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Abstract. The objective of this article is to present the role and
significance of marketing in the process of development and implementation of
the marketing strategy of an agribusiness enterprise. The article provides a
review of various concepts of food economy and definitions of marketing in
agribusiness. Existence of mutual substitutive and complementary relations
between marketing instruments was indicated. It was concluded that the need
to apply a different approach towards marketing of food products is mainly due
to the specific characteristics and heterogeneity of various links of food
economy. Moreover, a diagnosis was carried out to determine, which of the
marketing instruments exert significant impact on creation, implementation and
effectiveness of strategy of the entities engaged in the food economy system.
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Introduction. The modern food economy is characterized by
progressing globalization, which encourages searching for increasingly
sophisticated methods of reaching clients in various spheres of market activity
of an enterprise. Therefore, it is becoming increasingly important to be familiar
with the way of functioning of the market mechanism and to be able to use
marketing instruments under complex conditions. The marketing concept
emerged as a result of significant socioeconomic changes in the sphere of
production, turnover, market and consumption. It should also be underlined
that the basic feature of marketing is a defined approach towards market
phenomena. In this approach, the center of gravity is the market, and more
precisely — the preferences and needs of the consumers. A systemic approach
to marketing, based on a complex, interdisciplinary and integrated process of
marketing activities, allows for identification of the food marketing subsystem.

The concept of food economy

Food economy is a system of mutually related sectors, involved in
production, processing and distribution of agricultural and food products (see
Davis, Goldberg 1957, Kohl, Uhl 1990). The system of relations between
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individual links of agribusiness, referred to above, is complementary and
compensatory. Food economy encompasses the following sectors:

— sector of procurement of agricultural inputs for agriculture;

— sector of agricultural production;

— sector of food processing;

— sector of distribution;

— sector of consumption;

— sector of institutions supporting activity in the field of food economy.

There are complementary and compensatory (substitutive) relations
between the food economy sectors listed (Gtowacki 1987).

Complementary relations are based on mutual adaptation of food
economy links. Effectiveness and efficiency of these links depends on the
degree and level of adaptation of all sectors. Thus every change in sectors
related directly to others results in the necessity of changes in the remaining
ones. On the other hand, compensatory (substitutive) relations between
individual sectors of food economy are expressed in the possibility of frequent
replacement of one of the links with another. In relation to sectors, between
which there are strict relations, this allows for taking over of some of the link
functions, characterized by low effectiveness, by the remaining ones.

The specific characteristics of agricultural and food products. The
basis for food generation is provided by agricultural raw materials, which must
be processed and preserved before they can reach the last level of trade.

The basic feature of agricultural products and foodstuffs is perishability,
as a result of which they cannot be stored for a long period of time or require
immediate special preservation.

Another feature of agricultural raw materials and foodstuffs is high
volume. This results in a necessity of providing large storage space, special
transport, special processing and adequate quality control. This feature
generates high costs of logistics, processing and sanitary supervision.

Yet another characteristic of agricultural products is their heterogeneity
(with regard to quality). Therefore, they are subjected to standardization. Both
manufacturers and consumers benefit from this fact. The core of these
benefits from the point of view of both parties can be summarized as
generating of quality of products to meet the expectations of consumers.
Specification of quality standards is necessary when concluding contracts
before cultivation of a given agricultural product. Moreover, standardization
serves as a basis for promotion of standardized products.

The core of marketing in agribusiness

Due to high diversity and specific nature of functions of individual links of
the system of food economy, various interpretations of marketing in relation to
this system can be encountered in literature. The most frequently presented
approaches include:

— agricultural marketing;

— food marketing;



— marketing of food products;

— marketing of foodstuffs;

— agribusiness marketing.

According to Rhodes, agricultural marketing in the macro perspective
consists of all business activities associated with flow of food products from
farms to consumers. In the micro perspective, agricultural marketing
constitutes business activity, which exerts direct impact on flow of products
and services to consumers, supporting achievement of objectives of farmers or
enterprises (Rhodes 1983, Gotebiewski 2003). On the other hand, Branson
and Norvell introduce the concept of agricultural marketing (understood as
sale of agricultural products to trading and processing companies, which
purchase agricultural products) and agribusiness marketing.

They refer to the latter as activities carried out between entities purchasing
agricultural products and end consumers (Branson; Norvell 1983). Branson and
Norvell also made an attempt to combine these two concepts by introducing the
term ,agrimarketing”. The authors refer to agrimarketing as the sum of activities
associated with agricultural production, purchase of agricultural products,
processing and distribution to end buyers. Moreover, Branson and Norvel
introduce the definition of a marketing system. In the light of this definition, ‘a
marketing system is a sequence of business entities, participating in supply of food
products to end consumers’ (Branson, Norvell 1983).

The next concept is ,food marketing”, introduced by Kohls and Uhl. In the
light of their views, food marketing acts as a bridge between specialized producers
and consumers. It encompasses both physical and economic relations, allowing for
flow and exchange of commodities between a farm and a consumer.

These authors also use the term “food marketing system”. It is a composition
of alternative product flows, various companies and many kinds of business
activity. According to the authors, decisions made in the marketing system
influence the quality, diversity, cost and supply level of food (Kohls, Uhl 1990).

In Polish literature, there are various interpretations of food marketing as
well. In the light of the definition provided by Kos and Szwacka-Salmonowicz, “food
marketing consists of performance of business activity, including flow of agricultural
and food products and services from agricultural production to consumers.” The
definition, presented by the authors, underlines the fact that some functions of
marketing are implemented already in the process of food production. Kos and
Szwacka Salmonowicz indicate that in the context of the term ,food marketing”, a
sfood marketing system” concept is developed, which points to the physical
structure of the three main sectors, that is, agriculture (agricultural producers), food
industry and retail trade in food (Kos, Szwacka-Salmonowicz 1997).

Some authors focus on approach to marketing from the perspective of
enterprises functioning in food economy, pointing to the specific nature of
marketing instruments, used on this market (Cholewicka-Gozdzik (ed.) 1997,
Sznajder, Przepiora, Trebacz 1997; Urban 2008; Domanski, Bryta 2010;
Pilarczyk, Nestorowicz 2010; tukasik 2008). There are also some
interpretations of food marketing as the policy of enterprises functioning in
distribution systems (Gotebiewski 2003; Karasiewicz 2001).



The core and stages of creation of a marketing strategy of an
agribusiness enterprise. A business development strategy is directly
associated with the strategic management process. This strategy allows for
achievement of strategic objectives of the company, assuming that it provides
an optimum definition of the relation: environment-enterprise-market segment.
In the broad sense, it specifies the modes of achievement of objectives. It
includes selection of the main directions of achievement of objectives and
allocation of resources. A significant role in working out of a specific strategy
for a given entity is played by assessment of its resources and the
environment, in which it operates. The procedure of strategy development is
strictly associated with use of internal and external factors. The internal factors
of the highest significance include:

— long-term and current goals defined by the company management;

— human and financial resources of the enterprise.

Other factors include: technical factors, that is, means of production,
technical measures, office equipment, infrastructure. In development of the
strategy, it is also necessary to take into account the organizational structure
and style of management of the enterprise and the product offer.

The external factors include:

— economic, legal and political factors;

— geographical, socio-demographic and cultural factors.

The factors presented constitute the basis for strategic decision-making
in the enterprise.

The starting point in the business strategy development process is the
mission. The mission defines the objective (domain of operation), for which the
enterprise was established, and the role played by it in the environment. The
mission is developed by the environment, in which the enterprise operates, its
resources and visions of the management. The mission defines the long-term
(10-20 years) directions of activity. It is assumed that the mission may be
modified depending on the changes taking place in the environment and the
trends in purchasing behaviors.

The next stage in the process of formulation of the enterprise strategy is
analysis and assessment of the underlying situation, conducted in the context
of assessment of competitiveness of own resources and the current market
position. Assessment of the underlying situation is conducted by determining
the potential opportunities and threats to the enterprise, resulting from
changes taking place in the environment. Various analytical methods are used,
with particular emphasis on the SWOT/TOWS method. A significant role in
building of the enterprise strategy is played by the marketing strategy.
Development of the marketing strategy is associated with decisions made in
terms of: selection of the target market, positioning, marketing instruments and
the marketing budget.

The starting point for determination of the marketing strategy is selection
of the target markets and determination, which and how many market
segments will be the area of market activity of the enterprise. The next stage in
designing of the marketing strategy is conducting of positioning of the
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enterprise (its offer) in comparison with other competitors on the target market.
Positioning is associated with specification for each product of the enterprise
of a differentiating position in comparison with competitive offers from the
perspective of the target market. The business strategy development process
should also take into account the decisions associated with optimum use of
marketing instruments.

Marketing instruments. As it has been mentioned, marketing
instruments are used in implementation of the marketing strategy applied by
the enterprise. According to the classical approach, these instruments include:

1. The product, distribution, the price and promotion.2. On the food
market, there are very visible, mutual substitutive and complementary relations
between marketing instruments.

Particularly significant substitutive relations are observed between the
product and distribution. Selection of distribution channels depends largely on
the nature of the product. Application and durability of the product are decisive
for whether a more or less direct channel will be proper, and how many links it
should contain. Durability of food products is largely decisive for selection of
the agent. Division of food products into durable and perishable creates the
need for proper organization of supplies, storage and transport. Technological
development, innovation (e. g. improvement of food products by extending
their market durability allows for improvements in the distribution system).

Significant substitutive relations can also be observed between the
product and promotion. Renowned product brands, with a well established
market image, do not require intensive promotional activity.

As for complementary relations on the food market, these are
particularly well visible between the product and the price and the product and
promotion. The price of a food product is correlated strongly with the value
perceived by the buyers. Moreover, introduction on the market of new food
products under an individual brand, requires intensive promotional activity.
Complementarity of the instruments indicated is of particular importance in
self-service sales, where promotional techniques associated with
merchandising activity play a substantial role (Szwacka-Mokrzycka 2012).

Specific characteristics of marketing instruments in an
agribusiness company. From the perspective of their activity, agribusiness
enterprises are diverse production entities. These include:

1. Manufacturers of machines, equipment and other means of
production for agriculture.

2. Manufacturers of agricultural raw materials.

3. Food industry enterprises.

4. Distribution enterprises and service providers.

5. Support enterprises.

The presented characteristics of entities operating in agribusiness
indicate that selection of marketing instruments used for implementation of the
strategy should take into account the specific nature of the commodities
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offered. Therefore, a sector-based approach should be applied, which
combines the components of marketing of production and consumer goods
and services (Szwacka-Mokrzycka 2012).

The specific characteristics of products offered for sale on the market of
industrial goods determines to a great extent the scope of application and use
of marketing instruments. The following issues have been assigned the
highest significance on the market under concern:

— individual approach towards the buyer (precise specification of the

institutional buyer profile);

— use of direct distribution;

— use of individualized forms of promotion (personal sales, mailing,

semi-mass advertising).

Marketing of consumer goods, that is, those, which are consumed in a
single act of consumption, is associated with marketing activity of enterprises
in relation to the final buyer (consumer) or user of a given commodity. Basic
consumer goods include food products, offered by distribution enterprises.

Selection of marketing instruments on this market is based on:

— product differentiation (according to the needs of individual market
segments) or their mass character (without using the segmentation
strategy);

— the pricing policy of enterprises adapted to the nature of the product
and the phase of its market development;

— use mostly of indirect distribution;

— use of mass forms of promotion (through the mass media).

There is also a strict correlation between the specific characteristics of

the product and the nature of marketing activity on the market of services. A
service, in terms of marketing, is a product, which is ascribed many special
features. Services are very diversified; usually, they are compositions of
services and tangible assets, where the latter play a complementary role.

The specific characteristics of a service as the subject of marketing
leads to a situation, in which determination of the marketing strategy requires
application of the so-called marketing mix, referred to as the 7P. The “7 Ps”
include:

Product.

Price.

Place.

Promotion.
Participants.

Physical evidence.
Process (Kotler 1994).

Noakrwh~

The role of marketing in shaping of development of food economy

Due to complexity of the food economy system, diversity of its links and
entities functioning in different links, the role and significance of marketing is
diversified. Relatively the highest impact on building of marketing strategies in
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agribusiness is exerted by activities undertaken in the area of introduction of new
technologies, techniques of manufacturing of products and activities associated
with packaging of products and development of their market image. Thus, we can
refer to a special role in the process of marketing management of two marketing
instruments: the product and promotion. Activities associated with the broadly
understood product vary in terms of their dimensions depending on the food
economy link. Thus, in the sphere of agricultural production and supply of means of
production for agriculture, the leading role is played by innovation associated with
introduction of new production methods and new technologies.

On the other hand, in the sphere of food processing and trade, particular
emphasis is put by enterprises on introduction of innovations in the field of new
production methods, development of the product and service range, new
distribution channels. It should be noted that promotional activities of
agricultural producers are usually group-based and organized by groups of
producers. Promotion activity of food processors and distributors consists of
individual activities, associated mainly with building of brand value, consumer
awareness and loyalty, where the highest importance is attached to
advertising and public relations.

Summary. Currently, on the food market, which is characterized by a
high level of competitiveness, there is a growing need for familiarity with the
rules of functioning of the market mechanism and for the ability to use
marketing instruments, depending on the conditions of activity of the
enterprise. Complexity of marketing instruments is associated strictly with the
nature of the market, in which the enterprise aims to operate.

The analysis, presented in this article, indicates that regardless of
various approaches to interpretation of food economy, consensus has been
reached in the academic world with regard to the need for use of marketing
instruments, which are typical for this market, in the process of development
and implementation of the strategy.
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POJlb MAPKETUHI'Y B PO3BUTKY CTPATETIN
NnPOAOBOJIbYOI EKOHOMIKU

. Weaubka-Mokpuubka

AHomauiss. Mema OaHoi cmammi — roka3amu posib | 3Ha4YeHHs
MapKemuHay 8 rnpoueci po3pobku ma pearnidauii MapkemuH2080i cmpameaii
nidnpuemcmea agpobisHecy. [JaHo 02r50 pi3HUX KOHUenuit rnpodoeosibyoi
E€KOHOMIKU U B8U3Ha4YeHHs1 MapkemuHay 6 agpobisHeci. 3okpema, rodaHo
BU3Ha4YeHHs1 MPoO0BOIIbYOI E€KOHOMIKU SIK cucmemu 6IOHOCUH MK OKpeMumMu
naHkamu AlK.

Bu3sHa4eHo, wo rnpodosorib4a eKOHOMIKa eK/todae 8 cebe maki Harpsmu:
CeKmop  3aKyrieesls  CiflbCbKO20CrOO0apChbKUx  pecypcie  Ornisd  CiflbCbKO20
a2ocriodapcmea; CeKmop  CillbCbKO20Cro0apcbko20  8UPOBHUUMEa; CeKmop
nepepobku xap4yosux rpodyKmie, CEKmMop po3rodifly; CEKMop CrioXuUeaHHS;
CeKmop ycmaHos, Wo niompumyroms OisiribHICMb Y 2arly3i Xap4080i €KOHOMIKU.

byno ei03Ha4eHO icHy8aHHS 83aEMO3aMiHHUX | 83aEMOOOMOBHIOYUX
8IOHOCUH MDK MapKemuH208UMU iHCmpymeHmamu. [logedeHo, wo npouedypa
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pO3pobKU cmpameaii 4imKO acoyitoemsCsi 3 BUKOPUCMAHHSM 8HYMPILUHIX i
308HIWHIX ¢hakmopie. 3pobrieHO BUCHOBOK Mpo me, WO HeobxiOHO
3acmocosysamu iHwuUl ridxid 00 MapKemuHay Xap4oeux rpodyKmis, nepesakHo
yepe3s crieyugbiyHi ocobniugocmi U HEOOHOPIOHOCMI PI3HUX FTaHOK rPoO080osIbYHOl
€©KOHOMIKU.

Llo moeo x, npoeedeHo diacHOCMUKY 051 BU3HAYEHHS MapKemuHa08UX
IHCmpyMeHmie, siKi icmomHO ersuearkmbe Ha CMBOPEHHS, 8MpPo8adKeHHsT ma
epekmusHicmb cmpameeii cyb'ekmig, wo 6epymb yyacmb 8 cucmemi
rpodo8osib40i EKOHOMIKU.

Knroyoei cnoea: azpornipomucriogul komrsiekc, mapkemuHz e AlIK,
e3aeMo3aMiHHicmb i e3aeModornoeHrO8aHicmb MapkemuH208UX
iHcmpymeHmie, iHHOB8auiliHi cmpameeii, MapkemuH208i KOMyHiKauii

POJlb MAPKETUHI'A B PA3BUTUU CTPATEIMMA
NnPOOOBOJIbCTBEHHOU 3KOHOMUWKH

. Weauka-Mokpuuka

AHHOmMauus. Llenb GaHHOU cmambu — ripedcmasums Posib U 3Ha4YeHue
MapKkemuHaa 8 rpouecce paspabomku U peanusauyuu  MapKemuHa080U
cmpameauu  a2porpoMbiwiieHHo20  ripednpusimus.  [pedcmaeneH 0630p
pPasnuUYHbIX KOHUernuut  rnpodoeosibCMBeHHOU 3KOHOMUKU U  orpedeneHull
MapkemuHza 8 agpobusHece. B  yacmHocmu, OaHbl  oripederieHust
MPo008OSI.CMBEHHOU ~ 3KOHOMUKU  KaK  cucmembl — OMHOWEeHUl  Mexoy
omoeribHbiMU 38eHbsiMU ATTK.

OnipedenieHo, YmMo rpodo8osIbCMBEHHasH SKOHOMUKa BKrto4aem 8 cebs
cnedyrwue HarpaesieHUsi. CeKmop  3aKyrnoK CeJIbCKOX035UCMEEHHbIX
pecypcog Ol CelbCKO20 X03slcmea; CEKMmop CerlbCKOX035UCM8EeHHO20
npou3sodcmea; CeKkmop rnepepabomku nuwiesbix pPoodyKmMos;, CEeKmop
pacrpederneHusi; cekmop nompebrneHus; cekmop yypexoeHud,
rnoddep:xusarowiux 0essmesibHocCMpb 8 obrracmu nNUUE8oU 3KOHOMUKU.

bbino ykazaHO Ha CcywecmeosaHue 83aumMo3aMewarwux u e3aumo-
OoronHAWUX cesizeli Mex0y MapKemuH208bIMU UHCMpPyMeHmamu. [JokasaHo,
umo npouedypa paspabomku cmpameauu 4YEmMKO accoyuupyemcsi C
UCrosib308aHUEM 8HYMPEHHUX U 8HEeWHUX g¢hakmopos. CoernaH 6b1800 O MOM,
Umo HeobXxoOUMOCMb MPUMEHEHUST UHO20 1Modxoda K MapKemuHay Mnuuiesbix
rnpodykmos obycrioernieHa, anasHbIM 0bpa3oM, crieyugudeckumu ocobeHHocmsi-
MU U HEOOHOPOOHOCMbIO Pa3uYHbIX 38EHBES MPOO0BOSILCIMBEHHOU 3KOHOMUKLU.

Kpome mozo, 6bina nposedeHa OuazHocmuka Ons ornpederieHus
MapKemuHa08bIX UHCMPYMEHMO8, OKa3bl8aroUWUX CyU,eCmMBeHHOoe 6/1usiHuUe
Ha co30aHue, peanus3auur U 3¢hghekKmusHocmb cmpameauu CcybbeKkmos,
3aHsIMbIX 8 cucmeme rpodo8OIbCMBEHHO20 X03slicmaa.

Knroyeeblie crioea: azpobusHec, MapkemuH2 6 az2pobusHece,
83aUMO3aMeHsIeMOCMb U  83auMOQOOINO/IHIEMOCMb  MapKemuH208bIX
UHCMpyYyMeHmos, UHHOBAUUOHHbIE  cmpamezauu, MapKemuHa208ble
KOMMYHUKayuu
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