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AGRI-FOOD MARKETING AS A DRIVER OF FOOD
SYSTEM TRANSFORMATION: STRATEGIC
IMPERATIVES OF SUSTAINABILITY AND SOCIAL
RESPONSIBILITY

B. C. Kapm,

K. €. H., AOIIeHT, AOLIeHT KaeApH MizKHapOAHOTO GizHecy,

HH incTuTyT MiKHapoAHMX BiaHOcHH KniBcerkoro HanjioHaapHOrO yHiBepeuteTy imeHi Tapaca Illesuenka
H. B. Peznikoza,

A. €. H., npocecop, npodecop KadeApH CBITOBOTO TOCNOAAPCTEA | MIKHAPOAHHX €KOHOMIYHMX BiAHOCHH,
HH incTuTyT Mi>KHapoAHMX BiAHOCHH KniBchrkoro HanionaarHoro yHiBepeuteTy imeHi Tapaca Illesuenka
B. I'. ITanuenkKo,

A. €. H., AOIIeHT, npodecop KaeApH €KOHOMIKHM Ta MiZKHAPOAHMX €KOHOMIYHMX BiAHOCHH,
MapiynoabceKnit AepKaBHHI YHIBEPCHTET

M. L. Tpoa,

AoxTop dirocodii 3i cneniaasHocTi "MizkHapOoAHI eKOHOMIYHI BiAHOCHHN", AOLleHT KadeApH MeHEAKMEHTY,
MapKeTHHTY Ta ny6aitHoro ynpaBainud, HanioHaabHa aKaAeMist CTATUCTHKY, 06AIKY Ta ayAUTY

ATPO-TTIPOAOBOABYUI MAPKETUHT SIK YMHHUK TPAHC€D0PMAIIIT“IIPOAOBOABIKO'I'
CHMCTEMM: CTPATETIYHI IMITIEPATUBM CTAAOCTI TA COIJIAABHOI BIATIOBIAAABHOCTI

The purpose of this article is to examine the role of agri-food marketing as a key driver of food system
transformation under global structural shifts, climate challenges, and social inequality. The central
hypothesis assumes that the contemporary food system is evolving from a mass production model toward
a network-based paradigm of sustainable development, in which marketing functions as a strategic
mechanism harmonizing economic efficiency, social equity, and environmental resilience. The study
employs a system-structural and comparative analysis, typological classification, and cognitive modeling
to identify the transmission channels through which marketing influences food system transformation.

The research provides a classification of food market types (global, regional, local, state-regulated,
and socially motivated) and corresponding marketing strategies that ensure stability, inclusivity, and social
orientation. The structure of the food system is defined through four interconnected levels: production,
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market, institutional, and social, which together determine the dynamics of food security. A typology of
agri-food marketing transmission channels is proposed, including economic, institutional, informational,
social, environmental, and ethical mechanisms.

The findings demonstrate that marketing acts not merely as an intermediary between producers and
consumers but as a coordinator of interests across the entire food chain, creating synergy between
economic performance, social justice, and sustainability. The developed typology of food markets and
marketing transmission channels constitutes the authors’ original contribution to the theoretical
framework of strategic food system management. The practical value of the study lies in its applicability
to policy design in food security, investment planning, and public-private partnership development.

MeTolo cTaTtTi € QOocAigXeHHs poni arponpoAoBO/IbYOro MapKeTUHry K YAHHUKa TpaHcgopmadii npo-
A0BO/ILYOI CUCTEMU B YMOBaX rnobanbHUX CTPYKTYPHUX 3pYLUEHb, KJiMaTUYHUX BUKITUKIB | colianbHoi
HepiBHocTiI. lnoTe3a gocnig)xeHHs NOAsrae y TBepAXeHHi, Lo cyyacHa npogoBojib4a cucTemMa rnepexo-
AWTb Big niHiiHoOi Mogeni MacoBoro BUPOOGHULTBA 0 MepeXxeBoi Mogesi cTanoro po3BUTKy, y aKii Mmap-
KeTUHI BUCTYNAae K/IIO4YOBUM KOOPANHATOPOM B3aEeMOLii MiXX eKOHOMIYHOI e(eKTUBHICTIO, colianbHO
cnpaBeasINBICTIO Ta eKoJIoriyHoo cTikkicTio. MeTtogonoriyHy ocHOBY AOCAiA)XeHHS CTAHOB/ISITb CUCTeM-
HO-CTPYKTYPHUIA nigxig, Mmetoqu Tunonorizadii, KOrHiTMBHOro MogemioBaHHs Ta NOPIBHANBHOIo aHanisy,
L0 AO3BOJIANIN BUSIBUTU KaHAIN BIJTIUBY MapKe TUHIY Ha (DYHKLiOHYBaHHSA NMPO4OBOJIbYOT CUCTEeMU, KIlacu-
QikyBaTy TUMK MPOLOBO/ILYUX PUHKIB | BUBHAYUTU 3aKOHOMIPHOCTI iXHBOro PO3BUTKY.

Ha ocHoBi mixauncuunniHapHoro nigxoAy po3KPUTO CYTHICTb NPOAOBOIbYOI CUCTEMH SIK IHTerpoBaHoi
CYKYIMHOCTiI @KOHOMIYHMUX, coliaNlbHUX Ta IHCTUTYLIHHNX MeXaHIi3MIB, siKi 3abe3neqyloTb BUPOOHULTBO,
poz2rnogin i cnoXueBaHHa NPogoBOJIbCTBA. 3A4iiCHeHO TUNnoorisayilo NpogoBo/IbYUX PUHKIB (rnobansHuX,
perioHanbHUX, 10KaJbHUX, AePXaBHUX, cOLUialbHO MOTUBOBAHUX) | BUZHAYeHO AJi1S1 KOXHOIo Tuny
BignoBigHi MapKkeTUHroBi cTparerii, Lo 3abe3ne4yloTh iXHIO CTilKICTb i colianbHy opieHTaulilo. Y cTpyk-
Typi npogoBoL4Y0i cUCTEeMU BUOKPeMIeHO BUPOBHNYNIA, PUHKOBWIA, IHCTUTYLIHHWIA Ta colyiansHMiA PiBHI,
MiX skuMU BigOGyBaeTbCH UMPKYNsaLia pecypciB, iHpopmauii Ta AoBipK.

Okpemy yBary npugineHo TpaHcMiciiiHUM KaHanaM arponpoaoBo/ibY40ro MapKeTUHry (eKOHOMIYHOMY,
iHcTUTYUiiHOMY, iHpOopMaUiliHoOMy, colianbHOMY, €KOJIOrYHOMY, @eTUMYHOMY), IKi NoOe AHYIOTE eKOHOMIYHI
CTUMYNN, colianbHi 3B 13K i ynpaBAiHCbKI MeXaHiaMH Y egUHY CUCTeMYy peryisiToOpHUX i KOMyHiKaTHUB-
HUX BRINBIB. YTOYHEHO, Lo caMe Li KaHalu € PyLLISIMU CTPYKTYPHUX 3MiH NPoA0BOJIbY0i CUCTEeMH, OCKISIbKUA
3abe3nedyloTs 6anaHc MiX epeKTUBHICTIO, cripaBe4JINBICTIO Ta [4OBIpPOoIo.

Y crartrTi y3aranbHeHo pe3ynbTaTtv MiXXHapO4HUX 4OCAXeHb, L0 JO3BOJINIO IHTerpyBaT MakpopiBHe-
BuiA i nokansHUi BUMipu arpo-rnpogoBosib4oro MapkeTtuHry. lMokazaHo, Lo KOPOTKi NaHLUIOru nocTa4yaHHs
€ IHCTPYMeHTOM iHCTUTYLiOHanizayii JoBipn, eTUYHOro CroXuBaHHS i colyianbHoi 3ryproBaHocTi. BoHn
dopmyloTs NPOCTIP KOMYHIKaLii Mk BUPDOOGHUKOM i crioXXuBa4vyeM, ¥ SKOMy BifGyBaeTbCs NPaKTUYHa pearn-
isauisi ctpaTeriyHux iMrnepaTuUBIB CTanoro po3BUTKY.

PeayneTtati gocnigxeHHs gann 3aMory JoBecTH, L0 arponpogoBOo/ibYMNi MapKeTHUHI € He JiiLie rnoce-
penHUUbKOK PYHKLUIEID, 8 CUCTEeMOYTBOPIOIOYUM YUHHUKOM MPOAOBOILYOT NOMITUKN. 3anporoHoBaHa
knacudgikaliss TUNIB pUHKIB i TpaHCMICIHHUX KaHaNiB MapKeTUHIy CTAHOBUTbL aBTOPChKNI BHEeCOK Y po3BU-
TOK KOHUenwuii cTtparerivyHoro ynpasiHHA NpogoBobYUMU cucTeMami. lpakTuyHe 3Ha4eHHs ofepXaHux
pe3ynbTaTtiB Nonsrae y MoXJ/INBOCTIi BUKOPUCTAaHHS ix Ansa oopMyBaHHS fgepXXaBHUX i perioHanbHUX cTpa-
Terivi npogoBonbYyoi 6e3nekun, ausepcugikalii iHBecTULIHHNUX NOTOKIB, PO3BUTKY AepXXaBHO-MPHUBAaTHOIo
napTHepcTBa Ta nocueHHs colianbHoIl BignosigansHocTi BisHecy.

Key words: global problems, imperative, risks, transformation, food market, agri-food market, food system, food
security, food, investment, investment strateqy, diversification, public-private partnership, digital marketing, marketing,
marketing strategy, marketing tools, pricing, logistics, value chains, supply chains, demand, supply, pricing,
competitiveness, consumer, social justice, social responsibility, sustainability, sustainability, sustainable development.

KnrouoBi cnoBa: enobanvri npobaemu, imnepamuB, pusuku, mpaxcghopmayis, npodoBoavyull puHoK, azponpodo-
Boawyul purok, npodoBoasya cucmema, npodoBoeya 6esneka, npodoBoascmBo, iHBecmyBarHs, iHBecmuuiina cmpa-
meeig, duBepcugbikauis, depxicaBHo-npuBamre napmeepcmBo, yugpoBul MapKemuHa, MapKemuHa, MapKemuHao8a
cmpameais, MapkemuH206i IHcmpymenmu, yiHoymBopeHHs, fo2icmuka, AaHyo2u Bapmocmi, AaHUo2u nocmaBok,
nonum, npono3uyis, YiHoymBopeHHs, KOHKYPEeHMOCNPOMOXCHICIME, cnoXcuBay, coyiaasHa cnpaBedauBicme, coyians-
Ha BidnoBidansHicms, cmilikicms, cmaaicme, cmaaul po3Bumox.

INTRODUCTION moral-political problem. Under the conditions of

The issue of food security in the modern world extends globalization, growing social inequality, intensifying
far beyond agricultural production and is increasingly climate risks, and instability in trade relations, the food
viewed as a complex socio-economic, institutional, and system has become a key component of global security.
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Its effectiveness determines not only economic stability
but also social justice and sustainable development. In this
context, the food market should be understood not as a
mere aggregation of transactions in food products but as
a complex system of interaction among economic, techno-
logical, social, and cultural factors. Within this system,
trust is built, access to resources is defined, the balance
between supply and demand is maintained, and the human
right to adequate nutrition is realized.

Transformational processes in the world economy have
led to the emergence of diverse types of food markets,
from globalized and highly integrated systems to local
"nested markets" functioning on principles of trust,
reciprocity, and social responsibility. These markets arise
where global supply chains fail to operate effectively and
where traditional mechanisms of competition cannot
ensure sustainability or fair distribution of resources. As
aresult, a new typology of agri-food systems is emerging,
where global, segmented, state-supported, traditional, and
socially oriented markets coexist and interact. Each of
these market types requires a distinct marketing logic
adapted to demand structures, institutional capacity,
information accessibility, technological development, and
consumer expectations.

Marketing within the food market system performs a
dual function: an economic one, aimed at improving the
efficiency of production, distribution, and consumption,
and a social one, expressed through the formation of trust,
promotion of fairness, environmental responsibility, and
the strengthening of food security. Unlike industrial
marketing, food marketing deals with essential, perishable,
and seasonally dependent products, thus requiring specific
strategies for positioning, pricing, logistics, and
communication with consumers.

The alignment between types of food markets and mar-
keting strategies is becoming increasingly crucial. For
globalized markets, effective models include mass bran-
ding, standardization, large-scale distribution, and digital
marketing, while for local or socially oriented markets,
personalized approaches, transparency of origin,
authenticity, and reputation are decisive. Nested markets
form their own system of values, where quality, trust,
environmental soundness, ethical standards, and social
solidarity outweigh the importance of price. Through
marketing tools, these intangible values acquire economic
significance, becoming integral to the market value of
products.

The development of modern agri-food systems is
inseparable from investment in infrastructure, innovation,
digitalization, diversification, and public-private partner-
ships. These factors not only enhance market efficiency
but also strengthen the resilience of food systems, reduce
losses, and promote social stability. At the same time,
intensified competition, global price fluctuations, and
climate challenges compel both producers and govern-
ments to seek new models of interaction between the
market and society, between profitability and social
responsibility.

Therefore, studying the typology of food markets and
their corresponding marketing strategies holds both
theoretical and practical significance. It helps to identify
how various institutional models of markets affect food

security, which mechanisms contribute to balancing
economic efficiency and social justice, and which marketing
instruments can serve as the foundation for building
sustainable food systems of the future.

THE REVIEW OF THE LITERATURE

Modern research on food markets, food marketing, and
food security is formed at the intersection of economic
theory, global transformations, institutional adaptation,
and sustainable development. Scholarly discourse
increasingly emphasizes that the efficiency of food
systems depends not only on the economic capacity of a
country but also on institutional flexibility, strategic
coherence of public policy, and the degree of interaction
between the market and society [1; 2; 3].

The concept of green marketing has become central in
this research field, framing sustainable development and
food security as interconnected elements of a single
system. The ideas of ethical consumption, fair trade, and
corporate social responsibility are now strategic drivers
of competitiveness in agri-food markets. They demon-
strate that demand and supply in the food sector are
increasingly shaped not only by price mechanisms but also
by perceptions of social justice, trust in producers, and
ecological sustainability [1; 2; 3].

A major trend in marketing studies is the emphasis on
digital technologies, integrated communications, and new
forms of consumer engagement. Analyses of the trans-
formation of marketing tools reveal that the effectiveness
of food marketing strategies depends on the ability to in-
tegrate traditional promotion methods with modern digital
platforms, social networks, and analytical instruments for
demand management [4; 5; 6; 7]. Such integration opens
new opportunities for small and medium-sized producers
who, by using digital tools, can increase brand visibility
and form their own loyal consumer communities.

The issue of resilience and adaptability of agri-food
systems in the global context is further developed through
the theory of social-ecological transformation, which
explains the interrelation between economic efficiency,
environmental responsibility, and the system's capacity for
self-recovery [8]. Within this framework, artificial
intelligence and digital technologies are recognized as key
factors of production diversification, risk reduction, and
improved precision in agricultural management [9; 10].
Studies on digital transformation in the agri-food sector
demonstrate that innovation enables the creation of new
markets, optimization of pricing, and anticipation of
demand while ensuring ecological and social efficiency [14;
15].

Research on international development strategies
demonstrates that food security is derivative of broader
economic and political processes. The resilience of national
markets to external shocks is achieved through systems
of investment, production diversification, and public-
private partnership development [11; 12; 13]. These
mechanisms help balance economic profitability with social
responsibility and integrate local producers into global
value chains. Growing attention to the concept of strategic
foresight in the field of economic security highlights the
importance of anticipation and cognitive preparedness for
futurerisks. Recent studies view foresight as an instrument
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for shaping adaptive management strategies in food
systems, taking into account both economic and social
parameters of development [16; 17]. This approach forms
the basis for shifting from reactive to preventive mana-
gement of food markets, thereby enhancing investment
efficiency and public trust in state policy.

The intellectual foundation of contemporary food
system governance draws upon the ideas of J. Tinbergen
and T. Slembeck, who conceptualized policy as an
integrated system of goals, instruments, and social
legitimacy [18; 19]. Theirapproaches provide a theoretical
framework for understanding food security as a cognitive-
rational system, in which decision-making efficiency is
determined not only by economic indicators but also by
trust, transparency, and the moral maturity of institutions.

A valuable contribution to this line of thought comes
from studies in global political economy, which highlight
the interdependence between economic openness,
inequality, and the vulnerability of food systems [20]. These
works argue that sustainable development cannot be
achieved without the integration of economic efficiency,
social justice, and environmental responsibility [21; 22].

Overall, the literature review reveals a gradual shift
from technocratic models of food market governance
toward a cognitive-rational paradigm that combines
analytical precision, adaptability, and social sensitivity.
This emerging framework lays the conceptual foundation
for developing modern marketing strategies capable of
ensuring food security, social justice, and resilience in the
global economy.

THE PURPOSE OF THE ARTICLE

The purpose of the article is to explore the role of agri-
food marketing as a key driver of food system trans-
formation under conditions of global structural change,
environmental challenges, and social inequality. The study
argues that marketing in the food sector has evolved
beyond its traditional function of promoting sales and has
become a strategic mechanism of governance that
supports sustainable development and social respon-
sibility.

The article aims to identify the main transmission
channels through which marketing influences the food sy-
stem, including economic, social, institutional,
informational, and ethical dimensions. Through these
mechanisms, agri-food marketing shapes a new model of
interaction among producers, public authorities, and
consumers. Within this framework, marketing is inter-
preted as a factor that harmonizes economic efficiency
with social justice, ecological stability, and food security.

The research also seeks to generalize the typology of
food markets and to define corresponding marketing
strategies that strengthen the resilience and inclusiveness
of food supply systems. The analysis integrates structural
classifications of market types, models of the marketing
mix (4P), scales of supply chains, and forms of institutional
cooperation such as public and private partnerships,
cooperatives, and social initiatives. These arrangements
ensure a balance between commercial objectives and
collective welfare. As a result, the article presents a
conceptual framework for agri-food marketing as a
transformative force within the food system, guiding its

evolution from a mass production paradigm toward a
structure based on trust, transparency, and social soli-
darity.

RESEARCH RESULTS

The food system is a multi-level structure in which food
markets play an integrative role, linking production,
logistics, consumption, and institutional regulation. Their
main function is to balance economic efficiency with social
responsibility. Transformation of the food system implies
a shift from vertically organized hierarchies toward
network-based models where markets become spaces of
partnership, trust, and sustainable interaction. Food
markets thus operate not merely as arenas of exchange
but as mechanisms of social and economic integration,
generating value through transparency, cooperation, and
ethical consumer practices.

The transformation of the food system reflects a shift
from an industrial model focused on mass production and
profit toward an integrated model of sustainable develop-
ment centered on human well-being, quality of life, and
social justice. This transformation unfolds through several
dimensions. The economic dimension involves restruc-
turing production, logistics, and distribution. The
institutional dimension concerns the redefinition of the
roles of the state, civil society, and business in ensuring
food security. The technological dimension relates to the
digitalization of agriculture, the introduction of artificial
intelligence, precision farming, and biotechnology. The
value-based dimension embodies ethical consumption, fair
trade, and environmental responsibility.

Strategic imperatives of sustainability and social
responsibility determine the logic of this transformation.
The sustainability imperative requires the harmonization
of economic growth with environmental security,
biodiversity conservation, and rational use of natural
resources. The social responsibility imperative directs the
food system toward a fair distribution of benefits,
employment support, community development, and
universal access to safe and high-quality food. Within this
framework, the food system functions not only as an
economic mechanism but also as a social institution that
strengthens trust and stability in society.

Marketing plays a decisive role in this process. It
transforms the food system from a mechanism of
production and exchange into a system of communication,
trust, and social interaction. It is essential, however, to
distinguish between food marketing and agri-food
marketing. Food marketing focuses on promotion,
positioning, pricing, and distribution of food products
within consumer markets. Its central object is the final
product and consumer behavior. Agri-food marketing, by
contrast, has a systemic character. It encompasses the
entire value chain, from raw material production to final
consumption, and aims to optimize interaction among all
participants of the agri-food complex. Therefore, food
marketing can be considered a subsystem of agri-food
marketing, while the latter functions as an integrated
management mechanism for the entire food system.

The structure of the food system includes four
interrelated levels: production, market, institutional, and
social. The production level covers agriculture, processing,
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Table 1. Structure of the food system and the role of food markets in its functioning
Expected
Level of the Main Key processes Role of food outcomes
food system components - markets of
transfor mation
Production | Agriculture, Production of raw | Formation of Increased
agri-industrial | matenals, demand for eco- efficiency,
enterprises, mnovation adoption, | friendly products, [ resource
resource digitalization of promotion of conservation,
suppliers agriculture sustainable ecological
practices. confract  |sustainability
farming
Processing Processing, Supply chain Transparency of Higher product
and logistics |transportation, |optimization, waste |supply chamns, quality, reduced
storage, and reduction, food development of losses,
packaging safety assurance origin-based brands |development of
enterprises short supply
chains
Market Retail networks, |Pricing, sales, Market Fair pricing, food
(commercial) |farmers’ customer segmentation, accessibility,
markets, communication, product growth of local
e-commerce demand formation | differentiation, markets
platforms development of
nested markets
Institutional | State bodies, Regulation, Building trust, Synergy between
international monitoring, support, | coordination, and public policy and
organizations, partnership, public—private business,
agricultural standardization partnerships mnstitutional
associations, integration
financial
institutions
Social Consumers, Consumption Reflection of social | Social justice,
households, behavior, food values in demand, | responsibility,
communities, culture, social promotion of ethical | food security
educational and | practices consumption
public
organizations

. [

Source: developed by the authors.

and logistics. The market level includes trade, supply
systems, and pricing mechanisms. The institutional level
involves state regulation, quality standards, and
international agreements. The social level concerns
consumer behavior, dietary culture, and ethical
practices.

The interaction among these levels determines the
typology of food markets that differ in openness, scale,
cooperation, and social orientation. Modern food markets
form a continuum ranging from global and regional to local
and socially motivated types. Global markets provide scale,
standardization, and efficiency but also generate
ecological and social risks. Regional and segmented
markets are based on product origin, quality, and
innovation, while local and nested markets rely on short
supply chains, partnership between producers and
consumers, ethical trading principles, and community
solidarity. In this configuration, agri-food markets play a
pivotal role as integrators between global and local
systems. They connect production and consumption,
diversify farmers’ income sources, stabilize prices, and
enhance the resilience of food supply chains. Within the
food system, agri-food markets act not only as economic
mechanisms but also as social institutions that accumulate
trust, ensure transparency, and promote social res-
ponsibility (Table 1).

The effectiveness of transformation therefore de-
pends on how deeply marketing strategies are integrated
into the system's functional structure (Table 2).

Agri-food marketing influences the food system
through several transmission channels. The economic
channel shapes fair pricing, equitable profit distribution,
contract-based production, and innovation investment.
The social channel promotes sustainable consumption,
ethical behavior, local producer support, and food culture
development. The institutional channel connects market
mechanisms with public policy, certification systems, and
public-private partnerships. The informational channel
establishes feedback between producers and consumers
as well as between markets and policy institutions,
ensuring transparency and predictability. The ethical
channel reinforces the moral dimension of food relations,
transforming the food system into a domain of trust,
accountability, and solidarity (Table 3).

Together, these channels constitute a multidimensional
mechanism of food system transformation. Marketing acts
not merely as an intermediary between producers and
consumers but as a coordinator of interests across the
entire food chain. It generates synergy among economic
efficiency, social equity, and environmental sustainability,
which represent the core strategic imperatives of
contemporary food policy [21; 22].

The multidimensional character of agri-food marketing
is further confirmed by the large body of research
summarized in the Special Issue "Agricultural Food
Marketing, Economics and Policies” [23]. It shows that
marketing processes today extend far beyond the
transactional sphere and increasingly determine the

)|
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Table 2. Typology of food markets and corresponding marketing strategies

of.rll?;l:"l}( - Key characteristics | Marketing strategies Main instruments Socio-economic effect

Global Large scale, Mass marketing, Digital marketing, big Growth of trade
standardization, high | branding, quality data, mternational volumes. but risk of
competition, digital standardization, certification, franchising | monopolization and
integration international logistics ecological losses

Regional / Focus on product Diversification, origin- | Geographical indications | Added value growth,

segmented | origin, authenticity, based branding, “value |(PDO, PGI), storytelling, | regional identity
innovation, through quality™ premium segment development
environmental quality | strategy promotion

Local / Short supply chains, Personalized Local platforms, direct Social cohesion. food

nested trust, social interaction. | marketing, community- | sales. farmers’ markets, accessibility,
fair trade based branding, cooperative programs commumnity

cooperation marketing sustainability

State / State regulation, Socially oriented Support programs, state | Market stabilization,

institutional |stabilization programs, |marketing, public— contracts, public food security, social
public procurement private partnerships communication justice

Soclally Support for vulnerable | Social marketing, Charity networks, social |Increased trust,

motivated / | groups, fight against humanitarian campaigns, | platforms, ethical brands | reduced food

humanitarian | inequality and hunger | volunteer initiatives inequality

Source: developed by the authors,

strategic directions of agricultural production, policy that connects innovation, governance, and local
coordination, and sustainable consumption. According to development through collaborative mechanisms and
Timpanaro, agricultural and food systems must integrate public-private partnerships.

economic performance with social inclusion and ecological A complementary perspective on the transformation
integrity in response to structural transformations driven of food systems is provided by the growing body of
by demographic growth, geopolitical instability, and the researchon short food supply chains (SFSCs) (Table 4).
global transition toward the Sustainable Development As S. Huller [24] notes, local food marketing operates
Goals. Agri-food marketing thus becomes a framework through mechanisms that shorten the distance between

Table 3. Transmission channels of agri-food marketing and their impact

on the transformation of the food system

Main Contribution
Transmission ihichsms of Key marketing | Results for the to food
channel influence instruments food system security and
sustainability
Economic Pricing, Strategic Supply chain Improved
diversification, | planning, optimization, efficiency,
investment. financial increased added | market
contract farming | incentives, value- | value stability, risk
development based branding reduction
Institutional Public—private Sustainability Integration of Enhanced
partnership, policy, policy and trust,
regulatory government business, reduced | transparency,
coordination, support institutional regulatory
standards, programs, fragmentation effectiveness
certification partnership
models
Informational |Transparency, Digital Feedback Growth of
producer— marketing, social |formation, trust,
consumer media, data consumer responsible
communication, |analytics, awareness consumption,
digitalization storytelling innovation
Social Market Community Social Social justice,
localization, marketing_local |integration. job  |reduced
community platforms, short |creation, local nequality
development, supply chains development
social mnitiatives
Environmental |Food loss Eco-packaging, |Balanced Higher
reduction, labeling, waste resource use, ecological
implementation | reduction decreased resilience of
of green practices | strategies ecological the food
pressure system
Ethical Responsible Certification, Strengthened Reinforced
communication, |awareness trust, ethical social capital,
fair advertising, | campaigns, focus | consumption fair trade
consumer on healthy food | culture
protection

Source: developed by the authors,
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Table 4. Types of short food supply chains (SFSCs) and their role in local food marketing

Contribution
Brpe Key characteristics Marketing to food system
of SFSC - mechanisms 2
transfor mation
Face- Direct exchange Personal Strengthens trust and
to-face between producer communication, | consuiner awareness
and consumer storytelling, local
branding
Proximate | Regional distribution | Cooperative Builds local identity
within short marketing joint |and supports
logistical distance  |labeling, regional | community
networks development
Extended | Wider distribution | Certification, Expands market reach
while mamtamning | e-commerce, without losing
traceability and transparent value |sustainability
authenticity chains principles

Source: developed by the authors based on S, Huller

production and consumption, re-establishing transparency, social mechanisms. The typology developed in this study-
trust, and social interaction within the agri-food system. covering both food market structures and marketing
These mechanisms illustrate how sustainability can be transmission channels-demonstrates that marketingis an
achieved through proximity, cooperation, and authenticity integral driver of systemic transformation, capable of

rather than scale or market concentration. synchronizing economic efficiency, social justice, and
Three principal types of short food supply chains are ecological balance.
identified: face-to-face, proximate, and extended. Face- The classification of food markets into global, regional,

to-face chains are based on direct sales and interpersonal local, state, and socially motivated types provides a
trust; proximate chains involve regional cooperation and conceptual framework for understanding how marketing
community-based marketing; extended chains use labeling, strategies adapt to different institutional and social envi-
certification, and digital platforms to preserve product ronments. Similarly, the identification of six transmission
authenticity even in distant markets. Each of these forms channels (economic, institutional, informational, social,
represents a distinctive balance between economic environmental, and ethical) reveals the pathways through
rationality and social responsibility, contributing to the which marketing operationalizes sustainability and social
diversification and resilience of agri-food systems. responsibility. These results substantiate the hypothesis
Short food supply chains exemplify how marketing that marketing acts as a coordination mechanism within
mechanisms can bridge the economic, social, and ethical the food system, linking production incentives with ethical
dimensions of the food system. By reducing intermediaries and societal imperatives.
and emphasizing proximity, these systems promote The study's novelty lies in integrating macro-level policy
fairness, transparency, and community engagement. They analysis with micro-level marketing practices, thereby
also redefine the meaning of value in agri-food marketing bridging strategic governance and local implementation. It
— from price-centered competition toward relationship- proves that the transformation of the food system cannot
based cooperation and shared benefit. be achieved solely through technological modernization or
This typology confirms that the transformation of the state regulation, but requires communicative and trust-
food system depends not only on technological moder- based mechanisms facilitated by marketing.
nization or policy reform but on the institutionalization of This approach allowed the authors to conclude that
trust. Through localized marketing practices, short food agri-food marketing serves as a unifying platform that
supply chains operationalize the imperatives of su- translates the principles of sustainable development into
stainability and social responsibility, integrating economic concrete economic behavior and institutional practices. It
performance with collective well-being. enables the diversification of food markets, enhances
Agri-food marketing therefore emerges as a catalyst social inclusion, and strengthens the resilience of food
for systemic change rather than a peripheral market systems inthe face of global uncertainty. The typological
function. Through economic incentives, social innovation, and analytical framework proposed in this paper provides
and cultural transformation, it creates a new paradigm of a scientific foundation for future research and policy
the food system that moves beyond commercial efficiency formulation in food security, sustainable investment, and
toward social and ecologicalresilience, where human well- public-private cooperation.
being, community development, and trust represent the
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1. Kapn B., Pe3HikoBa H., Isawerko O. IMnepaTtueiza-
CONCLUSIONS Lt ifie# CTanoro po3BUTKY B 3€/IEHOMY MapKETUHIY: MiDKHa-

The conducted research confirms that agri-food pogHui 6isHec B KOOpAWHATAX €THYHOrO CMOXHUBAHHA i
marketing represents a structural and functional core of cnpaeeanusoi Toprieni. IHBecTULiT: NpakTHKa Ta gOCBiA.
the modern food system. Its influence extends beyond 2023. Ne 18. C.18—25. 2023. URL: https:/ /doi.org/
market transactions, shaping the architecture of 10.32702/2306-6814.2023.18.18
production, distribution, and consumption through 2. Kapn B., PesHikoea H., Ieawenko O. KnimatuuHa ag-
interrelated economic, institutional, informational, and >keHpga i rnobanbHe BisHec cepefOBHLLE: PO/b 3€/1EHOMO

.

IHBecTuuii: npaktusa Ta gocsig NP 22/2025




MapKeTHHrY B MPOCYBaHHi Ljinei ctanoro po3suTky. Edek-
THBHa ekoHoMika. 2023. Ne 9. https:/ /doi.org/10.32702 /
2307-2105.2023.9.5

3. Kapn B., Pesnikosa H., Isawenko O. Ctanuii po3eu-
TOK 3€JIeHOr0 MapKeTHHIY: eKONOriuHKi i Beanekosui iMne-
paTWB MiHapogHoro BisHecy sik cknagoga rnobanbHoi
KniMaTuuHoi agxkeHau. Arpoceit. 2023. Ne 17.2023.C. 3—
21. https: / /doi.org/10.32702 /2306-6792.2023.17.3

4. MraweHko O. B. OcobnueocTi BUKOPUCTaHHA iHTEr-
pPOBaHMX MapKeTHHrOBMX KOMYHiKauil B cyyacHin BizHec
fianeHocTi. ColianbHO-eKOHOMIUHHWIA PO3BUTOK PErioHIB B
KOHTEKCTi MbkHapogHoi iHTerpauii. 2017. Ne 26 (15). C. 86—
89.

5. Mrawenko O. B. OcobnmBocTi MapKeTHHIy BUCOKHMX
TexXHoJorik B yMoBax rnobanisauyii. HepHiriecbkui Hayko-
BHi uaconuc. Cepia 1: EkoHoMiKa i ynpaBniHHA: eNeKTpoH-
HWI 36ipHKK HaykoBKx npaub. 2018. Ne 1 (9). C. 40—45.

6. Mrawenko O. B., boxkosa B. B., Carep JI. |O., Cu-
runa J1. O. TpaHcdopmauii iHCTpyMeHTapilo MapKeTHHIo-
BUX KOMYHiKalil B ymoBax rnobanisauii. MapkeTuHr i me-
He>KMeHT iHHoBauin. 2018. Ne 1. C. 73—82.

1. Shtal T., Ptashchenko O., Rodionov S., Kurtsev O.
Implementation of modern marketing tools in entre-
preneurial activity. Development Management. 2023. 22
(4). 53—63. https: / /ecdev.com.ua /uk /journals /t-22-
4— 2023 /implementatsiya-suchasnogo-marketingovogo-
instrumentariyu-v-pidpriyemnitskudiyalnist

8. Walker B., Holling C. S., Carpenter S. R., Kinzig A.
Resilience, Adaptability and Transformability in Social-
Ecological Systems. Ecology and Society. 2004. Vol. 9 (2).
Article 5.

9. AliZ., Muhammad A., Lee N., Wagar M., Lee S. W.
Artificial Intelligence for Sustainable Agriculture: A
Comprehensive Review of Al-Driven Technologies in Crop
Production. Sustainability. 2025. Vol. 17(5) 228 1.https: /
/doi.org/10.3390 /su17052281

10. Kumar S., Sudhakar K. F. E-commerce Adoption
and Sustainability with SMEs — An Advanced Bibliometric
Analysis. International Journal of Experimental Research
and Review. 2024. Vol. 40. 24—40. https:/ /doi.org/
10.52756 /ijerr.2024.v40spl.003

11. MNManueHko B., PesHikoBa H. MixxHapogHi cTpaterii
€KOHOMIYHOrO PO3BUTKY: HaBYAIbHUM NociBHUK. Kuis: Ar-
papMegia, 2025.471c.

12. PesnikoBa H., Tapacenko Jl. CyuacHi TpeHgu B
Mi>KHApPO[Hii TOPrieni Ta Mi>XXHapOAHOMY pyci Kanitanie B
YMOBax HOBMX BUK/HWKIB rnobanbHOMy cniBpobiTHULTBY.
EcdexkTuBHa ekoHoMika. 2024. Ne 4 (kBiteHb). https://
doi.org/10.32702 /2307-2105.2024.4.31,

13. Pesnikosa H., Isawerko O., Kypues O. nobani-
3auifiHi 3MiHW AK HOBi iMNepaTUBH PO3BUTKY CBITOBOT @Ko~
HOMIKM: BUKJIWKH U1 MDKHApOAHOro MapKeTUHry. XKypHan
cTpaTeriyHux eKoOHOMIYHMX gocnigxeHrb. 2023, Ne 5 (16).
2023. C. 37—44. https: / /econ-vistnyk.knutd.edu.ua /wp-
content /uploads /sites /17 /2023 /12 /5-2023-4.pdf

14. Kanellos F. D., Giannarakis G., Partalidou X.The
impact of digital marketing strategy on profitability in the
agri-food industry. Sustainability, 2024. Vol.16(5889).
https:/ /doi.org/10.3390/su1605889

15. CaiazzaR., Bigliardi B. Digital transformation and
innovation in the agri-food sector: A systematic literature
review. British Food Journal. 2021. Vol. 123 (13). 49—66.

16. Nanuenko B., PesnikoBa H., IBawerko O. Ctparer-
iUHWIA hOpCaKT AK IHCTPYMEHT NPOTHAIT CydacHWM rnobank-
HWM BUK/IMKaM eKOHOMIUHil Besneui i HepiBHOCTI: JocBig
€C nna YKpaiHu y cnpusAHHI CTiHKOCTI Ta cTanocTi. BicHuk
XmMenbHULUBKOro HalioHanbHoro yHieepcuteTy. Cepisi: eko-
HoMiuHi Hayku. 2023. Ne 4 (320). C. 31—39. https://
doi.org/10.31891/2307-5740-2023-320-4-5

17. MNManuenko B.T., Pesnikosa H.B., IBawenko O.A.
MopcaiT AK iIHCTPYMEHT BifNOBiAaNbHOIo AepXKaBHOIO Y-
PaBnNiHHA | CTpaTeryBaHHA Mi>KHapOAHOI eKOHOMIYHOT noJi-
THKH B YMOBAaX 3aroCTpeHHs rnobanbHux npobiem po3eut-
Ky. BicHrk XmenbHULbKOro HalioHaNnbHOro yHiBEpCUTETY.
Cepis: EkoHoMmiuHi Hayku. 2024. Ne 326 (1). C. 350—358.
https: / /doi.org /10.31891/2307-5740-2024-326-55

18. Tinbergen J. On the Theory of Economic Policy.
Amsterdam: North-Holland, 1952.

19. Slembeck T. The Formation of Economic Policy:
Cognitive-Evolutionary Perspectives. Journal of Socio-
Economics. 2003. Vol. 31. P. 243—256.

20. PesHikoBa H., lMaHueHko B. Penoptaxi iz uusini-
3auUidHUX bpoHTiB. Ha nepeogii Mi>kHapoAHOT eKOHOMIU-
Hoi nonituku. K.: Arpap Megia 'pyn, 2023. 234 c.

21. Auenko O. M., Uurankosa T. M., 3aBagcbkalO. C.,
lopbauoga l. B., XopouwyH O. . [nobanbHuk arpo-npogo-
BOJIbYMI PUHOK: CMOXWBYI TeHeHUiT Ta npobnemu. DiHaH-
COBO-KpeAWTHA AiANbHICTb: NpobiieMu Teopii i NpakTHUKK.
2021. T. 4, Ne 35. C. 440—448. https:/ /doi.org/
10.18371 /fcaptp.v4i35.222518

22. Auenko O. M., Uurankosa T. M., 3aBagcbkalO. C.,
lopbauoga l. B., XopouwyH O. |. [nobanbHuK arpo-npogo-
BOJIbYMI PUHOK: CIOXHMBYI TeHaeHUiT Ta npobaemu. Financial
and Credit Activity Problems of Theory and Practice. 2021.
T. 4, Ne 35. C. 440—448. https:/ /doi.org/10.18371/
fcaptp.v3i30.179821

23. Timpanaro G. Agricultural Food Marketing, Econo-
mics and Policies. Agriculture, 2023, vol. 13, art. 761.
https: / /doi.org /10.3390 /agriculture 13040761

24. Huller S. Marketing of local agricultural food
products: Objectives and preliminary results of a
qualitative study. AMIES Il Midterm Meeting, May 18-20,
2016. Justus Liebig University Giessen.

References:

1. Karp, V., Reznikova, N. and Ivashchenko, O. (2023),
"Imperativization of sustainable development ideas in
green marketing: international business in the coordinates
of ethical consumption and fair trade", Investytsii: praktyka
ta dosvid, vol. 18, pp. 18—25, https:/ /doi.org/10.-
32702 /2306-6814.2023.18.18

2. Karp, V., Reznikova, N. and Ivashchenko, O. (2023),
"Climate agenda and the global business environment: the
role of green marketing in advancing sustainable develop-
ment goals"”, Efektyvna ekonomika, vol. 9, https://
doi.org/10.32702 /2307-2105.2023.9.5

3. Karp, V., Reznikova, N. and Ivashchenko, O. (2023),
"Sustainable development of green marketing:
environmental and security imperatives of international
business as part of the global climate agenda”, Ahrosvit,
vol. 17, pp. 3—21, https://doi.org/10.32702 /2306-
6792.2023.17.3

4. Ptashchenko, 0. V. (2017), "Features of using inte-
grated marketing communications in modern business ac-

 EKOHOMIYHA HAYKA




/

SRR ._$:§k<%§'.§.§§\. 1A 1R
. EROROMIHAA HAYRA

i

\\\\\ _\\\\\\\ i \\ . \\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\§
*N#\ 1 ﬁ.:%kk\\\\ & §~\§~\§

tivity", Sotsialno-ekonomichnyi rozvytok rehioniv v kon-
teksti mizhnarodnoi intehratsii, vol. 26 (15), pp. 86—89.

5. Ptashchenko, O. V. (2018), "Peculiarities of high-
tech marketing under globalization", Chernihivskyi nau-
kovyi chasopys. Seriia 1: Ekonomika i upravlinnia: elek-
tronnyi zbirnyk naukovykh prats, vol. 1(9), pp. 40—45.

6. Ptashchenko, O. V., Bozhkova, V. V., Saher, L. Yu.
and Syhyna, L. O. (2018), "Transformations of marketing
communications tools under globalization", Marketynh i
menedzhment innovatsii, vol. 1, pp. 73—82.

1. Shtal, T., Ptashchenko, O., Rodionov, S. and
Kurtsev, O. (2023), "Implementation of modern marketing
tools in entrepreneurial activity”, Development Mana-
gement, vol. 22 (4), pp. 53—63, DOI: 0.57111 /devt/
4.2023.53

8. Walker, B., Holling, C. S., Carpenter, S. R. and
Kinzig, A. (2004), "Resilience, adaptability and trans-
formability in social-ecological systems”, Ecology and
Society, vol. 9 (2), art. 5.

9. Ali, Z., Muhammad, A., Lee, N., Waqgar, M. and
Lee, S. W. (2025), "Artificial Intelligence for Sustainable
Agriculture: A Comprehensive Review of Al-Driven
Technologies in Crop Production”, Sustainability, vol. 17
(5), art. 2281, https:/ /doi.org /10.3390 /su17052281

10. Kumar, S. and Sudhakar, K. F. (2024), "E-commerce
Adoption and Sustainability with SMEs — An Advanced
Bibliometric Analysis", International Journal of Experi-
mental Research and Review, vol. 40, pp. 24—40, https:/
/doi.org /10.52756 /ijerr.2024.v40spl.003

11. Panchenko, V. and Reznikova, N. (2025),
Mizhnarodni stratehii ekonomichnoho rozvytku: navchalnyi
posibnyk [International Strategies of Economic Develop-
ment: A Textbook], AhrarMedia, Kyiv, Ukraine

12. Reznikova, N. and Tarasenko, L. (2024), "Current
trends in international trade and capital flows under new
challenges to global cooperation”, Efektyvna ekonomika,
vol. 4, https:/ /doi.org /10.32702 /2307-2105.2024.4.31

13. Reznikova, N., Ilvashchenko, O. and Kurtsev, O.
(2023), "Globalization changes as new imperatives for
world economic development: challenges for international
marketing”, Zhurnal stratehichnykh ekonomichnykh
doslidzhen, vol. 5 (16), pp. 37—44, https://doi.org/
10.30857 /2786-5398.2023.5.4

14. Kanellos, F. D., Giannarakis, G. and Partalidou, X.
(2024), "The impact of digital marketing strategy on
profitability in the agri-food industry”, Sustainability, vol.
16, art. 5889, https: / /doi.org/10.3390 /su1605889

15. Caiazza, R. and Bigliardi, B. (2021), "Digital
transformation and innovation in the agri-food sector: A
systematic literature review", British Food Journal, vol. 123
(13), pp- 49—66.

16. Panchenko, V., Reznikova, N. and lvashchenko, O.
(2023), "Strategic foresight as a tool to counter current
global challenges to economic security and inequality: EU
experience for Ukraine in fostering resilience and
sustainability”, Visnyk Khmelnytskoho natsionalnoho
universytetu. Seriia: Ekonomichni nauky, vol. 4 (320),
pp. 31—39, https: / /doi.org/ 10.31891/2307-5740-2023-
320-4-5

17. Panchenko, V. H., Reznikova, N. V. and lvashchen-
ko, O. A. (2024), "Foresight as a tool of responsible public
governance and strategic planning of international

economic policy under escalating global development
problems"”, Visnyk Khmelnytskoho natsionalnoho
universytetu. Seriia: Ekonomichni nauky, vol. 326 (1),
pp. 350—358, https:/ /doi.org/10.31891,/2307-5740-
2024-326-55

18. Tinbergen, J. (1952), On the Theory of Economic
Policy, North-Holland, Amsterdam

19. Slembeck, T. (2003), "The Formation of Economic
Policy: Cognitive-Evolutionary Perspectives”, Journal of
Socio-Economics, vol. 31, pp. 243—256.

20. Reznikova, N. and Panchenko, V. (2023), Re-
portazhi iz tsyvilizatsinykh frontiv. Na peredovii mizh-
narodnoi ekonomichnoi polityky [Reports from the
Frontlines of Civilization: At the Forefront of International
Economic Policy], Ahrar Media Hrup, Kyiv, Ukraine.

21. Yatsenko, O. M., Tsyhankova, T. M., Zavadska, Y. S.,
Horbachova, |. V. and Khoroshun, O. . (2021), "Global agri-
food market: consumer trends and challenges”, Financial
and Credit Activity: Problems of Theory and Practice,
vol. 4, no. 35, pp. 440— 448, https:/ /doi.org /10.18371/
fcaptp.v4i35.222518

22. Yatsenko, O. M., Yatsenko, O. V., Nitsenko, V. S.,
Butova, D. V., Reva, O. V. (2019). "Asymmetries in the
development of the global agri-food market". Financial and
Credit Activity Problems of Theory and Practice. 3 (30),
423—434, https:/ /doi.org/10.18371/fcaptp.v3i-
30.179821

23. Timpanaro, G. (2023), "Agricultural Food Mar-
keting, Economics and Policies", Agriculture, vol. 13,
art. 761, https:/ /doi.org /10.3390 /agriculture 13040761

24. Huller, S. (2016), "Marketing of local agricultural
food products: Objectives and preliminary results of a
qualitative study", AMIES Il Midterm Meeting, Justus Liebig
University Giessen, May 18—20, available at: https://
www.uni-giessen.de /de /fbz /fb09 /institute /ilr /loek /
old /forschung_old /currproj/amies2/mid_term_-
meeting_presentations /marketing_local_food_pro-
ducts /@@download /file /Hueller_Marketing% 20local %-
20food % 20products.pdf (Accessed 15 Oct 2025).
Cmamma naditimaa 0o pedaxyii 31.10.2025 p.

hitps://nayka.com.ua

EnextpoHHe daxoBe BUAaHHA

EdbekTgHa ~~"
EKOROMIIKA

Buxoautb 12 pasiB Ha piK

XKypuan BKnio4eHo [0 Nepeniky HayKoBux fraxoBnx
BuAanb Yepainu 3 EKOHOMIMHUX HAYK (Kateropia «b»)

Cneuianenocri - 051, 071, 072, 073, 075, 076, 292

e-mail: economy_2008@ukr.net
viber: +38 050 3820663

| 4

IHBecTuuii: npaktusa Ta gocsig NP 22/2025




