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» Abstract. The purpose of this study was to analyse the marketing strategies of food industry enterprises in the
Mykolaiv region to increase their competitiveness. The study investigated the economic state of the region’s food
industry, analysed current marketing practices, and assessed the competitive environment. The study employed a
widerange of methods, including statistical analysis, SWOT analysis, benchmarking, and economic and mathematical
modelling to forecast product demand. Based on official statistics, practical examples of local enterprises (Olkom,
Chumak) and global marketing practices (Nestlé, Unilever, Coca-Cola, Danone), the strengths and weaknesses of
enterprises in the region were identified, as well as opportunities for development. The study found that the key
advantages include access to high-quality raw materials, regional brand recognition, and the potential for using
digital technologies. The key challenges include limited marketing budgets, dependence on seasonality, and high
competition from large national and international producers. Recommendations were developed for adapting
marketing strategies to the specific characteristics of the region, including the use of local advantages (geographical
location, access to resources), the introduction of modern marketing tools, improved interaction between farmers
and food industry enterprises, and the creation of clusters to increase efficiency. It was proposed to use international
practices to design sustainable development programmes, create unique local products, and introduce innovations
in distribution and logistics. The findings of the study can be used by food industry enterprises in the Mykolaiv
region to optimise marketing strategies, increase competitiveness, and strengthen their positions in internal and
external markets
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» Introduction

The relevance of the study lies in the growing competition
in internal and external markets. In the current conditions
of globalisation and Ukraine’s integration into interna-
tional trade systems, food industry enterprises are faced
with the need to respond quickly to changes in demand,
improve product quality, and adapt to international
standards. At the same time, growing consumer interest
in environmentally friendly and organic products creates
new opportunities for the development of the industry.
To ensure sustainable competitive advantages, enterpris-
es must develop effective marketing strategies based on
modern market analysis methods, innovative approach-
es to distribution, logistics, and product promotion. Par-
ticular focus sWhould be made on the use of digital tech-
nologies, such as Big Data, CRM systems, and analytical
platforms, to gain a deeper understanding of consumer
preferences and personalise offers. Improving the com-
petitiveness of food industry enterprises also contributes
to the development of the agro-industrial complex as a
whole, strengthening Ukraine’s export potential and inte-
gration into the global market. Analysis of the economic
aspects of marketing strategies allows identifying the most
effective approaches, optimising costs, and ensuring sus-
tainable development of the industry. Therefore, research
on this topic is valuable both from a scientific and practi-
cal standpoint for enterprises in the industry.

In the modern globalised world, the competitiveness
offood industry enterprises is becoming an essential factor
in ensuring the economiWc stability of regions and coun-
tries. The Mykolaiv region, which has strong agro-industri-
al potential, faces the challenges of integration into global
markets and adaptation to modern economic conditions.
The region’s food industry is represented by both large
export-oriented producers and small and medium-sized
enterprises focused on local markets. At the same time,
the effectiveness of marketing strategies continues to be
a significant factor determining the ability of enterpris-
es to compete in the context of increasing globalisation
(Saeed et al., 2024). Analysing the issue of food security,
1. Petrunenko et al. (2021) emphasised the need for a com-
prehensive approach to forming competitive advantages
for food industry enterprises, particularly through strate-
gic planning and the implementation of effective market-
ing solutions. The researchers emphasised that it is mar-
keting activities focused on the principles of sustainable
development that can become a tool for improving the
efficiency of enterprises in the face of global competition.
D. Saveliev et al. (2024) investigated the possibility of ex-
tracting useful components from sunflower oil hydration
waste, which reduces the environmental impact of produc-
tion and increases the economic efficiency of enterprises.

A. Belinska et al. (2024) proposed chemical methods
for inactivating lipoxygenases in flax raw materials, which
improves product quality and expands its use in func-
tional foods. Research on the competitiveness strategies
of agro-industrial enterprises conducted by A. Kobets et
al. (2021) emphasised the significance of implementing
cluster initiatives that promote more effective cooperation
between producers, processors, and distributors. In the
field of strategic marketing for small and medium-sized en-
terprises, H. Sukier et al. (2024) analysed the adaptation of
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local strategies to global markets using the example of the
Colombian baking industry, demonstrating how the inte-
gration of local approaches with modern technologies can
help attract customers and increase profitability. B. Wood et
al. (2021) investigated the market strategies of large pro-
cessed food manufacturers that use mergers, product
range expansion, and aggressive advertising to consolidate
market power. This study is valuable for understanding
the competition faced by small and medium-sized enter-
prises. S. Khan et al. (2021) explored the effects of tech-
nological innovation and the circular economy on busi-
ness strategies in the context of the COVID-19 pandemic,
emphasising the need to adapt to emerging challenges.

A review of circular models in agri-food systems by
M. Hamam ez al. (2021) provided a basis for developing
strategies to minimise waste and use resources efficiently.
A. Satpathy et al. (2024) stressed the significance of imple-
menting sustainable practices in the food industry that
ensure compliance with environmental requirements and
changing consumer preferences. M. Baskoro et al. (2024)
investigated the effectiveness of marketing communica-
tions, showing how environmental values can be integrat-
ed into business strategies to increase customer loyalty.
E Badia et al. (2024) explored the possibilities of integrat-
ing agritourism into the food industry, proposing new
models for creating added value.

Despite considerable interest in marketing strategies,
regional specifics, specifically the adaptation of interna-
tional practices to the conditions of the Mykolaivregion, are
still understudied. Seasonality, limited financial resources,
and competitive pressure require a comprehensive ap-
proach to analysis and innovation. The purpose of the pres-
ent study was to examine the marketing strategies of food
industry enterprises in the Mykolaivregion and assess their
effectiveness. The objectives of the study were to analyse
the marketing strategies of food industry enterprises in the
Mykolaiv region, evaluate the effectiveness of the market-
ing approaches used, and develop recommendations for
improving the competitiveness of enterprises in the region.

» Materials and methods
This study employed an interdisciplinary approach to an-
alyse the marketing strategies of food companies in the
Mykolaiv region. The study was based on quantitative
and qualitative methods, which provide a comprehensive
understanding of the issues. The primary sources of data
were official statistical reports from the Main Department
of Statistics in Mykolaiv region (n.d.), which contained in-
formation on production volumes, exports, imports, and
investment activity of enterprises in the period from 2020
to 2024. Specifically, data on the volume of exports of oil,
juices, and grains, which form the basis of the region’s
agro-industrial potential, were considered. Furthermore,
international databases such as the UN Comtrade Data-
base (n.d.) were used to provide comparisons with the sit-
uation in other countries, particularly Germany, Poland,
and Turkey, where the food industry has comparable char-
acteristics and challenges.

To analyse the competitive environment and the effec-
tiveness of marketing strategies, case studies of local com-
panies such as Olkom (n.d.) and Chumak (n.d.) were used,
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as well as global practices of Nestlé (n.d.), Unilever (n.d.),
Coca-Cola (n.d.), and Danone (n.d.). This helped to ex-
amine approaches to adapting products to regional and
international markets. The study employed SWOT analysis
to identify the strengths and weaknesses of companies, as
well as the opportunities and threats associated with mar-
keting strategies. Methods of marketing strategy analysis
were also analysed: return on investment (ROI), which al-
lows assessing the relationship between marketing invest-
ments and the income received. Benchmarking was anoth-
er effective tool that involved comparing one’s marketing
strategies with best practices in the industry. The use of
economic and mathematical modelling helped to forecast
demand for the products of enterprises in the region, con-
sidering variables such as seasonality, prices, and market-
ing costs. Tools such as Google Analytics and Meta Ads Man-
ager were used to evaluate digital marketing campaigns.
This helped to assess customer engagement through so-
cial media and the effectiveness of advertising campaigns.

» Results

Features of marketing strategies in local markets: Interna-
tional practices and theoretical approaches. In the context
of the current digital transformation of marketing, par-
ticular attention should be paid to the implementation
of digital tools to improve communication strategy, ana-
lyse consumer preferences, and personalise services. Ac-
cording to I. Banyeva et al. (2023), the use of innovative
marketing technologies in branding ensures sustainable
growth in brand awareness and loyalty, which can be ef-
fectively adapted in the agro-industrial sector to promote
food industry products. One of the key areas for improv-
ing the competitiveness of food industry enterprises in
modern conditions is the digitalisation of production and
management processes. The use of digital technologies
substantially reduces costs, optimises interaction with
consumers, and improves the quality of management de-
cisions, which directly influences the effectiveness of mar-
keting strategies (Yekimov et al., 2022).

Global practices demonstrate the significance of
adapting marketing strategies to the specifics of local mar-
kets, including cultural, social characteristics, and eco-
nomic and technological factors. International companies
successfully integrate localisation into their strategies, en-
abling them to meet the needs of diverse consumer seg-
ments around the world. For instance, Nestlé (n.d.), using
Big Data to forecast demand and personalise products, has
achieved a 15%-20% increase in ROI. This demonstrates

the effectiveness of using technology to adapt products
to local preferences, which increases profits and reduc-
es marketing costs, improving overall profitability. In the
case of India, the company adapted its products by chang-
ing flavour profiles to suit the region’s culinary traditions.
In Japan, Nestlé introduced a variety of KitKat flavours,
such as matcha, which is popular in Japanese culture.
This adaptation demonstrates the significance of factor-
ing in the local cultural and gastronomic characteristics
when developing marketing strategies. Notably, the intro-
duction of Al tools has reduced the company’s marketing
research costs by 18%, demonstrating the effectiveness of
using advanced technologies to improve the accuracy and
speed of marketing decisions and reduce operating costs.

Unilever (n.d.) integrates sustainable development
principles into its strategies, emphasising the environ-
mental friendliness of its products. The company has re-
duced its environmental footprint by 30% through the ap-
plication of a circular economy, which not only improved
its environmental reputation but also enabled it to attract
new customer categories, particularly among environ-
mentally conscious consumers. Coca-Cola (n.d.) demon-
strated the successful use of digital platforms to engage
younger audiences, notably through campaigns on Tik-
Tok, which reached 1.5 million users in three months. This
highlighted the value of using modern technologies to at-
tract new consumer segments and increase engagement
with the end consumer. In Mexico, Coca-Cola focuses on
family values, while in China it focuses on traditional hol-
idays such as Chinese New Year. Danone (n.d.), investing
20% of its marketing budget in social media, recorded a
25%-30% increase in online sales in 2023. This demon-
strates the effectiveness of investing in digital channels to
achieve marked sales growth in the online segment, which
is part of a strategy to attract new customers and increase
the loyalty of existing ones.

Analysing the effectiveness of marketing strategies in
numerical terms allows clearly identifying the advantages
and disadvantages of different approaches. Specifically,
a comparison of profitability, ROI, and logistics costs for
conventional, hybrid, digital, and environmentally-ori-
ented strategies revealed substantial differences in their
influence on the competitiveness of enterprises. For ex-
ample, international companies demonstrate markedly
better performance thanks to innovative solutions, while
enterprises in the Mykolaiv region that rely on conven-
tional methods fall behind due to technological and re-
source constraints (Table 1).

Table 1. Analysis of the effectiveness of marketing strategies in numerical terms

Strategy type ROI, % Profitability, % Logistics costs, % Examples
Conventional 8-10 20-25 Fairs, local advertising
Hybrid 12-15 15-18 15-18 “Chumak” (CRM + social media)
Digital 18-22 20-25 10-12 Nestlé (Al Big Data)
Environmentally oriented 10-12 12-15 18-20 Danone (renewable resources)

Source: compiled by the authors

Digital strategies, particularly artificial intelligence
and big data analytics, demonstrate the highest effective-
ness due to their ability to accurately predict demand, au-
tomate processes, and optimise logistics (Palamarchuk &
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Korkach, 2023). Conventional methods, such as fair par-
ticipation and local advertising, have lower performance
due to their high operating costs and limited scalabil-
ity. Hybrid strategies, as exemplified by Chumak (n.d.),




combine conventional methods with digital tools such as
CRM systems and targeted advertising, enabling increased
efficiency even with limited resources. Environmentally
focused strategies have long-term potential, as shown by
Danone (n.d.), which increased customer loyalty using
renewable resources. For the Mykolaiv region, this means
the opportunity to enter European markets through or-
ganic certification. Therefore, the transition to hybrid or
digital strategies is key for businesses in the region. In-
vestments in modern technologies and environmental
initiatives will not only bring enterprises closer to global
leaders but also enable them to capitalise on competitive
advantages such as access to high-quality raw materials.

The concept of strategic groups helps to under-
stand how companies build their strategies within spe-
cific markets that are competitive for specific consumer
segments. For example, in the organic products market,
Danone (n.d.) and Nestlé (n.d.) form separate strategic
groups, focusing on high-quality organic products for
specific regions, such as Europe, where demand for such
products is consistently high. Adapting these strategies to
local markets is vital for companies seeking to increase
their competitiveness. In regions with developed agro-in-
dustrial traditions, such as the Mykolaiv region, marketing
strategies should focus on the local nature and environ-
mental friendliness of products. Consideration of the spe-
cific characteristics of local resources, such as agricultural
raw materials, as well as adapting to climatic and cultural
characteristics, will contribute to the creation of competi-
tive advantages in the market.

In the current conditions of global turbulence, it is
also essential to ensure that agricultural production fol-
lows the principles of sustainable development. Research
shows that the level of economic accessibility of food and
the environmental stability of agricultural production are
closely interrelated, which creates a basis for the devel-
opment of adaptive marketing strategies aimed at envi-
ronmentally conscious consumers (Poltorak et al., 2023).
O. Dovgal et al. (2022) emphasised that the implemen-
tation of circular economy principles contributes to the
rationalisation of production and cost reduction, which
is an essential element of sustainable development strat-
egies. For food industry enterprises, this can mean im-
proving resource efficiency, reducing waste, and improv-
ing their environmental image, all of which directly affect
their competitiveness in internal and external markets.

Specifically, strategies that focus on the naturalness
and environmental friendliness of products are significant
for the Mykolaiv region. In regions where the consump-
tion culture is oriented towards natural products, a strat-
egy that emphasises the environmental friendliness and
local origin of products can contribute to increased con-
sumer loyalty and the competitiveness of food industry
enterprises. Thus, local marketing strategies adapted to
the specifics of the market and culture are key to success
in a globalised world.

Marketing strategies of food industry enterprises in the
Mykolaiv region. The marketing strategies of food industry
enterprises in the Mykolaiv region are shaped by region-
al characteristics, among which the consumer habits of
the local population and the raw material base play a key
role. Producers such as Olkom (n.d.) and Chumak (n.d.)
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focus on using local raw materials that meet the demand
for natural and environmentally friendly products among
the region’s residents. This strategy is reinforced by the
region’s specialisation in the production of oil (28.8% of
the total Ukrainian volume) and fruit and vegetable juices
(40.3%), which are often produced to suit regional tastes
(Main Department of Statistics in Mykolaiv region, n.d.).

S. Reshmidilova et al. (2024) showed that the use of
artificial intelligence technologies in marketing strate-
gies contributes to the personalisation of communica-
tion with customers, the automation of operations, and
the formation of predictive models of consumer behav-
iour. This provides companies with competitive advan-
tages and improves the effectiveness of interaction with
consumers, which is a crucial factor in strengthening
the competitiveness of food industry enterprises. A ma-
jor factor determining the potential of an enterprise to
implement innovative approaches in marketing activ-
ities is the level of human capital development (Shtal et
al., 2023). Investments in staff training, the creation of
a motivating environment for professional growth and
self-learning contribute to increased labour productivi-
ty and ensure the sustainable functioning of enterprises
in a competitive market (Yekimov et al., 2023). However,
communication with consumers is mainly focused on
conventional channels, such as local media or the organi-
sation of tastings, which indicates the conservatism of the
market and the priority of personal contact in conditions
of limited budgets for digital marketing.

The Mykolaiv region is a prominent agro-industrial
region of Ukraine, where the food industry plays a key
role in the economy. According to 2024 data, exports of
goods from the region in January-February amounted to
USD 182 mn, which is 39.8% more than in the same pe-
riod of the previous year. In the first quarter of 2024, ex-
ports reached USD 251.3 mn, which is 96.3% of the same
indicator in 2023. The main export destinations were
China, Germany, the United States, and Moldova, which
indicates stable demand for the region’s products on the
international market. The food industry in the Mykolaiv
region is represented by enterprises specialising in the
production of meat, dairy products, flour, bread, oil, and
juices. For instance, the region accounts for 28.8% of
Ukraine’s total oil production and 40.3% of fruit and veg-
etable juices. In 2024, 66.4% of food industry enterpris-
es in the region were engaged in export activities, which
exceeded the average for Ukraine (60.9%) (Main Depart-
ment of Statistics in Mykolaiv region, n.d.).

A valuable factor influencing marketing decisions is
the logistics infrastructure and access to transport hubs.
Until 2022, the ports of the Mykolaiv region provided sta-
ble exports of grain and oilseeds, but due to the blockade
of sea routes during the full-scale war, enterprises were
forced to use alternative routes, particularly through
EU countries (Romania, Poland), which substantially
increased transportation costs and reduced-price com-
petitiveness. This situation stimulated a shift towards
land transport and the development of cooperation with
countries that have stable demand for products, such as
Germany and Moldova. To minimise risks, companies
stepped up their efforts to build up strategic reserves
of raw materials and finished products, which allows
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them to maintain export operations even in conditions
of unstable logistics (Main Department of Statistics in
Mykolaiv region, n.d.).

The food industry in Mykolaiv region competes with a
series of rival companies on both the internal and external
markets. In the internal market, the primary competitors
are large national brands such as Rud, MHP, Obolon, and
Sandora. These companies have extensive financial and
production resources, which allow them to conduct large-
scale advertising campaigns, provide a wide range of prod-
ucts, and offer competitive prices. On the external mar-
ket, competition is intensifying from international food
producers such as Nestlé, Danone, and Unilever. These
companies have many years of experience, developed
distribution networks, and marketing strategies adapted
to different regions of the world. For example, in the oil
products segment, the key competitors for Mykolaiv pro-
ducers are exporters from Argentina, Brazil, and Turkey,
who have access to cheaper raw materials and actively use
modern marketing approaches. A vital task for enterprises
in the Mykolaiv region is to find their niche in the internal
market by focusing on the environmental friendliness, lo-
cal origin, and authenticity of their products. In external
markets, they can strengthen their positions by improving
the compliance of their products with international quali-
ty standards and using localised marketing strategies (UN
Comtrade Database, n.d.).

Among the primary challenges for enterprises in the
region is competition from imported products, especially
in the processed goods segment, where foreign manufac-
turers offer lower prices. This forces local companies to
focus on the quality and uniqueness of the regional ori-
gin of goods as key competitive advantages. Additional
challenges are associated with high marketing campaign
costs, limited access to international markets due to mili-
tary risks, and the need to meet strict quality standards for
exports. The instability of the raw material base, caused
by seasonal fluctuations in crop yields (-24.7% in previous
years) and economic uncertainty (business confidence
indicator -8% in August 2024), creates further barriers
to long-term planning (Main Department of Statistics in
Mykolaiv region, n.d.).

In such conditions, it is critical to diversify sales mar-
kets, improve logistics chains, and integrate digital tools
for product promotion, which will compensate for the
structural weaknesses of the industry. Specifically, the use
of modern digital platforms, such as CRM systems and
targeted advertising on social networks, will enable com-
panies to reduce marketing costs and increase conver-
sion rates. Furthermore, investments in sustainable de-
velopment and organic product certification will help to
improve competitiveness in European markets. A SWOT
analysis was conducted to assess existing marketing strat-
egies, the results of which are presented in Table 2.

Table 2. SWOT analysis of food industry enterprises in Mykolaiv region

Category

Availability of high-quality raw materials

Factors

Regional brand recognition with an emphasis on locality and environmental friendliness

Strengths

Active use of digital platforms to promote farm products

Product diversity (organic products, value-added products)

Low scalability of marketing campaigns outside the region

Insufficient use of modern analytical tools

Weaknesses

Limited marketing budgets in small and medium-sized enterprises

Seasonal dependence of raw material supplies

Broader use of digital technologies such as Big Data and CRM systems

Growing demand for organic products in Ukraine and beyond

Opportunities

Improvement of export opportunities through international exhibitions and fairs

Attraction of foreign investment to expand production

High competition from large national brands and imported products

Economic instability and fluctuations in raw material prices

Threats

Changes in regulatory requirements in the field of food safety and export

Deterioration of climatic conditions affecting the availability of raw materials

Source: compiled by the authors

SWOT analysis showed that enterprises have signif-
icant advantages related to product quality and regional
recognition. However, limited marketing budgets and in-
sufficient use of modern technologies create problems
for market expansion. At the same time, companies have
significant opportunities to improve their marketing strat-
egies, including the development of digital marketing,
increasing export potential, and introducing innovative
approaches to analytics. To overcome threats, it is vital to
consider the instability of the economic situation and in-
creased competition.

Development of recommendations to improve the
competitiveness of enterprises in the region. Based on an

Ekonomika APK. 2025. Vol. 32, No. 3

analysis of the marketing strategies of enterprises in the
Mykolaiv region and a comparison with international
experience, a series of strategic measures aimed at im-
proving the competitiveness of local enterprises were
proposed. The recommendations include adapting best
international practices to regional conditions, improving
the effectiveness of marketing strategies, developing tech-
nological infrastructure, and creating long-term partner-
ships to stimulate growth and expand exports.

The first step is to adapt international practices to
regional conditions. One of the key areas of focus is the
introduction of digital tools to optimise marketing budg-
ets and improve customer engagement. Modern CRM




systems and data analytics platforms enable enterprises
to automate customer marketing processes, increase de-
mand forecasting accuracy, and make efficient use of lim-
ited resources. For instance, Danone’s experience showed
that integrating Al tools for social media analysis can in-
crease online sales by 25%-30%. This is a crucial aspect for
companies in the Mykolaiv region, where significant po-
tential exists for developing online sales and using digital
channels to attract customers.

Another major step is the development of cluster
models that bring together farmers, processors, and dis-
tributors. This strategy reduces costs, increases produc-
tion efficiency, and strengthens the region’s competitive
position. The experience of Unilever (n.d.) shows that the
successful implementation of cluster models helps to re-
duce logistics costs by 15% and increase export potential.
Polish experience also confirmed the effectiveness of such
models: several agro-industrial clusters were created in
the country, enabling small and medium-sized enterpris-
es to reduce transport costs and increase export volumes
(UN Comtrade Database, n.d.).

For the Mykolaiv region, which has a strong raw mate-
rial base and a developed agro-industrial sector, the intro-
duction of clusters could be a powerful tool for optimising
production and entering new markets. It is vital to create
infrastructure that will bring together enterprises from dif-
ferent sectors, which will reduce costs and ensure a stable
supply of raw materials. To optimise their marketing strat-
egies, enterprises in the Mykolaiv region must increase the
share of digital channels in their overall marketing budget.
The example of Nestlé (n.d.), which spends up to 12% of its
budget on digital marketing, demonstrated how effective
use of TikTok and Instagram can reach a young audience
and attract new customers. For small and medium-sized
enterprises, this means the opportunity to increase brand
awareness by 25% and increase conversion by 12%-15%.
Such changes will allow enterprises in the Mykolaiv region
to improve their market position, increase advertising effi-
ciency, and attract new consumers at minimal cost.

One of the key advantages of the Mykolaiv region is
access to high-quality agricultural raw materials, includ-
ing organic products, which can become the basis for the
development of unique products with an emphasis on
environmental friendliness. The 35% growth in demand
for organic products in the European Union creates op-
portunities for expanding exports of certified products,
as demonstrated by Olkom (n.d.), which increased oil
prices by 20%-30% thanks to compliance with standards
(FoodChain ID Certification, n.d.). The Mykolaiv region
has promising potential for the production of organic and
environmentally friendly products, which will allow its
enterprises to gain access to more profitable markets and
strengthen their reputation in the international arena.

The use of economic and mathematical models to
forecast demand will enable enterprises in the Mykolaiv
region to minimise the risks of overproduction and reduce
storage costs. Nestlé’s experience confirmed that the use
of such tools can reduce storage costs by 25%, which is an
essential aspect for food industry enterprises in the region.
To implement these changes, it is necessary that local en-
terprises receive support through IT training programmes
for managers, which will improve staff qualifications and
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adapt modern technologies to local conditions. A strategic
step for the Mykolaiv region is to establish partnerships
with international brands. The example of Olkom (n.d.),
which developed export hubs and partnerships, led to
a considerable increase in export volumes. The Turkish
practices showed that partnerships with international
companies can increase exports by 40% in 5 years (UN
Comtrade Database, n.d.). Such a strategy would be useful
for enterprises in the Mykolaiv region, as it would enable
them to access wider markets and improve their competi-
tiveness at the global level.

The expected outcomes of implementing the recom-
mendations are a 10%-15% reduction in operating costs,
a 25%-30% increase in exports, and an increase in profit-
ability to 18%-20% for enterprises with hybrid strategies.
For example, Chumak, a company that already combines
conventional methods with digital tools, has a profitabili-
ty of 18%. Thus, a systematic approach to adapting inter-
national practices, a focus on innovation, environmental
strategies, and strategic cooperation will be key to trans-
forming the local advantages of the Mykolaiv region into
global competitive advantages.

» Discussion

The findings of the study showed that digital marketing
strategies, specifically the use of artificial intelligence
and Big Data analytics, are the most effective for improv-
ing the competitiveness of food industry companies.
These findings were consistent with those of S. Kaggwa er
al. (2024), who found that integrating artificial intelli-
gence into decision-making processes optimises costs
and increases the profitability of business strategies. For
example, in the case of Nestlé, the use of artificial intel-
ligence helped reduce marketing research costs by 18%,
highlighting the potential of technology for companies
in the Mykolaiv region. M. Asikin et al. (2024) obtained
analogous findings, where digital marketing was iden-
tified as a key factor in increasing the competitive ad-
vantages of small and medium-sized enterprises. This
confirmed that even limited resources can be used effec-
tively thanks to innovative tools.

The significance of environmentally-oriented strat-
egies identified in the present study found its confirma-
tion in the study by M. Lépez-Cabarcos et al. (2024). The
researchers noted that the implementation of sustaina-
ble resource management practices positively correlates
with the financial performance of food companies. For
instance, Danone’s practices in reducing its environ-
mental footprint by 30% confirmed that investments in
the circular economy can provide long-term competitive
advantages, especially in European markets. These find-
ings were supported by T. Bjorndal et al. (2024), who con-
sidered aquaculture as a tool for ensuring food security
through the rational use of resources. For the Mykolaiv
region, this could mean the opportunity to develop niche
products such as organic oils or juices that are in line with
global sustainability trends.

An analysis of the effects of marketing processes
on business performance conducted by A. Asslouni &
S. Bourroubey (2025) reinforced the need for a systematic
approach to strategy planning. The study found that com-
bining conventional methods with digital tools (e.g., CRM

Ekonomika APK. 2025. Vol. 32, No. 3




Economic analysis of marketing strategies to improve the competitiveness of food industry...

systems) can increase profitability by up to 18%, which
is consistent with findings on the effectiveness of hybrid
strategies. However, the limited budgets of local enter-
prises necessitate prioritising investments, particularly
in automation and data analytics. This was confirmed by
1. Sutaguna et al. (2023), who found that adapting market-
ing strategies to local conditions is critical for increasing
sales. For example, Chumak achieved a profitability of
18% by combining CRM systems and local fairs, illustrat-
ing the effectiveness of a hybrid approach.

Compared to international practices, the findings of
the present study highlighted the specific regional condi-
tions of the Mykolaiv region, particularly its dependence
on seasonality and limited logistics capabilities. M. Pa-
dhiary (2025) emphasised that collaborative strategies be-
tween producers and distributors contribute to cost opti-
misation and the expansion of export potential, which is
in line with recommendations for the creation of clusters
in the Mykolaiv region. For example, Polish agro-clusters
reduced logistics costs by 15%, which could serve as a
model for the region (UN Comtrade Database, n.d.).

The growing role of digital platforms in marketing, an-
alysed by S. Asif (2025), demonstrated how the adaptation
of online strategies can shape consumer preferences and
ensure sustainable development. For example, the experi-
ence of McDonald’s, described by A. Kusuma et al. (2024),
illustrated the effectiveness of targeted social media cam-
paigns in attracting young audiences. For businesses in
the Mykolaiv region, this means an opportunity to in-
crease online sales through the integration of analogous
approaches, as confirmed by L. Sanbella et al. (2024) in
their study on e-commerce optimisation.

I. Tomashuk (2023) emphasised the need to improve
the competitiveness of agricultural enterprises through in-
novative business models, which is consistent with data on
the significance of technological adaptation. Analogously,
M. Madhavan et al. (2024) emphasised the role of Indus-
try 5.0 in ensuring the sustainable development of small
and medium-sized enterprises, especially in the context of
the integration of cyber-physical systems. This highlight-
ed the need for investment in modern technologies for
enterprises in the region, particularly in logistics and re-
source management, as suggested by T. da Silva & S. Seh-
nem (2025). For example, the use of the Internet of Things
for supply chain monitoring can reduce costs by 10%-
15%, which is critical for enterprises with limited budgets.

T. Dildora (2024) focused on the organisational struc-
ture and management of food industry enterprises. The
researcher noted that effective organisation of work pro-
cesses is key to improving productivity and adapting to
market changes. This is consistent with the findings on
the need to implement CRM systems and automation, as
organisational innovations directly affect operational effi-
ciency. For instance, optimising internal communications
and inventory management can reduce costs by 10%-12%,
which is critical for companies with limited resources.
S. Handoyo et al. (2023) noted that competition stimulates
innovation in business strategies, confirming the value of
flexibility and adaptation for enterprises in the Mykolaiv
region. For example, competition with imported products
forced local companies to focus on quality and environ-
mental friendliness, which became their unique advantage.
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K. Lukiewska (2024), using the example of Polish com-
panies, emphasised the role of competitive potential in
shaping international competitiveness, which is relevant
for enterprises seeking to integrate innovation into their
strategies. For the Mykolaiv region, this may mean the
need to certify products according to international stand-
ards, such as EU Organic, which will enable them to enter
European markets. Olkom’s practices showed that such
investments can lead to a 20%-30% increase in product
prices. Another prominent aspect is logistics management
in unstable conditions. J. Wijnands et al. (2008) indicated
that efficient logistics chains are a key factor in the com-
petitiveness of the food industry. For the Mykolaiv region,
which faces restrictions due to the blockade of sea routes,
this means the need to develop alternative routes through
EU countries such as Romania or Poland, which requires
cooperation with international partners. Z. Simonovi¢ &
B. Tli¢ (2024) highlighted that managing complex busi-
ness systems in the agro-industrial complex requires the
integration of technological and organisational solutions.
E. Aisyah et al. (2025) pointed to a link between entrepre-
neurial orientation and the effectiveness of business strat-
egies, which is particularly relevant for small enterprises
that dominate the region’s food industry. For example, en-
terprises that actively use digital tools for market analysis
demonstrate a higher response rate to changes in demand
(Hasani et al., 2023).

The findings of the present study were consistent
with the conclusions of E. Boru et al. (2025), who em-
phasised that improving the competitiveness of agro-in-
dustrial enterprises is possible through the integration
of marketing strategies with institutional coordination
and support mechanisms. Using the example of Ethiopi-
an industrial agro-parks, the researchers demonstrated
that multi-level interaction between producers, logistics
operators, and government structures contributed to
the development of an effective export-oriented envi-
ronment. This approach is also relevant for the Mykolaiv
region, where the creation of cluster models and the
development of public-private partnerships could be a
key factor in strengthening the coordination of market-
ing activities, improving access to infrastructure, and
simplifying entry into foreign markets. Specifically, the
IT training programmes for managers proposed in the
study could become part of state support for staff train-
ing, which is in line with the conclusions of B. Kuc et
al. (2021), who, based on an analysis using the McKinsey
matrix, substantiated the need for structural changes to
achieve sustainable competitive advantages.

In the context of globalisation, N.E. Putri G & A. Apri-
aningsih (2025) proposed marketing strategies focused on
creating unique local products, which is in line with the
recommendations for developing organic and eco-friend-
ly brands for the Mykolaiv region. For example, the cre-
ation of value-added products, such as functional food
supplements based on local raw materials, could attract
new markets (Berisha, & Rexhepi, 2022). Compared to
the study by L. Thoan et al. (2024), which analysed the
effects of competition on business strategies, the present
findings emphasised that enterprises in the Mykolaiv re-
gion need flexibility in responding to external challenges,
such as fluctuations in raw material prices or changes in




regulatory requirements. For example, growing demand
for organic products in the EU creates opportunities but
requires compliance with strict standards, which can be
achieved through certification and innovation in produc-
tion (Rama et al., 2023). Thus, the findings of the present
study are consistent with the conclusions of other re-
searchers, confirming that a combination of innovative
approaches, digital technologies, and effective resource
management is crucial for improving the competitiveness
of food industry enterprises.

» Conclusions

The study revealed that the competitiveness of food in-
dustry enterprises in the Mykolaiv region largely depends
on the chosen marketing strategy, the degree of its digi-
talisation, adaptation to regional conditions, and the en-
terprise’s capacity for institutional interaction. An anal-
ysis of three types of strategies — conventional, hybrid,
and digital — showed the advantage of the latter: digital
approaches demonstrated the highest ROI (18%-22%),
profitability (20%-25%) and logistics efficiency (costs —
10%-12%). Hybrid strategies also showed stable out-
comes (ROI 12%-15%, profitability 15%-18%), while con-
ventional strategies were the least effective in all criteria
(ROI 8%-10%, logistics costs up to 25%). A SWOT analysis
supplemented the quantitative results, identifying crit-
ical factors that hinder the effective implementation of
strategies. The most significant are the limited marketing
budgets of small and medium-sized enterprises, the sea-
sonal dependence of raw material supplies, and the insuf-
ficient level of digital literacy among management. At the
same time, the availability of high-quality raw materials,
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regional productidentity, and consumer interest in niche
eco-friendly products were identified as strengths.

The practical recommendations of the study include:
1) a gradual transition to digital marketing tools (CRM,
Big Data analytics, contextual advertising); 2) the crea-
tion of regional clusters to improve logistics efficiency
and stability of raw material supplies; 3) the develop-
ment of state support programmes for digital education
for enterprise specialists. These measures will increase
conversion rates by up to 15%, reduce marketing costs by
up to 10%, and improve the market position of products
in both internal and external markets. The limitations of
the present study included the lack of dynamic indicators
for several marketing cycles, which did not allow for a full
assessment of the long-term sustainability of individual
strategies, as well as the insufficient representativeness of
microenterprise data due to their low level of public re-
porting. Further research should focus on analysing the
effects of marketing strategies in terms of product niches,
expanding the sample of enterprises, and investigating
integration models within the framework of state cluster
policy, which could become a key factor in the sustaina-
ble growth of the regional food industry.

» Acknowledgements
None.

» Funding
None.

» Conflict of interest
None.

(1]

(2]

(3]

(4]
(5]

(6]

(7]

(8]
(9]
(10]

(11]

Aisyah, E.N., Prajawati, M.I., & Yuliati, Y. (2025). Entrepreneurship orientation and business performance:
Do business strategy and government policy matter? Indonesian Journal of Business and Entrepreneurship, 11(1),
171-171. doi: 10.17358/ijbe.11.1.171.

Asif, S. (2025). The role of digital food marketing in shaping consumer behavior and sustainability in emerging
economies. In Z. Hussain, A. Albattat, EZ. Fakir & Z. Yi (Eds.), Innovative trends shaping food marketing and
consumption (pp. 57-70). London: IGI Global. doi: 10.4018/979-8-3693-8542-5.ch003.

Asikin, M.Z., Fadilah, M.O., Saputro, W.E., Aditia, O., & Ridzki, M.M. (2024). The influence of digital marketing on
competitive advantage and performance of micro, small and medium enterprises. International Journal of Social
Service and Research, 4(3), 963-970. doi: 10.46799/ijssr.v4i03.749.

Asslouni, A., & Bourroubey, S. (2025). The importance of marketing strategy processes in enhancing the performance
of economic enterprises. Atak for Sciences Journal, 10(2), 412-425.

Badia, E, Galeone, G., & Shini, M. (2024). Sustainable strategies of industrial tourism in the agri-food business:
An exploratory approach. British Food Journal, 126(1), 327-346. doi: 10.1108/BFJ-11-2022-1031.

Banyeva, 1., Lebedieva, N., Parfinenko, T., Velychko, O., Petrova, O., & Peresichna, S. (2023). Digital tools
of marketing strategies in hotel branding. Journal of Information Technology Management, 15(1), 62-88.
doi: 10.22059/jitm.2023.90726.

Baskoro, M.L,, Tjahjono, B., Beltran, M., Bogush, A., & Wang, Y. (2024). The imperative of communication signals
in boosting business strategies of the bioplastic packaging industry. Business Strategy and the Environment, 33(2),
307-334. doi: 10.1002/bse.3490.

Belinska, A., eral. (2024). Development of a method for inactivating lipoxygenases in linseed using chemical reagents.
Eastern-European Journal of Enterprise Technologies, 4(6(130)), 14-21. doi: 10.15587/1729-4061.2024.309079.
Berisha, B., & Rexhepi, B. (2022). Factors that determine the success of manufacturing firms: Empirical evidence
from Kosovo. Quality — Access to Success, 23(191), 194-202. doi: 10.47750/QAS/23.191.23.

Bjorndal, T., Dey, M., & Tusvik, A. (2024). Economic analysis of the contributions of aquaculture to future food
security. Aquaculture, 578, article number 740071. doi: 10.1016/j.aquaculture.2023.740071.

Boru, E.M., Hwang, J., & Ahmad, A.Y. (2025). Governance and institutional frameworks in Ethiopian integrated
agro-industrial parks: Enhancing innovation ecosystems and multi stakeholder coordination for global market
competitiveness. Economies, 13(3), article number 79. doi: 10.3390/economies13030079.

Ekonomika APK. 2025. Vol. 32, No. 3



https://doi.org/10.17358/ijbe.11.1.171
https://doi.org/10.4018/979-8-3693-8542-5.ch003
https://doi.org/10.46799/ijssr.v4i03.749
https://asjp.cerist.dz/en/article/264666
https://asjp.cerist.dz/en/article/264666
https://doi.org/10.1108/BFJ-11-2022-1031
https://doi.org/10.22059/jitm.2023.90726
https://doi.org/10.1002/bse.3490
https://doi.org/10.15587/1729-4061.2024.309079
https://doi.org/10.47750/QAS/23.191.23
https://doi.org/10.1016/j.aquaculture.2023.740071
https://doi.org/10.3390/economies13030079

@ Economic analysis of marketing strategies to improve the competitiveness of food industry...

(12]
(13]

(14]

[15]
(16]

(17]

(18]
(19]

(20]

(21]

(22]

(23]

(24]
(25]

(26]

(27]

(28]

(29]

(30]

(31]

(32]
(33]

(34]
(35]

(36]

(37]

Chumak. (n.d.). Information for shareholders. Retrieved from https://chumak.com/emitent.

Coca-Cola. (n.d.). Financial information. Retrieved from https://investors.coca-colacompany.com/financial-
information.

Da Silva, T.H.H., & Sehnem, S. (2025). The utilization of Industry 4.0 technologies to enhance the circular economy
through the engagement of stakeholders in Brazilian food technology companies. Business Strategy and the
Environment, 34(1), 129-161. doi: 10.1002/bse.3954.

Danone. (n.d.). Financial and extra financial reports. Retrieved from https://www.danone.com/investors/
publications-and-events/financial-and-extra-financial-reports.html.

Dildora, T. (2024). A study of the current state of the organization of the work of food industry enterprises in the real
sector of the economy. Ethiopian International Journal of Multidisciplinary Research, 11(5), 696-698.

Dovgal, O., Novikov, O., Bilichenko, O., Kozachenko, L., & Stamat, V. (2022). Implementation of the concept
of circular economy as an integral component of sustainable development of the region: Problems and prospects.
Review of Economics and Finance, 20, 1051-1059. doi: 10.55365/1923.x2022.20.117.

FoodChain ID Certification. (n.d.). Food safety certifications. Retrieved from https://www.foodchainid.com/
certification/accredited-food-safety/?nab=0.

Hamam, M., Chinnici, G., Di Vita, G., Pappalardo, G., Pecorino, B., Maesano, G., & D’Amico, M. (2021). Circular
economy modelsin agro-food systems: Areview. Sustainability, 13(6), articlenumber 3453. doi: 10.3390/su13063453.
Handoyo, S., Suharman, H., Ghani, E.K., & Soedarsono, S. (2023). A business strategy, operational efficiency,
ownership structure, and manufacturing performance: The moderating role of market uncertainty and competition
intensity and its implication on open innovation. Journal of Open Innovation: Technology, Market, and Complexity,
9(2), article number 100039. doi: 10.1016/j.joitmc.2023.100039.

Hasani, V.V,, Zeqiri, J., Todorovik, T., Jaziri, D., & Toska, A. (2023). Digital content marketingand EWOM: A mediational
serial approach. Business Systems Research, 14(2), 24-43. doi: 10.2478/bsrj-2023-0010.

Kaggwa, S., Eleogu, T.E, Okonkwo, E, Farayola, O.A., Uwaoma, PU., & Akinoso, A. (2024). Al in decision making:
Transforming business strategies. International Journal of Research and Scientific Innovation, 10(12), 423-444. doi:
10.51244/1JRSI.2023.1012032.

Khan, S.A., Ponce, P, Tanveer, M., Aguirre-Padilla, N., Mahmood, H., & Shah, S.A. (2021). Technological innovation
and circular economy practices: Business strategies to mitigate the effects of COVID-19. Sustainability, 13(15),
article number 8479. doi: 10.3390/su13158479.

Kobets, A., Vinichenko, 1., Honcharenko, O., Kurbatska, L., Sitkovska, A., & Pavlenko, O. (2021). A strategy to increase
the competitiveness of agro-industrial enterprises. Dnipro: Dnipro State Agrarian and Economic University.

Kuc, B.R., Nguyen, H.T., & Santarek, K. (2021). Hung Hau corporate business strategy: An analysis using McKinsey
matrix. International Journal of Advanced Multidisciplinary Research and Studies, 1(2), 34-39.

Kusuma, A.C., Mukhlis, A., & Fatari, E (2024). The strategy of online marketing at Mc. Donald’s restaurant to
increasing sales in the digital era. International Journal of Economy, Education and Entrepreneurship, 4(1), 148-157.
doi: 10.53067/ije3.v4il.244.

Lopez-Cabarcos, M.A., Pifieiro-Chousa, J., Quifioa-Pifieiro, L., & Lopez-Pérez, M.L. (2024). Water and waste
management strategies as drivers of the financial performance of food companies. Technological Forecasting and
Social Change, 200, article number 123138. doi: 10.1016/j.techfore.2023.123138.

Lukiewska, K.M. (2024). The importance of competitive potential in building the international competitiveness
of food industry companies: Evidence from Poland. PloS One, 19(10), article number e0312512. doi: 10.1371/
journal.pone.0312512.

Madhavan, M., Sharafuddin, M.A., & Wangtueai, S. (2024). Impact of Industry 5.0 readiness on sustainable
business growth of marine food processing SMEs in Thailand. Administrative Sciences, 14(6), article number 110.
doi: 10.3390/admscil4060110.

Main Department of Statistics in Mykolaiv region. (n.d.). Retrieved from https://www.mk.ukrstat.gov.ua/
stat_inf.htm.

Nestlé. (n.d.). Annual report. Retrieved from https://www.nestle.com/investors/annual-report.

Olkom. (n.d.). Current information. Retrieved from https://olkom.ua/aktualnaya-informacziya/.

Padhiary, M. (2025). Collaborative marketing strategies in agriculture for global reach and local impact. In S.C. Pant,
V.G. Venkatesh, P. Panday, G.P. Shukla & S. Parhi (Eds.), Emerging trends in food and agribusiness marketing
(pp. 219-252). London: IGI Global. doi: 10.4018/979-8-3693-6715-5.ch008.

Palamarchuk, O., & Korkach, I. (2023). Trends in the development of digital marketing in modern business
conditions. University Economic Bulletin, 18(2), 63-68. doi: 10.31470/2306-546X-2023-57-63-68.

Petrunenko, I., Grabchuk, 1., Vlasenko, T., Petrova, E., & Strikha, L. (2021). Ensuring food security of EU countries in
the context of sustainable development. Journal of Management Information and Decision Sciences, 24(3), 1-12.
Poltorak, A.S., Burkovska, A.I., Khrystenko, O.A., Sukhorukova, A.L., & Dovgal, 1.V. (2023). Monitoring of relationships
between indicators of food security of the states. IOP Conference Series: Earth and Environmental Science, 1269,
article number 012001. doi: 10.1088/1755-1315/1269/1/012001.

Putri G, N.E., & Aprianingsih, A. (2025). Proposed marketing strategy for Talanoa kopi and space. Return: Study

Ekonomika APK. 2025. Vol. 32, No. 3



https://chumak.com/emitent
https://investors.coca-colacompany.com/financial-information
https://investors.coca-colacompany.com/financial-information
https://doi.org/10.1002/bse.3954
https://www.danone.com/investors/publications-and-events/financial-and-extra-financial-reports.html
https://www.danone.com/investors/publications-and-events/financial-and-extra-financial-reports.html
https://www.eijmr.org/index.php/eijmr/article/view/1628
https://www.eijmr.org/index.php/eijmr/article/view/1628
https://refpress.org/ref-vol20-a117/
https://www.foodchainid.com/certification/accredited-food-safety/?nab=0
https://www.foodchainid.com/certification/accredited-food-safety/?nab=0
https://doi.org/10.3390/su13063453
https://doi.org/10.1016/j.joitmc.2023.100039
https://doi.org/10.2478/bsrj-2023-0010
https://doi.org/10.51244/IJRSI.2023.1012032
https://doi.org/10.51244/IJRSI.2023.1012032
https://doi.org/10.3390/su13158479
https://dspace.dsau.dp.ua/handle/123456789/6647
https://dspace.dsau.dp.ua/handle/123456789/6647
https://multiresearchjournal.com/admin/uploads/archives/archive-1636605870.pdf
https://multiresearchjournal.com/admin/uploads/archives/archive-1636605870.pdf
https://doi.org/10.53067/ije3.v4i1.244
https://doi.org/10.1016/j.techfore.2023.123138
https://doi.org/10.1371/journal.pone.0312512
https://doi.org/10.1371/journal.pone.0312512
https://doi.org/10.3390/admsci14060110
https://www.mk.ukrstat.gov.ua/stat_inf.htm
https://www.mk.ukrstat.gov.ua/stat_inf.htm
https://www.nestle.com/investors/annual-report
https://olkom.ua/aktualnaya-informacziya/
https://doi.org/10.4018/979-8-3693-6715-5.ch008
https://ue-bulletin.com.ua/en/journals/tom-18-2-2023/tendentsiyi-rozvitku-tsifrovogo-marketingu-v-suchasnikh-umovakh-gospodaryuvannya
https://dspace.onua.edu.ua/server/api/core/bitstreams/04b0f55e-d771-40ce-9367-d2890b1b355d/content
https://dspace.onua.edu.ua/server/api/core/bitstreams/04b0f55e-d771-40ce-9367-d2890b1b355d/content
https://doi.org/10.1088/1755-1315/1269/1/012001

(38]

(39]

(40]

(41]

(42]

(43]
(44]

(45]

(46]

(47]

(48]
(49]

(50]

(51]

(52]

(53]

(54]

(55]

Petrova et al. @
of Management, Economic and Bussines, 4(2), 112-127. doi: 10.57096/return.v4i1.314.
Rama, H.H., Rama, V.H., & Rexhepi, B.R. (2023). The impact of marketing and technological factors on the quality,
safety and sales of wine. Quality — Access to Success, 24(196), 49-53. doi: 10.47750/QAS/24.196.06.
Reshmidilova, S., Mykhaylyova, K., Savchuk, A., Stamat, V., & Oslopova, M. (2024). Utilisation of artificial intelligence
technologies in developing marketing communication strategies. Pakistan Journal of Life and Social Sciences, 22(2),
9021-9029. doi: 10.57239/pjlss-2024-22.2.00682.
Saeed, S.A., Abas, S.R., & Abdulkarim, N.B. (2024). Integration of entrepreneurship and marketing research in
modern business. Economic Forum, 14(4), 22-31. doi: 10.62763/ef/4.2024.22.
Sanbella, L., Van Versie, 1., & Audiah, S. (2024). Online marketing strategy optimization to increase sales and
e-commerce development: An integrated approach in the digital age. Startupreneur Business Digital, 3(1), 54-66.
doi: 10.33050/sabda.v3i1.492.
Satpathy, A., Samal, A., Gupta, S., Kumar, S., Sharma, S., Manoharan, G., Karthikeyan, M., & Sharma, S. (2024).
To study the sustainable development practices in business and food industry. Migration Letters, 21(1), 743-747.
doi: 10.59670/ml.v21iS1.6400.
Saveliev, D., et al. (2024). Development of conditions for obtaining oil from sunflower oil hydration waste.
Eastern-European Journal of Enterprise Technologies, 2(6(128)), 14-19. doi: 10.15587/1729-4061.2024.301418.
Shtal, T., Ptashchenko, O., Rodionov, S., & Kurtsev, O. (2023). Implementation of modern marketing tools in
entrepreneurial activity. Economics of Development, 22(4), 53-63. doi: 10.57111/econ/4.2023.53.
Simonovi¢, Z., & 1li¢, B. (2024). Complex business system management in an agro-industrial complex. In 4%
international scientific conference “Sustainable agriculture and rural development” (pp. 265-274). Belgrade: Institute
of Agricultural Economics.
Sukier, H.B., Samper, M.G., Molina, R.I., Karam, M.S., Palencia, D.B., Ibanez, N.P, & Ruiz, M.J. (2024). Analysis
of strategic marketing in small and medium-sized enterprises: Case of the bakery industry in Colombia. Procedia
Computer Science, 231, 601-606. doi: 10.1016/j.procs.2023.12.178.
Sutaguna, LN.T., Achmad, G.N., Risdwiyanto, A., & Yusuf, M. (2023). Marketing strategy for increasing sales
of cooking oil shoes in Barokah trading business. International Journal of Economics and Management Research,
2(1), 132-152.
Thoan, L., Thuy, V.T,, & Long, T.T. (2024). Does market competition make a difference in business strategy for listed
companies? Cogent Business & Management, 11(1), article number 2312591. doi: 10.1080/23311975.2024.2312591.
Tomashuk, I. (2023). Competitiveness of agricultural enterprises in market conditions and ways of its increase.
Green, Blue and Digital Economy Journal, 4(1), 64-81. doi: 10.30525/2661-5169/2023-1-7.
UN Comtrade Database. (n.d.). Retrieved from https://comtradeplus.un.org/Visualization/DADashboard.
Unilever. (n.d.). Annual report and accounts. Retrieved from https://www.unilever.com/investors/annual-report-
and-accounts/.
Wijnands, J.H.M., Bremmers, H.J., van der Meulen, B.M.]., & Poppe, K.J. (2008). An economic and legal assessment
of the EU food industry’s competitiveness. Agribusiness: An International Journal, 24(4), 417-439. doi: 10.1002/
agr.20167.
Wood, B., Williams, O., Nagarajan, V,, & Sacks, G. (2021). Market strategies used by processed food manufacturers
to increase and consolidate their power: A systematic review and document analysis. Globalization and Health, 17,
article number 17. doi: 10.1186/s12992-021-00667-7.
Yekimoyv, S., Oleksenko, R., Vokhidova, M., Aytimbetov, M., Kolokolchykova, I., Poltorak, A., & Volosyuk, Y. (2023).
Investments in human capital in agriculture. E3S Web of Conferences, 452, article number 01005. doi: 10.1051/
e3sconf/202345201005.
Yekimov, S., Prodius, O., Chelombitko, T., Poltorak, A., Sirenko, N., Dudnyk, A., & Chernyak, V. (2022). Reengineering
of agricultural production based on digital technologies. IOP Conference Series: Earth and Environmental Science,
981, article number 032005. doi: 10.1088/1755-1315/981/3/032005.

Ekonomika APK. 2025. Vol. 32, No. 3



https://doi.org/10.57096/return.v4i1.314
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=5232745
https://doi.org/10.57239/pjlss-2024-22.2.00682
https://doi.org/10.62763/ef/4.2024.22
https://doi.org/10.33050/sabda.v3i1.492
https://doi.org/10.59670/ml.v21iS1.6400
https://doi.org/10.15587/1729-4061.2024.301418
https://doi.org/10.57111/econ/4.2023.53
http://repository.iep.bg.ac.rs/825/
https://doi.org/10.1016/j.procs.2023.12.178
https://www.scribd.com/document/703813151/132-152-Marketing-Strategy-for-Increasing-Sales-of-Cooking-Oil-Shoes-in-Barokah-Trading-Business
https://www.scribd.com/document/703813151/132-152-Marketing-Strategy-for-Increasing-Sales-of-Cooking-Oil-Shoes-in-Barokah-Trading-Business
https://doi.org/10.1080/23311975.2024.2312591
https://doi.org/10.30525/2661-5169/2023-1-7
https://comtradeplus.un.org/Visualization/DADashboard
https://www.unilever.com/investors/annual-report-and-accounts/
https://www.unilever.com/investors/annual-report-and-accounts/
https://doi.org/10.1002/agr.20167
https://doi.org/10.1002/agr.20167
https://doi.org/10.1186/s12992-021-00667-7
https://doi.org/10.1051/e3sconf/202345201005
https://doi.org/10.1051/e3sconf/202345201005
https://doi.org/10.1088/1755-1315/981/3/032005

Economic analysis of marketing strategies to improve the competitiveness of food industry...

EKOHOMIYHMM aHasNi3 MapKeTUHIOBUX CTpaTerin Ans nigBULLEHHS
KOHKYPEHTOCMNPOMOXXHOCTI NiANPUEMCTB Xap40BOi MPOMMUCIIOBOCTI
B arponpoMMUCIOBOMY KOMMNEKCi

OneHa MNeTpoBa

KaHauoaT CiNnbCbKOrocnofapCbKMX HayK, OOLUEHT
MWMKONAIBCbKMWM HaLLiOHANbHWW arpapHUM yHiBepcUTeT
54008, Byn. leopria loHragse, 9, M. Mukonais, YkpaiHa
https://orcid.org/0000-0001-8612-398]1

PycnaH Tpu6par

KaHauoaT CiNnbCbKOrocnofapCbKMX HayK, OOLUEHT
MWMKoNAiBCbKMWM HaLLiOHANbHWW arpapHUM yHiBepcuTeT
54008, Byn. leopria loHragse, 9, M. Mukonais, YkpaiHa
https://orcid.org/0000-0002-6710-570X

HaTtansa WWeBuyK

OokTop dinocodii, goueHT

MWMKoNaiBCbKMWM HaLLiOHANbHWW arpapHUM yHiBepcuTeT
54008, Byn. leopria loHragse, 9, M. Mukonais, YkpaiHa
https://orcid.org/0000-0002-5845-2582

Anna 3103bKoO

KaHaunoaTt TeXHIYHUX HayK, CTaplumi BUKNagoay
MWMKONAiBCbKMWM HaLLiOHANIbHWW arpapHUM yHiBepCcUTeT
54008, Byn. leopria loHragse, 9, M. Mukonais, YkpaiHa
https://orcid.org/0000-0002-0888-4854

» AHoTauiga. MeTolo JociiskeHHs OyJ0 NpoaHasisyBaTW MapKETHHIOBi cTparerii MiAIPUEMCTB Xap4oBOi
MpOoMUCIOBOCTI MukosaiBcbkoi obJsacTi 3ai/sa MiABUINEHHS IX KOHKYPEHTOCIPOMOKHOCTi. Y mpolieci poboTu
BUBYEHO €KOHOMIYHMII CcTaH Xap4oBoi rajysi perioHy, mpoaHasi3oBaHO IIOTOYHi IpPAKTUKU MapKeTHUHTY Ta
TIpOBe/IeHO OLIHKY KOHKYPEHTHOTO CepeloBUIA. BUKOpHCTaHO INUPOKUI CIEKTP METOJiB, 30KpeMa CTaTUCTUIHHUI
aHaii3, SWOT-anasi3, MeTor 6€eHYMapKiHTY, a TAKO’K €KOHOMIKO-MaTeMaTHYHe MOJIEeTIOBAHHS [IJIsi IPOTHO3YBaHHSA
TIONIUTY Ha IpoayKIio. Ha ocHOBI oQiMifHUX CTaTUCTUYHUX JaHUX, IPAKTHYHMX IPUKJIAIIB MiCI[EBUX ITIAIIPHUEMCTB
(«Ouikom», «YyMak») i cBiToBUX MapreTHHTOBUX TpakTUK (Nestlé, Unilever, Coca-Cola, Danone) Bu3HaueHO CUJIbHI Ta
csabKi CTOpOHU MiAIIPUEMCTB PETiOHY, @ TAKOK MOKIUBOCTI /I PO3BUTKY. 3’ICOBAHO, 10 KIIOYOBUMHU IlepeBaraMu
€ JOCTYI 10 AKiCHOI CMpOBUHU, perioHajibHa BIi3HaBaHICTh OpeHJIB i MOTeHIlia/a i1 BUKOPUCTaHHS HU(PPOBUX
TexHOJIOTill. OCHOBHUMH BUKJIUKAaMU € OOMEKEHICTh MapKETHHIOBHX OIO[PKETIiB, 3aJI€KHICTh BiJ] CE30HHOCTi Ta
BHCOKa KOHKYpPEHIisI 3 OOKy BeJIMKHAX HaI[iOHAJIbHUX i Mi’)KHapOJHWX BHPOOHUKIB. P0o3poOseHO pekoMeHpmamii
IJIA ajanTariii MapKeTHWHTOBUX CTpaTeriii qo crnenudiky perioHy, 30KpeMa BHKOPHUCTAHHA JIOKAJbHUX IIepeBar
(reorpaciuHe OJIOKEHHHA, JOCTYII 10 pecypciB), BIPOBAKeHHS Cy4aCHUX iHCTPYMEHTIB MapKeTHHTY, TOKPAallleHHs
B3aeMopii M’k ¢depMepaMu Ta HiANIpHEMCTBAMHU Xap4oBOi IIPOMMCJIOBOCTi, a TAaKOK CTBOPEHHA KJacTepiB IJIf
HiABUIIEHHSA e(deKTUBHOCTI. 3allpOIIOHOBAHO BUKOPUCTOBYBATU CBiTOBMII HOCBiN /ST po3poOKU IporpaM CTaJIoro
PO3BUTKY, CTBOPEHHSI YHIKaJIbHUX JIOKAJbHUX IIPOAYKTIB i BIPOBaIKeHHs iHHOBALi#l y AuCcTpUOYLiiO Ta JIOTiCTUKY.
PesysbraTty JOCTIIPKEHHST MOYKYTh OYyTH BUKOPHCTaHI MiJIIPHEMCTBAME Xap40BOi ITPOMMCIOBOCTI MHKOJIaiBCHKOI
006J1aCTi 7151 ONTUMi3allil MApKEeTUHTOBUX CTPATETIH, MiIBUIIEHHS KOHKYPEHTOCITPOMOKHOCTI Ta 3MiITHEHHS 03Il
Ha BHYTPIIIHbOMY i 30BHIIITHBOMY PUHKAX
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