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STRATEGIC MODELS

OF MANAGEMENT-MARKETING
INTERACTION IN THE INNOVATIVE
DEVELOPMENT OF AGRI-TOURISM CLUSTERS

O. B. Haropsa,

K. €. H., AOIIeHT, AOIIeHT KadeApy MapKeTHHTY Ta Mi>KHapOAHOI TOPriBAi,

Hanionaabunit yuisepcurer 6iopecypcis i npupoaokopucryBanss Yrpaiuu

C. IO. Coiima,

K. €. H., AOLIeHT KadeApyu 6i3Hec-aAMIHICTPYBaHHS, MAPKETHHTY Ta MEHEASKMEHTY,

ABH3 "Vskropoacskuit HanjioHaABHMIT YHIBepCUTET

B. B. 3eaiy,

K. €. H., AOLIEHT, AOLIeHT KapeApy 6i3HeCc-aAMIHICTpYBaHHS, MaPKETHHIY Ta MEHEASKMEHTY,
ABH3 "Vskropoacskuit HanjjoHaAbHNI yHiBepcuTeT"

CTPATETTUHI MOAEAI B3AEMOAITI MEHEAJKMEHTY TA MAPKETUHTY
B IHHOBALINHOMY PO3BUTKY ATPAPHO-TYPUCTUYHUX
KAACTEPIB

In contemporary local economies, where the integration of agricultural production and tourism serves as an effective
instrument for structural transformation, the innovative development of agro-tourism clusters becomes particularly
relevant. This relevance is due to the complementary functions that management and marketing perform within agro-
tourism clusters: management ensures strategic planning, resource coordination, and the organization of innovation
processes, whereas marketing establishes market orientation, defines value propositions, and facilitates the
commercialization of innovative products and services. In this context, the study of strategic models of their interaction
is a necessary prerequisite for enhancing the innovativeness of clusters, enabling their adaptation to dynamic external
environmental changes and realizing their development potential. Accordingly, the aim of this article is to analyze and
systematize strategic models of interaction between management and marketing that underpin the innovative development
of agro-tourism clusters. The significance of this research lies in identifying and analyzing the main strategic models of
management-marketing interaction in agro-tourism clusters, as well as in formulating several important scientific and
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practical conclusions. First, the outlined aspects of interaction create asystemic foundation for the innovative development
of clusters, provided that they are formed within clearly defined strategic models characterized by a long-term orientation
and aimed at achieving sustainable competitive advantages. Second, the scientifically grounded application of market-
oriented, innovation-integrated, value-oriented, partnership-network, and sustainable development models allows for
the formation of a comprehensive and adaptive strategy for innovative development, integrating the internal resources
of the cluster with market demands and ensuring the effective commercialization of innovations. Third, the choice of a
specific model, or a combination thereof, depends on the priorities of innovative activity, the mechanisms of managerial
and marketing decision-making, and the sources of value creation for tourists and consumers. At the same time, it is
essential to consider the extent to which a model supports the preservation of local traditions, culture, and authenticity,
while simultaneously ensuring sustainable regional development and enhancing investment and tourism attractiveness.
The research results demonstrate that the application of strategic models of management-marketing interaction in agro-
tourism clusters renders the innovation development strategy not only purposeful and predictable but also competitively
sustainable in the long term.

V AOKaABHMX eKOHOMIKax, Ae MOEAHAHHS arpapHoro BUPOGHMITBA Ta TYpU3MY € e(PeKTUBHUM iIHCTPYMEHTOM CTPYK-
TYPHMUX 3MiH Ta iHHOBALiif, PO3BUTOK arpapHO-TYPUCTUIHUX KAACTePiB HabyBae 0co6AnBoi akTyarpHocTi. Lle mosicHO€THCS
THM, 1[0 MEHEAKMEHT | MAPKETHHI Y MeKaX TaKUX KAacTepiB BUKOHYIOTh B3a€EMOAONOBHIOBaAbHI pyHKLii. Tak, meHeax-
MeHT 3a6e3rneyye CTpaTeridHe NAaHYBaHHS, KOOPAMHALiIO PECYPCiB Ta OpraHisaniro iHHOBaLiiHMX POLECiB, TOAL K MapKe-
TuHT GOPMY€E PUHKOBY OopieHTaNnio, uiHHicHI npomno3unii Ta cipuse komepuiaaizauii iHHOBaLiMHUX NPOAYKTIB i mocayr. ¥V
L[bOMY KOHTEKCTi AOCAIAKEHHS CTPATeriyHUX MOAeAel 1X B3a€MOAIl € BaJKAMBOIO IepPeAYMOBOIO MiABUIeHHS iHHOBaL|il-
BipTak, MeTOIO CTATTi € aHAAI3 i CMCTEMaTU3aLisl CTPATEriYHUX MOA€EAEI B3AEMOAIT MEHEAKMEHTY Ta MAPKETHHTY, AKi 3a6e3-
MeYyTh IHHOBALIMHMIL PO3BUTOK arpapHO-TypUCTUIHNX KAacTepiB. LJiHHiCTh AOCAIAKeHHS MOAsTa€E Y BUAiAeHH] Ta aHaAi3]
OCHOBHMX CTpPaTeriyHux MoAeAel B3a€MOAIl MEHEA’KMEHTY Ta MapKETHHIY B alPapHO-TYPUCTUYHUX KAACTEPaAX, @ TAKOXK Y
dopmyBaHHI BaXKAMBUX HAYKOBO-NPAKTUYHNX BUCHOBKIB. Ilo-nepine, okpecaeHi acreKT B3aEMOAIL CTBOPIOIOTh CUCTEMHY
OCHOBY AAS iHHOBAIiIHOI'O PO3BUTKY KAacTepiB 32 yMOBYM iX (OpMYyBaHHS B MeXKaxX 4iTKO BU3HAYEHUX CTPATETIYHUX MOAe-
Aeji, IO MalOTh AOBIOCTPOKOBMII XapaKkTep i CIPSIMOBaHi Ha AOCATHEHHS CTIMKMX KOHKYpeHTHuX nepesar. [To-appyre, Hayko-
BO OOrpyHTOBaHE 3aCTOCYBAHHS PUHKOBO-OPiEHTOBAHOT, IHHOBALiiHO-IHTErPOBAHOT, L[iHHICHO-OPiEHTOBAaHOI, NAPTHEPCH-
KO-MepesKeBOi Ta CTaA0l MOAeAeN A03BOAsIE GOPMYBATH CTPATerilo iIHHOBALIfHOI'O PO3BUTKY, KA iHTerpye BHYTPIlIHI pe-
Cypcu KaacTepa 3 noTpeGamu puHky Ta 3abesneuye edeKTMBHY KoMepuiaaizayiro innosayiit. [lo-Tpere, BUGip KOHKpeTHOT
MoAeAi a60 ixHbOT KOMOiHALiT 3aA€3KUTH Bip IPiOPUTETIB IHHOBALITHOT AIIABHOCTi, MeXaHi3MiB IPUIHATTS YIPABAIHCHKUX i
MapKeTHMHIOBMX DillleHb, a TAKOK AXKepeA HOpMyBaHHS LiHHOCTI AAS TYypuCTiB i cmoskuBauis. Pazom i3 Tum, BaskAuBO oni-
HIOBATM, HACKiABKM MOAEAD CIPUSIE MIATPUML i AOKAABHUX TPAANLil, KYABTYPHU Ta ABTEHTUYHOCTi, OAHOYACHO 3a6e3meuyro-
49U CTiIVKUI PO3BUTOK PETiOHIB Ta MIABUILYOYM IXHIO iHBECTULIMHY i TYPUCTUYHY NPUBABANBICTb. 32 pe3yAbTaTaMu AOCAIA-
SKeHHS AOBEAEHO, IIJ0 3aCTOCYBaHHS CTPATETIYHUX MOAEAei B3aEMOAIT MEHEAJKMEHTY Ta MapKeTMHIY B arpapHO-TyPUCTHY-
HMX KAaCTepax poOUTh CTPATErit0 iIHHOBALIIHOIO POSBUTKY He AMIIE L{iAeCIPSIMOBAHOIO T2 IPOrHO30BAHOI0, a /i KOHKYPEHTO-
CIIPOMO3KHOIO B AOBTOCTPOKOBIM NMepCHeKTUB].

Keywords: strategic planning; resource coordination; agro-tourism clusters; models; management-
marketing intevaction; rural areas.

Karouo06i caoba: cmpameziune naanybanns; koopdunayis pecypcib; azpapro-mypucmuuni xaac-
mepu; modeai; 63aemodin menedkmenmy ma mapxemunzy; ciavcoki mepumopii.

PROBLEM STATEMENT

In contemporary local economies, the integ-
ration of agricultural production and tourism has
emerged as an effective tool for structural trans-
formation, making the innovative development of
agro-tourism clusters particularly relevant.
Combining agriculture and tourism within these
clusters contributes to the diversification of rural
economies, mitigating risks, generating alternative
sources of employment and income, and stimulating
the growth of small and medium-sized enterprises.
It also enhances investment attractiveness, making
these areas more predictable and appealing to both
private and public investors. Moreover, the
integration of agricultural production with tourism

services expands value chains, generating additional
revenue not only for farmers but also for processing
companies, accommodation providers, transport
services, crafts, and other service sectors.

The effective operation of such clusters, however,
requires coordinated managerial and marketing
decisions focused on innovation, consumer needs, and
sustainable development. Within agro-tourism
clusters, management and marketing perform
complementary roles: management provides
strategic planning, resource coordination, and the
organization of innovation processes, whereas
marketing drives market orientation, defines value
propositions, and facilitates the commercialization
of innovative products and services. Studying
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Table 1. Key aspects of management-marketing interaction in the innovative development
of agro-tourism clusters

Aspect

. . Role of management
of interaction 0 g

Role of marketing

Result for the
agro-tourism cluster

Alignment of
innovative
initiatives

Setting strategic
development goals,
planning, and
coordinating innovation
processes among
cluster participants

Analyzing market
and cluster
participant needs,
identifying
consumer trends and
expectations

Innovations oriented
toward actual
demand and the
cluster’s internal
capabilities

competitive
advantages based
on innovation

management and
implementation of
technological,
organizational, and
service innovations

of innovations and
adaptation of
products for
different market
segments.

Minimization of | Making decisions Product positioning, | Reduction of
risks from regarding differentiation, | developing unique | substitution threats
substitute investments, and the value propositions, |and increased
products development of unique | and brand consumer loyalty
competencies management.
Effective Optimizing resource Communicating Resource synergy
utilization of utilization and cluster advantages, |and enhanced
cluster potential | coordinating promoting economic returns
interactions among integrated products | from cluster
agricultural, tourism, and services. interactions.
and service participants
Formation of Knowledge Commercialization | Strengthened cluster

competitiveness.

Leveraging local [ Institutional support

Development of

Uniqueness of

environmental and
social principles into
management strategies

oriented focus

of a responsible
producer and
tourism destination

identity for local traditions and | local brands and cluster offerings and
coordination of gastronomic and authenticity of
partnerships with cultural positioning | products
communities

Development- Integration of Building the image | Long-term

development
sustainability and
positive cluster image.

Source: created by the authors based on [3—4; 8—10].

strategic models of interaction between management
and marketing is therefore a necessary prerequisite
for enhancing cluster innovativeness, enabling
adaptation to dynamic external changes, and
unlocking their full development potential.

ANALYSIS OF RESEARCH
AND PUBLICATIONS

Specific aspects of the interaction between
management and marketing in the innovative deve-
lopment of enterprises and clusters have been acti-
vely explored. Stadnyk V. V., Izhevskyi P. H.,
Holovchuk Y. O. [4], Stadnyk V. V. [4], Yaros-
Dmytrenko L. [9], and Shevchenko N. V., Davy-
denko M. V.[8] emphasize the strategic integration
of marketing tools into the management of inno-
vative projects, highlighting the role of marketing
research in identifying market needs and shaping
competitive advantages. Furthermore, key aspects
of management and marketing in the development
of agricultural and tourism clusters have been
examined by Sereda N. [5], Maslyhan O. O.,
Mashiko H. V.[2], and Litvinov D., Shalenyi V.[1].

N

However, strategic models of management-mar-
keting interaction in the innovative development of
agro-tourism clusters remain underexplored in the
scholarly literature, posing several contemporary
theoretical and practical challenges in cluster deve-
lopment. These challenges include: insufficient syste-
mic management of innovation processes, limited
utilization of market data for strategic decision-
making, difficulties in coordinating the actions of clus-
ter participants, reduced effectiveness in attracting
investments and resources, and a heightened risk of
lagging behind market trends and competitors. The
absence of scientifically grounded models complicates
the development of effective mechanisms for integra-
ting management and marketing, thereby hindering
the innovative development of agro-tourism clusters.

FORMULATION OF THE ARTICLE'S
OBJECTIVES
The aim of this article is to analyze and sys-
tematize strategic models of interaction between
management and marketing that underpin the
innovative development of agro-tourism clusters.
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Market-driven model
Specifics: Managerial decisions regarding
innovations within the cluster are based on a
systematic analysis of the needs of its
participants, consumers, and tourism trends.

. Schemes of management—marketing Interaction in cluster-based, innovation-oriented ;

formations

Value-based model Network-based
Specifics: It ensures the partnership model
development of a value Specifics: Management ensures the

proposition based on  coordination of interactions among

local identity, cluster participants, while
authenticity, quality, and marketing facilitates the joint
customer experience. promotion of the cluster’s
innovative products in the market.

Figure 1. Key strategic models of management-marketing
interaction in the innovative development of agro-tourism

clusters
Source: created by the authors based on [3—4; 8—10].

THE PAPER MAIN BODY

Within the scope of this study, strategic
models of management-marketing interaction are
considered according to their classical definition
as proposed by Yaros-Dmytrenko L. [9]. These
models are understood as systems of strategic
approaches that coordinate innovation manage-
ment processes with market- and value-oriented
strategies within geographic regions or rural
areas where agricultural production and tourism
are integrated. This conceptualization allows us
to assert that such models determine how mana-
gerial decisions regarding cluster development
are translated into competitive agro-tourism
products and effectively delivered to target con-
sumers.

The importance of these models in the inno-
vative development of agro-tourism clusters stems
from the fact that such clusters bring together
diverse participants-including agricultural and
farming enterprises, tour operators, processing
and service organizations, as well as government
bodies and local communities-around which a
shared innovation cycle, common interests, and
resources are formed, necessitating strategic coor-
dination. These observations also support the con-
clusions of leading scholars such as Maslyhan O. O.,
Mashiko H. V.[2], and Litvinov D., Shalenyi V.[1].

Furthermore, the interaction between mana-
gement and marketing within strategic models
enables the alignment of innovative initiatives with
the actual needs of cluster participants and the
market, minimizes the risks associated with the
emergence of substitute products and services,
ensures the effective utilization of cluster potential,
and fosters sustainable competitive advantages
based on innovation, local identity, and unified
development principles [3—4; 8—10]. The key

Innovation-driven integration model
Specifics: It establishes coordination between
management and marketing at all stages of the
innovation cycle—from idea generation to the

commercialization of agro-tourism products and
services.

Sustainability-oriented model
Specifics: It integrates
environmental, social, and
economic objectives into the
management and marketing
innovation strategies of the
cluster, creating long-term
competitive advantages
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aspects of management-marke-
ting interaction are presented in
more detail in table 1.

The outlined aspects of mana-
gement-marketing interaction
provide a systemic foundation for
the innovative development of
agro-tourism clusters, provided
that they are established within
clearly defined strategic models.
Leading international consulting
firms and analytical centers, in-
cluding McKinsey & Company,
Boston Consulting Group (BCG),
Bain & Company, Deloitte, PwC,
as well as research divisions of the
OECD and the World Economic
Forum, identify several funda-
mental strategic models of management-marketing
interaction for cluster-based, innovation-oriented
formations, including (see Figure 1): market-driven
model; innovation-driven integration model;
value-based model; network-based partnership
model; sustainability-oriented model [3—4; §—
10].

These models are strategic in nature, as they
represent the logic of long-term development of
agro-tourism clusters, the mechanisms for
managerial and marketing decision-making, and
the priorities of innovative activities [§—9]. Each
model is specific in its impact on the innovative
development of agro-tourism clusters, empha-
sizing different sources of innovation-market
demand, integration of knowledge and techno-
logies, value creation, network interactions, or
sustainability principles. Accordingly, each stra-
tegic model presented in Fig. 1 requires separate
scholarly investigation, comparative analysis, and
adaptation to the operating conditions of specific
agro-tourism clusters.

The market-driven model assumes that mana-
gerial decisions regarding innovations in an agro-
tourism cluster are grounded in a systematic ana-
lysis of the needs of cluster participants, consu-
mers, and tourism trends. This approach ensures
that innovative activities are aligned with actual
demand, improving the efficiency of product and
service commercialization while reducing the risks
associated with introducing unpopular or non-
competitive innovations [3]. The process typically
involves several key steps [8—10]: 1) assessing
consumer and tourist needs through surveys, focus
groups, and analysis of trends on tourism platforms
and social media; 2) market segmentation to
identify target tourist groups, such as families,
active tourists, gastro-tourists, eco-tourists, etc.;
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3) analyzing the Competitive environment, inclu-
ding similar agro-tourism offerings, popular tou-
rist routes, and pricing strategies; 4) implementing
pilot innovations, such as launching products or
services on a small scale to gauge demand and cus-
tomer response.

For example, the agro-tourism cluster Agro
ecological recreational cluster "Frumushyka Nova"
(Bessarabia, Odesa region) applied the market-
driven model in 2021 when introducing a new tourist
product-"gastronomic tours with farm tastings." In
this case, cluster management conducted surveys on
popular tourism platforms to identify which types
of tastings (cheese, honey, wine) were most in
demand, while the marketing department
segmented the audience into youth, family tourists,
and gastronomy enthusiasts. Based on the collected
data, a pilot gastronomic tour was organized for a
limited group of tourists. Feedback collection and
demand analysis allowed for optimization of the
tour route (focusing only on the most popular and
accessible farm locations for tastings), selection of
farms (including only those producing the most in-
demand products among tourists: local cheeses,
honey from various apiaries, and regional wines),
product assortment (concentrating on the most
requested items highlighted by tourists in surveys,
while less popular products were excluded), and
pricing strategy (adjusted according to audience
segments, e.g., combined packages with group
discounts for families and premium tasting tours
with exclusive products for gastronomy enthusiasts)
prior to a full-scale launch.

Thus, the cluster's innovation activities become
aligned with actual demand, significantly reducing
the risks associated with unpopular products.

The innovation-driven integration model
involves close coordination between management
and marketing at all stages of the shared innovation
cycle of agro-tourism cluster participants-from
idea generation to the commercialization of agro-
tourism products and services. In this model, ma-
nagement is responsible for organizing processes,
managing resources, planning, and implementing
joint innovations, while marketing handles market
analysis, product positioning, client communi-
cation, and demand stimulation. Such integration
enables rapid testing and adaptation of innovations
to market needs, minimizes risks, and enhances the
efficiency of commercialization [6—7; 9].

For example, the agro-tourism cluster "Dykan-
ka a Year Around" (Poltava region) applied the
Innovation-driven integration model in 2021 when
introducing interactive farm tours in rural areas
of Poltava, including educational workshops. In
this case, cluster management organized an inter-
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nal team to develop the tour program, plan resour-
ces, and coordinate logistics, while the marketing
center tested the concept among target tourist
groups and prepared it for scaling and market
promotion. The specificity of the Innovation-dri-
ven integration model, as applied by the "Dykanka
a Year Around" cluster, lies in the close coordi-
nation of management and marketing at all stages
of the innovation cycle. Unlike the market-driven
model, which primarily emphasizes demand
analysis, this model ensures a systematic and
continuous innovation process by integrating the
cluster's internal organization with the market
orientation of its products.

The value-based model emphasizes the crea-
tion of a unique value proposition for cluster parti-
cipants, targeting tourists and consumers of agri-
cultural products, based on local identity, authen-
ticity, high quality, and a positive customer expe-
rience[6; 10]. In this model, management provides
the organizational and resource conditions
necessary for producing authentic products and
delivering high-quality services, while supporting
local traditions and cultural heritage. Marketing,
in turn, develops communication strategies, pro-
motes unique products and experiences, positions
the cluster as a distinctive tourist destination, and
builds a brand that embodies local values.

For example, the agro-tourism cluster "Cossack's
Circle" (Chernihiv region), focused on gastro-
nomic and farm tourism, implemented a route in
2023 in the format of the gastronomic tour
"Assorted Chernihiv-style", covering the villages
of Kozelets and Baturyn, as well as nearby farms.
Tourists had the opportunity to observe all stages
of traditional cheese and honey production, taste
them alongside other local products, learn about
regional food culture and crafts, and participate
in wine and farm tastings. In this case, cluster
management aimed to design the tourist route so
that visitors would experience not just a product,
but a comprehensive customer experience highli-
ghting the authenticity and uniqueness of the
region. The joint marketing center managed
communication with target audiences, promoted
the unique tourist offerings via social media,
tourism platforms, and local media, built the route
and cluster brand, stimulated demand and
engagement, and collected feedback for further
product improvement. Thus, the Value-based
model enabled the "Cossack's Circle" cluster to
integrate management and marketing decisions,
creating unique value for tourists and enhancing
the cluster's competitiveness in the agro-tourism
market, while simultaneously supporting local
traditions, culture, and regional authenticity.
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The network-based partnership model assumes
that management within an agro-tourism cluster
coordinates the interactions of its participants,
organizes joint projects, and establishes agree-
ments for sharing resources, technologies, and
knowledge[3; 10]. Marketing is responsible for the
joint promotion of the cluster product in the
market, creating a unified brand, and developing
a communication strategy to enhance the cluster's
visibility and attractiveness [9—10]. Notably, this
model emphasizes collaboration, partnership, and
resource synergy, enabling cluster participants to
more effectively utilize their competencies, reduce
marketing and logistics costs, and collectively enter
new markets.

For example, in 2022, an agro-tourism cluster
in the Lviv region brought together several farms,
artisan workshops, and travel agencies to create a
joint tourist route, "Gastronomic Lviv Podillia."
Cluster management coordinated the participants,
defined roles and resources, and scheduled
workshops and tastings. At the same time, the
cluster's marketing center promoted the route
through a shared website, social media, and
participation in tourism exhibitions, establishing
a unified brand for the route. This partnership
enabled cluster participants to pool resources,
reduce marketing and logistics costs, enhance the
route's market visibility, and ensure a steady flow
of tourists. The practical application of the
Network-based partnership model demonstrated
that effective integration of management and
marketing activities through collaboration and
resource sharing allows for the creation of cohe-
sive, attractive tourist products and their efficient
promotion in the market.

The sustainability-oriented model integrates
environmental, social, and economic objectives
into the management and marketing innovation
strategies of an agro-tourism cluster, creating
long-term competitive advantages [1; 6; 9—10].
This model emphasizes the combination of eco-
nomic efficiency with environmental responsibility
and the social development of local communities,
enabling clusters not only to create profitable
tourist products but also to ensure the sustainable
development of the region.

The agro-tourism cluster "HorboHory" (Pus-
tomyty District, Lviv region), focused on eco- and
gastronomic tourism, integrated local organic
farms and agro-tourism routes in 2020, where
tourists could participate in harvesting, taste
organic products, attend workshops on traditional
production, and learn about local environmental
initiatives. Cluster management ensured environ-
mentally safe logistics, coordinated activities
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among farms, and integrated local communities
while overseeing compliance with sustainability
principles. The marketing center promoted the
routes through social media, tourism platforms,
and information campaigns, emphasizing sustaina-
bility, ecological responsibility, and the local
authenticity of products and services. The appli-
cation of the Sustainability-oriented model ena-
bled the "HorboHory" cluster to integrate econo-
mic, social, and environmental objectives into its
innovation strategies, creating long-term value for
tourists, local communities, and businesses, while
strengthening its competitive positionin the agro-
tourism market.

The analysis of the outlined strategic models
of management-marketing interaction demon-
strates that their application enables the develop-
ment of an innovation strategy for agro-tourism
clusters that is comprehensive, adaptive, and
oriented toward achieving sustainable competitive
advantages.

CONCLUSIONS

The analysis of strategic models of manage-
ment-marketing interaction in agro-tourism
clusters allows for several important scientific and
practical conclusions.

First, the outlined aspects of interaction pro-
vide a systemic foundation for the innovative deve-
lopment of clusters, provided they are imple-
mented within clearly defined strategic models that
are long-term in nature and aimed at achieving
sustainable competitive advantages.

Second, the evidence-based application of
market-driven, innovation-driven integration,
value-based, network-based partnership, and
sustainability-oriented models enables the
development of a comprehensive and adaptive
innovation strategy that aligns the cluster's internal
resources with market needs and ensures the
effective commercialization of innovations.

Third, the choice of a specific model, or a
combination of models, depends on the priorities
of innovation activities, the mechanisms for making
management and marketing decisions, and the
sources of value creation for tourists and consumers.
At the same time, it is crucial to consider the extent
to which a model supportslocal traditions, culture,
and authenticity, while simultaneously fostering
sustainable regional development and enhancing
investment and tourism attractiveness.

The study demonstrates that applying strategic
models of management-marketing interaction in
agro-tourism clusters renders the innovation
development strategy not only purposeful and
predictable but also competitively sustainable in
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the long term. This is achieved by creating
additional value for both cluster participants and
the geographical region or rural area where
agricultural production and tourism activities are
integrated.

Future research could focus on the develop-
ment and testing of adaptive strategic mana-
gement-marketing interaction models that take
into account local characteristics, cultural resour-
ces, and the dynamics of tourism demand, with the
aim of enhancing the innovation capacity of agro-
tourism clusters.
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