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ABSTRACT

It is underlined that in the conditions of new opportunities to enter the European market
the system of product promotion is important. It is important to get used to to market
conditions, increasing the attractiveness of enterprises. It is important to admit that
market system should current elements of the marketing complex. The Internet prov ides
new modern methods and technologies of product promotion. Among its components
are interactive marketing communications that are indispensable in the implementation
of foreign economic activity. Consumers of Ukraine, Poland, and Germany point out the
wide usage of Internet. It is underlined the tendencies to changes of Internet technical
devices.To improve its management it is necessary to diagnose the evident resources of
enterprises that is involved in the European market. It is especially actual for J}tmcxion
of investments. A diagnostic method to assess the competiveness n‘f ag‘nc.ultuml.
producers in the market environment has been proposed. The analysis of sites of
agroholdings of Ukraine according to the cr

iteria of attractiveness for a potential buyer
and investors was conducted. There is the need to improve the promotion of Ukrainian
agroproducers in Internet.
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RESULTS AND DISCUSSIONS.
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After the signing of the econo
and the Comprehensive Free Trade Agre
i:r(fement, lhe

with the European Union
loped a set of measures aimed at adapting Ukrajn;
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Government of Ukraine has deve
legislation to the requirements of the European Union which will facilitate ac
CESS to

European markets for goods and products of national producers, and social deve|

of the country and raising the standard of living of the state. Nowadays ge opment

situation has challenged Ukrainian producers with a complex dilemma eithergt}?:()lt;tlca\
Yy break

into European markets or are destined to decay.

However, producers were able to avoid serious problems due i .
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Germany). \P\.v., t-hmlx that the potential Investor is working wit;xr;‘ons (Poland, Italy and
the same principles as a potential buve g the Internet resources on

er. By the end of 2017 more
ower data in ltaly 77%.
met daily (Fig.1).

it is useful to study the technical means used b
who use a computer in Poland during last 5 yea
this index in Italy decreased to 62% and in Ger

cONSUMETS use the Intermnet. A slightly 1

average 70% of respondents use the Inte At the same time on

y .the consumers. Percentage of people
rs increased in 77-80%. In 2012- 2017
many in 2017 - 77%.

The ”;fo;’r ::xbllctz |:7%rowing. Today more than a one third is used in (Germany 38%
[aly o, Polund 27%). The smartphone is gaining populari it i ,

\ rity. | :

more than 70% of consumers (Tabl.1). © Poputariy. Tn 2017 it is used by
As a result, percentage of pe

ople who access the internet via smartphoneis higher than
computer (fig.2).
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Fig. 2. Percentage of people who access the interet via smartphone,

Such tendencies led to the tact that percentage of people “"f‘ Use one ECen = §
computer, smartphone or tablet has decrcased by an avernge of 4 times and is aboyy
20% for 3 years

The effectiveness of online marketing depends on the level and quality of representation
in the virtual economy. It forms the need to determine the factors and indicators (hat
provide the effectiveness of marketing communication activities on the Internet, and
increase the return on funds to promote the market. In our opinion, the study of the
effectiveness of intemactive marketing communications should begin with the diagnosis
of web-servers as the main source of information for a potential buyer. The purpose of
such diagnosis to use methods of qualitative rescarch which are sulliciently developed
at the scientific and methodological level, but, unfortunately, do not provide a wide
practical implementation. In addition, the possibility of its application is considered in
the general plan. There is no clear definition of the principles on which the use of these
methods is economically feasible [11].

The aim of practical application of qualitative research methods of marketing
communications is increasing in the context of widespread use of Internet space. In this
article it is analyzed a number of Ukrainian manufacturers operating on the international
market. It was carried out with the help of expert assessments web-servers. Primary
research of corporate sites of Ukrainian agroholdings was held by Investor Relations
AgFllcy [12]. It was studied the availability of information needed for potential and
active investors [13-14]. The research included agroholdings, which have a listing on
_stock exchanges or have attracted investment through direct investment funds or
mter.national financial institutions. The second criterion for investing of agricultural
holdings was the size of the holding bank which more than 60 thousand hectares. It is
worth tq underline that in 38 out of 100 the leading, Land Bank of Ukraine's
agroholdmg§ do not have accessible web sites. Out of 500 Ukrainian companies that
produc? agricultural products and food products only 4% went to stock exchanges (0
e o ot m;;in o ot 'ra'c €d Investments th.rough closed-end fun.db. he
Parameters for evaluation of a separate section of the
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Table 2. Results of evalua
attractiveness for the investor

Ne. Compan

5. \Pwm;i\‘&\
| 6. Mriia A rroholding ~~_\7ﬁ\

7. Milkyland ﬂ\%g\\

8. Astarta-Kyijv 755

9. Agrokultura 7~”5

10. Ovostar Union 7‘-" ]

11. Idusrialna Molochna company 7 55

12. YKprpoaykr ['pynn 6j85

13 KSG Agro 6.63

14. Agroliga Group 6.5

15. Agroton 6.4

16. Ukrlandfarming 4.9

Source : [12]

At the same time we have taken into account additional indicators that are inherent only
to electronic resources, and the possibility of their use in the Internet. There were
studied the following factors as: specifications of si'tes; de§ign cha'racteristics; the
structuring of the information provided; the depth of mt."ox-'rpatnon‘prowded;’ - the ease of
finding the necessary information; existence of the possibility of *feedback’; additiona

services provided by the company on the Internet; marketing res.earch con(?ucted by the
companypon the Internet; availability of mobile access to the site; a foreign language

version of the site.
constituent factors. For example an

. — f
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access, ease 0 tion presented as text and graphnc, etg- essing the possibility of
downloading .mfgnbnath c%mpany on the Internet included ass With the help of
services provided by the
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into the resources of enterprises through search englnf;:- ;Il;e num,ber of customers who
lr‘;s(())urce is located among the results of targeted requests,
visit it depends on it.

ite administrators, marketerg

) . , 1g them are si S, | L
d in the research, amor : ; liabilit
o :Zfil;/ee;nvo(;‘lv;ading companies. In order to increase dt(:::n :?ned taiinof itl:e,
:ieggr(:\scfsl:ic results, the average estimation of the f.‘acto_l' Wg? the specified paralietl;ro
acc%)unt the different weight of expert decisions. Estlmatlo?o int scale S
: ; . -poi .

of web-servers of selected agroholdings is carried out on a 10-p

y ites in Ukraine, the total range of
ine the competitiveness of agroproducer sites m‘ ’ : '
’;;c?:ste(?:); 0to IOO)pis divided into three groups. Tl}e first gi(r;l:'[]) lscgni(r)nn:ﬁ?:ayﬁ\;vrlltsh a
high probability of attracting a buyer through mter_actwe mar’ ribabilit from 30 Ea
total score of 70 to 100 points), the second.group is an average p characte):,rized bol 0
70 points), the third group includes agribusinesses whose sntc;ls are aracterized y low
attractiveness for the potential buyer (less than 50 points). The results grouping sites

of Ukrainian agroholdings in Ukraine for the attractiveness of a potential buyer are
presented in Table 3.

Table 3. Grouping of Ukrainian Agroholdings for the attractiveness of a potential buyer

Level of probability of attracting a buyer
Index
high favorable moderate low unfavorable
condition average condition
condition
Range of grades, points 100-70 70-50 50-0 |
Number of agroholdings, pcs. 2 11 19
Share of the group in the total number of 6,3 34,4 593
agroholdings,%
Maximum total score, points 81 68 48
Minimum total score, points 74 51 28
Average rating in the grou , points 77,5 59,2 36.8
Source: author’s research

sites. Consequently, only 40% of analyzed agroh
the interactive Space at the proper level. At this

oldings are promoting their products in
importance of factors.

tage, the research did not determine the
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and three-language
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accord'”i:’ to a similar method (Table 4)-'-llnc Was ntlr.lclivé.‘ I‘::‘rl’ﬂlk"llm‘lcd ;lh()vc(yll(:g‘:
Table 4. Sites groups of Ukrainian agroholdi . U potentig) Nvestor
investor o > ddings for ullruclivcncss for a Potentia|
— 1
Index L Level of D"lhul')ili[y‘(,]7;,7‘”“0',‘,"&, an inve tor
high favoraple —T———w ) =sior
Pc(mdm(r);hlu moderate averape T o
condition Unfavorab|e
C( i
wpom\“i“—\lﬁ\ e | miton
Number of F‘&*ﬂ\\—\zs\_
agroholdings, pcs. 4
Share of the group in \W‘“\\_w_
the total number of ’ 12,5
agroholdings, %
Maximum.tolal score, 8,6 795
points ’
Minimum total score, 8.05 64
points ’
| Average rating in the 7.8 6.6
group, points

Source: Author’s research

As a res.ult, a slightly smaller share of companies (53% vs. 59%) turned out to be
unattractive for a potential investor for site diagnostics. However, more than a one third
represent their information in such a way that, according to experts, can be recognized
as conducive to attracting investment. In our opinion, this state of affairs is explained by
the long period of capital search by agroholdings. The need for decent competition
forced companies to submit their own information in an appropriate manner.
Consequently, you should expect relevant changes on the sites and from the perspective
of a potential buyer. We believe that the proposed model is a means of practical
diagnosis of the competitiveness of agricultural producers in a market environment.
Further research will be furthered by taking into account the importance of factors, the
analysis of sales volumes and the search fo.r-a link between the assessment of the
competitiveness of the site and the market position of the agroholding.

CONCLUSION

The conducted research confirmed that o
domestic exporters of agro-industrial products to enter the market of the European

i o not have a proper
Union is a weak marketing complex. Today, dgme;.:)ltc E;gguf}fgsa?)propriate mesn Sp i
analysis of the market, its Prics Condltl;)}?es;lsi\?e solution to these problems will
p'ron_mte thei-r prOdUCt}S] e\tf(;luﬁesccz)r?pakrainian exports, change its S,t]relilcrtsu:;thEz
N mcrﬁ_:aseh_t eontext involves efforts from both the entr;prﬁ e
system approach " tlc;S T’eate an effective system of export lzutplf])o 4 information
?‘tate. TTe statslast};?; igfrastructural mechanisms and marketing
Inancial, reg ,

support.
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ith improving the quality of products to the
with 1 Pd to expand the use of marketing tools
monggéecﬁve diagnostics of existing resources
th: management of the marketing system
| level. When enterprises are creating
e type of technical devices that

Agricultural producers simu]taneo;lasrl'}’U
level of requirements of the Eurog ety
for the promotion of manufactured p oving t
and will be the first step towards ;,mpi)ntemationa
and ensuring its effectiveness at the e ecount th
web resources they should take 1nto

consumers use to access the Intemnet.
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