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Y KOHTEKCTI 3EAEHOTI'O KYPCY €EBPOIIEMCBKOTO COIO3Y

The purpose of the article is to substantiate and determine directions for the formation and implementation of a
sustainable management and marketing system for agricultural enterprises in the context of the European Union's Green
Deal. Based on the research results, it has been established that the EU Green Deal is a comprehensive strategy for
transforming the economy not only of EU member states but also of its partners, including Ukraine. The "Farm to Fork"
strategy serves as a key element of this deal, through which the paradigm of sustainable management and marketing in
the agricultural sector is being transformed. This transformation covers the entire value chain, from raw material
production to the delivery of products to the end consumer. It promotes the integration of sustainable development
principles into internal management processes and forms competitive advantages for Ukrainian agricultural enterprises
in the EU market. The transformation of agricultural enterprise management in the context of the "Farm to Fork" strategy
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involves a shift from a classical short-term focus on profit and production volume to strategic management that considers
sustainability, resource efficiency, and environmental responsibility. The authors demonstrate that this transformation
occurs through the integration of environmental principles into all management processes, forecasting risks and efficiently
managing resources, and planning long-term strategies that take into account impacts on the environment, economy,
and society. The result of these transformations is an increase in long-term business sustainability, better compliance
with European environmental standards, and an enhanced ability to create added value in products. The transformation
of agricultural enterprise marketing within the "Farm to Fork" strategy involves a shift from competition based on price
to competition based on value, trust, and environmental responsibility of products. The authors show that this
transformation is achieved through eco-friendly branding and positioning of products as safe, certified, and
environmentally responsible, improving supply chain transparency, communicating product value through environmental
and social aspects, and reorienting toward consumers who value healthy and sustainable products that meet modern
environmental standards. The outcome of these transformations is a strengthening of opportunities to create competitive
advantages, increase consumer trust, and consolidate positions in the European market.

Mertoo cTaTTi € OGrpYyHTYBaHHS Ta BM3HAYEHHsS] HANPSIMiB POPMYBaHHS i BIPOBAAKEHHS CUCTEMM CTAAOIO MEHEAXK-
MEHTY Ta MapKeTMHIY arpapHMUX MIADIPUEMCTB Y KOHTeKCTi peaaisanii 3eaeHoro Kypcy €spomneiickkoro Coro3y. 3a pe3yas-
TaTaMy AOCAiIAKeHHs BcTaHOBAeHO, mo 3eaenntit Kypc €C € komnaekcHOO cTpaTeriero Tpancdopmanii eKOHOMIKM He AuLIe
kpaiu-uaenis €C, a it ioro napTHepis, 30kpema Ykpaiuu. Crpareris "Farm to Fork" Bucrynae kAro40BuM eAe MEHTOM LOTO
KYpPCY, OCKiABKM caMe yepes Hei BiAGyBaeThcs TpaHcPOpMaLis napapurMm CTaAOro MEHEAJKMEHTY Ta MaPKETUHIY B arpap-
HoMy cekTopi. Taka TpaHcPOpPMaLiss OXONAIOE BECh AAHILIOT CTBOPEHHS BAPTOCTI — BiA BUPOOGHMITBA CUPOBUHMU AO AOCTAB-
ASIHHS IPOAYKIII KiHIleBOMY CIIOJKMBa4y — i cnpusie iHTerpanii NpyMHOUIIB CTAAOT0 PO3BUTKY Y BHYTPIlllHi ynpaBAiHCBKi
npouecu, opMyrouy KOHKYPEHTHI mepeBary ykpaiHcbkux arponianpuemcts Ha punky €C. Taxk, rpancopmanis MmeHeAXK-
MEHTY arpapHux MATPUEMCTB y KoHTeRCTi cTpaTerii "Farm to Fork" nepea6auae nepexip Bia KAacu4HOT KOPOTKOCTPOKOBOT
opienTayii Ha TPUGYTOK Ta 06CAT BUPOOGHULTBA A0 CTPATETIYHOTO YIPABAIHHS, IO BPAXOBYE CTiNKiCTh, pecypcoedeKTUBHICTD
Ta eKOAOriYHY BiAIOBiAaABHICTH. 30KpeMa AOBeAeHO, [0 mpouec TpaHcopManii 3AIICHIOEThCS Yepes: iHTerpalito eKoAoT-
IYHMX NPUMHIMIIB ¥ BCi yIpaBAIHCBKI IpoLjecy; MpOrHO3yBaHHS PU3NKIB Ta e(peKTUBHE YIPaBAIHHSA pecypcaMu; MAAHYBaHHS
AOBrOCTPOKOBMX CTpaTerii, jo BpaXOBYIOTh BIIAUB Ha AOBKiAAS, eKOHOMIKY Ta cycmiabcTBOo. Hacaiakom okpecaeHux TpaHc-
dopmaniit € miABMIIEHHSI AOBIOCTPOKOBOT CTINKOCTi 6i3HeCy, MiABUILEHHS i1Or0 BiAOBIAHOCTi €BPONECHKMM €KOAOTTYHUM
CTaHAApPTaM Ta MIABUINEHHS 3AATHOCTI CTBOPIOBATY AOAAHY BapTicTh npoAykuii. Tpancdopmanis MapreTHHTY arpapHux
nipnpuemcts y Mmeskax crparerii "Farm to Fork" mepep6auae nepexia Bia KOHKypeHLii 3a jiHOI0 A0 KOHKYPeHLii 3a LiHHICTIO,
AOBIpPOIO Ta eKOAOTIYHOIO BiATIOBiAaABHICTIO MPOAYKIii. 30KpemMa, AOBeAeHO, o npouec TpaHcopmanii 3AICHIOETHCS Ye-
pes: mepexip Ha eKOAOTiIYHMI GPEHAMHI Ta MO3MUL{IOBAHHS IPOAYKTY K 6e3nedHoro, cepTudikoBaHOTO, EKOAOIIYHO BiAIOB-
iAaABHOI'0; MOKPAIeHHS NPO30POCTi AAHIIOTIB MOCTAYaHHA; KOMYHIKalilo [iHHOCTI (4epe3 eKOAOriuHi Ta couniaabHi acmex-
TH); IepeopieHTAL|iI0 Ha CIOSKMBAYiB, SKi LiHYIOTh 3A0POBY Ta CTaAy NPOAYKIiIO, O BiAIOBIA2€ CYYaCHUM €KOAOTIYHUM
cranpapram. Hacaipkom okpecaenux Tpancopmariit € moCUAEHHS MOKAMBOCTEN CTBOPIOBATH KOHKYPEHTHI nepeBaru, miABu-
IjyBaTy AOBIPY CIIOSKMBAYiB i 3MiLJHFOBATY IO3MLii HA €BPOIENCPKOMY PUHKY.

Key words: sustainable management, agricultural marketing, EU Green Deal, agricultural
production, sustainable development, management strategy, eco-friendly production, competitiveness,
environmental innovations, civcular economy.

Karou06i caoba: cmaruii menedxmenm, azpapruuii mapxemunz, 3eaenuti Kypc €C, ciavcvrxozocno-
dapcvre Bupobruymbo, cmaruii po3bumorx, cmpamezia ynpabainna, exoroziune bupobrnuymebo, Kom-
KYDEHMOCHPOMOKHICMY, EKOA0ZIUHI IHHOBAYLT, YUPKYAIPHA EKOHOMIKA.

Thanks to the Green Deal, agricultural enter-
prises are now operating under new regulatory
requirements, rising environmental standards, and

PROBLEM STATEMENT
The significance of the European Union's
Green Deal lies in its strategic direction for the

development of the economies of EU member
states and partners towards climate neutrality,
resource efficiency, and environmental safety. In
particular, the authors emphasize that since the
goal of achieving climate neutrality by 2050 has
been proclaimed within this framework, it ne-
cessitates a profound transformation of mana-
gement and marketing, especially in the agricul-
tural sector, which is both a source of food security
and a significant factor affecting the environment.

increased accountability for their environmental
impact. Consequently, the sustainable mana-
gement of agricultural enterprises within the EU
Green Deal context must encompass the integ-
ration of economic, environmental, and social
objectivesinto the management system, the adjust-
ment of long-term efficiency, and the minimization
of risks associated with climate change and re-
gulatory restrictions. At the same time, marketing
activities are being transformed towards creating
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added value through environmental certification,
supply chain transparency, responsible product
positioning, and meeting the growing demand for
environmentally safe food products.

Thus, studying the features of sustainable
management and marketing of agricultural enter-
prises in the context of implementing the EU Green
Deal is both relevant and necessary to ensure their
adaptation to new operating conditions, streng-
then their positions in the European market, and
achieve a balance between economic performance
and environmental responsibility.

ANALYSIS OF RESEARCH
AND PUBLICATIONS

Currently, the issues of sustainable manage-
ment and marketing of agricultural enterprises are
actively discussed in the scientific works of Lishen-
ko M., Petrenko O. [4], Syrotiuk H. [5], Pro-
kopenko N. [6], Buhaiuchuk V., Kryvulskyi Y.,
Hluza K. [1], Dalyk V.P., Butelskyi Ya.Y., Tar-
navskyi V.Y., Paska R.P., Koval S.M., and Konyk
0.V.[2]. These scholars have primarily focused on
developing models for integrating sustainable
principles into core business processes and the
implementation of environmentally oriented
strategies.

At the same time, the specifics of transforming
management and marketing systems of agricultural
enterprises in the context of the European Union's
Green Deal, particularly under the influence of its
key component, the "Farm to Fork" strategy, re-
main insufficiently covered in the scientific lite-
rature. It is worth noting that, although the EU
Green Deal and the principles of sustainable deve-
lopment are closely related, they are distinct
concepts. Therefore, the particularities of trans-
forming management and marketing in agri-
cultural enterprises under the influence of the
GreenDeal require separate and detailed analysis.

FORMULATION OF THE ARTICLE'S
OBJECTIVES
The purpose of the article is to substantiate and
determine directions for the formation and
implementation of a sustainable management and
marketing system for agricultural enterprises in
the context of the European Union's Green Deal.

THE PAPER MAIN BODY
Overall, the European Union's Green Deal co-
vers all key sectors of the economy, setting new
environmental standards for production and
consumption. It should be noted that, formally,
this deal is a comprehensive strategy for trans-
forming the EU economy by 2050, but in practice,

N
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its influence extends far beyond the member states.
Ukraine is economically, legally, and institutio-
nally connected to the EU; therefore, Europe's
green transformation directly affects Ukrainian
businesses.

Firstly, the EU is one of the key markets for
Ukrainian products. Accordingly, changes in
environmental standards within the EU auto-
matically imply changes in requirements for Ukrai-
nian exporters.

Secondly, under the Association Agreement
and the broader European integration course, Uk-
raine has committed to harmonizing its legislation
with EU law, particularly in the areas of envi-
ronmental protection and food safety.

Thirdly, the EU has introduced carbon regu-
lation mechanisms, including the Carbon Border
Adjustment Mechanism (CBAM), which imposes
carbon requirements on products. For Ukrainian
producers, this entails calculating the carbon
footprint of their products, reducing production
energy intensity, transitioning to renewable energy
sources, and modernizing technologies in accor-
dance with EU environmental standards.

According to research and the practice of
European financial institutions, funding is
increasingly provided only to projects that comply
with the principles of sustainable development. For
Ukraine, this creates a direct incentive to adapt
the activities of agricultural enterprises to the
requirements of the EU Green Deal, opening up
additional opportunities for attracting investment,
modernizing production, and implementing ener-
gy-efficient and environmentally safe technologies.

Thus, the impact of the Green Deal-through
initiatives such as the "Fit for 55" package, the
European Climate Law, the EU Strategy on Adap-
tation to Climate Change, the EU Biodiversity
Strategy for 2030, the "Farm to Fork" strategy, the
European Industrial Strategy, and others-is
already actively transforming the classical mana-
gement and marketing systems of Ukrainian
enterprises into a sustainable format [3], as evident
from the data in Table 1.

In particular, managerial decisions are increa-
singly based on the principles of resource effi-
ciency, minimizing environmental risks, and long-
term sustainability. Meanwhile, marketing ac-
tivities focus on environmental certification,
supply chain transparency, and creating added
value by positioning products as safe and
environmentally responsible.

It should be noted that the above-mentioned
transformations of classical management and
marketing systems of Ukrainian agricultural
enterprises into sustainable ones ensure a gradual
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Table 1. Features of the transformation of classical management and marketing systems of
Ukrainian agricultural Enterprises into sustainable ones

N\
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Features of marketing transformation — transition
from classical to sustainable principles

Features of management transformation —
transition from classical to sustainable principles

Plassical dimension

Sustainable dimension

Plassical dimension

Sustainable dimension

Specific tools / examples for
Ukrainian agricultural enterprises

Focus on sales

Focus on added value through

Management focused

Strategic management

Pertification of products according to

volume — eco-friendly and organic on short-term financial | with a focus on long- [ EU standards (Organic EU,
products metrics — term sustainability GlobalGA.P.)

Traditional Transparent communication of | Reactive decision- Predictive risk and Use of eco-branding, digital platforms

advertising the environmental attributes of [ making — resource management | for supply chain tracking, ERP systems

channels — products and their certification with a sustainability module

Use of standard
technologies —

Plassical product
positioning —

Positioning as safe, certified,
and environmentally
responsible

Implementation of
energy-efficient and
environmentally safe
technologies

Investment in solar panels, drip
irrigation, and minimizing pesticide
use

Minimal Incorporation of environmental | Focus on maximizing
attention to characteristics into the short-term profit —
environmental marketing strategy

issues —

Balance between
economic efficiency,
environmental
responsibility, and
social impact

Implementation of ESG policies,
reporting on sustainability indicators,
participation in “Green Market”
programs

Standard market
segmentation —

Emphasis on consumers who
value sustainability and safe
products

management —

Pentralized resource

Use of bio-waste for fertilizers, reuse of
water and production waste, partnerships
with organic cooperatives

Integration of resource
efficiency and circular
economy principles

Source: created by the authors based on [1; 4—5; 7].

shift from the traditional business model to the
concept of sustainable entrepreneurship. Accor-
ding to Ernst & Young data, as of 2015, over 45%
of Ukrainian enterprises were in the process of this
transition, while an additional 14% of enterprises
had completed the integration of sustainable
principles into their management and marketing
systems.

At the same time, the EU Green Deal is a broad,
comprehensive strategy that covers many sectors
of the economy, including energy, transport,
industry, agriculture, environmental protection,
and climate policy. Within this framework, the
"Farm to Fork" strategy acts as a specialized
component of the Green Deal, focusing specifically
on the food sector and agricultural enterprises[3].

It regulates the production, processing, and
supply of food products, sets environmental and
food standards for the agricultural sector, and
promotes the integration of sustainable principles
into the internal management and marketing
processes of enterprises, particularly to ensure
healthy and environmentally sustainable products.

The "Farm to Fork" strategy is currently a key
element of the Green Deal, defining a new
paradigm of sustainable agricultural management
and marketing, as its goal is to create a fair,
healthy, and environmentally sustainable food
system that covers the entire value chain-from raw
material production to the consumption of finished
agricultural products (see Table 2).

Other components of the Green Deal do not

Table 2. The role of the "Farm to Fork™ Strategy within the EU Green Deal

Scope of the strategy

Primary area of impact within the EU Green Deal

Overall specifics of the strategy’s impact
within the EU Green Deal

Key component of the
Green Deal

A specialized strategy in the agricultural
sector implementing the general goals of
the Green Deal

Specifies aspects such as climate neutrality, biodiversity
preservation, increased resource efficiency, and sustainable
development

Povers the entire value chain from farm to
consumer*

Focus on the food
system

Ensures the production of healthy, safe, and environmentally sustainable
products that comply with EU environmental and social standards

Regulation of
environmental standards

Establishes new requirements for
agricultural production**

Producers, including enterprises from partner countries, must meet
these standards to access the EU market

Tool for competitive
advantage

Standardizes the implementation of
strategy requirements

By complying with these requirements, producers gain access to the
EU market, increase consumer trust, and enhance their image as
environmentally responsible companies

Note:

* The scope includes processes such as raw material production, processing, transportation, sale, and consumption of products.
** The scope includes processes such as reducing the use of pesticides and fertilizers, minimizing food waste, and developing organic production.

Source: created by the authors based on[1; 3; 5]
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directly regulate the
management and mar-
keting processes of en-
terprises whose main
activities are related to
national economic pro-
duction. Therefore, in
the context of manage-
ment and marketing,
the focus is on the
"Farm to Fork" strategy
asa practical tool for the
systemic restructuring
of approaches to mana-
gement and market
behavior (see Figure 1).

Thus, the transfor-
mation entails:

1. A change in ma-
nagerial logic and ma-
nagement strategy. This
involves a shift from a
short-term focus on
profit and production
volumes to long-term
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P omprehensive strategy for economic and
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environmental policy transformation

r & The component of the Green Deal that
_———— - ~ .
N | | - regulates standards for sustainable
- .
\ :“Fann to Fork” strategy +/ production, food safety, and
\\| | environmental and social requirements.
N T T T oo,
\ ' A
\\ : Agricultural gector of Ukraine :
\ _____________________
_______ > The scope of the Farm to Fork strategy, where classical approaches are
By being transformed into a sustainable format.
"transformation,”

we mean a systemic
restructuring of
approaches to
management and

| Marketlng
| Eco-friendly

an agricultural
enterprise.

consumers

Figure 1. "

: I Supply chain transparency
market behavior of | P ommunication of value to

branding

_____________ 1

| Management !
I Integration of sustainable :
i development principles I
Resource efficiency !
Strategic planning and risk :
management |

|

|

Farm to Fork™ as a practical tool for transforming management

and marketing of agricultural enterprises

Source: created by the authors based on [1—2; 5—6].

sustainability, resource efficiency, environmental
responsibility, and proactive risk management.

2. Institutional integration of sustainable prin-
ciples. This refers to the incorporation of environ-
mental, social, and climate criteria into strategic
planning, quality control systems, cost management,
and the evaluation of investment decisions.

3. Restructuring of the marketing paradigm.
This represents a transition from price-based
competition to competition based on value, trust,
transparency, and the environmental responsibility

of products.

Regarding the management of agricultural
enterprises, within the context of the "Farm to

Farm to Fork
Strategy

Goal: compliance
with modern
environmental
standards,
enhanced
competitiveness,
and creation of
added value for the
market.

A sustainable
management
system is being
formed, with the
following relevant
characteristics:
Environmental $
responsibility
Economic

Social p
sustainability
Integration into
the “Farm to
Fork” value chain|  ___________ __ _ _ _ _ __ _ _ _ __________
@ !Specifics: long-term strategic planning |
I Manifestation of specifics: implementation of a I

| focus on sustainable development and a balance

| between economic efficiency, environmental |
I
I

: into management processes
| Manifestation of specifics:
|planmng approaches (focus

| technologies)

N

Spemﬁcs integration of environmental principles 1

I
I
I
changes in resource I
on minimizing :
I
I
I
I
[

I'environmental impact, optimizing the use of water
and fertilizers, and implementing energy-efficient

| Spec1ﬁcs predictive risk management 1
| | Manifestation of specifics: implementation of !
efficiency : mandatory assessment of th . '
I regulatory factors on production, and adaptation to |
1 EU carbon requirements (P BAM).

e impact of climate and |

I responsibility, and social aspects

Figure 2. Features and Specifics of sustainable management of an
agricultural enterprise in the context of the "Farm to Fork” strategy

Source: created by the authors based on [1; 3—4; 6].

Fork" strategy, it is being
transformed into an integ-
rated management system
that enables agricultural
enterprises to comply with
modern environmental stan-
dards, enhance competitive-
ness, and create added value
for the market. Importantly,
this transformation should
ensure (see Figure 2):

— Integration of environ-
mental principles into mana-
gement processes.

— Predictive risk mana-
gement.

— Long-term strategic
planning.

In this context, the for-
mula for the transformation
of sustainable management
within the "Farm to Fork"
strategy can be expressed by
the following algorithm:

Copyright © The Author(s). This is an open access article distributed under the terms of the Creative
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Sustainable Management
or = f(Ect+Ee+Ss+P), (1);
where:

Ec — economic efficiency (optimization of re-
sources and costs, increased productivity through
ecological, innovative, and energy-efficient tech-
nologies, creation of added value through organic
and certified products);

Ee — environmental responsibility (reduction in
the use of pesticides and fertilizers, eco-friendly pro-
duction, rational use of water resources, reduction of
greenhouse gas emissions and energy consumption);

Ss — social sustainability (ensuring safe and
high-quality products for consumers, transparency
and traceability of supply chains, creation of jobs
and support for local communities);

P — management transformation processes
(management of the entire value chain: from raw
material production to delivery of the product to
the end consumer).

Regarding the marketing of agricultural
enterprises, within the context of the "Farm to
Fork" strategy, it is being transformed into an integ-
rated system for generating demand and meeting
consumer needs for healthy and environmentally
sustainable products (in particular, products with
low levels of harmful substances and high nutritional
value). Importantly, this transformation should
ensure (see Fig. 3):

— Eco-friendly branding and product posi-
tioning

A sustainable
marketing system is
being formed, with

the following relevant
characteristics:
Eco-friendly branding
and product !
positioning I

Supply chain :

transparency
P ommunication of

value through

| positioning

Farm to Fork

I footprint
Strategy ootprin

Goal: generating social aspects

demand and . . .
meeting consumer Focus on demand for :technologles, and certification.
healthy and |
needs for healthy . |
and environmentally | '-—-—————————————
. tainable product oS ETTTo————T——
environmentally SusInte };aeﬁgnoo?c s I Specifics: communication of value through :
sustainable su s%ainable | environmental and social aspects 1
products \ .'Manifestation of specifics: increasing :

development 9
principles into

keting strategi
marketing strategies | the EU market
I

strategy
Source: created by the authors based on[1; 3—4].

\

|

I Manifestation of specifics: creating a product }I
) image as safe (low in harmful substances), \l
} certified, organic, or with a low carbon ‘

: Specifics: supply chain transparency

I Manifestation of specifics: providing
environmental and @—j consumers with complete information about
: the origin of products, production

I consumer trust, creating added product Value,i
Iand strengthening competitive advantages in I

\\\§\§\ PN

— Supply chain transparency

— Communication of value through envi-
ronmental and social aspects

In this context, the formula for the transfor-
mation of sustainable marketing within the "Farm
to Fork" strategy can be expressed as follows:

Sustainable Marketing

o = f(Be+Tp+Cv+0Os+Is), (2);

where:

Be — eco-friendly branding and product
positioning (safe, certified, organic, low carbon
footprint)

Tp — supply chain transparency (complete
information about origin, production technolo-
gies, and certification)

Cv — communication of value through envi-
ronmental and social aspects (building trust,
creating added value, achieving competitive
advantages in the EU market)

Os — orientation toward demand for healthy
and environmentally sustainable products (safe,
organic, minimal environmental impact)

Is — integration of sustainable development
principlesinto marketing strategies (environmental,
social, and economic aspects in product promotion).

Thus, in Ukraine, the "Farm to Fork" strategy
serves as a fundamental trigger that has already
initiated the transformation of classical mana-
gement and marketing systems into a sustainable
format, in which environmental responsibility,
economic efficiency, and social sustainability are

integrated into all aspects of agri-

———————————— g cultural enterprise activities.

CONCLUSIONS
The research concludes that the
| GreenDeal is a comprehensive stra-
| tegy for transforming not only the
. EUeconomy but also the economies

———————————— 4 of partner countries, including

i Ukraine. The "Farm to Fork" stra-
| tegy is a key element through which
I the paradigm of sustainable mana-
I gement and marketing in the agri-
| culturalsector is being transformed.
This transformation covers the entire
value chain, promotes the inte-
gration of sustainable development
principlesinto internal management
processes, and creates competitive
I advantages for Ukrainian enterprises

—————————— e,

e __2 in the EU market.

Figure 3. Features and specifics of sustainable marketing of an
agricultural enterprise in the context of the "Farm to Fork™

The transformation of mana-
gement in agricultural enterprises
within the context of the "Farm to
Fork" strategy involves a shift

ISSN 2306-6792
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from a classical short-term focus on profit and pro-
duction volume to strategic management that con-
siders sustainability, resource efficiency, and environ-
mental responsibility. In particular, the authors
demonstrate that this transformation occurs through
the integration of environmental principles into all
management processes, including forecasting risks and
efficiently managing resources, as well as planning
long-term strategies that account for the impacts on
the environment, economy, and society. The outcome
of these transformations is increased long-term
business sustainability, improved compliance with
European environmental standards, and enhanced
capacity to create added value in products.

The transformation of marketing in agricultural
enterprises within the "Farm to Fork" strategy entails
ashift from price-based competition to competition
based on value, trust, and environmental respon-
sibility of products. Specifically, the authors demon-
strate that this transformation is achieved through
eco-friendly branding and the positioning of products
as safe, certified, and environmentally responsible.
This approach enhances supply chain transparency,
communicates value through environmental and
social aspects, and reorients the company toward
consumers who value healthy and sustainable
products that meet modern environmental standards.
The result of these transformations is strengthened
opportunities to create competitive advantages,
increased consumer trust, and reinforced positions
in the European market.

The value of the research lies in identifying the
key transformations through which Ukrainian
agricultural enterprises restructure their mana-
gement and marketing processes.

The prospects for further research lie in stu-
dying the practical mechanisms and tools for inte-
grating the principles of sustainable management
and marketing of agricultural enterprises in the
context of adapting to the EU Green Deal and
evaluating their effectiveness in enhancing com-
petitiveness in the European market.
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