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Y auceprariiiHii  poOOTI OOIPYHTOBAaHO TEOPETHYHI TMOJIOKEHHS Ta
3allpOMOHOBAHO  MPAKTUYHI PEKOMEHJAIli I0A0 MIJABUIIEHHS e()EeKTUBHOCTI
yIpaBliHHA UU(POBUM MAPKETUHIOM IIANPUEMCTB arpoIpoioBOJIbYOi chepu B
yMOBax I1o0aizailii comiagbHO-€KOHOMIYHUX BiTHOCHH.

OOrpyHTOBaHO, IO CTpiMKa TpaHchopmarlis 1HGOPMAIIHOTO CYCHUIBCTBA,
1M(POBOI EKOHOMIKH, TII00aTI3aIIITHIX MPOIIECIB 3yMOBIIOIOTh HarajibHy NoTpedy B
MOCTIHHOMY BJIOCKOHAJICHHI CHUCTeMHU IU(GPOBOTO MAPKETHHTY K JWHAMIYHOI Ta
allaniTUBHOI MOJENI yINpaBiiHHA OI13HECOM, 3aCTOCYBaHHSI IHCTPYMEHTapil0 SIKOTO
dbopMye HOBY CIPOMOXKHICTh ISl 3MIITHEHHS KOHKYPEHTHHUX ITO3HUIIINA CyO’€KTIB
rOCTIOJIapIOBaHHS Ta iX e()EeKTUBHOI B3a€MO/IIT 3 IIUILOBOIO Ay UTOpPi€t0. Po3risiHyTO
€TUMOJIOT110 TU(POBOTO MAPKETUHTY 3 OIJISIAY Ha 0araToacneKTHICTh ICHYIOUUX MO0
BU3HA4YEHb, 0COOJIMBOCTEN CEMAaHTHYHOTO CIIPUMHATTS Y Pi3HI €EKOHOMIYHO-CYCIUTbHI
nepiou. ¥Y3arajibHeHO OCHOBHI XapaKTePH1 PUCH CYTHOCTI «IIU(POBOTO MAPKETUHTY»
B TIpeIMETHIH 001acTi MEHEPKMEHTy. 3 OrJisiy Ha 3a3HadyeHe, 3allpolOHOBAHO
TIYyMaYUTH TOHATTA «IM(PPOBOr0 MapKETUHTY» SK OaraTOBUMIpPHY €KOHOMIUHY
KaTeropito, sika OXOIUTIOE IHTErPOBaHY CUCTEMY YNPABIIHCHKUX B3a€MOIIN.

BuokpemiieHO kiacuyHi BUAM MapKETUHTY, SIKI IMIUIEMEHTOBaHI B MU(PPOBHIA
MapKETUHT Ta BUJIU MApKETUHTY, sIKI BHHUKIIU 1 PEalli3yIOThCS BIIaCHE B ITU(POBOMY
CEpPEelIOBUIIl, IO B TOAATBIIOMY JO3BOJIMJIO CHUCTEMAaTH3yBaTH I1HCTPYMEHTH
MapKETUHTOBOTO MEHE/DKMEHTY BpaxOBYIOUM iX JOCTaTHRO Au(epeHiriioBaHy

Kimacudikaiio 3a pI3HUMH O3HAaKaMH. 3a3HaueHe OOIPYHTYBAJIO JIOIUIbHICTh



MOJJAJTBIIIOTO PO3IOALICHHS IHCTPYMEHTAPII0 YIPaBIiHHS HU(PPOBUM MAPKETUHIOM Ha
Tpylnu 3a iX MpU3HAYEHHSIM Ta cEepor0 3aCTOCYBaHHS, HE MPUB SI3YIOUUCH [0
KOHKPETHOTO BUIY UM HAMPSIMy MApKETUHTOBOI JIISTbHOCTI, IO J03BOJIAJIO HE JIUIIIE
eeKTUBHO 00’ €IHYBATH TPAIUIIiiHI Ta CydacHI IHCTPYMEHTH JIPKUTATI-MapKETUHTY,
aJie ¥ MoTJIMOTIOBATH 1X B3aEMOIHTETpallifo.

OxapakTepr30BaHO MOIEIb YIPABIIHHS IIU(PPOBUM MAPKETUHTOM IMIAIPHUEMCTBA
Ha ocHOBI IT-iH(pacTpykTypu Ta U(POBUX TEXHOJIOTIM 3 TO3MINI TPagULiiTHUX
MiAXOMIB JI0 YIOPaBIiHHS, MPOTE€ 3 BKIIOYCHHSM OKPEMHX acIeKTIB IM(ppPOBOro
CepeIoBUIIA, OPIEHTOBAHOI HAa PE3UIILEHTHE pearyBaHHs 3MIH PUHKOBIN KOH FOHKTYpI 3
METOK 3a0€3MEUEHHSI CTAJIOr0 PO3BUTKY MIANPHUEMCTBA B YMOBax ULU(POBOI
riobamizartii. [IporoHoBaHa MOJIEITb TTO/IaHa y BUTJISII TUHAMIYHOT, IILTICHOT CHCTEMH,
KA XapaKTEPU3Y€ETHCS THYUKICTIO, aIalTUBHICTIO TA 3/IaTHICTIO PO3BUBATUCS Pa3oM 13
M(PPOBUMH TEXHOJIOTISIMU, @ BIATaK — 3a0e3NeuyBaTH NPaKTUYHE 3aCTOCYBaHHS
CY4aCHHX YIPaBIIHCHKUX MIJIXOAIB Y cepl U(POBOT0 MApKETUHTY.

JloBeneHo, 1o 1udpoBizallis cy0’€KTIB TOCHOJAPIOBAHHS arponpo0BOIbYO0L
chepr VYKpaiHM B yMOBax TIJIoOamizamii  COIlaIbHO-€KOHOMIYHUX BITHOCHH
JIEMOHCTPY€ TMHAMIYHUM Ta 0araTOBEKTOPHUN PO3BUTOK, IO CBIAYUTH PO MIIMOOKE
YCBIIOMJICHHSI TIANPUEMCTBAMU HEOOXIMHOCTI 1HTErparlii Cy4acHHUX TEXHOJIOTIH,
OCKUTBKM iX 3arajJbHUM pIBEHb JIHKUTAI3AIN] XapaKTepU3yeEThCs BIPOBAHKEHHSIM
TexHojori [uaycrpii 4.0, 30kpeMa: XMapHUX OOUMCIICHb I 0a30BUX OMepalliiHuX
notped, ERP-cuctem anst interpariii 6i3nec-mnporieciB, CRM-cucteM ist yrpaBiIiHHS
BITHOCMHAMH 3 KJIIEHTAMHU, TEXHOJIOTII [HTepHeTY pedeid uid OonTUMI3alLlli ypaBIiHHS
JIOTICTUKOIO Ta OOCIYyroBYBaHHSI KII€HTIB. AKIIEHTOBAaHO yBary Ha IIOCTiliHE
CKOpOUYEHHS 4YacTKu (axiBI[iB B arpapHuxX MIAMPUEMCTBAX, SKI BOJOIIOTH
1H(pOpMaIIifHO-KOMYHIKAIIIMHUMU KOMIIETEHTHOCTSIMU, 10 MiAKPECTIOE KPUTUYHY
noTpedy ranysi B pO3BUTKY KaJpOBOro MOTEHIIATY.

31iiiCHEHO aHaJIi3 IOTOYHOTO CTaHy BUKOPUCTAHHS MU(PPOBUX Ta THPOpMAITIHHIX
TEXHOJIOTIM y MAapKETUHIOBIA JISTTBHOCTI TMIAMPUEMCTB arpoIpoI0BOIBUOL  Chepr
VYxpainu 3a mepion 2018-2024 pp., pe3yabTaTH SKOTO CTBEPIKYIOTh TPO CTPIMKE

3pOCTaHHSI PIBHS 1X MAI/PKUTAI3AIi Ta TOCTIIOBHE, CHUCTEMATHYHE BIIPOBA/KEHHS



cydqacHuX [T-THCTpyMeHTIB. 3a3HaueHe 3yMOBIICHO SIK 3arajlbHOCBITOBUMH TpPEHIAMU
rdpoBizariii, Tak 1 aTanTari€ero 10 KpU30BUX YMOB (TIaHIeMisl, TOBHOMACIIITA0HA BiliHA),
SKI BHUCTYNWJIM KaTali3aTopaMH JJisl TPUCKOPEHOTO BIPOBAPKEHHS  OHJIAMH-
IHCTpyMEHTIB. BcTaHOBNIEHO, MO BENHKI 32 PO3MIPOM CYO’€KTH TOCIIOAPIOBAHHS €
JiiepaMy 332 KOMIUIGKCHUM INIXOJOM JO0 IM¢poBi3allii MapKEeTHHTY, CepeiHi
MIMPUEMCTBA  JIGMOHCTPYIOTh CTPIMKY JMHaMIKy JDKUTAJII3allli MapKETHHIOBO1
JUSUTBHOCTI 3aB/ISIKA IAIITUBHOCTI, a MaJli Cy0’ €KTH arapHOrO PHHKY — HE3BAKAIOUM Ha
HAHIKYl TIOKa3HWKA — MalOTh TIO3UTUBHY TEHJCHIIIO  HudpoBizamii (QyHKITH
MapKETUHTY 32 PI3HUMH HaNpsIMKaMH, [IPOTe NOTPEOYIOTh MOAAIBIIOI MATPUMKH IS
NOZOJIAHHS 3HAYHOTO PO3PUBY Y MOPIBHAHHI 3 OUTBIIMMU MIPUEMCTBAMMU.

dopmarizoBaHO HAMOUIBII TOMIMPEHI BHUAW OpraHi3aliiHUX CTPYKTYP
VIOPaBIiHHSA MapKETUHTOBOIO MISUTBLHICTIO, 1110 JO3BOJIWIO JU(epeHIitoBaTu iX Ha
TpaaulliiiHi Ta 1UGPOBI OpraHizailiiiHl CUCTEMH VIPABIIHHA MapKETHHIOBOIO
JUSUTBHICTIO  TIATNPUEMCTB — arponpoaoBoiibuoi  chepu. BceebGiuna  aBTopchka
XapaKTEePUCTHKA 3a3HAYCHUX CTPYKTYp, SKa TMOJSATajia y BU3HAYEHHI MOXOKEHHS,
kiacudikaiii, CTPyKTypH3alli, OocoOJUBOCTEH, IepeBar Ta HEIOJIKIB JO3BOJIHIIA
OKPECIIUTH OCOOIMBOCTI iX MOOYI0BH, (PYHKIIOHYBaHHSI, MOIJIUBOCTI TpaHchopMarlii
abo B3aemoiHTerpaiii JUisi TMOCWICHHS KOHKYPEHTHUX TO3WIIIN, 0 € BaKJIMBUM
€JIEMEHTOM MAapKETUHTOBOIO MEHE/KMEHTY B yMOBax IJIOOaIbHOI IHQpoBI3aIii
COLIAJIbHO-EKOHOMIYHUX B1JHOCHH.

3arporoHOBaHO METOJUYHUN TIAX1A O KOMIUIEKCHOTO OIIIHIOBAHHSI PIBHSA
yIpaBIiHHS udpoBizali€ero MapKETUHTOBOT JUSUTBHOCTI ITPUEMCTB
arporpoAoBOJIbYOi Cepr B OCHOBY SKOTO TIOKJIAZICHO TPHUPIBHEBY CTPYKTYPY
MOKA3HWKIB: BUIIMA PIBEHh — IHTETpaJibHE 3HAYCHHS PIBHSA  yIPaBIIHHSA
1M POBI3aAIIED MAPKETUHTOBOI JISUTBHOCTI MIANPUEMCTB Ta THTETpalibHI 3HAUCHHS
piBHIB  1udpoBizamii, ynpaBIiHHS UEGPOBIZAIIEID  KIIEHTOOPIEHTOBAHICTIO,
binaHCcyBaHHS yHOpaBIiHHS [U(GPOBI3AIIEI0, KAJAPOBOTO TMOTEHINATY YIPaBIiHHS
U(POBI3ALIED MAPKETUHIOBOI ISJIBHOCTI MIANPUEMCTBA; CEpPEIHIA pIBEHb —
MOKA3HUKH, SIKI yTBOPIOIOTh TPYIN MOKA3HUKIB, [0 XapaKTEPU3YyIOTh BUIE3a3HAUCH]

IHTErpaJibHI 3HAYEHHS; HU30BUM piBEHb — AOCOJIOTHI Ta BIJHOCHI NMOKA3HHKH, SIKI



(GhOpMYIOTh TTOKa3HUKH CEPEIHBOTO PIBHS CUCTEMH. 3a3HAYCHUN METOUYHUHN ITi X1
0a3yeThCs Ha METO1 MOAM(IKOBAHOT TOJIOBHOI KOMIIOHEHTH Ta METOJI1 KOPEIISAIIIHHO-
perpeciiHoro aHamisi, 10 OOYMOBJIIOE€ OTPUMAaHHS 00 €KTUBHUX, PEJICBAHTHUX 1
TOYHUX 3HAYCHb.

Po3pobrieno Mojzeni MaTpuill CHIBCTABICHHS 3HAYCHHS IHTETPALHOI OIIHKH
YIOpaBIiHHS JIJDKATATIZAIIEI0 MAPKETUHTOBOI JISITBHOCTI Ta 3HAYCHHS 1HTErPabHUX
OLIIHOK KOXKHOI 13 11 YOTUPBOX CKJIJIOBHUX, 110 00YMOBMIIO BIOCKOHAJICHHS MATPUYHOTO
METOy BHU3HAUEHHS CTPATErTYHUX HAIPSIMKIB PO3BUTKY YIIPABIIHHS HH(POBI3AIIIEIO
MapKETUHTY arpapHuX MiJOPUEMCTB. 3a3Hau€Hl MAaTpUIll JI03BOJIMIM BU3HAYUTH
NOTOYHHMIA CTpATETiuHUIl HaOlp ympaBiiHHS LUA(POBIZALIEI0 MAPKETUHTY JJISI KOKHOI
TPYIU MIIPUEMCTB arpocepu (Mammx, cepeHixX Ta BeJMKUX) ctaHoM Ha 2024 p., a
TaKOX KIIIOYOBI HANpsSMKW peaiizalii nux crparerid. Ha ocHOBI MpOrHO30BaHUX
noka3HukiB Ha 2026-2027 pp. BiIOOpaXEHO 3MIHY IMX CTPATEriYHUX HAOOPIB IS
YIIPaBIIHHS PO3BUTKOM HU(POBOIO MAPKETHUHTY 3 METOIO MOJAJIBIIIOTO KOPETYBaHHS Ta
M1 ABUILIEHHS] KOHKYPEHTO3/IaTHOCTI KOYKHOTO Cy0’€KTYy arpapHoi cepu.

3anporoHOBaHO  ONTUMI30BaHI  OpraHizalifHO-(QYHKIIIOHAIBHI  MOJEI
yIpaBliHHA LHU(PPOBUM MAapKETUHIOM MIANPUEMCTB arponpoI0BOIbUOI  chepu
VYkpainu, cripsiMoBaH1 Ha 3a0€3MeYeHHsT MOXIIMBOCTI peaiailii cTpaTeriii B 1boMy
HAMPSMKY Yepe3 MDLK(PYHKIIOHATBFHY B3a€MOJII0 MPOBIMHUX (DaxXiBIB CUCTEMU
MapKETUHTY, a TAKOX YITKHA pPO3MOJUI MOBHOBAXEHb Ta BIJIMOBIAAIBHOCTI, IO €
KPUTUYHO BXKJIMBOIO JUIsI arpomiANPUEMCTB. 3a3HAueHE BJIOCKOHAJICHHS Ha
BITYM3HSHUX arpapHuX MIANPUEMCTBAX Tnepeadadae BpaxyBaHHA —crienuQiku
JUSUTBHOCTI MaJIMX, CEPEHIX Ta BEJIMKUX MIAMPUEMCTB, PiBHA X HU(POBOI 3pLIOCTI,
HAsIBHUX PECYPCIB 1 CTpATETIYHUX MPIOPUTETIB PO3BUTKY, a TAKOX 3aCTOCYBAaHHS
Cy4aCHMX I1HCTPYMEHTIB HHU(PPOBOr0 MapKETUHTY, aJalTOBAaHUX 1O MAacIITal0lB Ta
CTPYKTYpU TOCHOJaproBaHHsA. Biarak, mias Maamx Cy0’€KTiB TOCIOAAPIOBAHHS
pPO3pO0JICHO MOJIENb, SKa 0a3yeThCsl Ha CIPOIICHIA CTPYKTYpi, A€ MapKETHHIOBUN
(YHKIIIOHAJI 30CEPEIKYIOThCS B YHIBEPCAIBHOTO CIEI[alliCTa, @ OKPEMi HaIpsIMKU
1MPOBOTO MAPKETUHTY PEaTi3yloThCs 3a JOMOMOTOI0 30BHINIHIX MIAPSTHUKIB 1

dpinancepiB. s cepeaHiX MIAMPUEMCTB ONTHUMAJILHOK € TIOpHIHA MOJIENb, sKa



IHTETpY€e BHYTPIIIHIO KOMIIETEHTHICTh TMEPCOHANY Ta 30BHILIHIO EKCIEPTH3Y
KOHCANTHHTOBHX, IT- 1 SMM-kommanii. JIJi1 BETUKUX MiIITPHEMCTB 3aITPOITOHOBAHO
CKJIaJIHy, 1€papxidyHy Ta KOHCOJIJOBaHy Oprafi3aliiiny CTpyKTypy, ska O
¢dyHkiionyBana y popmati nuppoBoi EKOCUCTEMH, 1 y MEXax AKOi OyB OM CTBOpEHUI
TIOBHOIIIHHU JeTIapTaMEHT IU(PPOBOTO MAPKETUHTY.

KmrouoBi ciaoBa: 1mioOamzamist  COLIAIBHO-CKOHOMIYHHX  BIIHOCHH,
IHTErpajgbHe OLIHIOBAaHHS, 1H(GOPMALIHHO-KOMYHIKALIIHHI TEXHOJOT1, MapKETHHIOBa
CTpaTeris, opraHizaiiiHo-QpyHKIIOHaIbHA MOJIEIb, I1AIPUEMCTBO arpoIpoI0BOILYOI
cdepu, cucreMa yrpaBlIiHHS MIANPUEMCTBOM, LU(poBa TpaHchopmarlist, tudppoBUid
MapKETHHT.

ABSTRACT

Pleskach O. Yu. Digital marketing management of agro-food enterprises in the
context of globalization of social-economic relations. — Qualifying scientific work on
the rights of manuscript.

Dissertation for a Doctor of Philosophy in specialty 073 «Management» (branch
of knowledge 07 «Management and Administration»). — Poltava State Agrarian
University of the Ministry of Education and Science of Ukraine, Poltava, 2025.

The dissertation substantiates the research-related theoretical provisions and
provides practical recommendations for improving the efficiency of digital marketing
management of agro-food enterprises in the context of globalization of social-economic
relations.

The study argues that the rapid transformation of the information society, digital
economy, and globalization processes urgently require continual improvement of the
digital marketing system as a dynamic and adaptive business management model, and
proves that the use of its tools forms a new capacity to strengthen the competitive
positions of business entities and their effective interaction with the target audience.
The etymology of «digital marketing» is considered in view of the multifaceted nature
of the existing definitions and the peculiarities of its semantic perception in different
economic and social periods. The main characteristics of «digital marketing» within the

subject area of management are clarified and summarized. Referring to the above, it is



proposed to interpret the concept of digital marketing as a multidimensional economic
category that reflects an integrated system of management interactions.

The study examines and differentiates between the classical types of marketing,
applied in digital marketing, and those developed and implemented in the digital
environment itself. The research results allowed for the systematization of marketing
management tools, referring to their sufficiently differentiated classification according
to various characteristics. The above justified the feasibility of further dividing digital
marketing management tools into groups according to their purpose and scope of
application, without being tied to a specific type or direction of marketing activity,
which allowed not only to combine traditional and modern digital marketing tools
effectively, but also to deepen their mutual integration.

The model of digital marketing management of an enterprise based on IT
infrastructure and digital technologies is characterized from the perspective of
traditional approaches to management, but with the inclusion of certain aspects of the
digital environment, which can resiliently respond to changes in market conditions to
ensure sustainable development of the enterprise in the context of digital globalization.
The proposed model is described as a dynamic, holistic system, characterized by
flexibility, adaptability, and the ability to evolve with digital technologies, and therefore
to ensure the practical application of modern management approaches in the digital
marketing sphere.

The research findings prove that the digitalization of Ukrainian agro-food
business entities in the context of globalization of socio-economic relations
demonstrates dynamic and multi-vector development, which indicates a deep
enterprises' awareness of the need to integrate modern technologies, since their overall
level of digitalization is characterized by the implementation of Industry 4.0
technologies, namely, cloud computing for basic operational needs, ERP systems for
integrating business processes, CRM systems for managing customer relationships,
Internet of Things technologies for optimizing logistics management and customer
service. Emphasis is laid on the continual reduction in the share of specialists who

possess information and communication competencies in agricultural enterprises. This



indicates a critical need for the industry to improve human resources potential
development.

The current state of using digital and information technologies in marketing
activities of the agro-food enterprises in Ukraine from 2018 to 2024 is analyzed. The
data analysis indicates a rapid rise in the level of their digitalization and the consecutive
systemic implementation of modern IT tools. The above-mentioned tendencies are
caused by general digitalization educational trends and adaptation to crisis-related
conditions (pandemic, full-scale war), which appeared to become -catalysts for
accelerated implementation of online instruments.

Large-sized business entities are leaders in digital marketing due to their
comprehensive approach to digitalization. Medium-sized enterprises demonstrate rapid
dynamics in digital marketing due to their adaptability. Small-sized entities in the
agrarian sphere, despite their lowest indicators, demonstrate a positive tendency in
digitalization of marketing activity by various factors, but need support to bridge a
significant gap compared to large-sized entities.

The formalization of the most widely spread organizational structures of digital
marketing management allowed for differentiating them into traditional and digital
management systems in marketing activities of agrarian enterprises. The author's
comprehensive characterization of these structures, which implies determining the
origin, classification, structuring, features, advantages, and disadvantages, allows for
outlining the features of their construction, functioning, possibilities of transformation,
or mutual integration to strengthen competitive positions, which is an important
element of marketing management in the context of global digitalization of socio-
economic relations.

A methodological approach to a comprehensive assessment of the level of
management digitalization of marketing activities of agro-food enterprises is based on
a three-level structure of indicators: the highest level is the integral value of the level of
management digitalization of marketing activities of enterprises and the integral values
of the levels of digitalization, customer-oriented digitalization management, financing

of digitalization management, and human resource potential for managing digitalization



of the enterprise's marketing activities; middle level — refers to the indicators that form
groups of indicators characterizing the previously-mentioned integral values; low level
— includes absolute and relative indicators that form indicators of the average level of
the system. The specified methodological approach is based on the Modified Principal
Component method and the Method of Correlation-Regression Analysis, which
guarantees the receipt of objective, relevant, and accurate values. Matrix models were
developed for comparing the value of the integral assessment of the management of
digitalization of marketing activities and the value of the integral assessments of each
of its four components, which led to the improvement of the matrix method for
determining strategic directions for the development of the management of
digitalization of marketing of agricultural enterprises. These matrices provide for
determining the current strategic set for managing digital marketing for each group of
agricultural enterprises (small, medium, and large) as of 2024, and the key areas for
implementing these strategies. Based on the projected indicators for 2026-2027,
changes to these strategic sets for managing the development of digital marketing are
considered to adjust and increase the competitiveness of each agricultural entity.
Optimized organizational and functional models of digital marketing
management of agro-food enterprises in Ukraine have been developed. They are aimed
at ensuring the possibility of implementing strategies in this direction through inter-
functional interaction of leading specialists in the marketing system, including a clear
division of powers and responsibilities, which is critically important for agro-
businesses. The proposed improvements at Ukrainian agricultural enterprises require
taking into account the specifics of the activities of small, medium, and large
enterprises, the level of their digital maturity, the availability of resources, strategic
development priorities, and the use of modern digital marketing tools adapted to the
scale and structure of the business. Therefore, a model developed for small businesses
is based on a simplified structure, where marketing functionality is performed by a
universal specialist, and individual areas of digital marketing are implemented with the
help of external contractors and freelancers. A hybrid model that integrates internal staff

competence and external expertise from consulting, I'T, and SMM companies is optimal



for medium-sized enterprises. For large enterprises, a complex, hierarchical, and
consolidated organizational structure is proposed, which will function in the format of
a digital ecosystem, and within which a full-fledged digital marketing department will
be created.

Keywords: globalization of socio-economic relations, integrated assessment,
information and communication technologies, marketing strategy, organizational and
functional model, agro-food enterprise, enterprise management system, digital

transformation, digital marketing.



