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FORMATION OF A CUSTOMER-ORIENTED DEVELOPMENT
STRATEGY FOR ORGANIC OPERATORS

E. Pakhucha, I. Tarasov, V. Marenych

The study analysed various scientific approaches to the problem of forming a
customer-oriented strategy for enterprise development. Thus, the study has identified
several key approaches that contribute to the creation of an effective customer
orientation strategy. The stages of formation of a customer-oriented development
strategy for operators in the organic market. The main components of the customer-
oriented development strategy of operators in the organic market are identified in
terms of key aspects: development and innovation in the product range; introduction
of effective marketing communication; improvement of service quality; development
of partnerships.

Keywords: customer orientation, marketing approaches, organic products,
sustainable development, social responsibility, customer experience.

®OPMYBAHHS KJIICHTOOPICHTOBAHOI
CTPATETIi PO3BUTKY OIIEPATOPIB HA PHHKY
OPIAHIYHOI IIPOAYKILI

E.B. Ilaxyua, L.}O. Tapacos, B.M. Mapennu

VY x00i oOocniosicenns 6yno npoananizosano pisHi HaAykosi nioxoou 0o
npobremu opmyeanns KiicHmoopicHMOsanoi cmpamezii po36UmKy niOnpUEMCcmed.
Tax, 3a pezynomamamu 00CALONCEHHsL OYI0 BUABIEHO KLIbKA KIOYOBUX NIOX00I8, 5IKI
cnpusiioms  CmeopenHio  epekmusHoi  cmpamezii  opicumayii  Ha  Kli€Hma.
Ceemenmayitinuii nioxio, sIKULL OPIEHMYEMbCS HA pemelbhe PO30IIeHH. YLIbOBUX
ayoumopiu 3a ixuimu nompebamu, inmepecamu ma yinHocmamu. Inmezposanuil
MapKemuHzo8uti  nioxio, AKUll BKIOYAE 3ACMOCYBAHHA KOMNIEKCHUX KAHANI6
KOMYHiKayii (yugposux, coyianvhux, mpaouyitinux) onsi no6yoosu 83aEMOBULIOHUX
gionocun 3 kiecumamu. OpeanizayitiHo-opieHmosanull nioxio, AKull aKkyeHmye ysazy
Ha  3MIHI  GHYMpPIWHBLOL  Kylemypu — nionpuemcmea, —adanmyioyu i 00
KIIEHMOOPIEHMOBaHUX yinHocmel. InHoBayilinuil nioxio, wWo 3acHOBaHUU HA
6NPOBAOIICEHHT CYUACHUX MEXHONO2IU, SKI 00360MSI0Mb  2IUOWE aHATIZY8AMU
NnoBeOIHKy KIIEHMI6, NpocHO3Yeamu ix nompebu ma GOOCKOHANO8AmMU Npoyecu
obcnyeosysanns. Cmanutl po3gumox i coyianbha 8i0N08I0aIbHICMb — NiOXi0, Wo
8paxo8ye 3pocmaioyy Nnompeby CHodlCcugayie y Npo30poCmi ma OpeaHidHOCMmi
npoyecie aupooruymea. KnienmoopicHmosani nionpuemcmaa, wo OOmpuMyomscs
NPUHYUNIE CIAN020 PO3GUMKY, MAIOMb GUILY IOSIbHICIb Ceped eKONI02IUHO C8I00MUX
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cnooicusauis.  3anpononogani  eumocu 00 POPMYBAHHA  KAICHMOOPIEHMOBAHOT
cmpamezii, AKI IDYHMYIOMbCA HA THOUBIOYANbHUX O0COONUBOCAX MA PO3BUNIKY
niONpUEMCmea, ane 3a2anbHi GUMO2U 3600MbC 00 HACMYNHO20: (OKyC Ha
cnodicusaua; CHy4Kicms ma aoanmueHiCmb; NpO30pIiCMb MA YecHiCmb, BUCOKA
AKICMb cepsicy; GUKOPUCTANHSA CYUACHUX MEXHONOTH.

Haseoeni emanu opmysanns KiieHmoopicHmosanoi cmpamezii po3eumxy
onepamopie Ha PUHKYy OpeaHiuyHOi MPOOYKYil, AKI GKIIOUAIOMb AHANI3 PUHKY,
ceemenmayiio  KIi€HmMi8, CMEOPeHHs YIHHICHOI npono3uyii, eubip Kauauie
KOMYHIKayii, BNPOBAOINCEHHs KIIEHMOOPIEHMOBAHUX MEXHON02I, a MAaAKolC
NOCMIUHUIL MOHIMOpUHe 1 onmumizayito, 3abesneyyomsv aoanmayilo 6i3Hecy 00
nompeb cnodcusauie ma CMIUKULl pPo36UMOK Yy KOHKYDEHMHOMY Cepe0OoULYL.
Busnaueni  ocnosmi  cknadosi  knienmoopicHmoganoi  cmpamezii  po3gumky
onepamopig Ha pUHKY opeaHiuHOl RPOOYKYIi y po3pi3i KI0408Ux acnekmis. po3pobka
ma iHHOBAYIi 6 NPOOYKMOBOMY ACOPMUMEHMI, BNPOBAONCEHHS epeKmUHOT
Mapxemune060i KOMyHIKayii; — nioguwyeHHs sSKocmi 00CLy208Y8anHs,  PO3GUMOK
NapmHepCcLKUX GiOHOCUH.

Kntouosi cnoea. knicnmoopicnmosanicmob, Mapkemunzo6i nioxoou,
Op2aHiuHa NPoOyKYist, CIMAnUl PO3GUMOK, COYIANbHA 8ION0BIOANbHICIb , KIIEHMCLKULL
00¢8I0.

Problem setting in general. In today's market economy, customer
focus is becoming a key factor in the success of any company, especially in
the organic sector. The growing demand for organic products is driving the
development of organic operators, but in a competitive market, it is not
enough to just offer certified products. It is necessary to develop effective
strategies that will focus on the customers’ needs and expectations, creating
added value and ensuring customer loyalty. A customer-oriented
development strategy for organic operators is a prerequisite for their long-
term success in the market. By focusing on the needs of consumers and
creating transparent and sustainable production processes, operators will be
able not only to meet the demand for organic products, but also to ensure
customer trust and loyalty. In today's world, where environmental
friendliness and responsibility are becoming the main selection criteria,
companies that are able to implement customer-oriented strategies will gain
an undeniable competitive advantage.

Analysis of recent research and publications. The basic principles
of managing customer focus processes, which are critical for establishing
long-term and sustainable relationships with consumers, are considered in the
studies of domestic scientists [1-8]. Studying the issue of developing a
customer-oriented marketing strategy, V. Redka and |. Ponomarenko note
that "the main principle of a customer-oriented strategy is to put the needs,
desires and requirements of the client in the first place, offering goods and/or
services that fully meet the client's expectations.” [2]. Paper [3] presents a
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grouping of qualitative indicators according to the triad "customer-enterprise-
staff”, which helps to structure the assessment of the enterprise's customer
focus in three key areas. The author presents a generalized scheme of the
system of indicators for assessing the customer orientation of an enterprise
by these three indicators. The team of authors also considered the issue of
forming a customer-oriented enterprise development strategy based on the
principles of social responsibility [4]. Y. Terletska notes that "customer
orientation of a commaodity producer is a modern management concept based
on the analysis of information about consumers and their growing needs".
The article studies customer orientation in the context of the level of maturity
formation of the management system of domestic enterprises and suggests
ways to improve the management of an economic entity in the context of a
customer-oriented approach implementation [5]. The authors note that "the
effective implementation of a customer-oriented management approach in the
activities of an enterprise should be based on the following components:
customer-oriented product (service); customer-oriented personnel; customer-
oriented rules and standards; customer-oriented service and processes" [6].
The paper studies the basic principles of the model of consumer purchasing
behaviour formation and substantiates the necessity of using a customer-
oriented approach in the process of an enterprise strategic adaptation to
modern business conditions [7]. The problems of marketing support for the
development of organic operators and the formation of consumer loyalty are
investigated [9-14]. The analysis of recent studies and publications shows a
growing interest in this issue in the context of increasing demand for organic
products and changing consumer behaviour.

The purpose of the article is to highlight the peculiarities of forming
a customer-oriented development strategy for organic operators in order to
increase their competitiveness in the market and meet the needs of consumers
for high-quality organic products.

Outline of main research material. Due to the war, Ukraine's
organic market has suffered a significant decline of almost 35%. This was the
result of both disrupted logistics chains and reduced production capacity in
the regions affected by the fighting. However, despite these difficulties, the
organic sector demonstrates the ability to recover and gradually develops
[15]. Producers are adapting to the new environment, finding alternative ways
to sell their products, including through international markets, and
implementing innovative approaches to remain competitive. The main factors
behind the industry's recovery are active support from international
organizations, strengthening positions in export markets, and increased
demand for organic products in Ukraine. Producers are also focusing on
innovations in production and improvement of organic farming methods,
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which allows them to optimize resources and maintain high product quality.
Thus, despite the challenges, the organic sector is gradually emerging from
the crisis and continues to develop, supported by internal and external
resources. The study analysed various scientific approaches to the problem
of forming a customer-oriented enterprise development strategy. Thus, the
study has identified several key approaches that contribute to the creation of
an effective customer orientation strategy (tab. 1).

Table 1 — Approaches to the formation of a customer-oriented
development strategy for operators in the organic market
Approach Activities Advantages
Dividing the target audience | Enables precise targeting
Segmentation into segments based on needs, | and personalization  of

approach interests, and values offers for each consumer
group
Using integrated | Creates a  consistent
Integrated A h I -
marketing communication channels to | customer experience,
interact with customers strengthens the brand and
approach .
increases loyalty
Changing the internal culture | Increases customer

Organization- | of the company to focus on | satisfaction, builds a team
oriented approach | customer needs and qualitative | with a customer-oriented

service mind set

Implementation of | Optimizes customer data

technologies, such as CRM | management, forecasts
Innovative systems and analytical | customer  needs, and
approach platforms, to better analyse | increases the effectiveness

customer  behaviour  and | of marketing efforts
improve service
Integration  of  sustainable | Strengthens reputation and

Sustainable development principles, | trust, increases loyalty
development and | production transparency and | among  environmentally
social environmental practices to | responsible consumers.

responsibility | attract environmentally

CONSCiouS consumers.
Source: formed by the authors

These approaches complement each other and allow operators to
flexibly adapt customer-oriented strategies to the needs of modern
consumers. The importance of a customer-oriented approach lies in the fact
that the organic sector is characterized by a high level of consumer awareness,
which usually has clear expectations regarding product quality, social
responsibility of producers, and transparency of production processes.
Organic operators must not only meet these requirements, but also offer
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customized solutions. A customer-oriented strategy is based on a deep
understanding of the target audience, their needs and motivations for buying.
Building trust is also important, as consumers of organic products pay special
attention to the quality and transparency of the goods origin.

The stages of forming a customer-oriented development strategy for
organic market operators help to develop a strategy that not only meets the
needs of consumers, but also supports their long-term consumer loyalty,
ensuring sustainable development in the organic market.

However, an individual approach to the creation of a customer-
oriented development strategy for organic production operators should be
taken into account. Each enterprise has its own unique specifics. Thus, large
and small operators have different opportunities to implement customer-
oriented strategies. Large companies can invest in innovative marketing
tools, while small businesses can focus more on the local market and
personalized customer service.

Itis important to take into account the characteristics of each customer
segment, as consumers of organic products may have different motives for
buying, from health concerns to environmental awareness. The strategy
should be adapted to the specific needs of each segment. The market for
organic products may differ from region to region due to different levels of
demand, regulatory requirements, and consumption culture. Therefore, it is
important to take into account local peculiarities and traditions in the
development strategy. The strategy should take into account the level of
competition in a particular market. In the case of high competition, it is
necessary to focus on the unique advantages of products and look for new
ways to interact with customers. Operators should consider the purchasing
power of their customers. Organic products are often more expensive, so a
customer-oriented strategy should include price justification for each
consumer segment.

An individual approach to strategy development allows achieving the
needs of target audience as efficiently as possible, build brand trust and
ensures the company's continued growth in the organic market. The stages of
forming a customer-oriented development strategy for organic market
operators can be represented in the form of a structure as shown in fig. 1.

One of the main areas of customer-oriented strategy is the
personalization of services and products. Organic operators should use
modern technologies to collect and analyse data about their customers in
order to offer exactly the products that meet their needs. For example,
segmenting customers based on their eating habits or organic priorities helps
to create unique offers for each group. It is important to take into account not
only demographic characteristics but also psychographic factors that shape
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consumer awareness of organic production. Effective communication

between the operator and the customer is another component of a successful
strategy [16].

Analysis of the market situation and market participants |

- Study of market trends, competition and demand for organic products.
- Research of needs, preferences and behaviour of target audience.

Defining the target audience |

Segmentation of consumers by demographic and behavioral characteristics.
Identification of key segments to target products and services.

Development of product range |

Identifying products that best meet customer needs.
Creation of a unique offer that distinguishes the company from competitors.

Marketing strategy and communication |

- Creating a brand that emphasizes the benefits of organic products.
- Using digital and traditional communication channels to reach a wide audience.
- Building trust and transparency through communications.

H \7 Providing customer service and support |

- Implementation of loyalty programs, improvement of service, guarantee of
customer satisfaction.
- After-sales support, product consultation.

v Monitoring and adaptation |

- Constant analysis of the market and customer feedback.
- Flexibility and quick response to changes in demand, new market challenges.

Fig.1. Stages of forming a customer-oriented development strategy for organic
operators, formed by the authors
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Consumers do not just want to buy a product, but to be part of an
organic movement. To do this, it is necessary to build constant
communication through various channels: social networks, blogs,
newsletters, etc. Feedback is also an important component. Organic operators
should consider the opinions of their customers, which allows not only to
increase the level of trust but also to adjust strategies and product range in
time.

Modern consumers are increasingly focused on the environmental
aspects of production. Organic operators should base their strategy not only
on product quality, but also on the principles of sustainable development,
including reducing their carbon footprint, using renewable resources, and
supporting local communities. Customers who buy organic products expect
companies to offer not only high quality products but also social
responsibility. This creates an additional competitive advantage for those
operators who demonstrate their involvement in environmental protection.

However, despite the obvious advantages, organic operators face
numerous challenges in implementing a customer-oriented strategy. This
primarily concerns the high costs of certification and product quality control,
as well as the need for significant investments in marketing and brand
building. In addition, it is necessary to take into account the difference in
customer expectations between different regions and cultural groups, which
makes it difficult to use universal approaches to customer focus. The
successful development of operators in this market depends not only on high
quality products but also on an effective customer-oriented approach.
Customer focus is becoming a key factor not only in attracting new
customers, but also in retaining loyal customers, building brand trust, and
ensuring long-term competitiveness.

The main components of a customer-oriented development strategy
for organic market operators can be divided into several key aspects, each of
which plays an important role in building a success strategy (tab. 2) [10-14,
16-17]. Customer-oriented approach is the basis for sustainable development
of organic market operators.

The ability of companies to understand the needs of their customers,
personalize products and provide high-quality service determines their long-
term success. Focusing on sustainability and social responsibility not only
builds brand trust, but also helps organic market operators take a strong
position among competitors.
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Table 2 — Components of a customer-oriented development strategy
for operators in the organic market

Directions

Components

Activities

Development

Offering innovative
products

creating organic products with added
value (gluten-free, vegan or products
with increased nutritional value)

and innovation
in the product

Product localization

manufacturing of products that meet
local tastes and needs of consumers.

range

Eco-packaging

use of eco-friendly packaging that
attracts conscious consumers and
minimizes environmental impact

informing consumers about the
Educational peneﬂ;s of  organic produgts,
- including health benefits,
campaigns h N
1mol tati environmental  friendliness  and
mplementation ethical production
of effective - - h
marketing Increasing open access to information on the
A origin of products, production
communication transparency

methods and certification

Digital marketing

active use of social networks, online
platforms and the influence of
bloggers to promote organic products

Customer experience

creating a  positive  customer
experience  through  convenient
shopping, quality service and fast
delivery

Improving the
service quality

Loyalty programs

developing programs to reward
regular customers and increase their
engagement

Personalization

individual approach to each client
based on their preferences and needs.

Cooperation with
local communities

supporting  local farmers and
suppliers to strengthen links to
regional markets

Development
of partnerships

Expanding partner
networks

attracting new partners to improve
market access and increase
production scale

Cooperation with
environmental and
social organizations

cooperation with non-governmental
organizations to improve the image
and achieve common goals.

Source: formed by the authors

Conclusions. Developing a customer-oriented strategy is an
important element of successful development of organic market operators in
the face of growing competition and increased demand for organic products.
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The organic market requires companies to have a deep understanding of
consumer needs, flexibility in their offerings, and adherence to the
sustainable development principles. Market segmentation and customer focus
is a key step in developing a customer-oriented strategy. A deep
understanding of customers' motivations, preferences and values allows
organic market operators not only to better adapt their products, but also to
create unique offers that fully meet the target audience needs. Adapting the
product range and introducing innovations is an important factor in
successfully meeting the demand for organic products. A customer-oriented
strategy involves not only selling high-quality products, but also building
long-term relationships with consumers through personalized service, loyalty
programs, and active customer engagement via digital platforms. Social
responsibility and environmental initiatives are becoming not only an added
value, but also an important competitive advantage for organic market
operators. A customer-oriented strategy for organic market operators is an
important tool for long-term success, building customer loyalty and ensuring
sustainable business development.
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PO3BUTOK EKOJIOI'TYHOI'O BUPOBHUILITBA
TA EKOBPEHIUHIY B CYHACHUX YMOBAX

H.B. ByTtko

Y emammi  docniooceno exonocizayilo acpapnoco 8upobnuymea ma
BUCBIMNEHO npoyec Nnepexody RIONPUEMCME A2POCEKMOPY HA eKONO2iuHi 3acaou
eocnodaprosanms.  Oxapakmepuzo8anHo  NOKASHUKU — PO3GUMKY — OP2AHIYHO20
BUPOOHUYMBA KPAiHU Ma CMPYKmMypy it GHYMPIWHb020 PUHKY OP2AHIYHOT NPOOYKYIL.
Bucgimneno xananu 30ymy exonocoopienmoganoi npodyxyii ¢ Ykpaini. Posenanymo
exono2iuHull GpeHouHe K Cnocio npocy8ants OpeaHiyHol npoOyKyii ma UceimneHo
ocnogui Hatieniznaganiui exonoeiuni openou Ykpainu. [osedeno, wo po3sumox
eK0OpenOuH2y Ha 8IMYUSHAHUX NIONPUEMCIMBAX AZPOCEKMOPY MONCIUBULL HA OCHOBI
61POBAOVIICEHHSL OPEHO-MEHEONCMEHNY.

Knrwuosi cnosa: exonozizayis, innosayiiinuil Hanpsam po3euUmKy, eKon02iuHi
iHHOBayil, opeaniuHa NPOOYKYis, eKoNo2iunul 6penoune, Mmapkemune, OpeHo-
MeHeOHCMEHM.

DEVELOPMENT OF ECOLOGICAL PRODUCTION
AND ECO-BRANDING IN MODERN CONDITIONS

N. Butko

The article investigates the ecologization of agricultural production. It
underlines the production of ecological products to be an innovative trend in the
development of all economic entities in the agricultural sector. The process of
transitioning agricultural enterprises to environmental management principles is
highlighted. It includes a transition period, production certification, development of
an environmentally-oriented marketing complex for the sale of eco-products, and
economic stimulation of eco-production by the state. It is highlighted that the
ecologization of agricultural production is embodied in organic production. The
indicators of the development of organic production in the country and the structure
of its domestic market of organic products are characterized. It is noted that organic
production in Ukraine, although export-oriented, nevertheless there is a positive trend
in the total volume of sales of organic products on the domestic market of Ukraine.
Channels for selling environmentally-oriented products in Ukraine are revealed. They
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