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In the article the author proved that Ukraine's economy needs to create more favorable
conditions for the development of the agricultural sector by intensifying the development of
innovation and implementation of intellectual property rights and effectively manage their
marketing. It analyzes the main range of problems, which is embedded in an understanding of
marketing management of intellectual property, and presents possible solutions and improvements
in this background. It was formed mechanism of intellectual property marketing in the agricultural
sector in the region and proposed approach to evaluating the effectiveness of measures to manage
intellectual property marketing in the agricultural sector in the region.
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Introduction. In modern conditions of development of Ukraine agricultural sector is
extremely important in terms of the competitiveness of the economic position of the state in
both the domestic market and internationally, as a matter of fact Ukraine is an agrarian
country. Given the fact that the modern economy is postindustrial economy type — so that
where intangible assets, intellectual property is a key factor in the creation of surplus value
and surplus product, it is important to solve the problem of the improvement of management
of intellectual property on the principles of marketing, particularly in the context of
agricultural areas of the region. For this reason, the problem of the article is relevant.

Statement of the problem. It is necessary to create an effective mechanism and
scheme of marketing management of intellectual property in the agricultural sector in the
region because of the reasons of immaterial nature of intellectual property and the
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underdevelopment of market data objects are certain problems in their promotion and good
governance on the basis of marketing.

Analysis of recent researches and publications. Problems of marketing and
intellectual property of agricultural areas and their management are given a fair attention in
the works of both domestic and foreign scientists. Among them we should remember the
classic of marketing science Kotler F. [4], Andreychuk V.G. [2] with his research on the
economics of agricultural enterprises, Tsybulov P.M. [7], Pidoprygora O.A. and Butnik-
Seversky O. B. [6] with research of intellectual property, Obremchuk V.F. [5], Zinov V. [8],
Gupin V. and Barancheyev V. [3] with research on marketing and commercialization of
intellectual property and others.

Previously unsettled problem constituent. Needs further address the problem of
improving the management of intellectual property marketing in the the agricultural sector
of the region.

Main purpose of the article. The article is to develop proposals and
recommendations for improving the process of marketing management of intellectual
property in the agricultural sector of the region.

Results and discussions. The economy Ukraine needs to create more favorable
conditions for the development of the agricultural sector on the basis of intensification of
innovation development and introduction of intellectual property and effective management
of marketing. Indeed, marketing is one of the main instruments through which are formed
and developed agro-industrial markets.

Intellectual property in the agricultural sector consists mainly of objects such as plant
varieties, animal breeds, trademarks of producers of agroproducts. These intangible assets
requiring effective management on the basis of marketing.

The main range of issues, which is embedded in an understanding of marketing
management of intellectual property, includes the following: adequate product policy
(concerning the development and creation of appropriate market products), adequate pricing
strategy on intellectual property rights (taking into account the interests of producer and
consumer), the strategy to stimulate innovative marketing and promotion of the intangible
intellectual products to the agricultural market. It is also necessary to evaluate the
effectiveness of the activities of the marketing management of intellectual property.

The main agricultural companies of Sumy region are:

- "Newsphere" Ltd. (manufacture and sale of wheat peeled flour; manufacture and sale
of complete feed, wheat bran intended for breeding complexes, farms of different directions;
receiving, drying and safekeeping of any grain to provide quantitative and qualitative safety,
purchasing, receiving, part and drying grain, corn, sunflower seeds and other grains and
oilseeds, with shipping products to customers);

- SEA Sytnik (agricultural harvesting);

- PE Fedotova (manufacture of wooden hives);

- Ponomarenko, FFE (grain transportation in Ukraine);

- Konotop elevator, Ltd. (Rye flour, rye bran);

- Sumy Agro, Ltd. (the company processes soybeans by pressing on the cake and oil);
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- Lebedin Grain company, JSC (wholesale grain and animal feeds, warehousing,
production of pasta);

- Krapivin, PE (sunflower processing: the maximum amount of the company — 20 tons
per month);

- Apis, Ltd. (farm);

- Ukrbioprom Company, Ltd. (Akhtyrka branch) on a permanent basis sells cereals:
corn, grain, oats, winter wheat of second class;

- Garden (basic directions of activity: growing seedlings of horticultural crops, sale of
fruit — apples, pears, apricots, plums, cherries; cultivation of berries — strawberry, currant;
vegetables — cabbage, cucumbers, onions, tomatoes; cereals — wheat, rye, corn, industrial
and forage crops; livestock — breeding cows, sheep, pigs; processing of agricultural products
— mill; the exchange of agricultural machinery parts fund);

- branch of JSC Krolevets bakery combine;

- Romny combine of bakeries;

- Rost Capital Invest, Ltd. (the company provides services for the harvesting of early
grain crops, rape, soy, corn, sunflower and other crops);

- Kulibabin A.E., PE [1].

These producers and entities and researchers in agriculture require effective measures
to control the marketing of their intellectual property.

Summarizing the existing theoretical sources, the main objects of intellectual property
management marketing in agricultural sector and the process are presented as follows (Fig. 1).

Marketing Management of
Intellectual Property

. P —

Planning Organization Motivation Control
\ 4 y A y
Goods Price Promotion Promotion
(intellectual (pricing strategy) (complex of (sales, evaluation
property objects) marketing of effectiveness)
communications)

Fig. 1. Items and the management of intellectual property marketing in the
agricultural sector [Generalized based on sources: 2, 3, and 4]

Speaking of planning we should emphasize the need to develop and create products
adequate to real needs of the market and target consumers. The specificity and complexity
of the planning of the product as an object of intellectual property is its intangible nature. In
particular, in the context of the agricultural production it comes to new varieties of plants,
breeding of new animal species, development of trade marks and brands. Successful study
of the real needs of the market will create a needed product that will be in demand in the
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market, since according to the concept of marketing production should be done not for
production, but for consumption.

Speaking about the organization we should emphasize attention to the process of
pricing and a choice of pricing strategy that would satisfy the interests of both parts of the
process, offering sufficient income to producers and pleasure in the consumption of the
product from the side of the consumer. Price of intellectual property must be formed in
accordance with the market approach with the ability to successful implementation of the
product in the current market.

Speaking of motivation, should focus on developing complex marketing
communications, which would stimulate promotion of the product on the market. These
promotional measures are advertisement, and activities of PR, sales promotion as itself and
integrated marketing communications.

Speaking of control, it is necessary to assess the effectiveness of the activities of the
marketing management of intellectual property at the end of the process as assessing the
effectiveness and impact of the commercialization of intellectual property.

The main problems of marketing management of intellectual property of agricultural
areas of the region are as follows:

- the need to further integrate the region to the country market and world market in the
light of globalization; establishing international relations and measures of protectionism to
protect national producers; create more favorable conditions for access to foreign markets;

- attracting foreign investment and technology, which requires adequate formation of
the new management mechanism that provides a range of administrative and economic
methods, including marketing as one of the main elements on which agro-industrial markets
are formed and developed;

- the need to improve methods of valuation of intellectual property rights and their
effective commercialization;

- improve of procedures for assessing regional competitiveness of agricultural
products;

- intensification of exhibition and fair activities;

- creation of business incubators to provide information and consultancy services to
agricultural marketing and regional branding and regional brands.

Increasing of marketing management component of agrarian sector of the region based
on the use of intellectual property has to be qualitatively and quantitatively determined by
effective measures to develop:

- methods of market research of agricultural markets;

- algorithm of the commodity, assortment, marketing and communication policy in
agrobusinesses;

- commodity circulation system of agricultural products;

- pricing methodologies and implementation of foreign trade operations;

- a set of measures to stimulate the promotion of regional brands in domestic and
foreign agricultural markets;

- an integrated marketing information system for the selection of communication tools
that facilitate the exchange of information on agricultural products produced and the use of
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intellectual property, its qualitative characteristics, reputation and business activity of
agrobusinesses.

Organization of marketing management in agrarian sector of the region on the basis of
intellectual property also provides a rational choice of the structure of its functioning,
quality staffing and personnel management that enables optimum implementation of these
measures and makes effective sales policy, which provides a range of measures to upgrade
the range of agroproducts, which is produced regionally and expansion of distribution
channels, combining into a single management process of manufacturing and marketing to
identify at zero stage of the product life cycle requirements for a particular product, the
implementation of research to develop products of market innovation, flexible pricing,
indicative planning, demand forecasting, involvement of financial and investment resources
in agrobusiness for organization efficient goods movement and sales promotion and
branding.

We have formed an intellectual property marketing management mechanism in the
agrarian sphere of the region (Fig. 2).

Intellectual property (IP) marketing
management in agrarian sphere of region

— The organizational link The economic link —
Identifying the needs of potential Assessment of needs and benefitsto |
> customers in the region consumers in the region
> Identifying competitors Revealing the capacity of production of

goods through the introduction of IP <

Organization of production of goods
based on IP and Advertising

A 4
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Distribution of goods in the market
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v

Fig. 2. The mechanism of marketing management of intellectual property in the
agricultural sector in the region [Proposed by the author]
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The effectiveness of marketing management of intellectual property — an indicator of
to what extend marketing activity is optimal in regard to reducing costs and achieving
results in the short and long term. The effectiveness of marketing management of
intellectual property is associated with indicators of profitability of marketing investments.

The accuracy of assessing the effectiveness of marketing management of intellectual
property depends on proper consideration of the relevant marketing expenses and related
financial results. In short-term period results of the effectiveness of marketing management
of intellectual property are measured by indicators related to income. In long-term period
effectiveness is measured by indicators related to consumer and brand equity.

As the brand is an intangible asset, the effectiveness of marketing management of
intellectual property can also be measured in non-financial indicators, assessing brand:

- commitment / loyalty to the brand;

- knowledge of the brand;

- associations connected with the brand;

- perception (understanding) of the brand.

We propose to evaluate the effectiveness of measures to manage intellectual property
marketing in the agricultural sector of the region as follows:

_ STR, +LTR,
M

E , 1)

inv

where E — the effectiveness of the activities of the marketing management of
intellectual property, relative units;

STR, — the results of short-term measures in the form of income, monetary units;

LTRg — the results of long-term measures as indicators related to consumer and brand
equity, monetary units;

Min, — marketing investment into the development and implementation of intellectual
property of agrarian sphere in the region, monetary units.

Thus, the implementation of the proposed mechanism of marketing management of
intellectual property in the agricultural sector of the region and the solution of problems in
this area and the proposed method of assessing the effectiveness of these measures will
improve the agricultural areas of the region on the basis of the implementation of
intellectual property.

Conclusions and further researches directions. In the article the author proved that
Ukraine's economy needs to create more favorable conditions for the development of the
agricultural sector by intensifying the development of innovation and implementation of
intellectual property rights and effectively manage their marketing. It analyzes the main
range of problems, which is embedded in an understanding of marketing management of
intellectual property, and presents possible solutions and improvements in this background.
It was formed mechanism of intellectual property marketing in the agricultural sector in the
region and proposed approach to evaluating the effectiveness of measures to manage
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intellectual property marketing in the agricultural sector in the region. Prospects for further
development are to improve the processes of marketing management of intellectual property
in the agricultural sector of the region in terms of individual components of the marketing
mix.
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VYJIOCKOHAJIEHHS YIIPABJITHHSI MAPKETUHI'OM IHTEJIEKTYAJIBHOI
BJIACHOCTI ATPAPHOI COEPH PET'TOHY
Maxunyma Cgitiana MuxaiijaiBHa
Kanouoam eKOHOMIUHUX HAyK, 00UeHn, 00yeHm Kagdheopu eKoHOMIKuU,
CymcoKkuil HayionanbHUL azpapuuil ynigepcumem, YKpaina

Y cmammi asmopom 6yno oosedeno, wo exonomika Ykpainu nompebye cmeopenHs Oinvuu
CHPUSMAUBUX YMO8 OJil PO38UMKY A2papHoi cghepu winaxom inmencugixayii po3pobku iHHo8ayill
ma 6npoeaod’ceHHs 00 €Kmie IHMeNeKmyanbHoi 61acHocmi ma e@exmueno2o YNpaeninHs ix
mapkemuHneom. byno npoananizosano ocnogme KoONO npobnem, siKke 6KIA0OAEMbCA 8 PO3VMIHMA
VNPAGNIHHA MAPKEMUH2OM ITHMENeKmyaloHoi 61acHOCmi, ma NOOAHO WIAXU IX NOOONAHHA U
nokpawjenus cumyayii Ha yvomy mai. byno cgopmosano mexanizm ynpaeninma MapKemuHOM
IHMeNeKmyaibHoi 8IACHOCMI a2papHoi cgepu peziony ma 3anponoHO8AHO NiOXi0 00 OYIHKU
eexmusnocmi npogedeHux 3axo0i6 3 YNPAGNIHHA MAPKEMUHSOM IHMENeKmyaibHoi 61acHoCmi
azpapmoi cghepu peciony.

Knwuogi cnosa: inmenekmyanvhua 61acHicms, MapKkemuHe, MeHeOdCMenm, azpapra cgepa,
pecioH, egeKkmusHicmb, MeXaHizM, KOMNIEKC MAapKemuHey, KoMepyianizayisi, MapKemuHeosi
iHgecmuyii.
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YCOBEPHIEHCTBOBAHHME YIIPABJIEHUSA MAPKETHHI'OM
UHTEJUIEKTYAJBHOM COBCTBEHHOCTH ATPAPHOM C®EPBHI PETMOHA
Maxnyma Csersiana MuxaiiioBHa
KaHOuoam IKOHOMUUECKUX HAYK, 00UeHm, 00ueHm Kagheopvl IKOHOMUKU,

CymcKuil HaYUOHATbHBLIL AZPApPHBLIL YHUGEpcumem, YKpauna

B cmamve asémopom 6vin0 Ookazano, umo 3KOHOMUKA YKpaunvl HyHcoaemcs 8 co30aHuu
bonee 0O1A2ONPUAMHBIX YCAOBULL ONd PA36UMUSA  ACPAPHOU Ccqhepbl nymem UHMEHCUDUKaAyUU
paspabomku  UHHOBAYUL U BHEOPeHUs O00BEeKmMo8 UHMENLIEKMYAIbHOU COOCMBEHHOCMU U
appexkmusnoco ynpagieHus ux mapkemureom. bvinu npoananuzupoeanvt 0cHo8HOU Kpye npobdiem,
Komopble 6KIAObIBAIOMCA 6 NOHUMAHUE YNPAGNeHUs MAPKeMUHeOM  UHMELIeKMYalbHOU
cobcmeeHHOCmU, U NPeOCmAasienbl Nymu ux npeoooieHus U YayiuleHus Cumyayuu Ha 3mom goue.
bvin cghopmuposan mexanusm ynpasneHus maprkemuHeOM UHMELIEKMYAIbHOU COOCMBEHHOCMU
azpapHoll cgepvl pecuorHa u Npeodsodcen Nooxod K oyerke IphekmusHocmu nposeodeHHbIX
MEPOnpUAMULl N0 YNPAGILEHUI0 MAPKeMUH2OM UHMELIeKMYalbHOU COOCMBEHHOCIU a2PApHOL
cghepul pecuona.

Kntouesvle cnoea: unmeniekmyanvHas CcoOCMEEHHOCMb, MAPKEMUH2, MEeHeONCMeHM,
azpapnas  cghepa,  pecuoH,  dhGdexmusHocmv,  Mexamuzm,  KOMHIEKC — MapKemuHed,
KOMMepYUAIU3ayusl, MapKemuH208vle UHEeCUYUL.



