoHysamu Aemopcbke mpax-
mysanns nousmms "aspapnuii mapkemune" ma
BUSHAYEHHs 11020 QYHKYIOHAIbHO20 Oa3ucy 6
ymosax eoenHoz2o cmany. OCHOBHOIW0O 2inomesor
0ocniodcentsi €  008eOeHHs  eqheKmuUsHOCmi
DYHKYIOHATbHO20 OA3UCY A2PAPHO20 MAPKEMUHZEY
8 YMOBAX NOBHOMACUWIMAOHO20 6MOPSHEHHA P Ha
mepumopito Ykpainu. J{ogedeno, wo ons eghex-
MUBHO2O NIAHY8AHHA MA YNPABTIHHA ASPAPHUM
Oi3HecoM HAYIOHANLHOI eKOHOMIKU 68 YMOBAX
NOBHOMACWIMAOHO20 GMOPSHEHHS, A MAKONC 3
BDAXYBAHHAM YMO8, WO CKIANUCA (8iOUYIHCEHHS
Mepumopitl, NOUKOONCEHHS MA OKYNAYisl Yacmu-
HU 3eMelb), nIOnpuemMyi 3MyuleHi eqoeKkmusHo ma
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entrepreneurs are forced to effectively and
quickly implement agricultural marketing in its
economic activity for researching consumer
needs, forecasting demand, studying assortment
policy and developing a production program,
studying channels of goods movement and
organizing safe sales.

Keywords: agricultural marketing, func-
tional basis, martial law, mechanism, system,
concept.
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€010  20CNO0ApPChKy OisUIbHICMb  3a0N  00CI-
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30ymy.

Knwuoei cnoea: arpapHuil MapKEeTUHT,
(byHKIIOHATIGHUM 0a31C, BOEHHUM CTaH, MEXaHI3M,
CHCTEMA, KOHIIEITIIIS.

JEL Classification: M30, M31, Q13.

Introduction

For effective planning and management of agrarian business of the
national economy in the conditions of a full-scale invasion of the Russian
Federation on the territory of sovereign Ukraine, as well as taking into
account the existing conditions (alienation of territories, damage and
occupation of part of the land), agricultural entrepreneurs are forced to
effectively and quickly implement agricultural marketing in its economic
activity for researching consumer needs, forecasting demand, studying
assortment policy and developing a production program, studying channels
of goods movement and organizing safe sales (Bahorka, Kadyrus, 2023),
(Beleviat, 2021).

The modern concept of agro marketing is that all activities of the
enterprise are based on knowledge of consumer demand and its change in the
future. The functional basis of agricultural marketing puts the production of
agricultural products in a functional dependence on demand and requires the
production of agricultural products in the range and quantity needed by the
consumer. That is why agricultural marketing directs its efforts to the creation
of effective sales channels and comprehensive formation of demand (Burova,
2012), (Volkova, 2012).

Bagorka, Kadyrus, Burova and Volkov paid attention to the problems
of the formation of the marketing system of an agricultural enterprise. The
main issues of agricultural marketing were investigated in the scientific
works of Belevyat (2021); Kvyatko, Vitkovsky (2019); Kondratyuk (2020);
Kuzkina and Pravotorov (2015). Peculiarities and mechanisms of the
formation and functioning of regional agricultural marketing systems were
studied in the works of Lagodienko V., Basyurkina N., Turlenko N. (2020),
Morokhova V., Boyko O., Bulavchyk M. (2019) and Solovyov I. (2010) The
issues of the development and functioning of agricultural enterprises remain
in the circle of scientific research by the following authors: Bondarchuk L.,
Mazur N., Tsalko T., Kovalenko M., Zaritska N. and Puzyryova P. (2023).
Among the foreign authors, scientific work in the field of formation and
development of agricultural marketing belongs to Davis J. H.A, and
Gilbert R.A. (1957), who first proposed the term agribusiness marketing.
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Also, research on the issue of agromarketing was devoted to the scientific
works of Branson R.E. and Norvell D.G. (1983). However, the functional
basis of agricultural marketing is still not sufficiently disclosed, especially in
conditions of martial law.

In modern conditions, with a full-scale invasion of the territory of
sovereign Ukraine, the popularity of agrarian marketing among agricultural
enterprises is growing significantly, but its practical implementation is
extremely insufficient, and sometimes, due to the use of only certain
elements, it is ineffective. Therefore, there is an objective need to establish a
full functional basis of agricultural marketing in order to meet the needs of
consumers (Bondarchuk and all, 2023).

Agricultural marketing 1s able to offer mechanisms of mutually
beneficial exchange between various market subjects, create conditions for
identifying consumer requirements and determining the possibilities of their
satisfaction, which will provide an opportunity to study the agricultural
market and forecast its dynamics, form demand for the products of this
market and stimulate its distribution.

Thus, the main aim of the research is to offer the author’s
interpretation of the concept of agrarian marketing and to determine the
functional basis of agrarian marketing in the conditions of martial law.

The main hypothesis of the research is to prove the effectiveness of
the functional basis of agricultural marketing in the conditions of a full-scale
invasion of the Russian Federation on the territory of Ukraine.

The following methods were used to prove the main hypothesis:
epistemological analysis, to study the genesis of the concept of "agrarian
marketing"; theoretical generalization, analysis, synthesis, induction and
deduction, to identify general patterns of the functional base of agro-
industrial marketing; structural and logical analysis, to study the dynamics
and structure of indicators of agriculture; grouping and classification, to
systematize factors affecting agricultural marketing; tabular and graphic ones
for a visual representation of the analytical data and provisions of the study.
The information base of the research consists of regulatory and legal acts,
statistical and analytical materials of the State Statistics Service of Ukraine,
scientific periodicals, monographs, the results of scientific research by
domestic and foreign scientists in the field of agricultural marketing,
reference and periodical literature, special scientific and other sources.

In the main part of the article, the peculiarities of the interpretation of
the concept of agricultural marketing will be investigated and a number of
important functions will be given that will ensure effective production and
satisfaction of consumer needs; the functional basis of modern agricultural
marketing is presented, taking into account aspects aimed at improving
production and sale of agricultural products during martial law; analysis of
the activity of the agrarian sector in Ukraine during a full-scale war will allow
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to assess all the problems and opportunities for the further development of
agrarian marketing.

1. Features and functions of marketing in the agricultural sector

The prerequisites for the emergence of agricultural marketing in
Ukraine are related to the transition to a market economy and the need to
navigate the situation on the market in terms of effective positioning of
agricultural enterprises on it.

There are many interpretations of agricultural marketing, but the
general basis is that agricultural marketing is aimed at satisfying the needs of
consumers, ensuring the competitiveness of agro-industrial production and
each of its branches, taking into account the regularities of the functioning
and development of the market for agricultural products and food. Also,
agricultural marketing can be interpreted as an activity aimed at
implementing the concept of marketing at all stages of reproduction of
agricultural products with the priority of maximum application of the self-
regulating market mechanism. The integration of the functional basis of
marketing (its tools, methods, methods, etc.) into the agrarian environment
at all stages of reproduction of agricultural products will make it possible to
use the mechanism of self-regulation of the market as much as possible,
because any economic decision must be made based on the analysis of the
market situation and the trends of its change, and also taking into account the
possible reaction of the market to the adopted decision. It is possible to fully
realize this task in the agricultural sector only if there is a conscious need to
apply agro marketing both on the part of the subjects of the industry and on
the part of the state (Kuzkina, Pravotorov, 2015).

Agricultural marketing performs a number of important functions for
effective production management and ensuring satisfaction of consumer needs.
The main functions of agricultural marketing include the following (Figure I).

These functions help agricultural enterprises to effectively interact
with the market and ensure the successful sale of their products (Lahodiienko
and all, 2020).

Today, most enterprises of agro-industrial production face many
problems that exist not only in the domestic, but also in foreign markets
(Ponomarenko, 2017):

« imperfection of the management structure;

« inefficient pricing system;

« impossibility to identify real consumer demand;

« reluctance to organize a high-quality communication, sales, product
policy;

e inability to develop a clear strategy for the development of the
enterprise.
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The main functions of agricultural marketing
it ; ——————————— 1 Analysis of market conditions and consumer needs. Study
! Market research J\|::> of competition and market trends
b
2 a . h . . d‘ff k f
! Market segmentation I Hig hghtlpg ifferent market segments for a more
L : effective impact on various consumer groups
P T T T T ! Determination of product characteristics and quality
I Product development . . .
I | in accordance with market needs. Implementation of
e A B innovations and improvements in products
T T T ' . " o
! Pricing |:> Establishing competitive and fair prices for products.
e Development of pricing strategies depending on market
@ conditions
T T T T T T T T T T T T T T T T T T | . . . . . .
i Sales and distribution : |:> Orgapl;aﬂon of effective sales and dlstrlbutlgn systems.
: ________________________ h Logistics management to ensure fast and uninterrupted
delivery of products
:— o _1\;1; r_k;t_l 1; g_c_o n: II_H:I;l; a_ti_o;l_ - Development of b'ranfiing and advertis.ing strate gigs
! ! to support market positioning. Implementation of effective
o @_ S marketing communication with consumers
i _St_ - 1_ ; B ;1_ T d_ T |:> Implementation of promotions, discounts and other tools
o> ! 111_u_a 1ng_ _er_nfu_l C to stimulate demand for products
R g _________ - Implementation of product quality control and
| Quality assurance E:,\> implementation of safety and quality standards
]
A __@ __________ Development of strategies and programs for expansion
! Promotion of exports i:> of export possibilities of agricultural goods
b J
e __Q _________ . Implementation of environmental sustainability
: Environmental ‘:> in production and marketing as one of the competitive
| responsibility | advantages
e I

Figure 1. The main functions of agricultural marketing in today’s conditions

Source: summarized by the author based on (Morokhova and all, 2019).

The peculiarities of marketing in the agricultural sector are closely related
to the specifics of agricultural production, which is characterized by the diversity
of the range of products and market participants, as well as the diversity of
organizational forms of management. The purpose of the operation of an agro-
industrial enterprise must be consistent with the performance of a set
of marketing functions, the essence of which is as follows:

« firstly, orientation to the sales market, which involves the study of its
objects and subjects, that is, consumers, competitors, information about the
market situation and goods;
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« secondly, market influence through its study and analysis, adaptation
to market conditions;

o thirdly, the organization of the system of sales of competitive
products, collection and processing of information;

« fourthly, orientation to achieve long-term commercial success, which
involves the subordination of short-term interests to the goals of long-term
stable advantages over the market (Soloviov, 2010).

At the same time, marketing functions are based on a set of principles
such as:

o studying the state and dynamics of consumer demand and using the
obtained data in the process of developing and making business decisions;

» maximum adaptation of production to market requirements in order to
increase the efficiency of the enterprise’s functioning, the criterion of which
1s the general indicator of economic activity — profit;

« influencing the market and consumer demand through means such as
advertising, promotion, sales promotion and personal selling.

That s, all the above marketing functions and principles of agro-industrial
enterprises provide an opportunity to form the functional basis of agricultural
marketing in modern conditions, which will lead to improvement and more
effective functioning of enterprises in the agricultural sector of Ukraine.

2. Functional basis of agricultural marketing in modern
conditions

Currently, the country’s agro-industrial enterprises use separate functions
and strategies of marketing activities, which give a sufficient effect. The effective
functioning of the entire agro-industrial complex depends on how correctly the
agricultural marketing system is built, but the existing economic situation does
not allow most producers to apply the entire marketing system.

Therefore, the main problems hindering the development of
agricultural marketing in Ukraine are mentioned in Figure 2.

Agricultural marketing is a set of strategies and actions aimed at
ensuring the effective sale of agricultural products. It covers all stages from
cultivation to delivery of products to the market. The agricultural sector has
its own characteristics, such as dependence on natural conditions, seasonality
and high competition. Therefore, agricultural marketing includes the study of
market conditions, the development of effective pricing strategies, product
promotion and product quality assurance.

Agricultural marketing is a specific branch of marketing, which is
determined by the peculiarities of the agricultural sector. We will present the
main updated principles of agricultural marketing, taking into account
modern conditions (7able I). These principles reflect the main aspects that
are important for successful agricultural marketing.
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Lack of complete information about
the state of domestic and foreign markets |
of agricultural products. :

Military aggression by the |
Russian Federation !

com [_Jl_l(;e-vgl_ol_)f: d-n-’I;I‘L;t_ T The? main restraining factors

I  frastruct in the development of

oo e . agricultural marketing in Ukraine

el .-----------------ﬁ _______ \
Lack of qualified Lack of material, technical and

1

. . . I

personnel with experience in 1 !
1

1

I
|
: financial resources for the creation and !
marketine work h :

oneration of the marketino service
Figure 2. The main obstacles to the development
of agricultural marketing in Ukraine
Source: built by the author based on (Ishchejkin and all, 2022).

Table 1
Basic updated principles of agricultural marketing

Principle Subprinciple Characteristics
. Research and understanding of the needs and
Understanding . . .
wishes of the target audience is important for
Market consumer needs o .
. . successful marketing in the agricultural sector
orientation

Identifying different market segments to ensure an
effective strategy for attracting customers

High product quality is a key factor in agricultural
marketing

Application of the latest technologies and methods
to improve the quality and competitiveness of
products

Taking into account production costs,

Market segmentation

product quality

Product strategy
Product innovations

Determination of fair

.. price competitiveness and price policy in the market
Pricing : : -
. . Adaptation to changes in the market and production
Flexible prices
costs
Efficient logistics Ensuring fast and efficient delivery of products to
Sales and consumers
distribution Creation of sales .
Development of effective channels for product sales
channels
. . Branding and Building a strong brand and effective
Relations with i L . L
marketing communication with consumers to create a positive
consumers .2 ) .
communication impression about the products
Compliance with The importance of compliance with legislation and
Legal and laws and standards | quality standards
environmental . Paying attention to environmental issues and
responsibility Environmental implementing practices aimed at preserving the
sustainability

environment

Source: systematized by the author based on (Olshanska, Puzyrova, 2023).
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In order to establish the essence and meaning of the functional basis
of agrarian marketing, it is necessary to more thoroughly investigate its main
components: functions of agrarian marketing; updated principles of
agricultural marketing under martial law; agricultural marketing mechanism;
systems and methods of agricultural marketing. Because only a complete and
synergistic combination of these components will help to optimize consumer
demand for agricultural products and ensure food security.

The functional basis of the modern agricultural marketing mechanism
takes into account various aspects aimed at improving the production, sale
and consumption of agricultural products. Here are the main key elements of
this mechanism.

Market research in wartime conditions — analysis of supply and
demand in the market, study of consumer trends, competitiveness and other
factors that may affect agricultural products in wartime.

Marketing strategy — development of effective strategies for
promoting products to the market, taking into account the characteristics of
the target audience, competitive advantages and other factors.

Digital technologies — the use of information technologies, websites,
social networks and other online channels to attract consumers, create a brand
and conduct effective advertising.

Production management — use of modern production management
methods to optimize processes, improve product quality and reduce costs.

Sustainable production — paying attention to sustainability of
production, application of environmentally friendly methods and responsible
use of resources.

Supply and logistics systems — improvement of the supply chain,
ensuring efficient and timely transportation of products from the producer
to the consumer.

Brand development — creation and management of a brand that
reflects the values and quality of products, helps to build consumer trust.

These elements make it possible to create a comprehensive approach
to agricultural marketing aimed at achieving efficiency and sustainable
development in agriculture (Puzyrova and all, 2021).

In Figure 3 presents the functional basis of agricultural production
marketing taking into account the military situation in Ukraine.

Also, when studying the functional basis of agro marketing, systems
(Table 2) and methods (Table 3) of agricultural marketing, which combine
various elements and tools for effective management of agricultural products,
sales and consumption, become important. The following are identified
among the main key systems of agricultural marketing.

These systems interact with each other, creating a comprehensive
approach to agricultural marketing that promotes efficient production and
successful market entry of products. Agro marketing uses various methods
to ensure successful production and sale of agricultural products (7able 3).
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THE FUNCTIONAL BASIS OF AGRICULTURAL MARKETING

IN THE WAR PERIOD

=

iy

Agricultural
marketing functions

Market research. Market segmentation. Product
development. Pricing. Sales and distribution. Marketing
communication. Stimulating demand. Quality assurance.
Promotion of exports. Environmental responsibility

g

4

s

A

Updated principles
of agricultural marketing

ROy

S

Vv

Market orientation. Product strategy. Pricing. Sales and
distribution. Relations with consumers. Legal and environ-
mental responsibility

h

U

Agricultural marketing

ay

Market research in wartime conditions. Marketing strategy.

marketing systems

mechanism Digital technologies. Production management. Sustainable
production. Supply and logistics systems. Brand development
Agricultural Information systems. Marketing strategies. Electronic

commerce. Supply chain management. Agricultural techno-
logies. Sustainable production. Social marketing

s

U

Agricultural
marketing methods

E Sy

Market research. Market segmentation. Marketing
strategies. Branding. Electronic commerce. Social marketing.
Agritourism. Production management. Ecological marketing

1

a0

)

The main obstacles (influencing factors) on the way to the development of agricultural

Military aggression by the Russian Federation. Lack of complete information about the state
of domestic and foreign markets of agricultural products. Underdeveloped market
infrastructure. Lack of qualified personnel with marketing experience. Lack of material,
technical and financial resources for the creation and operation of the marketing service

marketing in Ukraine:

<

! S A 2 e e e 1

The functional basis of agricultural marketing is a system of organizational, technical,
financial and commercial functions of enterprises aimed at the most complete and rapid
satisfaction of consumer demand for agricultural products and food

Figure 3. The functional basis of agricultural marketing in the war period

Source: compiled by the author based on (Ishchejkin and all, 2022; Puzyrova and all, 2021).
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Table 2
The main key systems of agricultural marketing
System Characteristics
. Collection and analysis of data on the market, production and consumption of
Information . : . )
svstems agricultural products. Use of modern technologies for collecting and processing
Y information
Marketing Development and implementation of strategies for selling and promoting
strategies products to the market. Brand and reputation management
Electronic Use of online platforms for trade and interaction with customers. Development
commerce of electronic ordering and delivery systems
Supply chain | Optimization of logistics and product transportation. Maintaining an efficient
management | supply chain from producer to consumer
Agricultural | Use of modern agricultural technologies to increase production and product
technologies | quality. Production monitoring using sensors and automated systems
Sustainable Implementation of environmentally friendly production methods. Support for
production sustainable development and an environmentally responsible approach
Social Interaction with the public and consumers through social networks and other
marketing channels. Attracting consumers to participate in agricultural support programs

Source: systematized by the author based on (Bahorka, & Kadyrus, 2023; Burova, 2012).

Table 3
Basic methods of agricultural marketing

Method

Characteristics

Market research

Analysis of supply and demand on the market. Study of competition and
identification of key trends

Market
segmentation

Determination of target audiences for products. Development of
strategies for each segment

Marketing strategies

Development and implementation of sales and advertising strategies. Use
of innovative methods of market promotion

Creating and maintaining a brand for product positioning. Ensuring

Branding brand compliance with values and quality
Electronic Use of online platforms for sales and marketing of products.
commerce Development of effective websites and electronic ordering systems

Social marketing

Interaction with the public through social networks and other channels.
Attracting consumers to participate in agricultural support programs

Development of agritourism to attract tourists and additional income.

Agritourism Use of effective management methods to optimize production and costs
Production Interaction with consumers through direct farm visits and events.
management Ensuring product quality and safety
Environmental Use of environmentally friendly production methods. Focusing on a
marketing sustainable and environmentally responsible approach

Source: systematized by the author based on (Kviatko, & Vitkovskyi, 2019; Soloviov, 2010).

These methods help agricultural producers to maximize production,
attract consumers, and effectively market their products in the face of military

aggression.

So, on the basis of the conducted theoretical research, we can propose
the definition of the functional basis of agricultural marketing as a system of

104
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organizational, economic, technical, financial and commercial functions of
enterprises, united by a synergistic effect, and aimed at optimizing consumer
demand for agricultural products and ensuring food security.

3. Analysis of the agricultural sector activity during the martial law

Assessing the real state of the agricultural sector of the economy, it
should be noted that in 2022 the agricultural sector suffered significant losses
as a result of the full-scale war of the Russian Federation against Ukraine.
According to the assessment of the Ministry of Agrarian Policy of Ukraine
and the Kyiv School of Economics, the total amount of losses caused to the
agricultural industry as a result of the large-scale Russian invasion of Ukraine
reached USD 6.6 billion as of September 15, 2022. At the same time, indirect
losses in the agricultural economy of Ukraine due to a decrease in production,
the blockade of ports and an increase in production costs are estimated at
USD 34.25 billion (in particular, in crop production due to a decrease in
production — USD 11.2 billion; in livestock production — USD 348.7 million;
losses due to a reduction in the production of winter crops are estimated at
USD 3 billion; in perennial crops — at USD 322 million; losses due to
disruption of logistics amount to USD 18.5 billion).

The total number of economic entities of the agro-industrial complex
that suffered losses as a result of the armed aggression of the Russian
Federation is 2 653 units (arable land decreased by 1.9 million hectares,
perennial plantations decreased by 9 thousand hectares). In addition, the
territory of about 1 million hectares needs to be examined for the presence of
explosive objects (Figure 4-6).

Eggs, per thsd. Pcs 2,3

Milk

Agricultural animals. . | EEEREARRARTT 45,7

Fruits and berries PFaazzzd 8,1

Vegetables 14,0
Potatoes =24 4.5

Sugar beet.. = 1,6

Oil crops 15,0

Cereal and leguminous crops = 6,4|

0 10 20 30 40 50

Figure 4. Average sale prices for agricultural products sold by enterprises
in 2022 (UAH thousand for one ton)

Source: compiled by the author based on (State Statistics Service of Ukraine, n.d.).
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2021

2022
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and technical resources of
industrial origin consumed
by agricultural sector

O Total index of expenditures
for production of agricultural
products

Figure 5. Total index of expenditures for production of agricultural productsl
in 2022

Source: compiled by the author based on (State Statistics Service of Ukraine, n.d.).
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At the same time, in 20222023, in the conditions of a full-scale war,
the agro-industrial complex of Ukraine is remarkably stable and still remains
one of the guarantors of ensuring food security in the world. In total, in 11
months of 2022, Ukraine exported 50.9 million tons of agricultural and food
industry products for a total amount of USD 21.1 billion. Adaptation of the
agrarian policy of Ukraine to the relevant provisions of the Common
Agrarian Policy of the EU, bringing domestic legislation in this area into
compliance with the requirements related to Ukraine’s accession to the EU.
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Figure 6. Output of agricultural products for 2018-2022 (UAH billion)

2021 2022

Source: compiled by the author based on (State Statistics Service of Ukraine, n.d.).
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At the same time, legislative and regulatory acts, which will be
difficult for farmers to implement in war conditions, should be adopted with
a delayed implementation period — after the end of martial law (and in some
cases — with the introduction of an adaptation period of the effect of certain
provisions after its end).
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Conclusions

Therefore, the set of researched and used data, their evaluation and
analysis, complex generalization and appropriate systematization using general
and special methods, united by a common theoretical base, methodology and
research algorithm, made it possible to ensure scientific reliability, adequate
interpretation of work results, reasonableness and argumentation of practical
conclusions. Thus, the author was the first to propose the following definition of
the functional basis of agricultural marketing as: it is a system of organizational,
economic, technical, financial and commercial functions of enterprises, united by
a synergistic effect, and aimed at optimal and adaptive satisfaction of consumer
demand for agricultural products and food security.

It has been proven that agricultural marketing is a management
concept that ensures market orientation of the production and sales activities
of the enterprise, where effective management decisions are based not only
on the capabilities of the producer, but primarily on the needs of the agro-
industrial market, existing and potential needs of consumers and buyers of
agricultural products.

As a result of the conducted research, we can claim that the main
hypothesis of the research has been confirmed, since only a correctly built
functionality of agricultural marketing and full compliance with the
principles, functions, mechanism, systems and methods of agricultural
marketing will ensure research of consumer needs, demand forecasting, and
ensuring safe sales in wartime conditions.

Among the prospects for further research, it is possible to single out
the further development of agricultural marketing, taking into account the
experience of the leading countries of the world and with an orientation
towards the EU, which will provide an opportunity for all stakeholders to
participate in the process of ensuring food security and increase state support
in terms of giving freedom to farmers to meet the needs of the population in
agricultural products.
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