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Summary
The article defines the essence, meaning and main principles of systemic and situational approaches as 
a methodological basis for the formation of a marketing strategy for agar production, and also presents 
the systematization of strategic analysis methods for assessing environmental factors in the formation of 
a marketing strategy. The main reasons determining a systematic approach to the use of methods in the 
formation of a marketing strategy are highlighted. The use of the presented methods for the formation of 
the marketing strategy of agricultural production allows to consider the formation as a process consisting 
of separate stages: formulation of the mission, goals and objectives of the marketing strategy, market 
analysis based on the factors of the external environment of the enterprise with direct and indirect influence, 
assessment of the potential opportunities of the industry, development decision trees" and evaluation of the 
effectiveness of management decisions.
Keywords: marketing strategy, agricultural production, system and situational approaches, strategic analysis, 
macro- and micro-environment, innovative development.

Statement of the problem. Today, Ukraine is at 
the stage of establishing market relations, which 
makes the main requirement the possibility of adap-
tation and use of the experience of countries with a 
developed market economy. The experience of stra-
tegic marketing, which has already reached a high 
level in developed countries, should be used as a 
starting position for its implementation, taking into 
account the level and characteristics of the develop-
ment of market relations in Ukraine.

The theory and practice of implementing the prin-
ciples of strategic marketing has not yet received 
practical implementation in industries, especially in 
the agricultural sector. At the same time, practice 
proves that significant attention should be paid to 
the formation of marketing strategies for develop-
ment in the fields of production and processing of 
agro-food products, which will contribute to the 
acceleration of their adaptation to the requirements 
of the market environment.

The problems of increasing the competitiveness 
of the agricultural industry can be solved with the 
help of effective marketing strategies, which will 
contribute to the adaptation of the agricultural 
industry to new economic conditions and can become 
a driving force of economic growth [1, p. 12-15]. It 
is the marketing strategy of agricultural production 
that allows the integration of environmental priori-
ties into the strategy of economic development. This 
strategy takes into account the environmental factor 
in the economic activity of agricultural enterprises 
and is aimed at creating ecological products and ser-
vices in agricultural production.

The process of forming a marketing strategy 
of agricultural production should be in accordance 
with the basic principles and methods of strategic 
marketing, the basis of which are systemic and 

situational approaches. Today, the issue of devel-
oping and implementing methodological approaches 
in the formation of the marketing strategy of agri-
cultural production is relevant and practically sig-
nificant.

Analysis of recent research and publications.
The work of domestic scientists L.V. Balabanova, 
L.E. Basovskyi, S. Garkavenko, N. Zhuravlyova, 
N. Kudenko, O. Kuzmina, O. Lobanova, A. Pav-
lenka, V. Pisarenko, G. Tarasyuk, O. Timonina, 
F. Fedorenko, G.V. Cherevka and others.

The systematization of the main methods and 
classifications of the toolkit of strategic analysis 
in the development of strategies is presented in 
the scientific works of P.L. Gordienko, L.G. Did-
kovska, I.A. Ignatieva, G.I. Kindratska, S.O. Levyk, 
B.M. Mizyuk, V.D. Nemtsov, H.V. Osovska, 
Yu.V. Pecheritsy, M.G. Sayenko, O.L. K.I. Red-
chenko and others.

Modern science and practice has at its disposal 
many methods and methodologies that allow eval-
uating almost any component of the enterprise and 
industry. But today there are no universally accepted 
comprehensive methods of analytical research of 
quantitative and qualitative characteristics of mar-
keting potential, although certain aspects of solv-
ing this problem were highlighted in the works of 
T.L. Bezrukova, O.E. Yerankina, V.V. Kuchera, 
R.V. Marzhanskyi, N. Rozhko.

The transformations taking place in the agricul-
tural sector today require expanding research into 
the range of issues related to the formation of mar-
keting activities in the agro-industrial complex, in 
particular, this concerns the development and imple-
mentation of methodological approaches in the for-
mation of a marketing strategy for the greening of 
agricultural production.
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Objectives of the article is to determine the 
essence, meaning and basic principles of systemic 
and situational approaches as a methodological basis 
for the formation of a marketing strategy for agar 
production, as well as the systematization of stra-
tegic analysis methods for assessing environmental 
factors in the formation of a marketing strategy.

Presentation of the main research material. The 
formation of a marketing strategy is considered one 
of the most essential and difficult stages of mar-
keting. This is a rather complex process that takes 
place in conditions of constant changes in the fac-
tors of the external and internal marketing environ-
ment [2, p. 137].

The marketing strategy of agricultural produc-
tion as a development strategy can solve the prob-
lems of economic growth, increase the competitive-
ness of the agricultural sector, ensure a high quality 
of life, national security, environmental protection 
and a high technical level of agricultural production 
in Ukraine. But it is worth understanding that it 
is not just about the one-time use of innovations 
to achieve immediate advantages, but about con-
tinuous, detailed strategic innovation development, 
which forms the methods and means of innovation 
management and will allow the introduction of inno-
vations to be subordinated to general goals, turn-
ing the intensive implementation of innovation pro-
cesses into a factor of economic industry growth.

To choose a justified marketing strategy, it is 
necessary to use a set of scientific approaches: sys-
temic, situational and integration. The method of 
forming the marketing strategy of agricultural pro-
duction is also based on a certain set of general sci-
entific and applied methodological techniques.

The systematic approach is a general scientific 
method of cognition, which is the basis for conduct-
ing any scientific research [3, p. 112]. Based on the 
essence of the system approach, the marketing strat-
egy of the greening of agricultural production can be 
defined as a single complex of elements that have a 
close connection with the external environment, which 
determines the presence of input and output variables.

The development of a marketing strategy for 
agricultural production is a rather complex process, 
which is based on a systematic approach and corre-
sponds to the following principles:

– the complexity of the elements, which allows 
defining the system as a whole, and determines its 
unity;

– changes due to the influence of external and 
internal factors;

– strategic orientation with the aim of achieving 
a specific strategic goal common to all elements;

– hierarchy of system elements that have their 
own responsibilities and tools for their implementa-
tion, depending on priority;

– uncertainty of the future;
– compatibility of the system elements for the 

implementation of the assigned tasks.
The reasons for the mandatory systematic use of 

predictive and strategic assessment methods in the 
formation of the marketing strategy of agricultural 
production are presented in fig. 1.

According to the system approach, the elements 
that make up the content of the marketing strategy 
of agricultural production do not just functionally 
follow each other, but are all interconnected with-
out exception. A change in one of them inevita-
bly leads to changes in the others, and ultimately 
in the entire marketing strategy. This requires 
a comprehensive solution to any of its problems: 
large and small, simple and complex, tactical and 
strategic.

The situational approach is based on the fact that 
the formation of the marketing strategy of agricul-
tural production is carried out based on the spe-
cific market situation that has developed at one or 
another moment.

The use of a situational approach to the forma-
tion of the marketing strategy of agricultural pro-
duction allows to consider the formation as a pro-
cess consisting of separate stages: formulation of 
the mission, goals and objectives of the marketing 
strategy, market analysis based on the factors of the 
external environment of the enterprise with direct 
and indirect influence, assessment of the potential 
opportunities of the industry, development «deci-
sion trees» and evaluation of the effectiveness of 
management decisions.

The economic situation in Ukraine and the world, 
the state of economic activity in the agricultural 
sector (as external factors) require a systematic and 
situational analysis. At the same time, it is worth 
noting that the conditions for the formation of the 
agricultural market in Ukraine are quite specific 
and are caused, first of all, by a difficult situation 
in the economic, political and social spheres. The 
interaction of internal and external factors has a 
specific character for the field of agricultural 

Fig. 1. The main reasons for a systematic approach to the use of methods  
in the formation of a marketing strategy

Source: developed by the authors

 

Reasons for the introduction 
of a systematic approach in 
the formation of a marketing 
strategy 

A significant level of uncertainty of the state of 
the external environment 

Globalization of the world economy and 
expansion of integration processes 

Difficult conditions of economic activity in 
agricultural production 

The instability of the political, economic and 
environmental situation, which affects the 
activities of agricultural enterprises 



Â³ñíèê ÎÍÓ ³ìåí³ ². ². Ìå÷íèêîâà. 2024. Ò. 29. Âèï. 3(101)

56

production and for enterprises in the field, and 
almost always changes over time. It is important to 
constantly monitor and take into account changes in 
the composition of external factors and their impact 
on the competitiveness of products and enterprises 
of the agrarian sector of the economy, namely to 
detail their effect, clearly distinguish market oppor-
tunities and threats. 

That is why strategic analysis of the macro- and 
microenvironment, the methods of which are based 
on systemic and situational approaches, is a com-
ponent of the formation of a marketing strategy 
(Fig. 2).

This research process involves an analytical 
assessment of the parameters of the external and 
internal environment using general scientific and 
applied methods of strategic analysis.

The methodology of strategic analysis includes 
techniques that allow:

– assess the current situation of the enterprise, 
available resources, opportunities and needs;

– carry out forecasting and planning of the levels 
of indicators of the enterprise's activity, as well as 
assessment of the state of the external environment;

– apply the techniques of alternative analysis to 
prepare for strategic decision-making in conditions 
of uncertainty.

In our opinion, the basis of all applied techniques 
of marketing research is a strategic analysis of the 
industry, which goes through preparatory, analyt-
ical and final stages. At the same time, a number 
of specific methods and techniques are used, which 
allow to diagnose potential and existing threats of 
enterprises and industries, to identify their oppor-
tunities in the formation of marketing strategies.

Based on the systematization of existing meth-
ods of forming marketing strategies, the following 
typology can be proposed:

1) marketing models based on the processing of 
quality marketing information. These include the 
following marketing models of strategic analysis: 
SNW, SWOT, PEST/STEP, the McKinsey matrix, 
the Shell matrix, the matrix of M. MacDonald, 
A. Little, M. Porter, I. Ansoff, the Brownlay-Barth 
matrix, the Hofer matrix – Shandler;

2) marketing models based on the processing of 
quantitative marketing information. These include 
economic-mathematical and statistical methods;

3) marketing models based on processing a com-
bination of qualitative and quantitative marketing 
information. These include such marketing mod-
els as: BKG matrix, McKinsey matrix, Thomp-
son-Strickland matrix.

It is the use of economic-mathematical and sta-
tistical methods that will provide an opportunity to 
obtain reliable and reliable results, which will be 
the basis for the formation of a marketing strategy 
[4, p. 107].

Strategic analysis provides a real assessment 
of own resources and capabilities of the industry 
in which enterprises operate. On its basis, a strat-
egy for the development of the industry is formed, 
which involves the construction of a balanced sys-
tem of forecasts and plans for the long-, medium-, 
and short-term perspective [5, p. 118].

At the stage of strategic analysis of the industry, 
special attention should be paid to the assessment of 
potential, because the development of resource con-
cepts changes the vector of the marketing strategy 
from reactive (response of the enterprise to changes 

Fig. 2. The process of researching the main factors of the macro- and microenvironment

Source: developed by the authors

 

Study of the macroenvironment 

Monitoring and evaluation of the main factors of the macro environment: 
PEST, SWOT, SPACE, ETOP analysis 

Formation of the profile of the macroenvironment 

Identification of dangers (threats) and opportunities from the macro 
environment 

Study of the microenvironment 

Study of the factors of the immediate environment and internal 
environment of agricultural enterprises and the industry as a whole: 
SWOT, benchmarking method, portfolio method, modeling method 

Formation of the profile of the microenvironment 

Identification of dangers (threats) and opportunities from the 
microenvironment 
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in the external environment) to proactive (preven-
tion of events). This requires finding new combi-
nations in the chain "resources – production – key 
competencies – organizational capabilities – sustain-
able competitive advantages" [6, p. 119]. In view 
of this, we consider ensuring strategic compliance, 
which involves matching resource and production 
capabilities with market conditions of farming, to 
be an integral stage of forming a marketing strategy 
for agricultural production.

Thanks to the synthesis of systemic and situ-
ational approaches, it is possible to combine com-
plexity with a quick reaction to the conditions of a 
changing external environment. That is, these two 
approaches do not contradict, but complement each 
other (Fig. 3).

The transformations taking place in the agrar-
ian sector of the economy also require the expansion 
of research on issues related to marketing activities 
in the agro-industrial complex, in particular in the 
development and implementation of methodological 
approaches to the formation of marketing strategies 
in the agrarian sector of the economy [2, p. 12].

The development of a marketing strategy for 
agricultural production involves an analytical 
assessment of the parameters of the external and 
internal environment. The marketing strategy of 
development should be focused on the formation of 
sustainable competitive advantages, which increases 
the requirements for such an analysis. It is the 
results of the assessment that are a prerequisite for 
the formation of a complex of information and ana-
lytical support for marketing management, which is 
an integral condition for ensuring a positive trajec-
tory of the development of organizations. The main 
goal of forming an information and analytical base 

is the systematic organization of all elements that 
form and use information in the process of market-
ing management of the industry [3, p. 218].

Strategic analysis is an important component of 
the marketing potential management process and 
the initial stage of strategy development. Its goal 
is to choose a specific strategy from many strategic 
alternatives.

In the process of strategy formation, the strate-
gic analysis of the industry's marketing potential 
occupies one of the most important places, as it 
allows determining its potential ability to carry out 
its activities in accordance with strategic tasks [5].

Strategic analysis is a comprehensive study of 
positive and negative factors that can affect the eco-
nomic condition of the enterprise in the future, as 
well as ways to achieve the strategic goals of the 
enterprise [7, p. 38].

Strategic analysis is an analysis not only of the 
achieved results of the state of the industry, but also 
of its development in the future. It is closely related 
to the general principles of economic activity, which 
involve the study of natural resource potential and 
economic indicators in their complex relationship.

Strategic analysis of the industry includes pre-
paratory, analytical and final stages. At the same 
time, a number of specific methods and techniques 
are used to diagnose potential and existing threats 
to enterprises in the industry, to identify their 
opportunities in the formation of marketing strate-
gies [4, p. 132-134].

Making marketing decisions in agricultural pro-
duction should be based on the formation of strate-
gies aimed at increasing its competitiveness.

The main stages of strategic analysis are pre-
sented in fig. 4.

Fig. 3. A systematic approach to the formation of a marketing strategy for greening agricultural production

Source: developed by the authors
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The results of monitoring the external and inter-
nal marketing environment, marketing researches 
allow to predict changes in the market environment 
and to develop a strategy aimed at maintaining or 
gaining competitive advantages in a timely manner. 
The formation of a marketing strategy is preceded 
by an economic diagnosis of the potential of the 
industry, which is characterized by a significant 
number of tools and approaches to its implementa-
tion [3, p. 86].

Strategic analysis, based on the use of appro-
priate tools, allows you to explore factors and 
opportunities that can be used to develop an effec-
tive and adequate strategy for market conditions 
[1, p. 24-28].

The toolkit of strategic analysis is diverse. Some 
scientists try to classify it according to certain 
characteristics, others, revealing the essence of one 
or another tool, do not set themselves the task of 
grouping it according to the stages of strategic anal-
ysis. Table 1 shows a set of tools that are used most 
often according to each of the stages of strategic 
analysis.

Carrying out a strategic analysis allows you to 
create a basis for the construction of strategic man-
agement of the agrarian industry.

However, the fact that the use of one or another 
method depends on the chosen approach, the goals 
of the assessment, the type and completeness of 
the source information, the specifics of the con-
stituent elements of the marketing potential of 
the industry being evaluated, and other factors 
deserves attention.

It is practically impossible to separate techniques 
and methods that are inherent only to a specific eco-
nomic science, since the scientific tools of various 
sciences are too interconnected. Various techniques 
are used in economic diagnostics. At the same 
time, economic diagnostics has specific methods of 
research [3, p. 96-98].

Thus, with the help of strategic analysis, all 
subjects, problems of the agrarian industry are 
decomposed into component parts for a more accu-
rate understanding and study of them. At the same 
time, at the stage of forming an marketing strat-
egy, the results of the strategic analysis are inte-
grated into the optimal strategic directions for its 
implementation in agricultural production. Also, 
carrying out a strategic analysis allows you to 
determine the main strategic categories of the cho-
sen strategy: formulation, goals, objectives, direc-
tions of its implementation.

 

Stage I. Formation of a set of factors of the marketing environment that affect the 
marketing potential of the industry; determining the directions of their influence 

Stage II. Assessment of the state of factors of the marketing environment that 
affect the marketing potential of the agricultural sector 

Stage III. Assessment of the industry's internal resources (financial, personnel, 
information, etc.) for the formation and use of marketing potential 

Stage IV. Forecasting the possible influence of factors the marketing environment 

Stage V. Development of recommendations for the formation of a strategy for 
using the marketing potential of the enterprise 

Fig. 4. Stages of strategic analysis of marketing environment factors

Source: developed by the authors

Table 1
Toolkit of strategic analysis in terms of stages

№ Stages Tools

1 Analysis of the mission and existing 
goals of the enterprise 

"Tree of goals", a model of the strategic management system, etc

2 Analysis of the external 
environment 

Life cycle of the industry, PEST analysis, M. Porter's five competitive forces, 
maps of strategic groups of competitors, key success factors, etc.

3 Analysis of the internal 
environment and strategic potential 

Diagrams of product, product, technology, organization life cycles, Porter's 
graph "profitability – market share", experience curve, value chain, etc.

4 Strategic monitoring SWOT analysis, BKG matrix, Ansof matrix "product – market", SPACE 
analysis, General Electric matrix

5 Determination of strategic 
orientation 

Results of SWOT analysis, SPACE analysis, portfolio, competitive analysis, etc

Source: summarized by the authors [5]
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The marketing strategy of agricultural produc-
tion should be focused on the formation of sustain-
able competitive advantages. Therefore, the results 
of the assessment of environmental factors are a 
prerequisite for the formation of a complex of infor-
mation and analytical support for marketing man-
agement, which is an integral condition for ensuring 
the development of this strategy [7, p. 11].

The marketing strategy of agricultural production 
should adequately reflect the environmental aspects 
of the activities of agricultural commodity produc-
ers, which take place both in its operational compo-
nent (preparation and implementation of the process 
of production of products and provision of services), 
and in the field of management (which includes the 
interaction of agricultural commodity producers with 
the surrounding natural environment) with with the 
aim of maximally reducing possible negative conse-
quences for the ecosystem and people.

Conclusions from the study. The following con-
clusions can be drawn from the above.

The objective necessity of forming a marketing 
strategy of agricultural production is related to 
environmental problems of the agricultural indus-
try, the urgent need to establish a stable food mar-
ket, providing the population with high-quality food 
products and effective functioning of the agrarian 
sector of the economy.

In the process of forming the marketing strategy 
of agricultural production, systemic and situational 
approaches are used, which are the basis of strategic 
analysis methods.

The basis of the system approach in the forma-
tion of the marketing strategy of agricultural pro-
duction is the mechanisms of its implementation, 
which ensure the stability of the system, its purpose-
fulness; the interconnectedness, interdependence and 
complexity of its elements determines the integrity 
of the system; all tasks performed by individual ele-
ments of the system are interconnected; elements of 
the system and actions related to them have a certain 
subordination, which builds a hierarchy; the sys-
tem changes under the influence of specific factors, 

which determines its dynamism; the ability of the 
system to adapt to the variability of the external 
environment, without losing its own individuality.

Ensuring a systematic approach when forming a 
marketing strategy of agricultural production is a 
difficult task, since the absence of at least one of 
the elements of the aggregate can lead to a loss of 
opportunities or failure to solve the tasks.

Strategic analysis is the first component in the 
methodology of marketing strategy formation. The 
main goal of the strategic analysis is to assess the 
impact of macro- and microenvironmental factors 
on the current and future state of the agricultural 
industry, to assess the state of the natural resource 
and marketing potential of the industry.

The use of appropriate tools at the stages of 
strategic analysis makes it possible to identify and 
respond flexibly to changes in external factors in a 
timely manner, compare possible directions of devel-
opment and determine the most promising, establish 
connections between the state of the industry and 
possible strategic directions of development, seg-
ment the market of goods and services, determining 
the most attractive segments, determine the param-
eters of the competitiveness of enterprises, their 
market position and develop the optimal version of 
the marketing strategy.

Marketing strategic analysis reduces uncertainty 
when making strategic decisions, allows you to iden-
tify changes in the external environment and flexi-
bly adapt to them, timely identify market opportuni-
ties and their use in strategic marketing activities, 
timely identify market threats and prevent their 
negative impact on the marketing strategic activity 
of the agrarian industry.

Ignoring marketing strategic analysis during the 
development of an marketing strategy can lead to 
the adoption of unfounded strategic decisions, the 
use of a strategy of passive adaptation to market 
changes, and the inability to respond adequately to 
changes in the marketing environment. The result 
can be a loss of strategic orientation of the industry, 
which will lead to its market vulnerability.
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Дí³пðîâñüêèé äåðжàâíèé àгðàðíî-åêîíîì³÷íèé óí³âåðñèòåò

МÅÒÎÄÎËÎÃ²ЧÍÈЙ ²ÍÑÒÐÓМÅÍÒÀÐ²Й ПÐÈ ФÎÐМÓÂÀÍÍ², ÀÍÀË²ЗÓ ÒÀ ÐÅÀË²ЗÀÖ²Ї 
МÀÐÊÅÒÈÍÃÎÂÎЇ ÑÒÐÀÒÅÃ²Ї Â ÀÃÐÀÐÍÎМÓ ÂÈÐÎБÍÈÖÒÂ²

В ñòàòò³ âèзíà÷åíà ñóòí³ñòü, зíà÷åííÿ ³ îñíîâí³ пðèíöèпè ñèñòåìíîгî òà ñèòóàö³éíîгî п³äхîä³â 
ÿê ìåòîäîëîг³÷íîї îñíîâè пðè фîðìóâàíí³ ìàðêåòèíгîâîї ñòðàòåг³ї àгàðíîгî âèðîбíèöòâà, à òàêîж 
пðåäñòàâëåíà ñèñòåìàòèзàö³ÿ ìåòîä³â ñòðàòåг³÷íîгî àíàë³зó äëÿ îö³íêè фàêòîð³â ñåðåäîâèщà пðè 
фîðìóâàíí³ ìàðêåòèíгîâîї ñòðàòåг³ї. Вèä³ëåí³ îñíîâí³ пðè÷èíè, щî îбóìîâëююòü ñèñòåìíèé п³äх³ä äî 
âèêîðèñòàííÿ ìåòîä³â пðè фîðìóâàíí³ ìàðêåòèíгîâîї ñòðàòåг³ї. Аâòîðè â³äзíà÷èëè, щî ñòðàòåг³÷íèé 
àíàë³з гàëóз³, ÿêèé є îñíîâîю äëÿ âñ³х пðèêëàäíèх ìåòîä³â ìàðêåòèíгîâîгî äîñë³äжåííÿ, âêëю÷àє â ñåбå 
п³äгîòîâ÷³, àíàë³òè÷í³ òà зàêëю÷í³ åòàпè. У öüîìó пðîöåñ³ зàä³ÿí³ ð³зíîìàí³òí³ ñпåö³àë³зîâàí³ ìåòîäè, ÿê³ 
äîзâîëÿюòü ³äåíòèф³êóâàòè пîòåíö³éí³ òà ³ñíóю÷³ ðèзèêè äëÿ п³äпðèєìñòâ ³ гàëóз³, à òàêîж ðîзêðèâàòè 
ìîжëèâîñò³ äëÿ ðîзðîбêè ìàðêåòèíгîâèх ñòðàòåг³é. Ç îгëÿäó íà öå, íåâ³ä’єìíèì åòàпîì фîðìóâàííÿ 
ìàðêåòèíгîâîї ñòðàòåг³ї àâòîðè ââàжàюòü зàбåзпå÷åííÿ ñòðàòåг³÷íîї â³äпîâ³äíîñò³, щî пåðåäбà÷àє 
óзгîäжåííÿ ðåñóðñíèх òà âèðîбíè÷èх ìîжëèâîñòåé з ðèíêîâèìè óìîâàìè гîñпîäàðюâàííÿ. Нà åòàп³ 
ñòðàòåг³÷íîгî àíàë³зó гàëóз³ êðèòè÷íî âàжëèâî îö³íèòè пîòåíö³àë, àäжå ðîзâèòîê ðåñóðñíî îð³єíòîâàíèх 
êîíöåпö³é ìîжå зì³íèòè íàпðÿìîê ìàðêåòèíгîâîї ñòðàòåг³ї з ðåàêòèâíîї (â³äпîâ³äü íà зì³íè ó зîâí³шíüîìó 
ñåðåäîâèщ³) íà пðîàêòèâíó (пîпåðåäжåííÿ зì³í). Цå âèìàгàє ðîзðîбêè íîâèх êîìб³íàö³é â ëàíöюжêó 
«ðåñóðñè – âèðîбíèöòâî – êëю÷îâ³ êîìпåòåíö³ї – îðгàí³зàö³éí³ зäàòíîñò³ – ñò³éê³ êîíêóðåíòí³ пåðåâàгè». 
Вèêîðèñòàííÿ пðåäñòàâëåíèх ìåòîä³â äî фîðìóâàííÿ ìàðêåòèíгîâîї ñòðàòåг³ї àгðàðíîгî âèðîбíèöòâà 
äîзâîëÿє ðîзгëÿäàòè фîðìóâàííÿ ÿê пðîöåñ, щî ñêëàäàєòüñÿ з îêðåìèх åòàп³â: фîðìóëюâàííÿ ì³ñ³ї, 
ö³ëåé òà зàâäàíü ìàðêåòèíгîâîї ñòðàòåг³ї, àíàë³зó ðèíêó íà îñíîâ³ фàêòîð³â зîâí³шíüîгî ñåðåäîâèщà 
п³äпðèєìñòâà пðÿìîгî òà íåпðÿìîгî âпëèâó, îö³íêè пîòåíö³éíèх ìîжëèâîñòåé гàëóз³, ðîзðîбêè «äåðåâà 
ð³шåíü» òà îö³íêè åфåêòèâíîñò³ пðèéíÿòèх óпðàâë³íñüêèх ð³шåíü.
Ключові слова: ìàðêåòèíгîâà ñòðàòåг³ÿ, àгðàðíå âèðîбíèöòâî, ñèñòåìíèé òà ñèòóàö³éíèé п³äхîäè, 
ñòðàòåг³÷íèé àíàë³з, ìàêðî- ³ ì³êðîñåðåäîâèщå, ³ííîâàö³éíèé ðîзâèòîê.


