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IHHOBALIVIHUV NOTEHIIAA EKOCUCTEM MEHEAJKMEHTY B ATPOBI3HECI: TIPOCTOPOBA
KAACTEPU3ALIS, SMART-CIIEIIAAI3ALISI TA MAPKETUHIOBA TPAHCOPOPMAIIIA

The article reveals the theoretical and methodological foundations of systemic management
formation in agribusiness under conditions of structural transformation of the national
economy. Particular attention is paid to justifying the feasibility of transitioning to an
ecosystem approach in agricultural management, which is based on the principles of synergy,
interaction and partnership between key participants: agricultural producers, institutions,
service structures, investors, consumers, government bodies and public organisations. Itis
noted that the development of agribusiness in an ecosystem format involves the creation of
added value within territorial-spatial agricultural chains through the effective coordination
oflogistics, production, sales and marketing processes.

The importance of inter-sectoral integration, spatial clustering and the application of
SMART specialisation mechanisms as key tools for modernising regional agribusiness is
emphasised. The role of the knowledge economy, innovative infrastructure, digital platforms
and business initiatives in shaping the ecosystem potential for sustainable development is
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Modern approaches to marketing management were analysed, in particular the use of internet
marketing, content strategies, 3D modelling, digital communications, storytelling and personalised
customer interaction. The concept of aninnovative marketing profile for agricultural entrepreneurship
is proposed, aimed at strengthening the market positions of small and medium-sized farms, their
inclusionin integrated distribution networks, andincreasing the effectiveness of product promotion
inregional and global markets.

In general, the effective functioning of the agribusiness ecosystem requires flexible management
decisions, adaptive organisational structures and coordination centres at the regional level. It has
been theoretically proven that the development of such systems should be based on European
experience in cluster policy, the principles of sustainable development of rural areas, and the socio-
economic integration of agricultural areas.

Y crarTi po3kpuTo TeopeTuko-meTono0s10riyHi 3acann popmyBaHHsI CACTEMHOINO MEHEA)XMEHTY B
arpo6i3Heci B yMmoBax CTPYKTYpPHOI TpaHcgopmaLii HayioHanbHOi ekoHOMikn. Oco6smBy yBary npu-
AineHo o6rpyHTyBaHHIO AOLUINBbHOCTI Nepexoay A0 eKoCUCTEeMHOro niaxoAy B ynpasJsiHHi arpapHoOIo
ceporo, aknii 6a3yeTbCcs Ha NPUHLUNNAX CUHepPrii, B3aemoaii Ta napTHepCcTBa MiX KJIHIO4OBUMM y4ac-
HUKaMu: arpapHUMU TOBapPOBUPOOBHUKaMMN, iHCTUTYLiIMN, CepPBiCHUMU CTPYKTYpamMun, iHBecTopamu,
Cro>kuBavyamu, opraHaMu 4ep>xaBHoro yrnpasJliHHS Vi rpoMagcbKUMU opraHi3ayismn. 3azHa4yeHo, Lo
PO3BUTOK arpobisHecy B ekocucTeMHOMY ¢popmarti nepenbaqdae cTBOpeHHs 4OAaHOT BapTOCTi B Me-
JKax TepuTopianbHO-rNPOCTOPOBUX arpapHUNX JIAHUIOTIiB Yepe3 e(pekTUBHY KOOPANHALII0 JIOFiCTUYHUX,
BUPOOBHNYNX, 30YTOBUX Ta MaPKETUHIOBUX MPOLIECIB.

AKLeHTOBaHO Ha Ba)XX/INBOCTi MiXkrasiy3eBoi iHTerpauii, npocTopoBoOi knacTtepu3aulii Ta 3acrocy-
BaHHsI MexaHiamie SMART-cneuyiani3auii sk K/1l040BuX IHCTPYMEHTIB MoAepHi3ayii perioHanbHoro
arpobi3Hecy. Po3rnssHyTo posib 3HaHHEBOi eKOHOMIKU, iHHOBaLilHOT iHppacTpykTypu, ungdposunx
nnargopm ta 6isHec-iHiLiaTUB y pOpMYyBaHHi €KOCUCTEMHOro NOTeHLUiasy CTasoro po3BuUTKY.

lMpoaHanizoBaHoO cy4yacHi nigxo[u A0 MapKeTUHIoOBOro MEHEAXKMEHTY, 30KpemMa BUKOPUCTaHHS
IHTepHeT-MapKeTUuHry, KOHTeHT-cTparTerii, 3D-moaenioBaHHS, LngpoBuX KOMYHiKaLjiri, cTopiTei-
Hry Ta nepcoHasni3oBaHOi B3aeMogii 3 knnieHTamu. 3anponoHoBaHO KOHLUerLilo iHHOBaLiliHOro map-
KeTUHroBoro npogiso ana arpapHoro nigrnpueMHNULTBA, L0 CMPSIMOBaHa Ha 3MiLLHEeHHSI PUHKOBUX
no3uyivi Mmanux i cepenHix rocnogapcTs, ix BK/IIOYEHHS B iHTerpoBaHi 36yToBi MepeXxi Ta nigBuLLeHHs
edeKTUBHOCTI NpocyBaHHS NPOAYKLUii Ha perioHanbHuUX i rno6asnbHNX pUHKax.

Y3aranbHeHo, Wo edpekTnBHe PYHKLiIOHYBaHHSI ekocucTemmu arpobiaHecy noTpeodye rHy4Kkux yn-
PaBJliHCbKNX PilLieHb, aaanTUBHUX OPraHi3aLlifiHNX CTPYKTYpP i KoopANHaLUinHUX LLeHTPIiB Ha perioHasib-
HOMYy piBHi. TeopeTU4YHO AOBEAEHO, L0 PO3BUTOK TaKUX CUCTEM Ma€ rPYHTYBaTUCSI HA EBPOIENCbKO-
My A0CBifi K1aCTepPHOI NoJITUKN, MPUHLUNNAaxX CTasioro pO3BUTKY CiJlbCbKUX TEPUTOPIN Ta COLiO-€KOo-
HOMI4HOT iHTerpauii arpapHuUxX npocTopiB.

Key words: system management, innovative potential, management ecosystem, agribusiness, spatial clustering,
SMART approaches, marketing technologies, marketing management.

KnrowoBi cnoBa: cucmemruli meHedxcmeHm, iHHOBauiliHul nomeHyian, eKkocucmema MeHeoXCMeHmy, azpap-
Hul 6i3Hec, npocmopoBa knacmepusayis, SMART-cneyianizayis, mapkemuH2oBi mexHon02ii, MapKemuHa-mMeHeoxc-
MeHM.

GENERAL PROBLEM STATEMENT
AND ITS CONNECTION TO IMPORTANT
SCIENTIFIC AND PRACTICAL TASKS

The modern development of agribusiness requires a
transition from traditional isolated organisational and
management models to integrated ecosystem structures
capable of ensuring flexible interaction between all
participants in agricultural production. In the context of a
highly dynamic external environment, global challenges,
digital transformation and growing competition, the issue
of building the innovative potential of the management
system in the agricultural sector is becoming particularly

relevant. This involves the need for comprehensive inte-
gration of production, processing, logistics, marketing,
financing, digital support and institutional regulation into
a single adaptive ecosystem.

At the same time, insufficient coordination between
agribusiness participants, the fragmentation of regional
economies, and the lack of effective mechanisms for
managing innovation processes limit the opportunities for
creating sustainable business networks and added value
in agricultural production. In this context, it is important
to identify and justify tools for spatial clustering and
digitalisation of the marketing environment transformation
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that can ensure effective interaction and synergy between
local actors in the agricultural sector.

Thus, studying the processes of forming the innovative
potential of the management ecosystem in agribusiness
based on spatial clustering, SMART management and
modern marketing technologies is extremely relevant in the
context of ensuring sustainable agricultural development,
regional economic security and Ukraine's integration into
the European innovation space.

ANALYSIS OF RECENT PUBLICATIONS
AND RESEARCH

The issue of forming the innovative potential of the
management ecosystem in agribusiness is the subject
of research by many domestic scientists, including:
M. Bagorka, V. Bondarenko, T. Zinchuk, V. Zinovchuk,
T. lichenko, L. Kazmir, I. Kravchuk, I. Kryukova, S. Lav-
rinenko, G. Levkiv, G. Mazur, P. Pyvovar, O. Prysyazhnyuk,
A. Prib, E. Savitsky, O. Stanina, V. Tkachuk, and others.
[1—6; 9—11; 14— 16]. While noting the value of the
research results of these scientists, it is necessary to point
out the need for further scientific research in this area.

PURPOSE OF THE STUDY

The aim of the study is to theoretically substantiate
and develop conceptual foundations for forming the
innovative potential of the management ecosystem in
agribusiness by integrating spatial clustering tools,
applying SMART approaches, and implementing modern
marketing technologies, taking into account the specifics
of regional development, digital transformation and the
needs of stakeholders in the agricultural sector.

PRESENTATION OF BASIC MATERIAL
OF THE RESEARCH

The development of system management in agribu-
siness occurs thanks to the object-subject interaction of
managers, specialists, and personnel of organisations that
coordinate the production, storage, and processing of
agricultural products, deliver them to the end consumer,
and generate profits to continue subsequent business
cycles. Such interaction becomes fundamental for the
formation of agribusiness chains in which added value is
created, the development of agribusiness systems, the
design models of which are diverse and depend on the
resource potential of the socio-economic-ecological-
spatial systems in which they are formed. The level of
potential development depends on the business envi-
ronment in a specific territorial space, institutional
regulation of business relations, and the ability of agent /
stakeholder management systems to ensure effective
interaction and optimise resources for managing the
development of agribusiness systems.

Aspects of inter-sectoral integration, cooperation,
institutional regulation and regional management have long
been dominant in the development of strategies and
prospects for the development of industries, regions and
territories, and the mechanisms for implementing these
strategies are formed by the relevant institutions, which
develop rules and algorithms for tactical actions and a
system for budgeting implementation processes.
Currently, the main tasks of managing the development of

the domestic agribusiness potential are laid out in the
"Strategy for the Development of Agriculture and Rural
Areas in Ukraine for the Period until 2030", which
structures the priority areas for the implementation of
these tasks: rapid response to current challenges caused
by the war, innovative development of agribusiness, in
particular the creation of integrated structures for
innovation coordination [12]. In this sense, it is important
to use the achievements of modern institutional and public
management in the management of the socio-economic
development of territorial-spatial formations, one of the
objects of innovative coordination of which is the eco-
system.

The formation and development of the management
ecosystem's potential in agribusiness is based on
establishing effective interaction between the subsystems
of various business stakeholders and institutions, which
provides profits to participants, the opportunity to
optimise their resources, and the maintenance of joint
projects aimed at innovative modelling of the design of
this interaction, which contributes to the rapid introduction
of innovations in the management of participants' sub-
systems and the growth of knowledge for the development
of various innovative formats of sustainable agribusiness
networks. In this sense, the key aspect is to seek
opportunities and establish partnerships between business
stakeholders (producers and processors of agricultural
products, transporters, retail chains, market agents, etc.),
which will ensure the sustainable development of the
agribusiness network entities as a whole.

In terms of achieving the goal of developing the
agricultural ecosystem — ensuring the effective develop-
ment of business entities and creating ecosystem potential
for optimising business chains — it is important to ensure
the 'right' partnership, which leads to more effective use
of analytical information, the formation of new connections
and processes in companies, which contributes to
increasing the efficiency of the companies themselves and
creating new value for customers. According to the
ecosystem logic of agribusiness, the creation of value in
business chains contributes to the accumulation of the
resource potential of subsystems (participants), which
they use for the further development of business repro-
ductioncycles [1].

Effective interaction between participants in the
agribusiness ecosystem and ensuring its innovativeness
in the context of sustainable development depends on
managers' understanding of the mechanisms of this
interaction, which can be based on both formalised (legally
formalised) and completely informal (market-free) rela-
tionships, and the links may be of a marketing, economic,
financial, legal, technical, technological, social or cultural
nature. These may be relationships that are formalised only
in relation to specific operations or the performance of
certain contracts within specified time frames, mostly on
a short-term basis rather than on a long-term basis.
Agricultural commodity producers become participants in
the agricultural ecosystem. At the same time, the type of
ecosystem formed depends on the size, form of orga-
nisation, specialisation, development opportunities and
potential, geographical location and other characteristics
of farmers. Agricultural enterprises of all types, farms, and

.
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private peasant farms that produce and sell agricultural
products on the market form the core of the agribusiness
ecosystem [14].

However, alongside them, partner organisations that
cooperate with key players play an important role in the
ecosystem, achieving their own business goals and
interests while ensuring the functioning of agricultural
producers. These include suppliers of equipment, seeds,
fertilisers, fuel, veterinary drugs, feed, other raw materials
and supplies, service organisations that perform third-
party work and services, as well as collectors, processors
and sellers of agricultural products. An important role in
the agribusiness ecosystem is played by entities involved
in transport, finance, production and service infra-
structure, including various digital platforms. The eco-
system cannot function without the participation of
investors, as well as government agencies and public
organisations that regulate the activities of individual
participants in the system or ensure their interaction. In
many cases, competitors, consumers (people or companies
that use agricultural products) and other entities interested
in the development of agribusiness become full-fledged
participants in the agribusiness ecosystem [14; 16].

The functioning and development of the agribusiness
ecosystem, like any goal-oriented development, requires
effective management, which necessitates effective mana-
gement decisions to maintain the integrity of the system
of organisational interaction and the dynamic reproduction
of the potential of system management in agribusiness. In
this sense, the main resource for innovative development
of potential is considered to be the entrepreneurial
resource of leaders (change managers) of organisations
and institutions of the agribusiness system at a certain
hierarchical level of the national economic system, who use
their knowledge and experience in making and imple-
menting creative decisions to maintain the sustainable
development of the ecosystem in agribusiness.

Given that the basis for the development potential of
the ecosystem in agribusiness is agricultural producers,
and the formation of key agribusiness chains begins in the
territorial-spatial segments of production of these pro-
ducts, the formation of an innovative agribusiness system
design, as an object of coordination of management of
stakeholder organisations involved in the process, should
be carried out on the basis of theoretical and metho-
dological approaches to spatial clustering, SMART
specialisation, marketing in agribusiness, and business
knowledge management systems.

Aspects of spatial (regional, local) clustering are
currently being studied by expert groups of state policy
developers for regional development, the aim of which is
to increase the competitiveness of target sectors of the
economy and their entities (mainly SMEs) at the regional
and national levels. The strategic goals and objectives of
this policy, in addition to those traditional for cluster
policies (deepening the specialisation of regions and target
sectors, increasing employment in target sectors, attrac-
ting and /or retaining highly skilled professionals at the
regional level (reducing the effect of migration to the
capital or abroad) for high-tech sectors, development of
blue-collar professions for low-tech industrial sectors,
growth of innovation, growth of exports, creation and

development of new industries or sectors of the economy),
include improving production and inter-sectoral
cooperation, integration of business infrastructure
sectors, and the formation of management systems for
cluster organisation [7; 11]. Such positions confirm the
existence of prerequisites for the formation of
management systems of spatial (regional, local) clustering,
including in regional and local agribusiness, and the use of
best foreign experience in this area will accelerate the
formation of spatial clustering systems at the regional
(local) level, For this purpose, it is proposed to use the
experience of the EU's cluster territorial policy, where the
main criteria are the size of the territory, the degree of
integration of regional, industrial (sectoral) policies, and
flexibility (loyalty) to changes in local policies.

The tools for clustering the development of agribu-
siness in the region will ensure a synergistic effect of coor-
dinating the development of agribusiness infrastructure
systems (logistics distribution networks, territorial hubs),
innovation and intellectual centres, financial and economic,
insurance and grant support, which will ultimately
contribute to the socio-economic development of the
region. The peculiarity of ecosystem coordination will lie
in achieving synergy in the interaction of various busi-
nesses (stakeholder groups) that cooperate and
complement each other to achieve common goals — the
formation of an environment of interaction that is loyal to
agribusinesses in the region and local businesses. In
particular, for agribusiness, this could be an integrated
network of distribution, logistics and other types of
businesses providing infrastructure support to local
agricultural producers, the advantage of which is the
proximity of the entities, which enables rapid adaptation
in the processes of forming and modelling value chains.

Practical examples of such integration include the
activities of integrated logistics hubs and enclaves
providing information and analytical support for the
development of the business environment in the region,
given the organisational support provided by their
integrated management system, which creates synergy of
the territory, local business, and the skills and abilities of
stakeholders in coordinating the process and digitally
supporting the development of material and virtual
processes. At the same time, Internet platforms adapted
for online sales, which can be created using convenient
constructors and marketplaces, can also be integrated into
the value chain.

The main model on which agribusiness chains are
formed in the territorial and spatial segments of agri-
cultural production is the SMART specialisation model,
which is seen as a set of actions and coordination
mechanisms for the formation of an integrated complex
for the development of agribusiness in the region through
the coordination of value chains (VCC), supply chains (SC),
logistics chains (LC), local food supply chains (LFSC),
smart chains (SC), agri-food chains, and global agri-food
supply chains (GLPA) [18]. In terms of considering aspects
of the formation of the innovative potential of the
management ecosystem in agribusiness, it is advisable to
consider the potential of SMART specialisation, the
formation and use of which will strengthen the innovative
development of organisational and economic relations,
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Table 1. Content marketing tools and their environment of use in agribusiness

Content marketing tools

Environment of use

Storytelling

Development and improvement of audience
engagement tools.

Website optimisation

Use of current trends, voice search.

Information modelling
technology — 3D approach

Promotion of agricultural exhibitions, which are a
high-quality communication platform for farmers;
mandatory company (product) branding; a website
with constantly updated content; 3D tours and an
active presence on social media.

Personalisation and customer value offer (advice
on solving problems — IQ + EQ — must have).

Seeing is believing
(everything is verified in
the field)

Interest in farmers’ pain points: application of
cultivation technologies, crop care, visualisation of
results to support product promotion.

Opinion leadership
(people-brands)

Formation of individualised leadership and
communicative promotion of ideas based on
storytelling.

Full transparency (complete
transparency of activities)

Ability to visualise all stages of agribusiness
development.

Digitisation, IT solutions
and generating «cool»
content

Convincing consumers of the company’s ability to
deliver on its marketing communications.

Use of beta versions

Use of diverse opportunities in agribusiness to
create content that is unlike any other;

«product improvement» in the process of
implementation based on quality feedback from
consumers.

Minimalism in brand
visualisation (mothballed)
brands

Restraint in brand visualisation, modesty and
clarity in presentation.

Source: compiled on the basis of [17; 19; 20].

leading to the transition of agribusiness management to
the plane of an adaptive ecosystem centre for the coor-
dination of socio-economic development of the territorial
business space.

This allows for the formation of a digitally integrated
agribusiness ecosystem, whose development entities
include agricultural producers, agribusiness infrastructure
organisations, universities, innovation hubs, information
platforms, interested stakeholders, and the dominant
coordination entity is defined as the "business initiative"
as a complex of specialised knowledge formalised in
databases and available to all actors, taking into account
the adaptation of their business potential to the conditions
of specificity, achievability, measurability, realism and
compliance with timing determination. The SMART
specialisation approach in the formation of agribusiness
chains in the territorial-spatial segments of agricultural
production is the basis for the development of agribusiness
and the formation of systematic management in agri-
business, since its practical application will allow the
formation of a functional complex of agribusiness
management for local enterprises, regional business
networks, and virtual infrastructure organisations with the
possibility of its transformation into integrated systems
of management networks in agribusiness.

The next step in researching the strategic aspects of
developing the innovative potential of ecosystem
management in agribusiness is to substantiate promising
areas for the formation of innovative marketing techno-
logies, as a process supported by SMART management
mechanisms and whose material implementation creates
the highest percentage of added value in agricultural
product supply chains. Marketing in agribusiness, from the

point of view of spatial clustering and SMART specia-
lisation in regional agribusiness management systems,
ensures the formation of mechanisms for managing
commodity flows in various chain architectures for bringing
products to consumers, The main components of its
system are logistics, product promotion, resource and
financial support for processes and their monitoring, and
marketing communications, which makes it possible to
improve existing mechanisms and develop innovative
mechanisms for managing these flows in the future.
According to the postulates of modern research on
the socio-economic development of territorial systems, the
main task of its institutional regulation is to ensure the
balance between inter-sectoral, business, territorial, and
environmental subsystems, the main tools of which include
marketing management (as a complex of coordination of
relations between business agents), the formation of a
network design for territorial business, and the use of
innovations in contractual relations between participants
[13]. The priority direction of marketing management in
agribusiness is the development of a comprehensive
system of interaction using an organisational and economic
mechanism for the integration of participants at the local
level, which determines the formation and development of
regional agri-food systems. In this sense, it is advisable
to propose the organisation of such systems taking into
account the characteristics of the territory (region) of
agribusiness and its infrastructure support based on the
principles of SUS-CHAIN, IMPACT, COFAMI — European
projects specialising in the study of the interaction
between balanced production and marketing of food
products and the analysis of the potential role of food
marketing in the development of rural areas, with a focus
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Figure 1. Innovative marketing profile in agribusiness

Source: own research.

on identifying economic, social, cultural and political
factors that enable or limit the formation and development
of collective marketing initiatives [6]. The main principles
include: development of territorial (local) agromarketing;
formation of alternative food networks (radical innovation
process); optimal integration of forms of production
organisation and product sales in local markets;
administration of food chains and rapid modelling of their
trajectories; accumulation of knowledge potential for the
development of agri-food networks and use of experience
in managing subsequent phases of development;
coordination of agribusiness using content marketing tools
(Table 1).

Comprehensive use of internet marketing primarily
focuses on promoting websites and social networks.
Websites perform one of the most important functions —
disseminating information about the company and
increasing consumer confidence in the company. Today,
conveying information to consumers is a priority among
marketing activities. The main advantages that an
agricultural enterprise gains from using internet marketing
are: improving the intensity of brand promotion and
increasing market share; determining the real value of ROI;
simplifying the calculation of marketing decomposition;
mobility in decision-making; entering new sales markets
(new export countries); increasing sales volumes; the
possibility of cooperation with new partners, creating
partnership coalitions for co-branding [3].

The use of modern marketing management techno-
logies in agribusiness requires the development of
knowledge capacity, particularly for small and medium-
sized agricultural enterprises located in local areas of the
region. Researchers of marketing systems in agribusiness

believe that the formation of chains for delivering agri-
cultural products to consumers using innovative marketing
mechanisms is carried out according to the traditional
marketing mix (4P) and involves a set of operations for
product specification and coordination of the agribusiness
chain, integration of individual and organisational
perspectives, improving marketing stakeholder com-
munications for managing complex marketing systems,
which involves creating meaning and improvisation in the
management of material and information flows in the
marketing process (logistics, warehousing, storage) and
creates meaning and value in the organisation of
agribusiness infrastructure.

These provisions allow us to argue for an innovative
marketing profile in agribusiness, which will enable the
development of a methodology for assessing the marketing
infrastructure of agribusiness enterprises (Fig. 1).

The diagram visualises the characteristics of
marketing communications development in the process
of product sales to consumers and reflects opportunities
for small and medium-sized agricultural enterprises,
farms to build distribution chains within the logistics,
warehousing, and processing infrastructure of
agribusiness in two main areas: developing stakeholder
communications with regional (local) market agents and
using the contract farming model. The development of
marketing/stakeholder communications involves
researching the local marketing environment of the
regional agribusiness infrastructure market and making
decisions on product promotion operations, which
requires searching for and analysing information about
potential business partners, conducting negotiations,
concluding contracts, etc.

IHBecTuyil: noaxtusa ta gocsig N° 1572025
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CONCLUSIONS AND PROSPECTS FOR
FURTHER RESEARCH

1. The ecosystem approach to system management in
agribusiness defines a new paradigm for the development
of the industry, based on the integration of business
stakeholders, institutions, infrastructure organisations
and government regulators within a single spatial and
functional environment. Such integration ensures not only
effective coordination of production and logistics
processes, but also the formation of added value in
agricultural business chains, the creation of sustainable
partnerships, the acceleration of innovative development,
and the improvement of the adaptability of agricultural
systems to the challenges of the market and institutional
environment.

2. The formation and realisation of the potential of the
agricultural ecosystem largely depends on the use of
strategic approaches to spatial clustering, SMART
specialisation and innovative marketing, which ensure the
development of local agribusiness chains, strengthen
regional specialisation, attract intellectual resources,
increasing competitiveness and sustainable development
of territories. These approaches are based on the
systematic coordination of knowledge, resources and
management decisions, which allows adaptation to the
specifics of regional agricultural production and consumer
demand.

3. The development of the agribusiness marketing
infrastructure is akey factor in improving the effectiveness
of interaction between actors in agri-food systems, parti-
cularly in terms of product promotion, the organisation of
distribution chains, the formation of new formats of
cooperation (contract farming, cooperation), and the
introduction of digital communication tools. The
comprehensive use of content marketing, internet
promotion and 3D visualisation tools creates new
opportunities for small and medium-sized agricultural
producers to enter markets, increase brand awareness and
strengthen partnerships.
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