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ANALYSIS OF THE MARKETING IMPACT 
ON THE MARKET AND THE END USER 
OF VEGETABLE PRODUCTION

The object of the research is the marketing impact on the market and end consumer of vegetable products.  
In the research process, a number of general scientific and special methods were used, in particular: systemstructural 
analysis and synthesis as the main methodological tool, monographic and extrapolation.

The marketing influence on the market and the final consumer of vegetable growing products is disclosed.  
A marketing research of the vegetable market on the domestic and foreign markets was conducted, which is  
a necessary condition for the formation of an effective strategy and tactics for the development of marketing in 
this area. After all, the ratio of supply and demand in the vegetable market determines the movement of capital and 
the transfer of resources between industries and regions, affects the level and dynamics of prices and, therefore, is 
a key factor in the formation of producers’ income. The development of new management methods and approaches 
convincingly demonstrates the need to implement marketing as one of the market tools capable of meeting the 
needs of the market and combining the interests of business entities. The development of new management methods 
and approaches convincingly demonstrates the need to implement marketing as one of the market tools capable 
of meeting the needs of the market and combining the interests of business entities. An important role is given to 
the factor of time and information. It has been proven that the quality and efficiency of the marketing system of 
the vegetable growing industry is ensured by the scientific methodical development, the objectivity of quantitative 
and qualitative assessments, the creation and implementation of a rational system of evaluation and management 
of this system, as well as the level of the marketing organization.

The practical significance lies in the methodological substantiation and conceptualization of the role of market
ing influence on the market and consumer of vegetable production.
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1.  Introduction

Traditional elements of the marketing complex, taking 
into account the specifics of products and production, re-
main important for enterprises in the vegetable growing 
industry [1, 2]. The results of marketing research provide 
feedback from the vegetable growing industry to the market 
and consumers and are one of the key means of fighting for 
the market and the consumer. After all, consumer behavior 
is the foundation on which the entire marketing concept is 
built [3]. In-depth knowledge of consumers is a prerequisite 
for successful marketing activities, the basis for choosing 
a target market and forming a marketing complex. Therefore, 
the success of the strategic development of the enterprise 
depends on understanding the motives of potential consumers, 
the ability to competently analyze the decision-making process 
by consumers about the purchase of goods and services [4, 5].

In the current conditions, especially in vegetable growing, 
an important role is given to the factor of time and information.  
They are the key factors of progress – the foundation of 

the transformation of the economy of consumption into the 
economy of impressions, where the emotions and feelings 
of consumers are the main component of choice and prefe-
rences, which is also characteristic of vegetable markets. The 
objective need to use a communication system taking into 
account the time factor is due to the peculiarities of the 
vegetable growing industry, the products of which must be 
sold in a short period of time and in a fresh form, which 
contributes to increasing the level of competitiveness and 
dynamism of changes in the industry and requires the use 
of modern tools of marketing communications and time  
marketing [6–10].

A significant contribution to the development of the 
theory and practice of time management, the study of time 
as one of the economic resources and a marketing tool was 
made by scientists in works [11–13]. Thus, the author of 
the work [11] considers time management as a manifestation 
of the worldview of a modern person. The authors of the 
works [12, 13] understand time management as a set of 
rules, practices, skills, tools and systems, the joint use of 
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which allows to use your time more efficiently and improve 
the quality of life in the long run.

In order to expand the research of these authors, in the  
field of consumer behavior and the market of vegetable 
products, it is necessary to add their own definitions of 
economic and sociological aspects that influence consumer 
behavior. More research is needed on the organizational and 
economic features of the vegetable market, in particular the 
structure of the industry, the competitiveness of producers 
and distributors, and the determination of the main factors of 
marketing influence on the vegetable market and the consumer.

The aim of research is to substantiate the influence 
of marketing factors on consumer behavior and activity 
of market subjects of vegetable products.

To achieve the aim, it is necessary to solve the follow-
ing objectives:

– determine the composition and features of the mo-
dern complex of marketing communications;
– consider the essence and advantages of time marketing;
– analyze the impact of time marketing on the toolkit 
of marketing communications in the market.

2.  Materials and Methods

It is proposed to introduce the time factor into the 
marketing mix. In this case, time should be considered as 
an important marketing tool along with other marketing-mix 
elements. The classic list of elements of the «4p» market-
ing concept includes: product, price, promotion and place, 
or the expanded list of «7p», which additionally includes: 
people, process, physical evidence – it is quite reasonable 
to add another «p», which would mean period. Then time 
marketing can be defined as a technology of managing 
the client’s time in order to increase the effectiveness of 
promotion and sales of goods and services [11]. In general,  
the time resource in marketing has turned into the same 
promotion and sales tool as a product and a brand.

A number of general scientific and special methods 
were used in the research process, in particular:

– system-structural analysis and synthesis as the main 
methodological tool – for the analysis of the marketing 
influence on the market and the consumer of products 
of the vegetable growing industry;
– monographic – when determining the essence of fac-
tors influencing the marketing market and the consumer;
– extrapolations – when substantiating the marketing 
impact on the consumer of vegetable products and ensur-
ing the sustainable development of the vegetable market.

3.  Results and Discussion

Modern business conditions are characterized on the 
one hand by the strengthening of integration processes, and 
on the other hand by fierce competition, speed of change, 
obsolescence of information and knowledge, and increased 
requirements for the use of various means of marketing 
communication policy. All this leads to the need to look 
for new ways and tools that will provide advantages and 
strengthen market positions.

Marketing of the vegetable industry is a complex sys-
tem that studies the patterns of manifestation, formation, 
development, and satisfaction of the set of individual needs 
of consumers (buyers) in vegetable products in the process 
of production, distribution, and exchange [8].

Time management is borrowing or making your own 
decisions in order to plan more rationally. Clients, customers, 
consumers – all those persons who bring profit or are at 
the stage of evaluation and decision-making about coopera-
tion or partnership, also have goals – to manage their time 
productively. All of them face the question of finding the 
most effective way and way of using their time with the 
highest effectiveness of its use. Usually, under such condi-
tions, criteria are applied: rational and emotional – so that 
any life event, purchase or consumption decision would be 
as useful and pleasant as possible. Therefore, the seller’s task 
is to help the buyer realize its own time management [1].

In microeconomic theory, the term «consumer» means 
an enterprise that makes individual decisions regarding the 
structure and volume of goods it consumes within the budget.

Consumer behavior, on the one hand, is an integral part 
of economic behavior as a whole, which is the realization 
of the main properties described by the homo economicus 
model. The economic component of such behavior includes:

1) selection of the most profitable alternatives;
2) rationality of the acting subject, the presence in its 

actions of consideration of the results of behavior from 
the point of view of efficiency;

3) conditionality of economic motives for maximizing 
material goods;

4) awareness of possible ways to satisfy one’s needs.
But on the other hand, consumer behavior should be 

considered in social relations, which are described by a so-
ciological model, the main characteristics of which are:

1) conditioning of behavior by socio-cultural conditions;
2) impossibility of developing an optimal scheme of 

human behavior.
In these conditions, the peculiarities of consumer be-

havior in the consumer market and the market of consumer 
organizations of vegetable products are conditioned by 
the following:

1. The development of marketing as a science and as 
a sphere of human activity led to the emergence of four 
approaches to modeling consumer behavior: microeconomic, 
psychological, sociological and integrated. The basis of 
the microeconomic approach is the concept of rationa lity, 
which establishes the relationship between consumer de-
mand and such objective economic characteristics as utility 
and product price. In accordance with the microeconomic 
approach, consumers are aimed at maximizing their satis-
faction, taking into account the existing limitations in 
monetary resources, having sufficient information about 
alternative sources of satisfaction of needs; their behavior 
is evaluated as rational [4, 9].

2. The consumer market for vegetable products is in-
dividuals and households who buy vegetables for personal 
or family consumption or use.

3. It is impossible to analyze the behavior of all buyers  
of the consumer market separately. The success of an enter-
prise operating in the consumer market depends on how 
successfully and reliably it finds its circle of buyers, its 
market segment. Therefore, product manufacturers need 
to take into account the fact that in the business world 
a lot of money and time is spent on consumer research 
in the market in order to build a certain model of buyer 
behavior. These models should contain:

– external pathogens;
– information perception processes;
– purchase decision-making processes [10].
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Based on the study of scientific, statistical and analytical 
sources, it was established that when determining the mar-
keting influence on the market and consumers of vegetable 
products, one should take into account the organizational and 
economic features inherent in this industry, which determine 
the formation of the offer on the market of vegetable products:

– vegetables are diverse in purpose, taste properties, 
agrotechnical conditions of cultivation, which deter-
mines the complex structure of the industry;
– growing vegetables in closed soil extends the terms 
of sale of products and contributes to the diversifica-
tion of the assortment;
– the complicated mechanization of individual production 
processes requires significant costs of manual labor, the 
involvement of seasonal workers, workers of a certain quali-
fication, which leads to high total costs of manufacturers;
– seasonal fluctuations in the sale of products neces-
sitate the development and effective functioning of the 
corresponding infrastructure – storage bases, as well 
as processing and marketing capacities of vegetables 
at the places of their production;
– diversification of demand leads to the diversifica-
tion of the product range and constant adaptation of 
production to the requirements of consumers, improve-
ment of the system of planning the product set and 
the structure of cultivated areas;
– various forms of management function in the indus-
try – large specialized enterprises, farms, households 
of the population, which creates a high level of com-
petition in the vegetable market;
– manufacturers operate in difficult-to-predict market 
conditions and often rely on inefficient planning;
– a high level of ensuring domestic demand for vege-
table products stimulates producers to search for foreign 
sales markets.
The main factors of marketing influence on the market 

of vegetables and the final consumer can be presented in 
the form of a Table 1.

Table 1
The main factors of marketing influence on the market  

of vegetables and the final consumer

Factor Characteristics of the factor

Product
Product quality and appearance are important factors influenc-
ing consumers. Marketing strategies can help manufacturers 
improve product quality and appeal to consumers

Price
The price of the product is one of the main factors influenc-
ing consumers. Marketing strategies can help find a balance 
between cost and product quality

Place
Product location and availability are important factors influ-
encing consumers. Marketing strategies can help make the 
product more widely available

Promotion
Advertising and marketing promotions can help increase con-
sumer awareness of a product and increase product popularity

Seasonality
Product seasonality is an important factor affecting the vege-
table market and consumers. Marketing strategies can help 
find ways to store and sell product during the off-season

Brand
Product brand is an important factor influencing consumers. 
Marketing strategies can help create an appropriate brand 
image and increase its recognition among consumers

Factors affecting consumer behavior mostly include:
1. Psychological:
– motivation;
– perception;

– assimilation;
– beliefs;
– attitude;
– assimilation.
2. Personal:
– age;
– gender;
– family status;
– stage of the family’s life cycle;
– profession;
– education;
– income level;
– personality type;
– ifestyle.
3. Sociocultural reference groups:
– family, social role and status;
– culture and subculture;
– social class.
4. The influence of the marketing complex – commodity  

marketing policy:
– pricing policy;
– sales policy;
– communication policy;
– time factor and information.
5. Factors of situational influence – changes in the mac-

ro environment:
– changes in the buyer’s circumstances;
– atmosphere in the store;
– actions of other buyers.
These factors can be used to develop effective mar-

keting strategies to increase sales of vegetable products.
The question of how consumers perceive vegetable pro-

ducts in the vegetable market requires the process and 
structure by which consumers evaluate vegetable products. 
Based on the analysis of consumer behavior, it is possible 
to propose a structure of evaluation of vegetable products 
for consumers and its typology of advantages. This model 
can emphasize that cultural values, personal values, con-
sumer values and benefits of herbal product need to be 
integrated in order to investigate consumers’ evaluation 
of herbal product.

Let’s believe that the more exclusive the offer of plant 
products, the more difficult it is to satisfy the need for it – 
the higher the marginal utility, and therefore the price. The 
consumer constantly weighs the marginal utili ty of a plant 
product and thus compares various advantages, compares 
them with each other. If the offer loses its usefulness, the 
buyer will replace it with another one.

The issue of pricing, namely the difference between 
purchase and retail prices, remains relevant for marketing 
research on the market of vegetable products. Price is an im-
portant characteristic of vegetable products, which occupies 
a special place in the marketing system. Its main purpose  
is to stimulate sales and marketing of goods.

This leads to conclusions regarding future trends in the 
production and sale of vegetables, namely: reducing the 
cost of production due to the use of modern technologies 
and reducing intermediary relations between the producer 
and the final seller of products by combining producers 
and forming large commercial batches of products.

Modern marketing practice offers a wide range of tools 
to influence the consumer, the most powerful of which is 
advertising. The purpose of any type of advertising is to 
draw the consumer’s attention to the product, show it all  



ECONOMICS OF ENTERPRISES: 
ECONOMICS AND MANAGEMENT OF ENTERPRISE

61TECHNOLOGY AUDIT AND PRODUCTION RESERVES — № 6/4(74), 2023

ISSN 2664-9969

its positive qualities, and convey information about the 
manufacturer. Any product, even a quality one, needs adver-
tising. But depending on the type and quality of products, 
the format of advertising can be different: an advertise-
ment in a newspaper or magazine, a billboard, a booklet,  
a postcard, advertising material on radio, television.

It is undeniable that due to the unstable economic 
situation, the decrease in the purchasing power of the 
population regarding the consumption of vegetable products  
continues to be insufficient, recently not exceeding 80 % 
of the norm [6].

So, the marketing research of the vegetable growing 
market finds the answer to two main questions of the 
market: what is the demand and what is the offer for 
vegetable growing products. Correct assessment of these 
two sides of the vegetable market allows the vegetable 
growing industry to identify the state and demand for the 
appropriate supply of vegetable products. Therefore, the 
marketing influence is aimed at identifying the needs of 
end consumers and obtaining profit by the enterprise of 
the vegetable growing industry or achieving other strategic 
goals based on the study and forecasting of the vegetable 
market and the behavior of its subjects. It also means that 
market research helps change the manufacturer’s supply 
and the consumer’s dictates. This approach determines the 
place and value of marketing research in the activities of 
a vegetable growing enterprise, and also provides for spe-
cific relationships with other functions: development and 
implementation of a balanced product, price, communication 
and marketing policy, development of a marketing strategy 
and control of marketing activities.

The justification of the marketing influence on the 
market of vegetable products and the final consumer is 
very important for several reasons:

1. Competitiveness in the market: The market for vege-
tables is very competitive, so it is necessary to use mar-
keting strategies to stand out from the competition and 
attract the attention of consumers.

2. Demand for healthy food: The growing popularity 
of healthy lifestyles and proper nutrition increases the 
demand for vegetables and other foods that are low in fat 
and calories. Marketing can help make vegetables more 
attractive to consumers and increase their popularity.

3. Raising consumer awareness: time marketing can help 
raise consumer awareness of the benefits and quality of 
vegetable products, which will help increase demand for 
these products.

4. Increase producer income: Marketing can help pro-
ducers increase their profitability by increasing sales and 
expanding the market.

The study broadens the understanding of economic, 
sociological and marketing aspects of influence on consumer 
behavior and the market of vegetable products, which al-
lows to effectively take into account organizational and 
economic features, strategies of marketing influence and 
factors that determine consumer choice. The proposed 
approach solves the problem, providing a deeper under-
standing and improving the strategies of market partici-
pants to effectively respond to changing conditions and  
consumer demand.

Further research could consider the impact of new 
technologies, such as digital solutions, on consumer behavior 
in the vegetable market segment, as well as the improve-
ment of sustainable development strategies in this sector.

4.  Conclusions

The study of the impact of marketing on consumer 
behavior is the basis for making effective marketing de-
cisions. Without knowledge of consumer behavior, it is 
impossible to work effectively on the market in the pres-
ence of competing firms that produce products with a high 
level of similarity in their objective characteristics. It is 
shown that the analysis of external and internal factors 
influencing the behavior of consumers, as well as under-
standing the mechanism of the formation of the behavioral  
response of consumers, allows to model it and use rational 
marketing tools for influence. In the vegetable market, the 
main factors influencing consumer behavior are marketing 
strategies (pricing, sales, communications), socio-cultural 
influences (the role of the family, cultural characteristics) 
and situational factors (economic changes, atmosphere in 
the store).
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