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JlucepTariito MpHUCBSIYEHO BHUPIMIEHHIO aKTyaJbHOTO HAayKOBOTO 3aBIaHHS
IIOJI0 PO3POOJIEHHS TEOPETUKO-METOJWYHUX 3acajJ] MAapKETUHTY MiJIPUEMCTB
OpraHiyHUX JOOPUB B yYMOBAX €KOJIOT13allli.

VY po3aunt 1 BUCBITIEHO TEOPETHYHI 3acaJi MAPKETHHIY JOOpHB SIK BUILY
€KOJIOTTYHOTO MAapKETUHTY. BulieHo eranu eBoJoLii €KOJOTIYHOIO MAapKETHUHTY
Ta BIJ3HAYEHO, IO MHUTAaHHA CYTHOCTI €KOJOTIYHOTO MAapKETHHIY €
nucKyTabenbHuM. OOIpyHTOBAHO, 110 E€KOJOTTYHUN MapKETHHI Ma€ JUHAMIYHO
3MIHHY TEpPMIHOJIOTII0 Ta I1HCTPYMEHTAapid, a aHadi3 MO3UTUBHHUX CTOpPIH Ta
HEJIOJIIKIB ICHYIOUMX HAayKOBHX HIAXOZIB JO3BOJIMB HAJIaTHU BJIACHE TPAKTyBaHHS
CYTHOCTI TIOHSITTS «EKOJOTIYHUN MapKETUHI», SK MAapPKETUHT TOBapiB, SKi
BUPOOJIEHI 33 «3CJICHMMH TEXHOJOTIAMH», TaKUMH [0 JOTPUMYIOTHCA
€KOJIOTOOPIEHTOBHOTO XapakTepy (PyHKIIOHYBaHHS.

BusnaueHo, 1m0 OCKUTbKM OpraHiuHi JOOpWBa ampiopi BUTOTOBIISIOTHCS 32
«3€JIEHUMU TEXHOJOTISIMI», TO €KOJIOTTYHUN MAapKETHHT € POJIOBUM MOHITTAM JJIs
MapKETUHTY OPTaHIYHUX JOOPHUB, TOOTO MapKETHUHT OPraHIYHUX JOOPUB € BUIIOM
€KOJIOTIYHOTO MapKeTuHry. KoHcCTaToBaHO, IO €KOJOTIYHWNA MApKETHHT CJIiJT
po3rIsAAaTH SK Cy4YacHHM I1HCTPYMEHT €EKOHOMIYHOTO PO3BHUTKY B YMOBax
rJI00JIBHOTO TPEHIy eKOJori3allii, a METOK EeKOJOTIYHOTO MAapKETHHTY €
NIEPETBOPEHHS €KO-TOBAapiB Ha CTAaHAApT. BUIIIEHO NPUHIMIU Ta 3aBJaHHA
€KOJIOTIYHOTO  MAapKeTUHTY: 1) CTBOpPEHHsI  €KOJIOT1YHO-BiIMOBIIAIBLHOIO,
€KOJIOT1YHO-TTO3UTUBHOTO IMIJDKY MIAMPUEMCTB; 2) TMIABUIICHHS JOSUTBHOCTI
KJIIEHTIB; 3) CTBOPEHHSI HOBUX €KOJOTIYHUX TOBapiB; 4) 3ay4eHHs JIAEPIB TyMOK

(indayeHcepiB); S5) BIPOBAKEHHS OE3BIAXOMAHMX YM OE3MEYHIMIMX METOIIB



BUPOOHUIITBA.

Po3rnsHyTO 1OCBiA MIANPUEMCTB, SKI YCIIIIHO I1HTErPYHOTh €KOJOTIYHI
noTpedbu y MapKETHHIOBY CTpaTeriio, CTBOPIOIOTh MO3UTHBHHM 00pa3 OpeHmy.
Buninieno ¢axropu, [Ki NPUCKOPIOIOTH MPOIEC BIPOBAHKEHHS EKOJOTIYHOTO
MapKETUHTY Ha MiAMPHUEMCTBAX: HEOOXITHICTh MPOCYBAHHS MPOAYKIIIT YKpaiHCHKIX
BUPOOHUKIB Ha 30BHIIIHI PHUHKH; 3pPOCTAaHHS EKOJIOTIYHOI CBIIOMOCTI cepen
HaceJIeHHs; HEOOX1IHICTh BIIPOBAXKEHHSI €BPONEUCHKUX CTAHAAPTIB; MOKPAICHHS
KOPIIOPATUBHOTO 1MIJIXKY; TIEpEHACHYECHHS PUHKIB TOoBapamu. Bumineno daxtopu,
K1 OOMEXYIOTh Ta CTUMYJIOIOTH IIBUJIKE BIPOBAKEHHS HOBITHIX TEXHOJIOT1H
€KOJIoT13al1ii Y CBITI Ta POJIb €KOJIOTI3allli SIK OJHOTO 3 TPhOX OCHOBHHUX aCIEKTiB
ctajoro po3BuTky. Hagano kinacudikaiiito 3eJIeHUX TE€XHOJIOTIM.

CdopmyniboBaHO TaKy poO0OUy TIOTE3Y TOCTIHKEHHS: y IIpoIiecax opieHTaIlli
Ha CTaJuil PO3BUTOK JIIOJICTBA, OJHUM 3 TPbOX HANPSIMKIB peani3auli i€l cTparerii
€ exoJiorizauis. EKonoriyHuii MapKeTHUHT — 116 MapKETHHI TOBapiB, K1 BUPOOJIEH1
32 «3€NEHUMHU TEXHOJOTISIMI», TOOTO 3 JOTPUMAHHSM €KOJIOTOOPIEHTOBHOIO
xapaktepy (¢yHKIioHyBaHHA. OpraHiyHi 100OpuUBa BUPOOJSIIOTHCS 32 «3€JICHUMU
TEXHOJIOTIsIMUY». TOMYy MapKEeTUHI OpraHIYHUX JOOPHB € BHJIOM E€KOJIOT1YHOTO
MapKETHHTY.

B pozaini 2 gocnipkeHo aHali3 MepeyMOB PO3BUTKY PUHKY OpraHIYHUX
no0puB B YKpaiHi B yMOBaX €KOJOri3ailii arpapHoi rany3i. BumigeHo HeraTuBHI
YUHHUKH BIUTUBY Ha arpapHUil CEKTOP €KOHOMIKH: IIOBHOMACIITAOHE BTOPTHEHHS,
Jerpajaiis IPyHTIB 4epe3 aHTPOINOTeHHWI BILJIMB, IHTEHCUBHE BUKOPUCTAHHS
YOpPHO3€MIB, HETAaTUBHE €KOJIOTIYHE CTAaHOBHUIIE, BTpaTa Ol0pI3HOMAHITTS
BHACHIJOK 3a0pyJHEHHS HaBKOJUIIHBOTO cepenoBuila. KoHcraToBaHOo, 1110
BUCHA)KCHHS CUThCHKOTOCTIONIAPCHKHUX YTO/bh TAKOXK 0araro B 4OMy TOB’S3aHO 13
3MEHIIEHHSAM BHECEHHs OpraHiyHux m00puB. OTxe, 3e€leHUN Kypce, 30KpeMa,
HaIllUICHU Ha 3MEHIICHHS BUKOPUCTAHHS XIMIYHUX JIOOpHUB, TECTULMIIB Ta
30UTBIIIEHHST TUTONT OpraHigHoOro 3emuiepobctBa. [Ipobrema mokpamieHHs SIKOCTI
I'PYHTIB Ta MIJBUILEHHSA iX POAIOYOCTI 0€3 HEraTUBHOTO BIIMBY Ha €KOCUCTEMY €

3HAUYMIOK Ta HEBIAKIAAHOK B TMOJITHII MPOJOBOILYOI O€3MeKkn KpaiHu Ta



30UIBIIEHHS] €KCIIOPTHOTO TMOTEHITIANy 1 € IepeayMOBO0 (OPMyBaHHS MOMUTY Ha
OpraHiuHi 100pHBa.

Po3pobneno knacudikaiiito MAapKeTHHTY JOOPHB Ha OCHOBI YJOCKOHAICHHSI
ix 3aranmpHOi Kiacudikaiii BiJ TOXOJXKeHHsS (MIHEpallbHI Ta OpraHiyHi) Ta
J0JITaBaHHs 1HIIUX KPUTEPiiB Kiacu@ikaiii. 3anpornoHoBaHy Kiacu]ikaris 3pydHo
BpaxoByBaTH TMpPU po3poOIll cTpaTerii Ta KOMIUIEKCY MapKETUHTY J00pUB.
[IpoananizoBaHO mepeBaru Ta HEIOJIKH JOOPUB OPraHi4HOIO Ta CUHTETUYHOTO
MOXO/PKCHHS, JUHAMIKAa BUKOPHUCTAHHS MIHEpPAJIbHUX Ta OpraHiYHUX JOOpPHUB 3a
OCTaHHI POKH, IJIOIII CUIbCHKOTOCIOIAPCHKUX 3€MEb, 3aWHATUX TiJ] OpraHiyHe
BUPOOHUIITBO, OOCATH EKCIIOPTY YKPATHCHKOT OpraHiuyHo1 npoaykiiii B kpainu €C ta
MPOJIaX1 OPraHivyHO1 MPOAYKIIIl YKPAiHCHKUX BUPOOHUKIB HA BHYTPIIIHBOMY PUHKY.

PosrasinyTo 70CBiA  YKpaiHCHKMX BHUPOOHUKIB OpraHIYHUX JOOpUB Ta
HABEJICHO €KOHOMIYHE Ta MapKETUHIOBE OOIPYHTYBaHHS BUPOOHULTBA JOOpPHB 3
Ocajly CTIYHUX BOJ B M€XaX KOHIICTIIii COI1aJbHO-€TUYHOTO MAPKETUHTY Ta YMOB
UPKYJSApHOI eKoHoMiku. IIpoaHasizoBaHO ICHYIOUlI TEXHOJOTI Ta CHCTEMHU
OUMIIEHHS W yTwmizamii cTiyHuX BoA. [IpoBeneHo Tpu BapiaHTH pPO3PaXyHKY
MOKa3HUKIB, 1110 (POPMYIOTH OCHOBY COOIBapTOCTI BUPOOHUIITBA OPTraHIYHUX JOOPUB
Ha ycrtaHoBll «Earth Revival» B VYkpaiHi, cerMeHTyBaHHSI PHUHKY OpraHIYHHX
NO0OpUB 31 CTIYHUX BOJ, PO3TIISIHYTO €KOJOTIYHY €(EeKTHUBHICTH JAHOTO MPOEKTY.
3niicHeHo rpymyBaHHs (hakTopiB (GYHKIIOHYBAHHS CEpEOBUINA MIANPUEMCTBA HA
30BHIIIHI Ta BHYTpIIIHI, iX aHajgi3 3 MO3ULId BU3HAYEHHS IMO3UTHUBHOTO YU
HEraTHUBHOTO BIUIMBY Ha MISUIbHICTH MIAMPUEMCTBA. BUIIIEHO Miclle OpraHiqHUX
n00puB 3 o0Ocaldy CTIYHMX BOJ B CTPYKTYypl €KOJOTIYHOTO MAapKETUHTY.
[IpoanasnizoBaHO KOMIUJIEKC MApPKETUHTY BUPOOHUKA OpraHIYHUX AOOPUB 31 CTIUHUX
BOJ Ta CTpaTeriuHi TMEPCIEeKTUBU Horo po3BuTky Ha mnpukianai TOB «T]]
«KBanTop». PosrnsnyTto 0COOJIUBOCTI, nepeBaru Ta OIlIHEHO
KOHKYPEHTOCTIPOMOXHICTh TOPTOBENBbHOT Mapku «JloOpe 100puBoY.

B po3mini 3 HaBemeHe aBTOpChbKe OAUYeHHS MAapKETHHTOBHUX CTpAaTeriii Ta
IHCTpYMEHTIB MPOCYBaHHS OpraHiyHUX JOOpHMB B yMOBax eKoJorizamii

CUTBCHKOTOCTIONAPCHKOT Tamy3i. BumineHo mudpoBi MapKETHHTOBI KOMYHIKAIl



MPOCYBaHHS OpraHIYHUX JOOPUB Ha OCHOBI BHSBJICHHS, 110 e(eKTHBHA
MapKETUHIOBa CTPATETId MAa€ CIMPATUCA Ha KOMIUIEKCHY HUGPOBY KOMYHIKAIIIIO,
sKa JO3BOJIUTh IMOCHJIUTH EKOJOTIYHHMHA IMIIPK TPOAYKTY Ta MiJBHIIUTH HOTO
MpUBaOJIMBICTB JUIS CBIJIOMUX CITOXKHBAYiB.

KnacudikoBani iHHOBaliiHI MIAXOAM B IUGPOBUX MApPKETUHTOBHUX
KOMYHIKAI[ISIX JJs TPOCYBaHHS OpraHiyHUX JOOpPHB B yMOBax €KOJIOTi3alii
arpapHoOro CEKTOPYy Ha OCHOB1 HACTYITHUX KJIIOUOBHX (paKTOPIB: II100AIbHI TPEHIN
Ha €KOJIOT13aIlil0; 3pOCTaHHs MOMUTY Ha OpTraHiuHi J0OpHBa; 1HHOBAIITHI IIU(PPOBI
MapKETUHIOBl MIJAXO/H; MiJIBUIIEHHS KOHKYPEHTOCIPOMOXKHOCTI; OpI€HTallisl Ha
notpebu Millennials Ta Generation Z; migBUIIEHHS 0013HAHOCTI CIIOKHUBAYiB;
N1JBUILEHHS PIBHA JOBIPH Y€pe3 MPO30pICTh BUPOOHUIITBA.

BusnaueHo KiIOYOBI KaTeropii 1HHOBAIIMHUX CTparerii  1nudpoBUX
KOMYHIKaIli#l, 110 CIPUATUMYTh CUCTEMAaTUYHOMY BIPOBAKEHHIO HOBUX MI1JIXO/1B
32 OCHOBHHMHM KaTEropisiMH: TEXHOJOTIYHMMHU 1HHOBAIISIMU, MEPCOHAI3ALIEI0
KOMYHIKaIliii Ta 1nudpoBUMHU CTpareriiMu. BuuiieHo mepeBarn Ta MpakTUYHA
peamizaiig OJOKYEHH-TEXHOJIOTI B LU(POBUX MAPKETUHTOBHX CTpaTerisix Ha
pUHKY OopraHiuyHuUX 100puB. Po3paxoBaHo e(heKTUBHICTh 1HBECTHUININA y TEXHOJIOTIT
0JIOKYEHHY 3 METOIO IPO30POCTI BUPOOHUIITBA T MIABUIICHHS JOBIPH 10 MPOIYKTY
Ha PUHKY OpTraHigYHUX J0OpHWB. 3ampoOHOBAHO BIIPOBAKEHHS aBTOMATH30BaHHUX
4aT-00TIB (TE€XHOJOTIi ITYy4YHOro 1HTENEeKTy Al), mo copusTUMe MiIBUIIEHHIO
SAKOCT1 00CITyrOBYBaHHS KJIIEHTIB Ta ONTHMI3allli O13HEC-MPOLIECIB Y PI3HUX KaHajax
KOMYHIKaIlii, TaKUX K BeOCalTH, coIlajgbHl Mepexi Ta MeceHkepu. Lle mo3Bosie
3a0e3MeUYnTH CIOKHUBa4YaM IIJI0JI000BUI AOCTYI 10 iH(oOpMalii mpo MPOAYKT 1
NIATPUMKY B pEeXUMI peanbHOro uacy. Po3pobiieHo mpoliec BOPOBAJKEHHS
aBTOMaTHU30BaHUX  Al-4aT-00TiB M1  MapKETUHTOBUX  KOMYHIKaliid  Ta
nepcoHa izoBaHuX email-kaMIiaHiii Ha OCHOBI aHaJ3y JaHUX KJI€HTIB. BuaineHo
KJIFOYOB1 TTOKA3HUKH JJIsI OLIIHKUA €(PEKTUBHOCTI 3alIPOIMIOHOBAHUX 3aXO0/IIB.

Bunineno eranu BnpoBapKeHHS 1TU(POBOT CTpATETii B COMIAIBHIX MEpexax
JUIsl IPOCYBaHHSI eKojoriyHux noO0puB. I[lpoananizoBaHO 3aXxoAu 3 HpPOCYBaHHS

Oopenny «Jlobpe moOpHMBO» B COIAIBHUX MEpPEk,axX, MPOBEICHO MOPIBHSILHUN



aHaji3 MapKeTHHrOBOI aKTUBHOCTI OpeHny «Jloope mobpuBo» y Facebook Ta
Instagram, BU3Ha4€HO OCHOBHI MOKJIMBOCTI JIJIsl TOKPAIICHHS POCYBaHHS.

[IpoBeneHo cutyarliiiHiii aHali3 MapKETUHIOBOI [iSIBHOCTI BHPOOHUKIB
openny «JloOpe moOpuBO» Ta aHajgi3 BUKOPUCTAHHS CTpaTerii mapTHEPCTBa.
PexomMenaoBaHa cTpateris iHTerpaii [udppoBUX KaHAJIB Yy MeKaX CTpaTerii OpeHay
«dobOpe noOpuBo». Po3paxoBaHo odiKyBaHI pe3yJNbTaTd BiJ BIPOBAIKEHHS
nudpoBoi cTparerii Ta PEKOMEHJAIN 1100 TMOKpAaIleHHs TMPUCYTHOCTI B
COLIIaJTbHUX MEpeKax.

Po3pobneno cxemy poOOTHM 3 BOPOHKOI MpOJAXy /s BUPOOHHKA
OpraHiyHUX JOOpUB 3 OCaay CTIYHUX BOA. [l mMiJBUINEHHS PIBHS KOHBEPCIi
po3po0JieHO KapTu emmnaTii s (HEepMEepChbKOTO Ta JOMOTOCIOJAPCHKOTO Ta
cerMeHTIB puHKy. Kaptu emmarii 3a0e3medyroTh OOIPYHTOBaHICTh OOpaHUX
KOMYHIKaTUBHUX CTpaTerii Ta BUAUICHHS KOHKYPEHTHHUX I€peBar OPraHIuHUX
JOOpUB 3 OCaJy CTIYHUX BO/I.

Buaineno MoxximBi mpo0sieMu 3MeHIIIeHHS Koe(diIli€HTIB KOHBEPCii y BOPOHIT
MPOJIAXKIB OPraHiuHMX JOOpHUB 3 OCaay CTIYHUX BOJ Ta OCHOBHI HAMPSIMKH IX
BUPIIIEHHS JIJIS1 IPOBEACHHS MOTEHIIIHHOTO CIIOKUBaya OPraHIvHUX JOOPHUB 3 0CaIy
CTIYHUX BOJ BiJl HEOOI3HAHOCTI OO0 ICHYIHOYOi MpOOJIEMHU €KOJIOTIYHOTO CTaHy
3eMellb Ta BILUIMBY Ha MallOYTHIO BpOXKaNHICTh A0 KYIIBII JaHOTO AOOPHBA.

ArmnpoOaiiisi  METOIUYHO-aHATITUYHOTO  IHCTPYMEHTApil0  MapKETHUHTY
MIJMPUEMCTB OpPTaHIYHUX JOOPUB B YMOBaX €KOJIOTi3allll JoBeja MOro peaabHUn
XapaxkTep, a JOCIHKEHHS MATBEPAUIIO poO0Uy TiIoTe3y AUcCepTallii.

KirouoBi cjioBa: MapKeTHUHT, €KOJOTIYHUN MAapKETHHT, MapKETHHT
OpraHIYHUX T0OPUB, HUPPOBUN MAPKETUHT, €KOJIOT13allisl, CTAIMN PO3BUTOK, 3€JICHI
TEXHOJIOT1i, Kiacu(ikailis MapKeTUHTy JO0OpWUB, MapKETUHTOBI CTpaTeriyuHi
pILIEHHS, LIJTLOBUN CErMEHT PUHKY, MapKETHHIOBI pU3UKH, cucTeMa IU(POBUX

MapKETHHTOBUX KOMYHIKAI[I/, TOBE/IIHKA CIIOYKHUBAYiB.



SUMMARY

Dobrovolsky V. Marketing of organic fertilizer enterprises in the context of
greening. — Qualifying scientific work on manuscript rights.

Dissertation for obtaining the scientific degree of Doctor of Philosophy in
specialty 075 — Marketing. — National University "Odesa Polytechnic" of the
Ministry of Education and Science of Ukraine, Odesa, 2025.

The dissertation is devoted to the solution of an actual scientific task regarding
the development of theoretical and methodological principles of marketing of
organic fertilizer enterprises in the conditions of environmentalization.

Chapter 1 covers the theoretical foundations of fertilizer marketing as a type
of environmental marketing. The stages of the evolution of ecological marketing are
highlighted and it is noted that the issue of the essence of ecological marketing is
debatable. It is substantiated that ecological marketing has a dynamically changing
terminology and toolkit, and the analysis of the positive sides and shortcomings of
existing scientific approaches made it possible to provide a proper interpretation of
the essence of the concept of "ecological marketing" as the marketing of goods that
are produced according to "green technologies" that adhere to the ecologically
oriented nature of functioning .

It was determined that since organic fertilizers are a priori produced according
to "green technologies", then ecological marketing is a generic concept for organic
fertilizer marketing, that is, organic fertilizer marketing is a type of ecological
marketing. It was established that ecological marketing should be considered as a
modern tool of economic development in the conditions of the global trend of
greening, and the goal of ecological marketing is to transform eco-goods into a
standard. The principles and tasks of ecological marketing are highlighted: 1)
creating an ecologically responsible, ecologically positive image of enterprises; 2)
increasing customer loyalty; 3) creation of new ecological goods; 4) involvement of
opinion leaders (influencers); 5) introduction of waste-free or safer production

methods.



The experience of enterprises that successfully integrate environmental needs
into the marketing strategy and create a positive brand image is considered. The
factors that accelerate the process of implementing environmental marketing at
enterprises are highlighted: the need to promote the products of Ukrainian
manufacturers to foreign markets; the growth of environmental awareness among
the population; the need to implement European standards; improvement of
corporate image; oversaturation of markets with goods. The factors that limit and
stimulate the rapid introduction of the latest greening technologies in the world and
the role of greening as one of the three main aspects of sustainable development are
highlighted. A classification of green technologies is provided.

The following working research hypothesis is formulated: in the processes of
orientation towards the sustainable development of humanity, one of the three
directions of implementation of this strategy is environmentalization. Ecological
marketing is the marketing of goods that are produced according to "green
technologies", that is, in compliance with the ecologically oriented nature of
functioning. Organic fertilizers are produced according to "green technologies".
Therefore, the marketing of organic fertilizers is a type of ecological marketing.

Chapter 2 analyzes the prerequisites for the development of the organic
fertilizer market in Ukraine under the conditions of the greening of the agricultural
industry. Negative factors affecting the agricultural sector of the economy are
highlighted: full-scale invasion, soil degradation due to anthropogenic influence,
intensive use of chernozems, negative ecological situation, loss of biodiversity due
to environmental pollution. It was established that the depletion of agricultural
contracts is also largely connected with the decrease in the application of organic
fertilizers. So, the green course, in particular, is aimed at reducing the use of
chemical fertilizers, pesticides and increasing the area of organic agriculture. The
problem of improving the quality of soils and increasing their fertility without a
negative impact on the ecosystem is significant and urgent in the country's food
security policy and increasing export potential and is a prerequisite for the formation

of demand for organic fertilizers.



The classification of fertilizer marketing was developed based on the
improvement of their general classification by origin (mineral and organic) and the
addition of other classification criteria. The proposed classification is convenient to
take into account when developing a fertilizer marketing strategy and complex. The
advantages and disadvantages of fertilizers of organic and synthetic origin, the
dynamics of the use of mineral and organic fertilizers in recent years, the area of
agricultural land used for organic production, the volume of exports of Ukrainian
organic products to EU countries and sales of organic products of Ukrainian
producers on the domestic market were analyzed.

The experience of Ukrainian producers of organic fertilizers is considered,
and the economic and marketing rationale for the production of fertilizers from
sewage sludge is given within the framework of the concept of social and ethical
marketing and the conditions of the circular economy. Existing technologies and
systems of wastewater treatment and disposal are analyzed. Three options for
calculating the indicators that form the basis of the cost of production of organic
fertilizers at the "Earth Revival" plant in Ukraine, segmentation of the market of
organic fertilizers from wastewater, and the ecological efficiency of this project were
considered. The grouping of the factors of the functioning of the enterprise's
environment into external and internal, their analysis from the standpoint of
determining the positive or negative impact on the enterprise's activity was carried
out. The place of organic fertilizers from sewage sludge in the structure of ecological
marketing i1s highlighted. The marketing complex of the producer of organic
fertilizers from wastewater and the strategic prospects of its development are
analyzed using the example of TD "Kvantor" LLC. The features, advantages and
competitiveness of the trademark "Dobre dobrivo" were evaluated.

Chapter 3 presents the author's vision of marketing strategies and tools for the
promotion of organic fertilizers in the context of greening the agricultural industry.
Digital marketing communications for the promotion of organic fertilizers are
highlighted based on the finding that an effective marketing strategy should be based

on comprehensive digital communication that will strengthen the product's



ecological image and increase its appeal to conscious consumers.

Classified innovative approaches in digital marketing communications for the
promotion of organic fertilizers in terms of greening the agricultural sector based on
the following key factors: global trends in greening; growing demand for organic
fertilizers; innovative digital marketing approaches; increasing competitiveness;
targeting the needs of Millennials and Generation Z; raising consumer awareness;
increasing the level of trust through production transparency.

The key categories of innovative strategies of digital communications have
been determined, which will contribute to the systematic implementation of new
approaches according to the main categories: technological innovations,
personalization of communications and digital strategies. Advantages and practical
implementation of blockchain technologies in digital marketing strategies on the
market of organic fertilizers are highlighted. The effectiveness of investments in
blockchain technologies is calculated for the purpose of transparency of production
and increasing trust in the product on the market of organic fertilizers. The
introduction of automated chatbots (artificial intelligence Al technologies) is
proposed, which will contribute to improving the quality of customer service and
optimizing business processes in various communication channels, such as websites
, social networks and messengers. This allows consumers to have round-the-clock
access to product information and real-time support. The process of introducing
automated Al chatbots for marketing communications and personalized email
campaigns based on customer data analysis has been developed. Key indicators for
evaluating the effectiveness of the proposed measures have been identified.

The stages of implementation of a digital strategy in social networks for the
promotion of ecological fertilizers are highlighted. Measures to promote the Dobre
Dobrivo brand in social networks were analyzed, a comparative analysis of the
marketing activity of the Dobre Dobrivo brand on Facebook and Instagram was
conducted, and the main opportunities for improving promotion were identified.

A situational analysis of the marketing activities of manufacturers of the

"Dobre Dobrivo" brand and an analysis of the use of the partnership strategy were



carried out. Recommended strategy for integrating digital channels within the Dobre
Dobrivo brand strategy. The expected results from the implementation of the digital
strategy and recommendations for improving the presence in social networks are
calculated.

A scheme of work with a sales funnel for a producer of organic fertilizers from
sewage sludge has been developed. Developed empathy maps for farm and
household and market segments to increase conversion rates. Empathy maps ensure
the validity of the chosen communication strategies and highlight the competitive
advantages of organic fertilizers from sewage sludge.

Possible problems of reducing the conversion rates in the sales funnel of
organic fertilizers from sewage sludge and the main areas of their solution are
highlighted to lead a potential consumer of organic fertilizers from sewage sludge
from ignorance about the existing problem of the ecological state of the land and the
impact on future productivity to the purchase. of this fertilizer.

Approbation of the methodical and analytical toolkit of marketing of organic
fertilizer enterprises in the conditions of greening proved its real nature, and the
research confirmed the working hypothesis of the dissertation.

Keywords: marketing, ecological marketing, marketing of organic fertilizers,
digital marketing, environmentalization, sustainable development, green
technologies, classification of fertilizer marketing, marketing strategic decisions,
target market segment, marketing risks, system of digital marketing

communications, consumer behavior
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