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HBOMY JOCTATHA KiJIbKICTBH COJIOMU, TO I1fe 6iJIbIi
crpusie 7oro akTuBisanii (Bapiaut 2).

BucHoBrku

Ilicsia OBroTPMBAJIOrO BHECEHHA MiHEPAJIb-
HUX 1 opra”Ho-MiHepasnpHUX N00puB (80 poKiB)
IIpY BUPOLIYBaHHA IMINeHMI 03UMMOi Ha TaKuUX
IIONIePeIHMKAX, AK TOPOX 1 KYKypyZL3a Ha CUJIOC,
BCTaHOBJIEHO, III0 YMCEJbHICTh a30TO0aKTEepa iH-
ribyernscsa BHECEHHAM MiHEpPaJIbHOIO a30Ty, 0CO-
OJMBO 3a TIOBIITHOI J03M. 3a TAKMX YMOB BiH MEHIII
KOHKYPEHTOCIIPOMOKHMII y MiKpoOHOMY yrpyIo-
BaHHI. ['HiI MmicTuTh HaraTo azorobakTepa, a rHi
Ha COJIOM’ AHI ImigeTumi e 6ibIle CIpusAe iioro
axkTMBizaIii.

Taxum uMHOM, CTAa€ OYEBUIHUM, III0 TiJb-
KV BHECEHHA OPTaHIYHUX 1 OpraHO-MiHepaJJbHUX
IOOpMB y JOBrOTPUBAJIOMY CTAlliOHAPHOMY JI0-
CJIiZi cIpusA€E ONTUMAJIbHOMY (PYHKIIIOHYBaHHIO
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Po3kpumo exoHOMIUHULU 3MICTN eKOA02TUHO20 MAPKEMUHZY 8 CUCTMEMT YNPABATHHA 0PAHIUHUM CLAb-
CHKUM 20CN00aAPCMBOM, ULO 00380A8E€ ONEPAMOPAM OP2AHIUHO20 PUHKY ePerKmUsHo NaaHys8amu eupoo-
HUYMBO 0P2AHIUHOL CLABCHKOZ0CT00APCHKOL NPOo0YyKYlL 1 3abe3neuysamu onmumarbHe cnie8lOHOULEHHA
MIHC COYTLANDHUMU U eKOHOMIUHUMU NOKASHUKAMU NPOMALOM YCHO20 HUMMEBO20 YUKAY ULET NPOOYKYULL.
O6rpyHmosarno cmpykmyprHo-A02iuHY cremy PoPMYBAHHL MOMUBAYILT €K0A02IUHO OPLEHMOBAHOT NOBE-
O0THKU CNOACUBAULE OP2AHIUHOT CIABCHKO20CN00APCHKOT NPOOYKYLL.

Raro4oBi croBa: exon02iuHUL MapKemuHre, YnPasiiHts, MOMUBAYLA, OPeAHIYHE CIABCHKE 20CN00aPCcmaeo,

NPoOYKYIA.

Awareness of environmental upheavals
occurring in the world is deepening with the
development of society. Activation of negative
processes such as erosion, deflation, soil dehu-
mification, areas pollution resulted from many
years of land users efforts to receive maximum
benefits at minimum cost. As a result, over the
past twenty years, the interest in organic farming
has increased, which promotes natural regene-
ration of soil fertility and maintaining balance
in nature, providing economic stability of the
industry. The main impetus for dissemination in
Ukraine of organic agriculture on the one hand,
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has become a global trend to increased demand
for organic products and raw materials, the price
of which is much higher compared to traditional,
on the other — awareness of the need to preserve
the environment, the greening of economic acti-
vity and popularization of healthy lifestyle.

In modern terms, to create a full-fledged
market for organic agricultural products, the
value of marketing tools is growing: in the first
place — as integrator of supply and demand,
and secondly — as a means to meet the needs of
organic products and the formation of motivation
of consumers of the product.
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Significant scientific works of famous
foreign economists are devoted to theoretical
foundations of the concept of environmental
marketing, including H. Armstrong, J. Grant,
J.Day, Ph. Kotler, A. Leonard, J. Ottman, K. Pitti,
M. Polonsky. Directly issue of the development
of tools and methods of environmental marke-
ting on domestic enterprises are reflected in the
works by LS. Voronetska, T.P. Galushkina, N.V. Zi-
novchuk, S.M.Illyashenko, O.A. Kozlova, O.V.Sad-
chenko, P.M. Skrypchuk, O.Ye. Khachaturov,
etc. Despite the major contribution to the con-
sideration of the mentioned issues by scientists
presented above, it should be noted that the
development of the market for organic products
and organic agriculture involving marketing
tools have not adequately reflected in the scien-
tific literature, that actualizes the need for this
work and, consequently, led to the formation of
the goals and objectives of the study.

The study aims to justify the content and
role of environmental marketing in the system
of organic agriculture management.

In modern conditions of production, mar-
keting is considered as the top management func-
tion, determines not only the market, but also the
industrial policy of any organization, including
agricultural. In this interpretation the purpose of
management, focusing on marketing principles
will be focus on meet the challenges taking into
account all kinds of resources.

Also, if we are talking about organic pro-
ducts, the marketing plays a significant role in
the provision of high quality products, provided
for under international standards for quality
system that covers all stages of product life cycle.
With respect to the organic agricultural products
market, we note that the basic concept of mar-
keting, provided on it, is marketing of environ-
mentally friendly products, tasks of which are
[1—3]: 1) providing products, which has minimal
damage to the environment that meets the needs
of the population; 2) justification of the price
premium for «green» products; 3) assessment
of demand for these products; 4) capacity as-
sessment to offer such products; 5) creating of
commodity supply that meets population with
environmentally friendly products, who can af-
ford it, along with the offer of ordinary food for
other segments of consumers without creating
social tensions; 6) commitment to offer products
harmless for most people.

The objective of environmental marke-
ting is to promote reducing the burden on the
environment in the planning, coordination and
control of agricultural enterprises of all actions
aimed at the market. The ultimate goal in this
case serving achievement of business goals, exis-

ting and potential customers using competitive
advantages and ensuring public legitimacy of
the enterprise [4, p. 215].

In each country the food market operates,
pursuing national interests, and aims to solve the
food problem in two main aspects:

* socio-economic — covers issues related to
increasing the volume of foodstuffs or imports
of missing products, as well as ensuring its avai-
lability to all segments of the population;

* environmental — including measures
necessary to maintain the balance of the envi-
ronment and production, food products safe for
population health, ie agroindustrial production
should be as environmentally feasible and en-
vironmentally sound, which often is not always
possible to combine.

This organic market is more focused on
solving the aforementioned issues determines the
functional features of marketing. Formation of
the market of organic products initially points to
building of social relations with its inherent so-
cially-oriented focus in the development of agri-
food sector as one of the most important sectors
of the economy, and it should be considered in
the overall development of marketing programs.
Themselves economic laws lead to the the de-
velopment of environmental agro-food market
orientation in the management system [3, p. 84].
Thus, analyzing the elasticity of demand for
individual products, we can understand which
sectors of the economy will grow and which nar-
row as far as economic development and income
growth. Obviously, the industry related to food
production with negative income elasticity of
demand, fall into the second category.

Fig. 1 captured algorithm of directions and
tasks aimed at becoming market of organic agri-
cultural products, which proves that through the
development of tools for environmental market-
ing and its gradual implementation in the organic
farms, it is possible to develop the organic market
by implementing various proactive environmen-
tal performance and meet consumer demand for
individual consumers.

The transition to a new model of develop-
ment is, first of all, through targeted socio-eco-
nomic, marketing and environmental policy. The
means of implementation, providing strategic
development of the country and the interna-
tional competitiveness of domestic business
and, ultimately, the competitive advantages of
the country as a whole, are public instruments.
The absence of these tools leads to dissonance
of consumer and producers interests, which is
especially evident in the market of agro-food
products. Additionally, the political and economic
sphere, which regulates by the state, determines
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Fig. 1. Algorithm for development of organic agriculture in the context
of environmentally oriented consumer behavior

Source: adapted by [1; 5].

the legal environment of the company and ob-
taining key resources for its activities and also
protects the rights of consumers and solves social
issues.

Due to the development of organic agri-
culture, environmental issues will be solved [6],
profit tax increase, the material welfare of socie-
ty improve, which further leads to the develop-
ment of organic products certification programs.
Once part of society feels the high importance
of market of organic products and understands
the importance of the programs implemented by
greening production, it will begin to indirectly
influence the rest of society, yet not involved in
this system. This will lead to the development of
new methods and means to reduce risks to mobi-
lize enterprises not yet involved in this system,
the implementation of environmental marketing,
thereby expanding the market share of organic
agricultural products [1, p. 44]. Therefore, the
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issue of determining the motivational aspects of
environmentally oriented consumer behavior and
their impact on the development of agricultural
enterprises is essential. The concept of supply,
demand, product, exchange, agreements, mar-
ket from the standpoint of ecological marketing
are reviewed to understand the essence of mo-
tivational aspects of environmentally oriented
consumer behavior, as well as structural and
functional scheme of formation of environmen-
tally oriented consumer behavior motivation
of organic agricultural products (Fig. 2) is pre-
sented.

The key point for ecological marketing is
matching traditional marketing approaches to
ecological systems and economic management.
In the context of sustainable development such
compatibility means transition in product mana-
gement from a focus on individual aspects to an
ethical approach based on a holistic assessment
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Fig. 2. Structural and functional scheme of formation of motivation
of environmentally oriented consumer behavior of organic agricultural products

Source: adapted by [3; 5; 7].

of the product from the «farm» to «table» and
accounting characteristics of agricultural pro-
duction [8, p. 12]. Based on this environmental
marketing should provide customers with infor-
mation about the product and the manufacturer,
along with recommendations on how, to more ef-
ficiently use the product and its possible repeated
use, repair, recycling and disposal.

CONCLUSIONS

Thus, proved necessity of using ecological
marketing tools in organic agricultural sector
of Ukraine, both at management agricultural
sector in general and in the economic activities
of individual companies. A specific feature of
marketing activities under organic market is a

152

factor that under the influence of factor of de-
terioration in the quality of the environmental
situation to the main classic tasks of marketing,
new tasks are added, the solution of which will
contribute to the implementation of environmen-
tally oriented objectives: formalization of the
concept of organic production, development of
the organic products market, developing certi-
fication programs, preservation of environmen-
tal quality, the formation of environmentally
oriented society consciousness. This allows or-
ganic market operators to effectively plan the
production of organic agricultural products and
ensure the optimal balance between social and
economic indicators throughout the life cycle of
the product.
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EHEPT'II — 3POBUMO Ii IPYKHBOIO IJIS IITAXIB!

3a YaciB [IOCTINTHO 3POCTAI0YOr0 IJIOOAJBHOrO IONNUTY Ha eHeprito, po3pobKka HOBUX i IIO-
JIOITeHHA ICHYIOUYMX TEXHOJIOTIV BiTHOBJIIOBAHUX JYKepeJs eHeprii € KIIYOBUMY (PaKTOPaMU B
IIpaTHEHH] 10 JOCATHEHHs HMU3bKOBYIJIEI[eBOI eKOHOMIKM. TuM He MEHII, eHepris He MOKe BBa-
SKaTHCH IT0-CIIPABKHBOMY CTAJIOK0 1 €KOJIOTIYHO Y1MCTOI0, AKIIIO BOHA HETATUBHO BIIJIMBAE Ha 0i0-
pi3HOMAaHITTA Ta, 30KpeMa, Ha IIEPEJIITHUX NTaxiB. 3 TeMo0 «EHepria — 3pobumo ii ApyKHBOIO
na nraxiB!» BeecBiTHiN meHb Mirpyoounx nraxis (WMBD) 2015 nparse npuBepHyTH yBary o
BasKJIMBOCTI 3an106iraHHA, MiHIMi3aIlii Ta TOM’ AKIII€HHA HETaTUBHUX HACJIiIKIB BiJl BIPOBaKEeHHA
HOBVIX €HEPTeTUYHNMX TEXHOJOTIV AJIA ITePeJiTHUX NTaxiB 1 MicIpb iX IPOKMBaHHS.

IITopoxky MiNbIIOHY IEPEJITHUX ITaXiB CTUKAITHCA 3 MACUBHOIO EKCIIAHCIEI0 Pi3HMX 3aC00iB
BUPOOHMIITBA i POBNOAINY eHeprii: 3iTKHeHHA 3 TPOBOAAMM i ypasKeHHA eJJeKTPUYHNM CTPYMOM,
a TaKOoK Oap’epHi e(peKTH Bif eHEePreTUYHOI iHPPaCTPYKTYPU IPU3BOSATH 40 CMEPTHOCTI Ta BU-
TVCHEHHIO IITaXiB 3 MiCI[b IIPOKMBAHHA. KpiM TOrO, ITaxm CTPaKAAI0Th BiJf BTpaTH i Jerpagarii
MiCITeiCHyBaHb Ta IHIINX MEPEIIKOM, I0B A3aHNX 3 €EKCIIAHCIEI0 T pOeHePreTUKY, 0iI0eHEPTreTUKMN,
IIOIIVPEHHAM COHAYHUX, BITPOBUX, IIPUJIMBHUX 1 re0TEPMaJbHNX €HEPreTUYHMUX TEeXHOJIOTI.
BgaskaeTncs, 1110 cTajie BUPOOHUIITBO BiJHOBJIIOBAHOI €HEPrii MO3MTUBHO IO3HAYAETHCA HA I1€-
PeJNiTHUX NTaxXaXx, oM AKIIYOYM 3MiHM KJIIMaTy 1 iX HacJaiaKu.

Tum He MeHII, AKIIO NONIOHI eHepPreTUYHI TEXHOJIOTiI 3aCTOCOBYIOTHCA 0€3 HAaJIEKHOTO
NIJaHyBaHHA, IPOEKTYBaHHA Ta OL[IHKY PU3UKIB, BOHM MOKYTb CTATV CEPII03HOIO 3aIrPO30I0 JJIA
faraTboxX MIrpyro4nux BUJIB IITaXiB.
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