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CONDITIONS FOR INCREASING THE COMPETITIVENESS OF AGRO-FOOD
ENTERPRISES

Guohe Qin., Kopiikovskyi Y. Conditions for increasing the competitiveness of agro-food enterprises.

Increasing the competitiveness of agro-food sector enterprises from a strategic perspective is inextricably linked to
ensuring sustainable development and gaining long-term competitive advantages based on sustainable values and priori-
ties. This implies the need to consider sustainable and environmentally neutral production methods in the management
policy of business entities, the result of which should be new competitive products, original in terms of their quality param-
eters. Competitiveness implies enterprises' high efficiency and ability to adapt to constantly changing environmental con-
ditions. The level of competitiveness is formed not only at the level of individual producers but also at the level of the agro-
food value chain in general and, thanks to the effect of scale and synergy, creates additional inclusive opportunities for
improving the competitive positions of producers in the market. World experience has shown that solving these problems is
possible by forming a competent, competitive strategy, which must meet the following criteria: the presence of clearly for-
mulated relevant goals; the presence of a forecast of the development of the situation and scenarios for achieving the goal;
the presence of a system of management and control of the main business processes. At the same time, the new policy of
ensuring competitiveness should be aimed at strengthening the ties between agro-food chains and the market, consumers,
and society, considering the interests of all parties. The priorities for achieving the goals of increasing the competitiveness
of business entities along with commercial values should be increasing the added value of the agro-industrial production
sphere, ensuring stable incomes of all participants in the agro-food chain, improving the use of resources and gradual tran-
sition to circular business models; formation of responsible consumer behavior and maximum satisfaction of consumer
demand. The high variability of the external environment, the difficulties of identifying numerous and closely interacting
factors, risks, and dangers, and the entropy of connections and relationships pose urgent tasks for businesses to form com-
petitiveness as a system of strategies, measures, and technologies for maintaining market share and financial stability.

Keywords: competitiveness, environment, agricultural enterprise, agro-industrial sphere, factors, drivers.

Statement of the problem in general. In-
creasing the competitiveness of business entities
in the agro-industrial sector is a strategic task in
restoring Ukraine's economy and gaining sus-
tainable competitive positions in the world mar-
ket. Solving this problem requires substantiation
of specific methods and tools for rapidly adapt-
ing domestic producers to market changes and
the institutional environment.

Analysis of recent research and publica-
tions. The issues of the essence, significance, and
factors of the formation of competitiveness of ag-
ricultural enterprises are constantly in the field
of view of both leading scientists and young sci-
entists. It is worth noting the scientific works of
such scientists as Azizov O.R. [1], Apo-
piy V.V.[2], Danko Y.L [3], Slyusareva L.V. [3],
Zorya S.P. [4], Lupenko Y.O. [5], Patyka N.IL. [5],
Popadynets N.M. [6]. The scientific works con-
sider a wide range of issues, from the essence
competitiveness of agricultural enterprises to the
specifics of their formation in domestic and for-
eign markets in the context of the active spread
of innovative technologies.

Despite numerous scientific works, the is-
sue of increasing the competitiveness of enter-
prises in the agricultural sector requires a sys-
tematic study and based on current conditions,
further forecasting the prospects for increasing
competitiveness.

The purpose of the research. Aims to sub-
stantiate the direction of increasing its competi-
tiveness at different levels of influence by allocat-
ing strategic decisions and the necessary
conditions for their adoption.

Presentation of the main research mate-
rial. Success in achieving sustainable competi-
tive positions of agri-food enterprises in the mar-
ket under modern conditions is determined by
the clarity of product and pricing policy orienta-
tion to the buyers' needs, the level of innovation
activity, and the strength of the company's com-
petitive potential. Institutional and market
changes already require new policies and pro-
posals from the management of companies
based on values, competencies, innovations, and
responsible consumer behavior. Resources, in-
clusive opportunities, products, shared values,
and innovations become levers that define a sin-
gle system of interaction between businesses and
consumers.

Within the framework of the system of sus-
tainable agri-food chains, a new concept of mar-
ket relations is formed: resources - values - op-
portunities - innovation - responsible behavior -
results. Based on shared long-term values, such
elements are essential for businesses, consumers,
and society. The long-term common values that
underlie the new paradigm of increasing the
competitiveness of agri-food enterprises are the
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priorities of product safety and quality, environ-
mental friendliness, sustainability, and inclusive
development, considering the interests of pre-
sent and future generations.

The main instrument of regulation of the
market economy is competition, the essence of
which is the struggle between enterprises oper-
ating in the market to provide the best opportu-
nities for selling their products, meeting the var-
ious needs of buyers, and obtaining the most
significant profit [7].

Competition should be considered as a co-
ercive force that increases labor productivity, ac-
celerates scientific and technological progress,
increases the scale of production, introduces new
forms of organization of production, etc., since it
is an objective economic law of developed com-
modity production and, as a result, competition
is an essential driving force for the development
of the economic system, an integral part of its
economic mechanism [8].

The level of competitiveness is formed not
only at the level of individual producers but also

at the level of the agri-food value chain as a
whole and, because of scale and synergy, creates
additional inclusive opportunities to improve
the competitive position of producers in the mar-
ket.

In today's competition, with all its sharp-
ness and dynamism, the winner is the one who
analyzes and competes for his competitive posi-
tion. The process of ensuring competitiveness is
an integral stage of the strategic management of
the enterprise. It is associated with solving the
problem of the fastest achievement of the
planned results in a changing internal environ-
ment and market situation [9].

Increasing producers' competitiveness in
agricultural products within the unified agri-
food chains is associated with low factors, which
are divided into external and internal by the na-
ture of their actions. Considering and managing
the system of these factors forms the prerequi-
sites for substantiating a new competition policy
based on sustainable and inclusive development

(Fig. 1).
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Fig. 1. The system of factors for ensuring the competitiveness of participants in the agri-
food value chain

Source: author's development.

The impact of external factors on the com-
petitiveness of participants in agri-food chains
should be adjusted in terms of the formation of
an effective institutional policy of the agro-in-
dustrial complex, which should contribute to the
implementation of strategies to provide the pop-
ulation with affordable and high-quality food
products and stimulate the external competitive-
ness of domestic enterprises. Future institutional
policy should contribute to the maximum infor-
mation and analytical support for creating and
functioning sustainable agri-food value chains
and form macroeconomic and regulatory prereq-
uisites for the functioning of the financial mech-
anism of the APV sphere. A vital element of the
institutional policy is the organization of agri-
food market monitoring, creating digital plat-
forms for producers and potential investors, and
ensuring the rapid implementation of standards
and procedures for certification of organic and
food production and their labeling. An im-
portant direction for modern agri-food produc-
tion remains the continuation of the unification
and harmonization of the system of food safety
standards with EU requirements. The main driv-
ers of increasing the competitiveness of agri-food

products are innovation, environmental and
quality standards, corporate social responsibility
of business, and branding (Fig. 2).

Studies of agri-food enterprises' current
competitiveness level have allowed us to iden-
tify several prominent areas in which further de-
cisions should be made to improve their compet-
itive positions. Among the main ones, it should
be noted: 1) production is related to the commer-
cial priorities of business performance and is fo-
cused on the traditional resource use and organ-
ization of the technical and technological
process. The transition of agri-food production
to eco-principles and the abandonment of the
traditionally high level of intensification based
on the use of chemicals and GMOs is also taking
place at a relatively slow pace; 2) problems in the
organizational and managerial plane of APV en-
terprises are primarily related to the awareness
and perception of the concept of sustainable and
inclusive development in the future, which sig-
nificantly narrows the strategic potential for in-
creasing investment attractiveness and attracting
financial resources. At the present stage of the
development of integration ties, the aspects of
building equal, fair, and inclusive relations
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between different participants in agri-food
chains, without considering the criteria of scale,
business reputation, and production size, also re-
main difficult; 3) The most critical issues for agri-
food enterprises are the organization and imple-
mentation of practical marketing activities. Sup-
pose the production plane of management has
traditionally been at the center of management's
attention and has undergone constant improve-
ment and adaptation to market factors. In that
case, the marketing management system still

needs to be a more vital link for many APV par-
ticipants. To the greatest extent, this is typical for
agrarian formations, most of which (except for
large agribusiness entities) need a well-
grounded marketing strategy, marketing staff,
and their brands.

It is expedient to consider production and
market innovations as critical tools for their elim-
ination, considering the identified problematic
aspects of the current state of management of
competitiveness of agri-food enterprises.

DRIVERS OF INCREASING COMPETITIVENESS

v
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environmental values for business and society

ment priorities

Fig. 2. Drivers for increasing the competitiveness of business entities in the agri-food chain

Source: author's development.

Production innovations (innovations in ex-
isting business models), which form the basis for
increasing the competitiveness of agri-food pro-
duction soon, should ensure the modernization of
the material and technical base of enterprises,
considering the priorities of organic agricultural
production, environmental friendliness, circular-
ity, which are the basis to produce high-quality,
safe, unique and valuable food products for soci-
ety. As a supplement to the system of production
innovations, it is necessary to innovate of an or-
ganizational and managerial nature, which will
provide comprehensive support for implement-
ing production innovations. Such organizational
and managerial innovations can improve the phi-
losophy of the existence of agri-food enterprises
based on sustainability and inclusiveness of de-
velopment, deep perception and corporate dis-
semination of sustainable business values, adjust-
ment of business strategies and mechanisms for
their implementation, search for new financial
mechanisms for access to resources, retraining of
company personnel, appropriate improvement of
the organizational and production structure of
business management. Such production and
management  innovations  will  increase

production capacity, increase the production vol-
ume of competitive products, and create market
competitive advantages.

At the same time, the full realization of
competitive advantages, which are formed in
production based on the use of production, or-
ganizational, and managerial innovations, is
possible only in the system with the use of mar-
keting innovations, which today are problematic
for a significant number of subjects of the agri-
food complex. Marketing (market) innovations
form resource advantages for enterprises through
the search for new ideas and ways to obtain market
information, optimization of commodity and pric-
ing policy, creation of new sales channels, organi-
zation of stimulation of its promotion in the mar-
ket, communication policy, branding policy, etc.

Marketing innovations provide an active
influence of the management system on objective
and subjective factors of competitiveness
through the operational restructuring of the
product range, distribution policy, and customer
service, considering the improvement of com-
munication tools and image reputation of the
company. Marketing factors and tools are be-
coming increasingly important in the context of
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transformational changes in the food market and
global and national concepts that have already
been identified as a strategic priority for devel-
oping the agri-food sector of Ukraine and the EU.

A set of such factors, which will determine the
strategic guidelines of competitiveness and the
innovations necessary to achieve them in the fu-
ture, is presented in Fig. 3.
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Fig. 3. A set of marketing factors that determine the competitiveness of enterprises in the
agri-food sector

Source: author's development.

The active development of digitalization
processes in public life, particularly in the econ-
omy, forms new requirements and trends for
marketing strategies for the competitiveness of
companies. The global Covid pandemic has cre-
ated powerful incentives for the digitalization of
marketing processes and contributed to the
emergence of new methods and tools to intensify
the marketing policy of sales-oriented busi-
nesses. Under modern conditions, the space and
marketing channels for business are actively
changing, which will allow agri-food enterprises
to maintain competitive positions in the market

in the constant struggle for buyers and consum-
ers of their own products and brands. Studies of
the marketing environment of agri-food compa-
nies allowed us to determine the proposed com-
plement to the existing tools of communication
policy and sales promotion policy at the expense
of promising digital tools (Fig. 4).

By the nature of their use, they are means
of mass communication, are affordable in terms
of price factor for both businesses and consumers
and have a high potential for productivity in the
formation and use of information and analytical
flows of marketing information.

Digital tools of the company's marketing policy |

]

Social Media Marketing Tools (Creating, Managing and Using Social Media Platforms) |

—Pl Email Marketing Tools (Design & Analytics Platforms, Personalization Tools, and Email Newsletter Platforms) |

.

SEO Search Engine Optimization Tools [

Website Conversion Optimization Tools (Quick Setup of Company Landing Marketing Pages)

Tools to increase the number of real and potential leads and create up-to-date customer profiles based on plat-
form business intelligence

Fig. 4. Recommended digital tools for improving the marketing policy of agri-food enterprises

Source: author's development.

Conclusions. The competitiveness of an
enterprise is an opportunity for effective activity
in the field of economy and profitable practical
implementation of this activity in a competitive

market environment. With the help of all the
components available to the enterprise, market-
ing factors, and digital tools, the enterprise's high
level of competitiveness is ensured.
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Abstract

TI'oxe Llinv, KonittkoBcvicuuii FO. Ymobu nidBuwenna konxypenmocnpomoxcnocmi nionpuememb azpon-
podoBoavuoi cpepu.

ITidBuwennsa pibra KOHKYPeHMOCHPOMOKHOCHE NIONpuemMcmes aeponpodoboastoeo ceKmopy y cmpameeiunii nepche-
Kkmubi Hepo3pubro nob’s3ane 3 NUMAHHAMUY 3a0e3neteHHs CAA0e0 PO3GUMKY ma 3000ymmam 006e0cmpoKoBUX KOHKYpPeH-
HUX nepebae Ha 3acadax cmaiux yinxnocmen i npiopumemi6. Lle nepeddauae neobxionicmy ypaxybauua y nosimuyi ynpab-
AiHHA OifabHicmio BisHec-cyd ekmif cmaiux ma exoA02iYHO HelmpasbHux cnocodif GupodHuyméa, pesyAvmamom aKux
Mawoms cmamu HoBi KOHKYPeHMOoCnpoMOXHi moBapu, opueinaisti 3a cBoimu axichumu napamempamu. Konxypenmocnpo-
MOKHICIb nepedbauae Bucoky epexmubricms disavHocmi nidnpuemcmé i 30amuicms ixuvoi adanmayii 0o ymob Hadrosuui-
Hb020 cepedoBuLya, 1jo NOCNIHO 3MIHIOIMbCA. PibeHb KOHKYPEHMOCNPOMOXHOCINT (POPMYEMBCA He Aulie HA PiBHI OkpeMux
Bupobruxib, a il Ha pibri azponpodoBoabuoeo Aanyioea Bapmocmi 3aeaioMm i 3a60sKu edhekmy macuimabrocmi i cunepeii cméo-
pioe 000amxo6i inka103uBHI MOXKAUBOCTT NOKPAUEHHA KOHKYPEHMHUX N03Uuyitl BupodHuxib na punxy. Cimobuii docbio no-
Ka3ab, wjo Bupinienna yux 3a60ans MoxAuBe WAAXOM hopMmybanna pamomHoi KOHKYpenmHoi cmpameeii, Aixa mae Gionobi-
Oamu maxum Kpumepiam: HAABHICHL 4imKo copMyAb0BaHUX peseBaHmHux yitell, HAABHICMDb NPOeHO3Y po3BUmMKY
cumyayii ma cyenapiib 0ocseHeHHA Memu, HAABHICML cucmeMy YnpabAinHA ma KoHmpoato ocHoBHux bisHec-npoyecib. O0-
HOUACHO HOBA noAimuKa 3a0e3netenHs KOHKYPeHMOCHPOMOXHOCT Mae Oymu cnpamoBana Ha 3SMiyHeHHs 306 A3Ki6 MixX ae-
ponpodoBoavtumu 4a0HY02AMIL T PUHKOM, CHOXUBauamu, cycnisvcmbom 3 ypaxybanuam inmepecié ycix cmopin. Ipiopume-
mamuy 0ocieHeHHA yied ni0BULeHHS KOHKYPeHMOCnpoOMOXHOCHI cyb’ekmib eocnodapiobanua pasom 3 KoMepyitiHUMU
YIHHOCHAMU MAIOMb CIAmu: HapowjyBants 0odarnoi 6apmocmi cghepu azponpomiicaoboeo Bupobruymba; sabesneuenns cma-
Aux 00x00i6 ycix yuacHuki6 aeponpodoboastoeo Aanyioea; NOKpaAueHHA BuKopucmanHs pecypcib i nocmynobuil nepexio Ha
yupkyAapHi Modeai bisHecy; gpopmybanns Gionobidasvroi nobedinku cnoxubauib i maxcumaivre 3a00604eHHA CHOXUBU00
nonumy. Bucoxa minaubicms 306HiuHb020 cepedoBunya, ckaadHouyi Buabrenna yucieHHUx i micHo 63aemoditouux gpaxmopis,
pusuxib i nHebesnex, enmponia 36'a3ki6 i 6ioHocun cmabasamos neped bisHecoM AKMYAAbHI 3a60aHHA 3 POpMYBAHHA KOHKYpeH-
MOCHPOMOXCHOCIE AK CUCTeMY cCpamezit, 3ax0016 i mexHoA0elll YMmpUManHa punkoBoi uacmxi, ¢inancoboi cmabiibHocmi.

Katouo8i caoBa: xonxypernmocnpomoxuicms, cepedobuye, aspaphe nionpuemcmbo, aeponpomucioba cpepa, gpak-
mopu, Opaibepu.
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