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An extended abstract on the subject of 
«SOCIAL-ETHICAL MARKETING AS A WAY OF PROVIDING AGRICULTURAL ENTERPRISES’ COMPETITIVENESS»:
Problem setting. Modern social-economic transformations in the agricultural business caused the necessity of searching for effective instruments to increase competitiveness of enterprises to ensure their sustainable development. Marketing is becoming an important component and basis for the formation of strategic activity and competitiveness of the agricultural enterprises as a management function. In the process of marketing evolution was formed a social-ethical concept, which suggests that the company should be directed to meet the reasonable and healthy needs of potential customers, maintain the balance of the social-economic and ecological interests of society, ensure the viability of the current and future generations of mankind.
Recent research and publications analysis. Significant contribution to the reserch of various aspects of the implementation of the social-ethical marketing concept and activities of companies committed domestic and foreign scientists, namely: D. I. Akimov, A. N. Asaul, P. I. Zelenko, F. Kotler, J.-J. Lamben, T. Levit, V. Pisarenko, I. V. Slusareva, V. Cupis and others. However, adaptation of specified concepts in the activity of agricultural enterprises is insufficient.
Paper objective. The purpose of the study is the generalization of theoretical principles to ensure the competitiveness of the agricultural enterprises on the basis of social-ethical marketing.
Paper main body. It is known that in the periodization of marketing science are distinguished five alternative marketing concepts: the concept of production improvement, product development, the intensification of commercial activity, traditional marketing and the concept of socio-ethical marketing. Every one of them is a continuation of the previous one with detailed and clarified purposes. However, it should be noted that the presence of a specific agricultural product determines that elements of concepts of product improvement and socio-ethical marketing have always been dominated in agricultural marketing.
As F. Kotler mentioned: “The concept of socio-ethical marketing declares it`s task as organizing of the installation needs, desires and interests of target markets and their satisfaction in more efficient and productive way than the competitors and ensure and enhance the well-being of both consumers and society in general”.
Given this, marketers that use the concept of social-ethical marketing should simultaneously solve two difficult tasks: first, to convince consumers that the consumption of environmentally friendly products will enhance their health and reduce the costs of medical services and prescription, secondly, target manufacturers of agrifood products on the development and mastering of the scientific and technical progress achievements, which will provide a stabilizing or increasing yields, and decrease the cost of production, and consequently stabilizing or lowering prices.
Real prospects of effective application social-ethical marketing in agricultural enterprises are revealed through the creation of organizational-economic mechanism of social-ethical marketing. The efficiency of agricultural enterprise largely depends on the correctness of the application of organizational-economic mechanism that influenced by the level of institutional environment, ownership form and other factors. Use of these methods provides legal compliance and powers in matters of economic activity, and the measures of coercion and disciplinary responsibility.
The use of social-ethical marketing in the first place improves the reputation and image of the enterprise, the competitiveness of enterprises, social efficiency, increases the possibility of entry into new markets, enhances the potential of the employees (which leads to employee turnover), increases possibility of investment and increases the value of the shares of the enterprise, enhances attraction of new customers, improves overall opinion about the brand, etc.
Thus, increasing competitiveness by expense of social-ethical marketing increases the respect and trust of consumers to businesses both on the domestic and foreign market. Macroeconomic environment of enterprise becomes stable, loyal and "friendly" to the company, which has a number of competitive advantages in comparison with other objects of management on this or other markets.
Conclusions of the research. Social-ethical marketing becomes increasingly important at the present stage of agricultural enterprises development. This requires to supply consumers with high-quality, environmentally friendly food, integration in production of modern achievements of science and practice, use of resource-saving technologies, and promotes the growth of the employees welfare and the preservation of the environment. The application of social-ethical marketing concept in activities of the agricultural enterprises is one of the important tools to enhance their competitiveness, as well as the impact on competitiveness factors, such as efficiency, stability, quality and quantity of products, environmental friendliness of products, appropriate use of resources, and others.
 

