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The article has been dedicated to studying the features of applying marketing approaches for increas-
ing competitiveness of agrarian enterprises. The definition of the term “competitiveness of agrarian
enterprises” has been interpreted. The factors, which might determine competitiveness of agrarian
enterprises, have been provided. The importance of marketing in the business activity of agrarian enter-
prises as the base of efficient management for achieving competitive advantages has been considered.
A set of tasks has been formed, which could be solved by applying the organization of the marketing
activity in agrarian enterprises. Main directions in developing the marketing strategy on increasing com-
petiveness of agrarian enterprises have been suggested. It has been determined and characterized that
the methodological instrument “benchmarking” has been used lately for estimating the competitive
position of agrarian enterprises. It has been determined that marketing plays the main role in efficient
functioning of the agrarian complex and serves as an element for efficient increase in competitiveness
of agrarian enterprises.

Key words: competitiveness, agrarian enterprise, marketing, factors, marketing research, strategy,
benchmarking.

CraTbA noceAlleHa U3y4eHNto 0COBEHHOCTEN NPVMEHEHNA MapPKETUHIOBbLIX MOAXOAOB K MOBbILE-
HUIO KOHKYPEHTOCMOCOBHOCTM arpapHbix npeanpuATui. ViccneaoBaHa TpakTOBKA MOHATUA «KOHKYPEH-
TOCNOCOBHOCTb arpapHbixX npeanpuATUny. NprBeneHbl hakTopbl, KOTOPbLIMU MOXET ONpeaenATbCA KOH-
KYpeHTOCNocoBHOCTb arpapHOro npeanpuatnA. PaccMoOTpeHo 3HavyeHe MapKeTuHra B AeATENbHOCTU
arpapHbIX NpeanpuATUA Kak OCHOBbI 3 hEKTUBHOIO yNpaBneHnA No AOCTUXKEHMIO UMW KOHKYPEHTHbIX
npenmyiects. CchopmmpoBaH pAa 3aaad, KOTOpble MOXHO PELUNTb ¢ MOMOLLBIO OpraHn3aunm Mapke-
TVHIOBOW AEATENbHOCTU B arpapHbiX npeanpuatuax. [NpeanoxxeHol OCHOBHble HanpaBrneHuA paspa-
60TKM MapKETUHIOBOW CTpaTErMn NO MOBbLILLEHNIO KOHKYPEHTOCNOCOOHOCTM arpapHbiX NPeanpuATUN.
Ykaz3aHo, 4To B nocriefHee BpeMA ANA OLEHNBAHNA KOHKYPEHTHOW NO3ULMWN arpapHbiX NpeanpuaTui
BCe Yalle MCnonb3yeTcA MeTOANYECKUI MHCTPYMEHTapWiA, Tako Kak 6eHYMapKUHT. YCTaHOBNEHO, YTO
MapKeTUHI Urpaet OCHOBHYIO pofb B 3h(PpeKTMBHOM (DYHKLMOHUPOBAHUN arpapHOro KoMmmnrekca u
BbICTYNaeT 3N1IeMeHTOM 3(hp(PEKTUBHOIO NOBbILUEHNA KOHKYPEHTOCNOCOBHOCTIN arpapHbIX NPeAnpPUATUNA.

KnioueBbie cnoBa: KOHKYPEHTOCNOCOOHOCTb, arpapHoe NpeanpuATue, MapKeTuHr, akTopbl, Map-
KETWHrOBble UCCNefoBaHNA, cTpaTerna, 6eHYMapKUHT.
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CraTtTA npricBAYEHa BMBYEHHIO OCOBNNBOCTEN 3aCTOCYBaHHA MAapPKETMHIOBMX MiAXOAIB A0 NiABULLEHHA
KOHKYPEHTOCMPOMOXXHOCTI arpapHuMxX MianpueMcTB, amke NiABULWEHHA KOHKYPEHTOCMPOMOXXHOCTI
arpapHux nNianpuUeEMCTB HUHI € OOHVMM 3 HaMBaXkNMBILLIMX 3aBAaHb EKOHOMIKM Hawoi aepxkasu. Edek-
TVBHA OiANbHICTb NiANPMEMCTBA MOXKIMBA N1LIE 3@ YMOBM KOMIMITEKCHOTO BUBYEHHA PUHKY, PIBHA NOro
nonnTy, BUABMNEHHA Hanbinbl edekTMBHMUX KaHaniB 30yTy NPOAyKLUii, BAKOPUCTaHHA MPUHUWUMIB Ta
METOiB MapKETUHIY, WO A€ 3MOTY OLIHUTU KOHKYPEHTOCMPOMOXXHICTb iHLLIMX yYaCHUKIB NPOAOBOIb-
4Oro pUHKY, BUOPaATM PUMHKOBY Hilly Ta 3MiHUTU CTPYKTYpy BUPOOHULTBA 3 ypaXyBaHHAM PUHKOBOIO
nonuty. BukopuctaHo 3aranbHOHayKoOBi MeToAn, METOAM Mi3HAHHA Ta y3ararnbHEeHHA Of1A PO3KPUTTA
CYTHOCTI Ta HEOOXiAHOCTI BUKOPMCTaHHA MapKEeTUHIY B arpapHin cdepi ekoHoMiku. JocnigkeHo Tpak-
TYBaHHA MOHATTA «KOHKYPEHTOCMPOMOXXHICTb arpapHMX NiANPUEMCTB» BITYNHAHUMMW Ta 3apyBi>kHUMMN
HaykoBUAMW. HaBeAeHO YMHHUKK, AKUMUW MOXKE BU3HAYATUCA KOHKYPEHTOCMPOMOXHICTb arpapHoro
nianprvemMcTBa 3 ornAny Ha oco6nMBOCTI arpapHOro CeKTopy eKoHOoMikn. Po3rnAHyToO 3HayeHHA map-
KETUHTY B AiANbHOCTI arpapHMX NianprueMCTB AK OCHOBM ePEKTUBHOMO yNpaBniHHA WOAO AOCATHEHHA
HUMW KOHKYPEHTHMX MepeBar, Wo AacTb 3MOry MiANpUEMCTBY NOKPALMTN EKOHOMIYHE CTaHOBULLE Ha
puHKy. CchopmMoBaHO HM3KY 3aBAaHb, AKI MOXKHa BMPILMTX 3a AOMNOMOTrOI0 OpraHi3auii MapKeTUHroBoi
LiANbHOCTI B arpapHux nianpvemcrtsax. 3anpornoHOBaHO OCHOBHI HanpAMW Po3po6rneHHA MapKeTUH-
roBoi cTpaTerii Woao NiABMLLEHHA KOHKYPEHTOCMPOMOXKHOCTI arpapHux NianpuemMcTB. 3a3Ha4vyeHo, Lo
OCTaHHIM YacoM AnA OLUiHIOBaHHA KOHKYPEHTHOI MO3uLii arpapHUX NiANPUEMCTB BCE YacTille BUKOpUC-
TOBYETbCA METOAMYHWNI IHCTPYMEHTAapPIN, Taknin AK 6eHYMapkKiHr. BctaHOBNEHO, WO MapKeTUHT Bigirpae
OCHOBHY porib B e(heKTUBHOMY (PpyHKLIOHYBaHHI arpapHOro KOMMJIEKCY Ta BUCTYMNae eneMeHToM edek-

TUBHOTO MNiABWLLEHHA KOHKYPEHTOCMNPOMOXHOCTI arpapHuX nianpuemMcTs.

KniouoBi cnosa:

KOHKypeHTOCFIpOMO)KHiCTb, arpapHe I'Ii,CI.I'IpI/IGMCTBO,

MapKEeTUHr, YWUHHWKN,

MapKeTUHIOBi AOCHIAKEHHA, cTpaTeria, 6eHYMapKiHT.

Formulation of the problem. The efficient
activity of an enterprise is possible only in case
of the complex study of the market, levels of
demand, determination of efficient distribution
channels, application of principles and methods
of marketing, which makes possible to estimate
the competitiveness of other participants of the
food market, select the market niche and change
the production structure considering the demand
at the market. Nowadays there are many market
players including players on the agrarian market
which possess the necessary technological poten-
tial and which are capable of producing high-qual-
ity goods although but they are unable to work
efficiently at the market. Most frequently, it is
caused by the fact that the agrarian enterprises do
not have the accurate marketing strategy, focused
on certain target groups of consumers, which has
been developed considering competitive advan-
tage and the existing capacities of the enterprise.

Analysis of recent researches and publica-
tions. The issue of regulating the competitive-
ness of enterprises with the consideration of
marketing has been studied in works by many
foreign scientists, in particular M. Porter [11],
M. Kastens [12], N. Paley [13], R. Urse [14] and
others. Certain issues of providing competive-
ness of the agrarian enterprise by marketing
and other methods have been considered and
represented in the works of domestic scientists:
M.V. Makarenko [3], S.M. Boniar, V.V. Arestenko
[1], A.V. Cherep, T.0. Veremeichuk [10], A.S. Pol-
torak [b] and many others.

Moreover the issue of increasing the compet-
itiveness of enterprises in the agrarian complex

with the application of marketing approaches
has not been studied sufficiently and requires
further investigation. Under the conditions of
the transition economy, the Ukrainian agrarians
should focus their business activity exclusively
on the market. International experience proves
that marketing-focused strategies enable enter-
prises to achieve best results of functioning at
the market.

The purpose of the article is to ground the
application of marketing approaches with the pur-
pose of increasing the competitiveness of agrarian
enterprises at the contemporary stage of develop-
ment in the world economy.

Presentation of the main research mate-
rial. The need to increase the competiveness of
agrarian enterprises nowadays is one of the most
essential tasks of the economy in our country.
With the increase in amounts of food import, con-
sidering the vital social and economic importance
of the agrarian sector, the problem of increasing
its competitiveness retains special meaning. It is
rather hard to explain the term competitiveness
using specific parameters and indices. In the sci-
entific literature competitiveness is described
generally. Most authors consider competitiveness
as the possibility of an enterprise to sell the pro-
duce efficiently under the conditions of the com-
petitive market.

The most complete definition of the term com-
petitiveness of an enterprise was provided in the
work by V.P. Sladkevych: “it is the comparative
advantage over other enterprises of the industry
in the country and abroad” [6]. The researcher
considers almost all factors of forming competive-
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ness: the presence of components of the compet-
itiveness of the enterprise (external and internal
markets), level of competiveness has been deter-
mined not in general but considering the compet-
itors which work on the same market.

Scientist O.L. Trukhan [9] grounds the com-
petitiveness of enterprises as the possibility to
achieve a high level of competitiveness only under
the conditions when an enterprise possesses a
set of competitive advantages. According to the
author, the competiveness is based on the theory
of competitive advantages. At that, the enterprise
continues to care for improving those advantages,
always being ahead of competitors since each
advantage sooner or later might be adopted by
competitors.

According to V.M. Tomchak [8] the compe-
tiveness of agrarian enterprises is “the ability of
subjects of the economic activity in the agrarian
sphere to adapt to new conditions of running the
business, use its competitive advantages and win
in the competitive battle at the markets of agricul-
tural produce an services, maximal efficiently use
land resources, satisfy the needs of customers as
much as possible by analyzing the structure of the
market and flexible reaction to changes in the con-
juncture of the market”.

Competitiveness as a category determines
the functional result of applying numerous
competitive factors at different levels and seg-
ments of the market. It is a generalized index
of the activity of enterprises, their ability to use
resources efficiently.

Reflecting almost all aspects of the economy,
competitiveness determines solvency, financial
stability of enterprises, its place on the market and
therefore it is always the center of attention.
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Competiveness of agrarian enterprises can
be considered in two aspects: external (estima-
tion of the enterprises at the market) and inter-
nal (estimation of economic indices of activity
of the enterprise). Moreover competitiveness of
enterprises can be determined by the following
factors [7] (fig. 1).

Competitiveness of agrarian enterprises
possesses certain features, connected with the
peculiarities of agrarian enterprises as a type of
the business activity; a high level of competi-
tion among agrarian producers; a large number
and variety of producers. In this situation, it is
important for each producer to analyze compet-
itiveness and develop effective directions for
improving it [4].

Marketing as a base of efficient managementfor
achieving competitive advantages in the activity
of agrarian enterprises becomes more and more
essential. Marketing is one of the most important
types of the economic and public activity, as well
as the main link of strategic management, since its
main idea is focused on needs of the target market
and satisfaction of needs in a more efficient way
than it is done by competitors.

Marketing provides influence on objective and
subjective factors for improving competitiveness
through operational restructuring of manufactur-
ing goods, distribution and servicing customers
according to the requirements, and utilization of
instruments of marketing communication and
maintaining the positive image of producers at the
market while promoting the goods at the market.

Despite the significant methodical and method-
ological base, experience of economically devel-
oped countries, the marketing activity on domes-
tic markets has not always been used efficiently.

High quality of produce
and services

Availability of the
efficient marketing
strategy

High level of
qualification of staff and
management

T~

/

Tooled system of
distributing goods at the
enterprise

Factors, which determine
competitiveness of the
enterprise

Stable financial
position of the
enterprise

/

\

High technological level
of production

Availability of sources
for financing

Tax environment, in
which the enterprise
works

Fig. 1. Factors, which determine the level of competitiveness
of the agrarian enterprise
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Most frequently it is formal, at that, the purposes
and tasks can be insufficiently grounded. Further-
more, the financial result of the business activity
of enterprises is impacted by the high level of
uncertainty, which constantly changes under the
influence of environment and requires continuous
adaptation in application of approaches to con-
stant analysis of the market. Besides the efficient
introduction of the marketing activity can be used
as an instrument for the innovation development
of the enterprise. The most important tasks of the
marketing activity for increasing the competitive-
ness of agrarian enterprises are: study the mar-
ket of producers and consumers for the specific
goods, provision of the comparative estimation in
the level of competitiveness of an enterprise and
its produce; forecasting requirements of the mar-
ket and development of the marketing strategy for
increasing the competitiveness of the enterprise
and soon [2].

Organization of the marketing activity in the
agricultural complex aims at solving the follow-
ing tasks:

— recovery of agricultural production;

— maximal satisfaction of consumers’
demands in vital food products (by quantity, qual-
ity and consumer properties) and enterprises in
output raw materials for producing consumer
products;

— provision of interregional exchange;

— entry to the internal and external food markets.

The existing practice of running business
shows that the marketing approach to solving
managerial issues is more often based under the
conditions of innovation priority. The number of
managers, who believe that the business should
develop and be based on strategic marketing,
increases [6]. We side with the opinion of con-
temporary scientists who suggest that the sys-
tem of strategic marketing planning in the agrar-
ian sphere should be aimed at supporting stable
competitive advantages under the conditions of
changes in the marketing environment. The mar-
keting strategy of the agribusiness entity is devel-
oped as an integral part of the general develop-
ment strategy. Its development is preceded by
setting market goals of the enterprise. The devel-
opment of the marketing strategy of the agrarian
enterprise can be organized by efforts of its staff,
as well as involvement of the outside specialists
to perform certain types of works. Basic strate-
gies of conquering advantages in the competi-
tive struggle for enterprises from the marketing
point of view can be specified in the following
directions.

1) Differentiation strategy, according to which
the enterprise focuses its efforts on creation of
goods and development of the marketing pro-
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gram, which by its characteristics, is better in
comparison with other competitors, it enables the
enterprise to become a leader in the industry by
a certain group of goods and thus provides the
increase in demand on the market.

2) Strategy of providing low expenses, which
is focused on achieving competitive advantages
at the expense of cheaper production and distri-
bution of goods. As a result of such policy, it is
possible to increase the market share but not the
profit. Along with that, this strategy can be risky
for the enterprise, which does not have sufficient
resources, since it can lead to the temporary
decrease in the number of consumers who use
the produce of the enterprise.

3) Focus strategy, according to it, the enter-
prise focuses its efforts on production of goods
targeted at a certain circle of consumers.

4) Strategy of widening the area of applica-
tion of the goods, which are sold firstly due to
the determination of new ways for utilizing the
product.

5) Strategy of standardizing marketing due to it
specific advantages is formed in some cases that
are the unification in the complex of marketing
measures takes place for several markets includ-
ing the international market.

However, before entering the market with a
certain marketing strategy, the agrarian enter-
prise should completely realize the positions
of competitors, its possibilities and pay special
attention to the directions of the competitive
struggle, with the help of which the enterprise will
fight the competitors.

Inthe last time to estimate the competitive posi-
tion of agrarian enterprises the method known as
“benchmarking” has been used more frequently.
This term means the comparative analysis of key
factors for the success of the studied enterprise
with its main competitors. This method makes
possible to carry out precise calculations using
easily available quantitative indices and indicators
specific only for the agriculture, as well as helps to
realize how the best enterprises work and analyze
the following indices such as: market share, qual-
ity and quantity of the produce; production tech-
nology; cost price and product profitability; level
of labor productivity; amounts of sales; product
distribution channels and proximity to the raw
material sources; reputation of the enterprise;
strategy of competitors and plans; study of the
competitiveness of the produce and efficiency of
marketing activity.

Conclusions from the study. Thus, the applica-
tion of the marketing approaches plays an import-
ant role in the efficient functioning of the agrarian
complex and works as an element of the efficient
increase in competitiveness of agrarian enter-
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prises. The increase in the activity of the market- The marketing strategy correctly chosen by the
ing infrastructure of agribusiness is an essential agrarian enterprise and the ability to manage mar-
factor for overcoming the recession in the agricul-  keting instruments provide stability, which means
tural production, implementation of the structural a high level of competitiveness of the enterprise
changes in general and in economy in particular.  on the market.
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