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Abstract

One of the features of the agricultural sector is the diversity of the organizational forms of management,
the forms of ownership of the means of production and the products sold. A significant part of food products is
produced in the private households of the population and in peasant (farmer) households. But the activity of large
enterprises, representing all three areas of the agro-industrial complex (the technical-material supply of
agriculture, agriculture itself and the valorization of agricultural production), has the greatest influence on the
formation of the agri-food market. The category of these enterprises also includes those specialized in the
cultivation of white sea buckthorn, which are increasingly forced to react to changes in the factors of the
marketing environment. Fast and efficient adaptation to such changes is possible only if the company focuses its
activity on the marketing concept, orients itself towards satisfying consumers, namely the full satisfaction of their
needs, wishes and expectations.

In this paper, the problems related to the management of the marketing activity in agricultural
enterprises specialized in the cultivation of sea buckthorn are elucidated, such as: monitoring of environmental
factors, forecasting of the activity based on the state of the market situation, the formation of product, price,
distribution and promotion policies as well as adapting the marketing mix, on the one hand to the demands and
preferences of consumers and on the other to the behavior of competitors, intermediaries and resource providers.
Based on the study, the need to carry out a series of actions is argued, which requires the creation of an
integrated management system of the marketing activity. Only an integrated management system can offer
rational solutions to the problems that arise in the enterprise, taking into account its material, financial and
human resources.

Keywords: management, marketing activity, agricultural enterprise producing white sea buckthorn, marketing
department, organizational structure, planning, control

1. Introduction

The socio-economic transformations and the "boom™ of science and technology at the
beginning of the 21st century cause substantial changes in the approach to marketing
strategies, methods and techniques. In order to be able to effectively use the opportunities that
have arisen, it is necessary to know the fundamental elements of marketing activity
management.
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For farmers in the Republic of Moldova, the cultivation of sea buckthorn is a new sub-branch,
which requires the managers of agricultural enterprises to carry out specific marketing actions
to expand the cultivation and consumption of sea buckthorn products. Thus, the main
objective of this paper is to optimize the marketing activity of agricultural enterprises,
including those specialized in the production of sea buckthorn. Achieving this objective
requires addressing aspects and concepts of management, marketing and analysis of economic
activity, taking into account the coordinates of the market economy.

This objective is important for the activity of the agricultural enterprise in order to increase
the level of profitability, starting from the premise that the existence and future development
of a business in the agricultural field is conditioned by the existence of demand for the
enterprise's products/services on the market, and for this business to be profitable, a concrete
analysis must be carried out.

As defined by Ph. Kotler, marketing management encompasses the process of analysis,
planning, implementation and control of activities aimed at establishing, strengthening and
maintaining profitable exchanges with target customers in order to achieve certain
organizational objectives, such as making profit, increasing sales volume, increasing share
market etc. [1].

Thus, by marketing management we understand a set of managerial actions related to their
organization, forecasting and coordination with other activities carried out within the
company, as well as the training of the staff as a whole to acquire and adopt the marketing
philosophy, including the control of the way of achieving the marketing policy developed in
the enterprise.

Marketing activity management it is a complex process and its objective is, first of all, to
anticipate the possible evolutions of market phenomena under certain conditions, for a shorter
or longer period of time, with the aim of adapting the company's activity to the changes on the
market. The anticipation of these developments takes place through the marketing forecast,
which represents an estimate of market development in the following periods, based on the
analysis of the evolution of external factors (endogenous and exogenous), in order to reduce
risk, avoid uncertainty and frame the activity carried out by the company at present in a broad
perspective vision. Forecasting is an important function of management, namely it provides
information on the possible trends of some market phenomena (demand, sales, etc.), estimates
the effects that will be generated in the future by the present decisions and actions. Based on
the forecasts, strategic alternatives are developed from which the optimal development
strategy of the agricultural enterprise is chosen.

Marketing management provides for the creation of an appropriate organizational structure
within the enterprise, which has the mission of orienting and directing the activity/actions of
each member of the enterprise, regardless of the position and function they occupy, in
accordance with the marketing concept and vision.

In order to adopt reasoned decisions, the top management of the enterprise must be provided
with truthful, operative and complete information. Thus, it is necessary to create a marketing
information system, capable of ensuring the collection, storage and processing in the
appropriate form of the information necessary to substantiate decisions.
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Marketing management can influence the correlation, formalization and anticipation of the
decisions of the company's management, therefore it is necessary to develop marketing
programs, through which marketing strategies and actions are coordinated, increasing the
efficiency of the company's economic activity.

In the conditions of the globalization of the economy, the business environment forces the
management of agricultural enterprises specialized in the cultivation and production of sea
buckthorn to develop effective marketing activities. Thus, marketing management plays a
decisive role in creating and maintaining a competitive advantage of the enterprise in the
market.

2. Degree of investigation of the problem

It is known that any marketing action involves certain costs, sometimes quite significant. For
these reasons, specialists and experts in the field are concerned with the search for ways to
optimize marketing activity, especially in the era of globalization and digitalization, when
competition is not only at the local and regional level, but also at the global level. Thus,
scholars have been researching this issue for a long time, and many of them consider
marketing a management function. The issue of marketing activity management is often
addressed in the works and publications of economists and marketing specialists. Renowned
management and marketing scholar Ph. Kotler, defines marketing as "...asocial process by
which individuals or groups obtain what they want by creating, offering, and freely
exchanging valuable products and services" [1].

At the same time, the American Marketing Association approved the definition of marketing
management, which means "the process of planning and executing the operations of
conception, pricing, promotion and distribution of ideas, goods and services, in order to carry
out exchanges that satisfy the objectives individual and organizational” [4].

In turn, other researchers analyzed this problem even more, as a result they established that
the marketing management process consists of three stages:marketing planning,marketing
organization and marketing control [2]. The main task of this process is to research, analyze
and confirm the causes of the negative relationship towards the product or service and to
develop strategies to improve the image of the product in the market.

Marketing activity management is achieved when at least one of the parties to a potential
exchange analyzes the objectives and methods of obtaining the expected reactions from the
other parties [3]. Etymologically, the term "management” comes from the Latin "manus",
which means hand, or from the French word "manege”, which means to train. In English, this
word has the form of the verb "to manage"”, which means to administer, to lead, and this term
is known all over the world.

So, in order to carry out an effective activity, enterprises specialized in the production of
white sea buckthorn, as in other businesses, are obliged to know and apply the marketing
concept through which they are oriented towards satisfying the needs of consumers, and on
the other hand, the methods and principles of management which would ensure obtaining a
high level of profitability.
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3. Research methods

In this work, a series of scientific and empirical research methods and their components based
on analysis and synthesis, comparison, graphic presentation of the obtained results, but also in
the form of schemes and diagrams, were used. The research has an interdisciplinary,
descriptive and applied character with a logical-deductive approach.

The research focused on the study of problems related to marketing management, especially
the process of analysis, planning and realization of marketing actions, the principles,
functions, methods, strategies with the help of which the established objectives are achieved.

The work is carried out within the Research Project "Elaboration of the production technology
of white sea buckthorn in an ecological system and of the processing of fruits and biomass”,
with code no. 20.80009.5107.13. The data on the organization of marketing activity and
marketing management were accumulated by researching the process of organizing marketing
actions within agricultural enterprises, including those specialized in the cultivation of white
sea buckthorn, namely SRL "Big Cuker" from the village of Clisova, Orhei district, SRL
"Pomiproconsult™ - consultant in the design of sea buckthorn orchards and "Argoexpert™" -
information company in agriculture.

4. Results obtained and discussion

Being a new culture and having an insignificant weight in the baciferal cultures, in the official
statistics of the Republic of Moldova there are no data about the area of the plantations nor
the amount of cultivated white sea buckthorn.

The white sea buckthorn began to be cultivated as a horticultural crop in the Republic of
Moldova starting in 2013, with the planting of the first commercial plantation. In the year
2021, over 224 hectares of sea buckthorn are already registered, with a tendency to increase
the areas, and geographically, white sea buckthorn plantations are registered in most districts,
and the largest plantations are in the districts of Orhei, Dubasari, Hancesti, Ungheni and
others being cultivated the female varieties Clara, Mara and Dora, and from the male varieties
Andros [6].

According to the data of SRL "Pomiproconsult”, specialized in the design of sea buckthorn
plantations, in 2022 over 220 hectares of plantations came into fruition, with over 895 tons of
white sea buckthorn harvested, and in 2023 the area of plantations that came into fruition
increased by 30 hectares (figure 1).

Along with the increase in the areas and the amount of sea buckthorn cultivated by
agricultural enterprises, there is the need to efficiently manage their activity, so as to ensure
the achievement of the expected results. There is a need not only to produce a larger amount
of sea buckthorn, but also to ensure its commercialization, both on the local and international
markets.
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Figure 1. Area and production of sea buckthorn in the period 2019-2023

in the Republic of Moldova
Source: Report SRL "Pomiproconsult™

The white sea buckthorn and its derivatives are at the forefront of healthy human nutrition. As
a result of the study carried out within the mentioned project, it was determined that sea
buckthorn is used most often in the preparation of teas - 56.9%, for jams and jellies - 45.1%,
fresh consumption in the proportion of 31.3%, oil and other bioactive substances — 29.4%,
juices — 27.5%, but also other forms of consumption (figure 2). Of course, the share of
products in the food set differs from one country to another and depends a lot on the
economic development of the state.All these arguments favored the start of the research
process on the consumption of sea buckthorn products in the Republic of Moldova.

Others = 7,80%
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Figure 2. The structure of the consumption of sea buckthorn products

in the Republic of Moldova
Source: results of the survey carried out during 2021 within the mentioned project

These data demonstrate that agricultural enterprises must strengthen their efforts to create a

profile association, which is concerned with the problems of the development of the white

buckthorn branch. Thus, in order to successfully carry out the activity of cultivating and
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marketing white sea buckthorn within agricultural enterprises, it is necessary to implement an
integrated management system, which includes both the production process and the
processing and marketing at the country level.

In the vision of Posataev A., the author of the work "Marketing Management in the agro-
industrial complex™, an integrated management system in the agricultural field implies
"directed action of the subject of management on the object of management, carried out in the
best way using a certain technology, taking into account the influence of the legalities of the
development of the market space, using that system of methods that would lead to the
achievement of the goals of the agricultural enterprise” [7].

At the level of the agricultural enterprise, the management of the marketing activity involves
the collection and processing of market information, the making of forecasts for its future
development using the collected information, the development of the marketing plan based on
the forecasts and the implementation of specific activities that will lead to the achievement of
the planned objectives, but also monitoring the implementation of plans, evaluating the results
obtained.

It is necessary to note that the management of the marketing activity at the agricultural
enterprise level, as a rule, has a series of objectives:

— improving the quality of life of consumers in the area, or country, region where the
agricultural enterprise operates. At the same time, we understand the quality of life as
a socio-economic category, which includes not only the level of consumption of
material goods and services by an individual, but also the satisfaction of his spiritual
needs - spiritual comfort, preservation and maintenance of health, life expectancy,
climate moral and psychological, etc.;

— ensuring the balance between supply and demand, that is, between the amount of
goods that buyers are willing and able to buy at a given price in a given period of time
and the amount of goods that producers are willing and able to sell;

— the impact on the production process. When forming the portfolio of products (goods
and services), it is necessary to take into account market requirements, ensure a high
level of quality, but also a level of competitiveness of the costs of these products, etc.,
using the latest achievements of scientific progress and technological;

— increasing the efficiency of market relations by establishing relations between market
participants of an economic (volume of profit, level of profitability, etc.), social
(positive image of the agricultural enterprise, improving the quality of life of the
population through the consumption of specific goods, services, etc.), ecological
(minimization of environmental damage in the process of production and (or)
consumption of specific goods, services, etc.) and of another order.

In order to achieve the objectives of the management of the marketing activity at the
agricultural enterprise level, it is necessary to establish and solve a number of tasks such as:
— competitiveness analysis, i.e. the ability of products to compete with similar products
on the market;
— substantiating and choosing a certain position on one or more markets with the
subsequent development of a marketing mix for each individual market;
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— establishing a competitive balance, which would ensure a price at which the total
quantity of the product from the agricultural branch can be sold and equalize the
volume of demand with supply;

— regulating the internal and external potential of the agricultural enterprise in order to
maintain the capacity to stimulate and maintain demand for its products;

— determining the strategic behavior of the agricultural enterprise, establishing the goals
of its operation on the target market or the chosen market segment, choosing the
means to achieve the goals established in a certain period of time.

Therefore, management actions aimed at achieving the goals of marketing activity
management by solving certain marketing tasks are called marketing activity management
functions.

In figure 3the classification of marketing activity management functions is represented, which
today has the greatest practical significance and according to which these functions are
divided into general and specific ones, depending on the direction of the management action.

The analysis of the management system of marketing activity includes the collection,
processing, storage and permanent interpretation of market information obtained with the help
of the marketing information system, conducting marketing research to obtain the information
necessary for making individual management decisions related to the marketing activities of
the enterprise agricultural, market segmentation and selection of target segments, justification
and selection of product types in target segments, etc.

Marketing activity planning is the process of establishing objectives, substantiating and
choosing a strategy to achieve them, as well as carrying out specific marketing activities
aimed at implementing the chosen strategy for a certain period of time. Depending on the
period for which these objectives are expected to be achieved, but also the fact that large
enterprises have four organizational levels, then the planning of the activity will be structured
according to them. As stated by Ph. Kotler, at the corporate level [1], the enterprise needs a
strategic plan, covering the entire enterprise, at the departmental level — a divisional plan, at
the activity unit level a unit strategic plan and at the product level a plan for each individual
product.

a) long-term or strategic plan (over 5 years);

b) medium-term plan (from one year to 5 years);

c¢) the short-term (annual) plan.

The plan, as a rule, reflects the desired objectives, defined quantitatively and qualitatively, as
well as the strategies for achieving them in a determined period. The specific activities that
the agricultural enterprise intends to implement to fulfill the marketing plan are reflected in
the marketing program, which is an integral part of this plan.

Organization function involves determining the structure of the management of the
marketing activity, selecting and placing personnel in accordance with the chosen structure,
establishing the rights and obligations of the employees of the marketing activity management
service, determining the order of its interaction with other departments within the agricultural
enterprise, etc. The key content of the function of organizing the management of marketing
activity is to ensure the implementation of the developed plan by forming a management
system, determining the place and role of each employee. It is necessary to decide on the
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structure of the subdivisions and the organization of the interaction between these
subdivisions, to develop the documents that regulate their activity, but also the management
apparatus and their employees, etc. (regulations, job descriptions)

The functions of marketing activity management

L General functions Specific functions J
- Analysis of the marketing system - Demand management

i . i — Product management
— Marketing activity planning

— Price management
Organization of marketing
management — Quality management

_ Product assortment
—  Marketing management control management

Management of the movement of

L Marketing management T goods

motivation
— Communication management

— Risk management

Marketing audit management

—  Management of innovations

— Financial management

— Personnel management

Figure 3. The functions of the management of the marketing activity

of the agricultural enterprise
Source: adapted from [1]

Control function in the management of the marketing activity consists in the continuous
monitoring, analysis, evaluation of the actual process of carrying out marketing actions and
comparing its results with those established in the marketing program, as well as identifying
the necessary actions in the next management cycle.

The personnel involved in marketing activities to carry out an activity creatively and

effectively must be motivated. Motivation as a function of management in the marketing

activity involves the development of measures to encourage consumers, employees of the
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agricultural company's product distribution channels, sales staff, etc. to the implementation of
specific actions necessary to achieve the goals of marketing activities (for example,
consumers - to buy and consume a certain product, sales staff - to make additional efforts to
increase the number of goods sold, etc.).

In addition to the performance of general functions, the management of the marketing activity
at the level of the agricultural enterprise involves the implementation of a number of specific
functions (figure 3), such as the management of the demand for the enterprise's products, the
product policy, the range of products, the quality of the products and services, the risks
associated with the activities of marketing, communication policy, innovative activities
(primarily the development of new products), pricing policy, personnel (primarily employees
of the marketing subdivision), finances and the effectiveness of marketing activities of the
agricultural enterprise.

The implementation of both general and specific marketing activity management functions is

based on a series of rules and regulations, which reflect the main models of the market

mechanism and which form the system of marketing activity management principles (figure

4) [7].

Marketing activity management in an agricultural enterprise specialized in the cultivation of

sea buckthorn involves the use of a set of techniques, methods or levers, with the help of

which the objectives are achieved and certain tasks are solved. Such methods form the

marketing activity management system, which includes:

1. Economic methods. These methods are based on the idea of material motivation and

are expressed both in the form of a system of material rewards for the achievement of
a certain quantity and quality of work, and in the form of a system of sanctions for the
missing quantity and (or) inadequate quality. Of these we can mention: direct material
reward, salary, prize, participation in the distribution of profit and capital, fines.

2. Organizational-administrative methods. This category includes methods that are
implemented in the form of direct influence and that are directive (mandatory) in
nature and based on discipline, responsibility, power and coercion. As an example, we
can cite the status of the agricultural enterprise, its internal standards, instructions,
accounting rules, production and financial plans, etc. — documents that establish
general rules, binding for all, that determine the content and procedure of the
company's activities. Another example is the issuing by the management of the
agricultural enterprise specialized in the cultivation of the white sea buckthorn of
orders, resolutions, indications, which, as a rule, refer to specific situations and are
addressed to certain executors. These methods include: organizational design.

3. Socio-psychological methods that are based on inducing a person to specific actions,
through moral encouragement of employees who demonstrate the best results, the
formation of a favorable moral climate within the work team and which contribute to
improving the performance of all team members, etc. These methods include, for
example: moral encouragement, planning of social activities, belief, suggestion, own
example, regulation of interpersonal relations in the collective, creation and

maintenance of a moral-psychological climate in the collective.
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The system of principles of management of marketing
activity in the agricultural enterprise

The principles that

The principles that determine determine the nature of the Ay
the content of the goals of enterprise’s dn;lt—gfnﬁ)igg %L%I?/'\S/z:cg tof
marketing activity interdependence with designing the operation of
management and the market subjects in the the marketing activity
possibilities of achieving marketing activity management system:
them: management process: '

- self-assessment and
self-regulation;

- the competitive

- professional management;

- profitability and efficiency;
- the link between centralization

- directed risk;
- formation of consumption preferences;

- providing with managerial tools; advantage; and decentralization of
- organizational behavior; - entrepreneurial management;
- information security and data storage; freedom; - com(r:lg?lr; pilajlmo'se and
- moral and material stimulation; - equality of partners; g . o4
- control of reaching the set goal

- cooperation and partnership; - reflexive behavior.

- correspondence of the management
structure with the level of development of
the team. /

J

Figure 4. The principles of marketing activity management at the agricultural

enterprise level
Source: adapted from [7]

The ability of the agricultural enterprise to adapt to changes in its market environment is
significantly influenced by its internal structure, by which it refers, first of all, to the set of
subdivisions that solve various problems and to the way in which these subdivisions interact
with each other in in order to achieve the objectives of the company's operation. The totality
of these units and the links established between them represent the organizational structure of
the agricultural enterprise. From this point of view, the organization of marketing activities at
the level of the agricultural enterprise implies:
designing and improving the organizational structure of marketing activity
management;
the selection of qualified specialists necessary to solve the marketing tasks faced by
the agricultural enterprise;
creation of conditions for ensuring the effective work of employees of subdivisions of
the agricultural enterprise that solve marketing problems (organization of workplaces,
provision of appropriate machines and equipment, means of communication, provision
of necessary information, etc.);
— organization of effective interaction of subdivisions solving marketing problems with

other structural subdivisions of the agricultural enterprise.
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In agricultural enterprises, including those producing white sea buckthorn, the mechanism of
marketing activity management depends on marketing objectives, the form of ownership and
management, the size of the enterprise, the availability of its material and labor resources, the
level of staff training, the market conditions and the policy followed by the state in the
development of agriculture and the national economy as a whole.

The direct organization of the marketing activity depends primarily on the size of the
agricultural enterprise and its managerial orientation. Large enterprises (holding type,
corporations) are focused on the marketing concept, they create marketing departments with a
fairly detailed structure, with the orientation towards a specific market, a product line, or the
issues of developing and implementing marketing strategies. price, distribution, or promotion.
On the contrary, small agricultural enterprises (cooperatives, peasant households, farmers)
tend to entrust all types of marketing activities to a small number of marketing managers.

For small agricultural enterprises specialized in the production of white sea buckthorn, it is
recommended to organize marketing by assigning marketing functions by managers directly
subordinate to the director or by hiring associate marketing managers or consultants from
outside the enterprise (figure 5):
— assigning marketing functions to one of the most trained managers/employees of the
enterprise;
— joint implementation of marketing activities with other small businesses (market
research, advertising campaigns, etc.);
— inviting consultants and experts through one-time or permanent agreements regarding
the development of the assortment range, the formation of a sales network, trial sales,
promotion and public relations, etc.

Principal -
/ Associate

marketer

Manager-marketer J manager
sector raw material Manager-marketer
supply and finished sector technical supply
product sales and agricultural
inventory Consultant
marketing
Productive and Finance. accounting manager
protection sector and personnel manager
manager

Figure 5. The model of the marketing management structure within the agricultural

enterprise
Source: elaborated authors

For large enterprises in the agricultural sector, there are several typical organizational
structures that have been formed for different levels of development and integration of
marketing in the enterprise’s activities. One of these structures is production orientation [1].
In such enterprises, marketing mainly fulfills the functions of product distribution, and the
development of new products and the modification of existing products is carried out by other
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services (subdivisions where the finished product is produced). This approach to organizing
marketing activities is possible in cases where market research, sales planning, promotion,
etc. are not essential to the business. As a rule, this situation is observed in the activities of
large agricultural producers of unprocessed food products for which they have reliable
channels for marketing these products to processing enterprises.

In cases where an agricultural producer has problems with selling products, the place of
marketing in the managerial structure of the agricultural enterprise must be reviewed. In this
case, the diagram of the distribution of functions for managing the activities of the
agricultural enterprise needs to be focused on the sale of its products. Such a marketing
organization is typical for enterprises engaged in the production of relatively homogeneous
products with a low degree of processing (canned fruits and vegetables, meat semi-finished
products, etc.). This approach to marketing organization is also widespread in enterprises
engaged in the production of means of production, that is, they do not work in consumer
markets, but in the markets of goods and services for industrial purposes (machines and
equipment, fertilizers, feed, plant protection products and animals etc.).

If we talk about manufacturers of food products with a high level of processing, that is,
producing a wide range of products intended for final consumption, the importance of
marketing in their activity increases dramatically. As a rule, in such agricultural enterprises,
the management functions of the marketing activitythey are transferred to a special
subdivision — the service or the marketing department (figure 6).

Management of the agricultural enterprise

I
I I I

Production Finance department Marketing department Personal
department department

1
| |

The external environment Marketing service Sale

Promotion. advertising and PR Sales service

- Market research Customer service

— Sales forecasting .
A o d — Storage and transportation
zentie de
wblicitate
I - Sales control

— Packing

L Product planning, design
and development

Price formation

Figure 6. The organizational structure of the agricultural enterprise focused on the

marketing concept
Source: developed by the author
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The marketing department in agricultural enterprises is responsible for planning the product
range, setting prices, etc. and interact with other market participants. Responsibility for
making decisions regarding the appearance of the goods, their packaging, the name of the
product, etc. it's up to the marketing professionals. It should be noted that the duties regarding
the development of a marketing communication system can be transferred (on a remuneration
basis) to specialized firms such as advertising agencies. This is due to the fact that for
agricultural enterprises that grow sea buckthorn, the level and quality of the means and forms
of sales promotion used is extremely important.

As | mentioned, the structure and the optimal form of organization of marketing activity
depend on various factors and conditions in which the enterprise operates. Of course, the
determining factors are the conditions of its marketing environment (both external and
internal).

Another direction of marketing management is the development of plans. The marketing
planning process includes three main phases:
1. Analysis of the current position of the agricultural enterprise and all elements of its
marketing environment (SWOT analysis and others);
2. Elaboration of the objectives, strategy and tasks to achieve them;
3. Determining the combination of tools - the marketing mix, with the help of which it
will be possible to achieve the objectives set by implementing the selected strategy
most effectively.

So, the process of planning the marketing activity begins with a comprehensive situational
analysis, which includes the analysis of the factors that form the marketing environment of
the agricultural enterprise.

Marketing objectives they must be clearly defined in time and space and expressed in a
quantitative form that can be measured. They must also be feasible (that is, the agricultural
enterprise must be provided with the necessary means to achieve these objectives), for
example: increase product sales by 20% within three years; increasing the level of
profitability of sales by 10% during the year; achieving a sales volume in the regional
segment of at least 1,500 quantitative units per year, etc.

When setting marketing objectives, it is necessary to take into account the possible
interrelationships between them. If the achievement of one goal will prevent the achievement
of another, a goal conflict arises (for example, if we simultaneously want to improve the
quality of our products and increase the profitability of our activities by saving costs on raw
materials and materials). More successful will be a combination of such objectives, according
to which the achievement of one will contribute to the achievement of the other, that is, in the
presence of a complementary relationship between the objectives (strengthening the positive
image of the enterprise and increasing sales volumes).

After setting the objectives, it is necessary to determine how they will be achieved, that is,
choosing the most suitable marketing strategy. The choice of strategy is influenced by the
internal and external operating conditions of the agricultural enterprise, the most significant of
which are:

— market size (local, regional, national);

— market development methods (mass, differentiated, target marketing);
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— the volume of market development (one segment, several segments, the entire
market);

— focusing on a certain marketing tool (quality, price);

— attitude towards competitors (neutral, aggressive);

— attitude towards cooperation (with resource providers, sales intermediaries, etc.);

— attitude towards growth rates (fast, moderate growth, production reduction);

— attitude towards innovation (development of new products, adaptation of existing
products and technologies for their production to current market requirements, etc.).

A very important element of the marketing activity plan is the development of the marketing

budget, which can help in the correct differentiation of priorities, objectives and strategies of
marketing activities and the adoption of rational decisions regarding the allocation of
resources. The costs of implementing the individual marketing elements presented in the
budget are prescribed in accordance with the strategic marketing plan.

In order for the marketing activities management process to proceed according to the plans, a
permanent control of these activities is needed. Control of marketing activity can be defined
as a comprehensive, systematic and regular study of the marketing environment of the
agricultural enterprise, its objectives, strategies or operational activities, in order to identify
emerging problems and opportunities and issue recommendations on a plan of action to
improve marketing activities (figure 7).

Control of marketing activity it must be objective and carried out in a certain
consecutiveness. It is necessary to respect the frequency of carrying out the control, to ensure
a comprehensive study of the issues under consideration. The starting point for the
organization of the control is the establishment of the quantitative and qualitative parameters
with which the actual results should be compared. In addition, it is necessary in each
particular case to establish the time intervals in which such comparisons will be made. These
guantitative, qualitative and temporal parameters are the basis of the so-called standards of the
control system, against which the control is carried out.
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Figure 7. The object of control of marketing activities within the agricultural enterprise
Source: adapted from [5]
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The control of the marketing activity is carried out to establish the degree of achievement of
the objectives (deviation analysis); identifying opportunities for improvement; checking how
the company's adaptability to changes in environmental conditions meets the requirements.

There are two forms of marketing control: performance control and marketing audit
(marketing review).

The task of monitoring the results is to verify the correctness and effectiveness of the
implemented marketing concept by comparing the planned and actual values and finding out
the reasons for the deviations. Control can be directed at the marketing complex as a whole,
as well as at its individual tools (goods, price, sales, communication policy).

The control of economic results (sales efficiency, market share) and non-economic results
(consumer attitude, company image) is distinguished. Data from statistical and accounting
reports (control of sales results, profit calculation, etc.) and data from market research (image
analysis, brand awareness, etc.) are used in the control process.

At the same time, the planned measurable indicators reflect the degree of achievement of the
operational and strategic objectives of the enterprise. These indicators are compared with the
data of previous periods or with other enterprises in the branch.

Marketing audit is carried out to identify the weak points of the marketing concept chosen by
the enterprise. The task of the marketing audit is to verify the content of the marketing mix
(product, price, distribution and promotion), the size and distribution of the marketing budget.

The starting point of the audit is to find out the real state of the management of the marketing
activity within the agricultural enterprise producing white sea buckthorn, namely:

— if the marketing activities correspond to the conditions of the situation on the sea

buckthorn market;

— if the objectives are consistent with the company's strategies;

— if the size of the budget corresponds to the tasks;

— is the budget is allocated accordingly to the different elements of the marketing mix;

— whether all possible alternatives have been considered,;

— if the activities are coordinated with each other.

The marketing audit can be carried out by the company's employees or by independent
experts involved from outside. Each of these options has both advantages and disadvantages.

As part of the marketing audit, an analysis of the internal and external capabilities of the
agricultural enterprise specialized in the cultivation and production of sea buckthorn is carried
out. It involves the study of the market, consumers, competitors, as well as other external
factors.

The main attention in the marketing audit process is given to the planning of the individual
components of the marketing mix. The analysis of the product policy, price, distribution and
promotion of the finished products of the agricultural enterprise is carried out. The result of
this analysis are specific proposals for improving the company's activities under the
circumstances considered.

The final stage of the marketing audit is the analysis of the effectiveness of the management
of the marketing activity. When conducting a marketing audit, existing problems in marketing
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implementation should be identified, existing marketing capabilities should be established,
and recommendations should be developed to ensure a higher level of marketing
effectiveness.

If problems and deviations are identified in the actual performance of the activities of the
agricultural enterprise from the planned indicators, appropriate adjustments are made to the
marketing plan, for which a corresponding section is provided in this document. Thus, the
control of results and the review of marketing contribute significantly to the achievement of
the objectives set for the agricultural enterprise, having a great impact on the level of
efficiency of its functioning.

5. Conclusions

The research carried out allows us to conclude that in the Republic of Moldova the sea
buckthorn is a new subculture, which has an insignificant share in the structure of the
baciferal products, but according to the data on the area of the plantations and the amount of
cultivated sea buckthorn, it is developing at an increased rate in the last 5 years, growing by
over 150.0% annually. Thus, it is proposed to create an association of sea buckthorn
producers, in order to centralize information about land, varieties, agrotechnical technologies,
etc. on the one hand, and to make the process of processing and marketing white sea
buckthorn products more efficient, on the other hand.

It is also necessary to pay more attention to the management of marketing within agricultural
enterprises, to create an efficient system of management of marketing activity at the level of
an agricultural enterprise producing white sea buckthorn that could offer:

— reducing the level of uncertainty in the process of developing and adopting managerial
decisions based on the results of marketing research, on the collection and processing
of information both about changes in the external environment of the agricultural
enterprise producing sea buckthorn (about consumers, sales intermediaries,
competitors, suppliers of resources), as well as about the restrictions created by the
internal environment (with reference to the production process, financial and
personnel activity). To expedite the collection and processing of information, the help
of electronic data processing systems and marketing information systems is needed;

— optimal use of marketing tools by substantiating and choosing the most effective
product, price, distribution and promotion policy;

— the organization of marketing activities by distributing rights and obligations between
the employees of the agricultural enterprise carrying out marketing activities;

— the creation of independent subdivisions within the organizational structure of the
agricultural enterprise, whose task is to carry out marketing actions;

— determining the nature of the interaction between the marketing activity and other
activities and structural subdivisions of the agricultural enterprise producing sea
buckthorn;

— control over the achievement of the goals of the agricultural enterprise's marketing
activities, which verifies the correctness of the management decisions adopted in order
to further adjust the planned and actually achieved economic results of the enterprise's

activities, etc.
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Rezumat

Una dintre trasaturile sectorului agricol este diversitatea formelor organizationale de management, a
formelor de proprietate asupra mijloacelor de productie si a produselor vindute. O parte semnificativa a
produselor alimentare sunt produse in gospoddariile private ale populatiei si in gospodariile taranesti (de
fermieri). Insa activitatea marilor intreprinderi, reprezentdnd toate cele trei zone ale complexului agroindustrial
(aprovizionarea tehnico-materiald a agriculturii, agricultura propriu-zisa si valorificarea productiei agricole),
are cea mai mare influentd asupra formarii pietei agroalimentare. Din categoria acestor intreprinderi fac parte
si cele specializate in cultivarea catinii albe, care sunt tot mai mult fortate sa reactioneze la schimbarile
factorilor din mediul de marketing. Adaptarea rapida si eficienta la astfel de schimbari este posibila numai daca
intreprinderea se axeazd in activitatea sa pe conceptul de marketing, se orienteazda spre satisfacerea
consumatorilor si anume pe deplina satisfactie a nevoilor, dorintelor si asteptarilor acestora.

In lucrarea dati se elucideazd problemele ce tin de managementul activititii de marketing in cadrul
intreprinderilor agricole specializate in cultivarea catinii albe, cum ar fi: monitorizare factorilor de mediu,
prognozarea activitatii in baza starii comjuncturii pietei, formarea politicilor de produs, pret, distributie si
promovare precum si adaptarea mixului de marketing, pe de o parte la cerinfele si preferintele consumatorilor si
pe de altd parte la comportamentul concurentilor, intermediarilor si a furnizorilor de resurse. In baza studiului
realizat se argumenteazd necesitatea realizarii unui sir de actiuni, care impune crearea unui sistem integrat de
management al activitatii de marketing. Doar un sistem integrat de management poate oferi solutii rationale la
problemele care apar in intreprindere, tindnd cont si de resursele materiale, financiare, umane a acesteia.

Cuvinte-cheie: management, activitate de marketing, intreprindere agricold producdtoare de catind albd,
compartiment de marketing, structura organizatoricd, planificare, control

Annomayus

Oonotl u3 ocobennocmell azpapHoco Ccexmopa AGIAemcs pa3Hooobpasue Op2aHu3ayuoHHbIX Gopm
X0351UCmE06anus, (opm  coOOCMEEHHOCMU HA  CPeOCmEd NPOU3600CMBA U  PEAluU3yemMylo  NPOOVKYUIO.
3nayumenvHas wacms NPOOYKMOS NUMAHUS NPOU3BOOUNCI 6 JUUHBIX NOOCOOHBIX XO3AUCMEAX HACENeHUs U 8
KpecmvaHcKux — (hepmepckux) — xossaicmeax. Ho  naubonvwee  emusanue  Ha  @opmupoganue
az2ponpooosoOIbCMEEHH020 PHIHKA OKA3bI6Aem OesimelbHOCb KPYNHbIX NPeOnpusimutl, npeocmasisiouux 6ce
mMpU  HANPAGIEHUs.  ASPONPOMBIUICHHO20 KOMNAEKCA — (MEXHUKO-MAMepUaibhoe 00ecnedenue CenbCKo2o
X0351Cmea, COOCMBEHHO CelbCKOe XO03AUCMBO U 8ANOPUAYUSL CENbCKOX035UCmEeHHOU npodykyuu). K xamezopuu
MAaKux npeonpusimutl OMHOCIMCs U CReYUAIU3UPOBAHHbIE HA 8bIPAWUBAHUU 00IeNUXU, KOMopble 6ce 8 bonblel
cmenenu  GblHYICOeHbl  peazuposamv HA  UBMEHeHUue (Gakmopos Mapkemunzo8ou cpedvl. bBvicmpas u
appexmusnas aoanmayus K MAKUM USMEHEHUSIM 603MOJICHA MOIbKO 6 MOM Clyude, eclu Npeonpusimue
OpUueHmupyem cgoio O0esimeNbHOCMb HA MAPKEMUH208VI0 KOHYENYUio, OPUEHMUPYemcst Had YO006JemeopeHue
nompebumeneil, @ UMEHHO HA NOJHOE YO0BNIemEopene ux NompeOdHOCmel, JHCeNAHUN U OHCUOAHULL.

B cmamve ocgewjenvt npobnemvl, CeA3aAHHbIE C YNPAGLEHUEM MAPKEMUH2060U OesimenbHOCHbIO
CENbCKOXO3AUCBEHHIX  NPEONPUSIMULL,  CReYUATUSUPYIOUUXCS. HA  6bIPAWUSAHUU  OONIenUxXy, MAaKue Kakx:
MOHUMOpUHE — (PAKMOPO8  GHeWwHel cpedbl, NPOZHOZUPOBAHUE OesIMENIbHOCMU HA  OCHOBE  COCMOSIHUA
KOHBIOHKMYPbL PbIHKA, (QOPMUPOBAHUE NOAUMUK NPOOYKIMOS, YEH, PACNpeoeleHUs U NPOOGUNCEHUs, a MAKiCe
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adanmayus KOMIIEKCa MapKemuHed, ¢ 00HOU CIMOPOHbL, K Mpebo8anUsM U npeonoymeHusm nompeoumenei, a ¢
Opyeoll — K NOBe0eHU0 KOHKYPEHMO8, NOCPEOHUKO8 U nocmaswukos pecypcos. Ha ocmose uccredosanus
apaymeHmupyemcs.  HeobXo0uMoCmb — NpOoGedeHust  padd — Meponpusimui, 4mo — mpedyem — cO30anus
UHMEZPUPOBAHHOU CUCMEMbl YAPABIeHUs MAPKemuH2080lU OesimenbHocmbvlo. TONbKO KOMNIEKCHAA cucmemd
VIPABIEHUSL MOXHCEM NPedSIONHCUMb PAYUOHATbHbIE peuieHus NpobiemM, B03HUKAIOWUX HA NPeONPUAMUL, C YYemom
ee MamepuaibHolX, PUHAHCOBBIX U YeL08eYeCKUX PeCypPCos.

Knrouegvie cnosa: ynpaesienue, Mapkemunzo8as 0esimenbHOCHb, CelbCKOXO3AUCMEEHHOe NPeOnpusimue no
npouseo0Cmey 00aenuxu, omoen MapKkemuHad, OpeaHu3AYUOHHASL CIMPYKMYpa, NIaHUPO8anue, KOHMpOib
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