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DIGITAL MARKETING AS A STRATEGIC TOOL FOR AGRIBUSINESS
DEVELOPMENT

Ukraine's agricultural sector is undergoing a digital transformation. At the same
time, the marketing strategy of most agricultural enterprises still relies on outdated
tools. That is why the study of the role of digital marketing in agribusiness is
extremely relevant and practically oriented. Over the past decade, digital solutions
have become important not only in accounting, logistics, or analytics, but also in
marketing. In the European Union, more than 78% of agricultural enterprises use at
least one digital marketing tool to interact with the market. Ukraine, although
showing positive dynamics, continues to lag far behind in terms of digitalization of
marketing processes in the agricultural sector.

Due to global challenges - including the COVID-19 pandemic, full-scale war,
and the disruption of traditional supply chains - Ukrainian agricultural producers have
been forced to look for new sales channels and increase brand awareness. It is digital
marketing, particularly in combination with e-commerce platforms and mobile
solutions, that opens up opportunities to enter new markets both domestically and
abroad.
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According to the Global Digital Overview (2023) study [1], more than 60% of
the world's agricultural enterprises use digital marketing channels, and 75% of
Ukrainian agricultural companies that have already implemented at least one digital
tool have reported an increase in sales. The most commonly used tools in the
Ukrainian agricultural sector are social media (85%), SEO optimization (65%), email
marketing (60%), and content marketing (about 55%).

Digital marketing includes a wide range of tools, such as social networks
(Facebook, Instagram, LinkedIn, YouTube), search engines, email marketing, content
marketing, mobile applications, online advertising, analytics, and marketing process
automation [2]. For example, businesses that actively use targeted advertising on
Facebook and Instagram report a 20-35% increase in calls from potential customers.

SEO optimization allows agricultural companies to increase organic traffic to
their websites by 40-60%, depending on the volume of publications and the quality of
content [3]. According to Google Trends (2022), requests for organic products and
local farm products increased by 22% [4] compared to the previous year. This
indicates the need for high-quality optimization of agricultural enterprises' websites.
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Figure 1. Level of use of key digital marketing tools in agricultural enterprises

Content marketing (educational articles, videos, infographics, blogs) increases
audience loyalty and brand authority [5]. Businesses that invest in content have a 30-
50% higher share of repeat customers. Email marketing, especially automated email
marketing, allows you to keep in touch with partners and customers, providing up to
25% growth in repeat orders. At the same time, automation can reduce marketing
costs by up to 20% [6].

Integration of digital marketing tools with logistics management systems
enables delivery tracking, inventory control, and automatic generation of customer
notifications, which improves overall service and reduces logistics costs by 10-15%.

Despite the positive trends, the introduction of digital tools in the agricultural
sector i1s hampered by low levels of digital literacy, insufficient funding, and a lack of
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specialists. Only 35% of businesses in rural areas have specialists capable of
managing digital campaigns on their own. That is why state support for training,
access to online platforms and consulting services play a critical role [7] in the future
development of agricultural digitalization.

Thus, digital marketing is a strategic tool for transforming agribusiness in
Ukraine. Its implementation helps to strengthen the position of agricultural
enterprises in the domestic and foreign markets, increase efficiency and reduce costs.
Further research should focus on analyzing the practical impact of digital
technologies by type of agricultural enterprise, region, and product.
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