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AGRI-FOOD MARKETING AS A DRIVER OF FOOD
SYSTEM TRANSFORMATION: STRATEGIC
IMPERATIVES OF SUSTAINABILITY AND SOCIAL
RESPONSIBILITY

B. C. Kapm,

K. €. H., AOLIEHT, AOLIeHT KaeApyu Mi>kHapoAHOTO 6i3Hecy,

HH incturyt miskHapoAuux Bianocus Kuiscpkoro nanionaasHoro yHiBepeurery imeni Tapaca IlleBuenka
H. B. Pesnikosa,

A. e. H., mpodecop, npodecop Kadeapyu CBITOBOrO rocnoAapcTsa i Mi>kHApOAHMX eKOHOMIYHMX BiAHOCHH,
HH incturyt miskHapoAuux Bianocus Kuiscproro nanionaabHoTo yHiBepeurery imeni Tapaca IlleBuenka
B. I. ITanuenko,

A. €. H., AOI|eHT, npodecop KadeApr eKOHOMIKY Ta Mi>KHaPOAHUX €KOHOMIYHMX BiAHOCWH,
MapiynoascsRuil Aep>KaBHMI YHiBepCHUTET

M. I. T'poa,

Aoxkrop dirocodii 3i cmeniarprocti "Mixkuapoani ekonomiuHi BiAHOCHHNM", AOLEHT KadeApPY MEHEAKMEHTY,
MapKeTHHTy Ta ny6aidHoro yupasainus, HanlonarsHa akaaemis cratucTuky, o6AiKy Ta ayAuTy

ATPO-ITPOAOBOABYMI MAPKETUHT 1K YMHHUK TPAHC(I)OPMAI.II'I'“I'[POAOBOAI)‘IO'I'
CUCTEMU: CTPATEI'TYHI IMIIEPATUBM CTAAOCTI TA COIJIAABHOI BIAITOBIAAABHOCTI

The purpose of this article is to examine the role of agri-food marketing as a key driver of food system
transformation under global structural shifts, climate challenges, and social inequality. The central
hypothesis assumes that the contemporary food system is evolving from a mass production model toward
a network-based paradigm of sustainable development, in which marketing functions as a strategic
mechanism harmonizing economic efficiency, social equity, and environmental resilience. The study
employs a system-structural and comparative analysis, typological classification, and cognitive modeling
to identify the transmission channels through which marketing influences food system transformation.

The research provides a classification of food market types (global, regional, local, state-regulated,
and socially motivated) and corresponding marketing strategies that ensure stability, inclusivity, and social
orientation. The structure of the food system is defined through four interconnected levels: production,
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market, institutional, and social, which together determine the dynamics of food security. A typology of
agri-food marketing transmission channels is proposed, including economic, institutional, informational,
social, environmental, and ethical mechanisms.

The findings demonstrate that marketing acts not merely as an intermediary between producers and
consumers but as a coordinator of interests across the entire food chain, creating synergy between
economic performance, social justice, and sustainability. The developed typology of food markets and
marketing transmission channels constitutes the authors’ original contribution to the theoretical
framework of strategic food system management. The practical value of the study lies in its applicability
to policy design in food security, investment planning, and public-private partnership development.

MeToro cTaTtri € gocnig>xeHHs1 poJii arporpofoBOJ/IbYOro MapKeTUHry sk YAHHUKa tpaHcgopmadii npo-
AOBOJIbYOI CUCTEMU B YMOBAX 100asIbHNX CTPYKTYPHUX 3PYLUEHb, KiMaTUYHNX BUKJINKIB i colianbHOT
HepiBHOCTiI. F[iNoTe3a aocnigXxeHHs Nonsira€ y TBepAXXeHHi, Lo cy4YacHa rnpogoBoJib4a cucTtema rnepexo-
ANTb Big NiHiliHOT Mogeni MacoBoro BUPOGHULTBA [0 MepeXxeBoi MoAesli CTasoro po3BuUTKY, Y Kivi map-
KeTUHI BUCTYIa€e KJIl0O4YOBUM KOOPANHATOPOM B3aeMomii MiXk eKOHOMI4HOI0O epeKTUBHICTIO, coLiasibHOIO
cripaBeaINBICTIO Ta €KOJIOTiYHOIO CTiliKicTio. MeTogosiorivyHy OCHOBY OC/IiA)XXE€HHSI CTAHOBJISITb CUCTEM-
HO-CTPYKTYPHUU Nigxig, MeTtoav TUMNosorisauyii, KOrHiTMBHOro Mo4eJsll0BaHHSI Ta NOPIBHAJIbHOIo aHanisy,
LL{O 4O3BOJINIIN BUSIBUTU KAHAJIN BIIJINBY MapKeTUHry Ha pYHKLiOHYBaHHS NPOA0BOJIbYOi cucTtemMu, Kiacu-
dikyBaTn TN NPO[OBOJILYNX PUHKIB i BUSHAYNTN 3aKOHOMIPHOCTI iIXHbOro PO3BUTKY.

Ha ocHoBi mixxgncuynnniHapHoro nigxoay po3KPUTO CYTHICTb MPOAOBOJIbYOI CUCTEMM SIK iHTerpoBaHoi
CYKYMNHOCTi @KOHOMIYHMX, couiasibHUX Ta iHCTUTYLiHNX MexaHi3MiB, ki 3ab6e3neyYyyroTb BUPOOHULTBO,
po3noAgin i cno)xnBaHHs NPoAO0BOJIbCTBA. 3AiiCHEeHO TUNOJOori3aLito NPoAoBOJIbYNX PUHKIB (rN00asbHUX,
perioHasnibHUX, JIOKaJlbHUX, AePXaBHUX, coLlia/lbHO MOTUBOBAHUX) i BU3BHA4YEHO A4JIS1 KOXHOIro tuny
BignoBigHIi MapkeTUHIroBi cTparTerii, Lo 3abe3neyyloTb iXHIO CTilKICTb i couianbHy opieHTauil0. Y CTpyk-
TYpi npoAoBOIbYOI CUCTEMMU BUOKPEMIIEHO BUPOOHNYNIA, PUHKOBUINA, iIHCTUTYLiIiHNI Ta coLianbHNIA PiBHI,
Mi>k SkuMuy BigOyBaeTbCa UNPKYNSLisa pecypciB, iHpopmauii Ta gosipn.

Okpemy yBary npuaineHo TpaHCMICiliHUM KaHasiaM arporipogoBOJib40ro MapkeTuHry (eKOHOMiYHOMY,
IHCTUTYLUiHOMY, iHpOpMaLiiHOMY, coliaZlbHOMY, €KOJIOrNYHOMY, eTUYHOMY), sIKi MOEAHYIOTb €KOHOMIYHI
CTUMYJIN, cOoLiasibHi 3B'I3K1 U YNpaBJ/liHCbKi MeXaHi3Mu y e4UHY CUCTEeMY PEryyisiTOPHUX i KOMYHiKaTnB-
HUX BrJINBIB. YTOYHEHO, L0 caMe Li KaHaJlu € PYLUiSIMU CTPYKTYPHUX 3MiH Npogo0BOJIb40i CUCTEMU, OCKIJIbKN
3abe3neyyr0Tb 6anaHc Mix e¢peKTUBHICTIO, cpaBeaIUBICTIO Ta 4OBIPOIO.

Y crarri y3aranbHeHo pe3ynbTaTy MiXXKHapO4HUX [OCHIAXXEeHb, L0 403BOJINIIO IHTerpyBaTn MakpopiBHe-
BW i IOKasIbHWUIA BUMIipy arpo-npogoBoJiIb40ro MapkeTuHry. lMoka3zaHo, Lo KOpPOTKi 1aHLorv nocTavyaHHs
€ iHCTpyMeHTOM iHCTUTYLiOHani3auii AoBipn, eTUYHOIro CroXXNBaHHS i coyianbHOI 3rypToBaHocCTi. BoHn
¢dopmyroT NPOCTIiP KOMYHIKaLii MiXk BUPOOHUKOM i crioXxuBa4yeM, y SKoMy BigbyBaeTbCsl NpakTU4YHa peas-
i3auiss ctparerivHUX iMnepaTuBIB CTasioro po3BUTKY.

Pe3ynbtatu gocnigxeHHs fgaan 3mMory OBECTH, LLLO arporpo[oBOJibYNii MapKeTUHI € He sinLue roce-
peaHNLbKOIO (PYHKLiE, a CUCTEeMOYTBOPIOIYUM YUHHUKOM IMPOoAOBOJIbYOI NoniTukn. 3anponoHoBaHa
knacudgpikavist TUniB pUHKIB i TPaHCMICIAHNX KaHasliB MapKeTUHIy CTAHOBUTb aBTOPCbKN BHECOK Y PO3BU -
TOK KOHUenuii cTpaTerivyHoro ynpassiHHS NPo4oBOJIbYnMu cuctemamu. lNpaktnyHe 3Ha4eHHS ofepP>XKaHux
PpPe3ynbTarTiB roJIra€ y MO>XXJIMBOCTI BUKOPUCTAHHS ix 47151 popMyBaHHS fep>XaBHUX i perioHasibHUX cTpa-
Terivi npoaoBonb4Y0i 6e3nekn, anBepcudikadii iHBecTULiiHUX MOTOKIB, PO3BUTKY AepP>XaBHO-NPUBaTHOro
napTHepcTBa Ta NOCUJIeHHS colianbHOT BignoBiganbHOCTI 6i3Hecy.

Key words: global problems, imperative, risks, transformation, food market, agri-food market, food system, food
security, food, investment, investment strateqy, diversification, public-private partnership, digital marketing, marketing,
marketing strategy, marketing tools, pricing, logistics, value chains, supply chains, demand, supply, pricing,
competitiveness, consumer, social justice, social responsibility, sustainability, sustainability, sustainable development.

KarowoBi cnoBa: enobassHi npobaemu, imnepamuG, pusuxu, mpaHcgopmayis, npodoBo/byuli puHoK, azponpodo-
Boswbyuii purok, npodoBosbua cucmema, npodoBosbya 6esnexa, npodoBosscmBo, iHBecmyBarHs, iHBecmuyiiHa cmpa-
meeis, duBepcughikauisi, depicaBHo-npuBamre napmrHepcmBo, yugpoBuli MapKemuHa, MapKemuHe, MapKemuH2o8a
cmpameeisi, MapKemuH20G6i iHcmpymeHmu, yiHoymBopeHHs, A02icmuKa, AaHytoau Bapmocmi, AaHyoeu hocmaBok,
nonum, npono3uyis, YiHoymBOPEHHS, KOHKYPEHMOCNPOMONCHICMb, cnoxcuBay, couiansHa cnpaBedauBicmes, coyiass-
Ha BidnoBidasvbHicme, cmitikicme, cmanicme, cmanul po3Bumokx.

INTRODUCTION moral-political problem. Under the conditions of

The issue of food security in the modern world extends globalization, growing social inequality, intensifying
far beyond agricultural production and is increasingly climate risks, and instability in trade relations, the food
viewed as a complex socio-economic, institutional, and system has become a key component of global security.
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Its effectiveness determines not only economic stability
but also social justice and sustainable development. In this
context, the food market should be understood not as a
mere aggregation of transactions in food products but as
a complex system of interaction among economic, techno-
logical, social, and cultural factors. Within this system,
trust is built, access to resources is defined, the balance
between supply and demand is maintained, and the human
right to adequate nutrition is realized.

Transformational processes in the world economy have
led to the emergence of diverse types of food markets,
from globalized and highly integrated systems to local
"nested markets" functioning on principles of trust,
reciprocity, and social responsibility. These markets arise
where global supply chains fail to operate effectively and
where traditional mechanisms of competition cannot
ensure sustainability or fair distribution of resources. As
aresult, a new typology of agri-food systems is emerging,
where global, segmented, state-supported, traditional, and
socially oriented markets coexist and interact. Each of
these market types requires a distinct marketing logic
adapted to demand structures, institutional capacity,
information accessibility, technological development, and
consumer expectations.

Marketing within the food market system performs a
dual function: an economic one, aimed at improving the
efficiency of production, distribution, and consumption,
and a social one, expressed through the formation of trust,
promotion of fairness, environmental responsibility, and
the strengthening of food security. Unlike industrial
marketing, food marketing deals with essential, perishable,
and seasonally dependent products, thus requiring specific
strategies for positioning, pricing, logistics, and
communication with consumers.

The alignment between types of food markets and mar-
keting strategies is becoming increasingly crucial. For
globalized markets, effective models include mass bran-
ding, standardization, large-scale distribution, and digital
marketing, while for local or socially oriented markets,
personalized approaches, transparency of origin,
authenticity, and reputation are decisive. Nested markets
form their own system of values, where quality, trust,
environmental soundness, ethical standards, and social
solidarity outweigh the importance of price. Through
marketing tools, these intangible values acquire economic
significance, becoming integral to the market value of
products.

The development of modern agri-food systems is
inseparable from investment in infrastructure, innovation,
digitalization, diversification, and public-private partner-
ships. These factors not only enhance market efficiency
but also strengthen the resilience of food systems, reduce
losses, and promote social stability. At the same time,
intensified competition, global price fluctuations, and
climate challenges compel both producers and govern-
ments to seek new models of interaction between the
market and society, between profitability and social
responsibility.

Therefore, studying the typology of food markets and
their corresponding marketing strategies holds both
theoretical and practical significance. It helps to identify
how various institutional models of markets affect food

security, which mechanisms contribute to balancing
economic efficiency and social justice, and which marketing
instruments can serve as the foundation for building
sustainable food systems of the future.

THE REVIEW OF THE LITERATURE

Modern research on food markets, food marketing, and
food security is formed at the intersection of economic
theory, global transformations, institutional adaptation,
and sustainable development. Scholarly discourse
increasingly emphasizes that the efficiency of food
systems depends not only on the economic capacity of a
country but also on institutional flexibility, strategic
coherence of public policy, and the degree of interaction
between the market and society [1; 2; 3].

The concept of green marketing has become central in
this research field, framing sustainable development and
food security as interconnected elements of a single
system. The ideas of ethical consumption, fair trade, and
corporate social responsibility are now strategic drivers
of competitiveness in agri-food markets. They demon-
strate that demand and supply in the food sector are
increasingly shaped not only by price mechanisms but also
by perceptions of social justice, trust in producers, and
ecological sustainability [1; 2; 3].

A major trend in marketing studies is the emphasis on
digital technologies, integrated communications, and new
forms of consumer engagement. Analyses of the trans-
formation of marketing tools reveal that the effectiveness
of food marketing strategies depends on the ability to in-
tegrate traditional promotion methods with modern digital
platforms, social networks, and analytical instruments for
demand management [4; 5; 6; 7]. Such integration opens
new opportunities for small and medium-sized producers
who, by using digital tools, can increase brand visibility
and form their own loyal consumer communities.

The issue of resilience and adaptability of agri-food
systems in the global context is further developed through
the theory of social-ecological transformation, which
explains the interrelation between economic efficiency,
environmental responsibility, and the system's capacity for
self-recovery [8]. Within this framework, artificial
intelligence and digital technologies are recognized as key
factors of production diversification, risk reduction, and
improved precision in agricultural management [9; 10].
Studies on digital transformation in the agri-food sector
demonstrate that innovation enables the creation of new
markets, optimization of pricing, and anticipation of
demand while ensuring ecological and social efficiency [14;
15].

Research on international development strategies
demonstrates that food security is derivative of broader
economic and political processes. The resilience of national
markets to external shocks is achieved through systems
of investment, production diversification, and public-
private partnership development [11; 12; 13]. These
mechanisms help balance economic profitability with social
responsibility and integrate local producers into global
value chains. Growing attention to the concept of strategic
foresight in the field of economic security highlights the
importance of anticipation and cognitive preparedness for
future risks. Recent studies view foresight as an instrument
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for shaping adaptive management strategies in food
systems, taking into account both economic and social
parameters of development [16; 17]. This approach forms
the basis for shifting from reactive to preventive mana-
gement of food markets, thereby enhancing investment
efficiency and public trust in state policy.

The intellectual foundation of contemporary food
system governance draws upon the ideas of J. Tinbergen
and T. Slembeck, who conceptualized policy as an
integrated system of goals, instruments, and social
legitimacy [18; 19]. Their approaches provide a theoretical
framework for understanding food security as a cognitive-
rational system, in which decision-making efficiency is
determined not only by economic indicators but also by
trust, transparency, and the moral maturity of institutions.

A valuable contribution to this line of thought comes
from studies in global political economy, which highlight
the interdependence between economic openness,
inequality, and the vulnerability of food systems [20]. These
works argue that sustainable development cannot be
achieved without the integration of economic efficiency,
social justice, and environmental responsibility [21; 22].

Overall, the literature review reveals a gradual shift
from technocratic models of food market governance
toward a cognitive-rational paradigm that combines
analytical precision, adaptability, and social sensitivity.
This emerging framework lays the conceptual foundation
for developing modern marketing strategies capable of
ensuring food security, social justice, and resilience in the
global economy.

THE PURPOSE OF THE ARTICLE

The purpose of the article is to explore the role of agri-
food marketing as a key driver of food system trans-
formation under conditions of global structural change,
environmental challenges, and social inequality. The study
argues that marketing in the food sector has evolved
beyond its traditional function of promoting sales and has
become a strategic mechanism of governance that
supports sustainable development and social respon-
sibility.

The article aims to identify the main transmission
channels through which marketing influences the food sy-
stem, including economic, social, institutional,
informational, and ethical dimensions. Through these
mechanisms, agri-food marketing shapes a new model of
interaction among producers, public authorities, and
consumers. Within this framework, marketing is inter-
preted as a factor that harmonizes economic efficiency
with social justice, ecological stability, and food security.

The research also seeks to generalize the typology of
food markets and to define corresponding marketing
strategies that strengthen the resilience and inclusiveness
of food supply systems. The analysis integrates structural
classifications of market types, models of the marketing
mix (4P), scales of supply chains, and forms of institutional
cooperation such as public and private partnerships,
cooperatives, and social initiatives. These arrangements
ensure a balance between commercial objectives and
collective welfare. As a result, the article presents a
conceptual framework for agri-food marketing as a
transformative force within the food system, guiding its

evolution from a mass production paradigm toward a
structure based on trust, transparency, and social soli-
darity.

RESEARCH RESULTS

The food system is a multi-level structure in which food
markets play an integrative role, linking production,
logistics, consumption, and institutional regulation. Their
main function is to balance economic efficiency with social
responsibility. Transformation of the food system implies
a shift from vertically organized hierarchies toward
network-based models where markets become spaces of
partnership, trust, and sustainable interaction. Food
markets thus operate not merely as arenas of exchange
but as mechanisms of social and economic integration,
generating value through transparency, cooperation, and
ethical consumer practices.

The transformation of the food system reflects a shift
from an industrial model focused on mass production and
profit toward an integrated model of sustainable develop-
ment centered on human well-being, quality of life, and
social justice. This transformation unfolds through several
dimensions. The economic dimension involves restruc-
turing production, logistics, and distribution. The
institutional dimension concerns the redefinition of the
roles of the state, civil society, and business in ensuring
food security. The technological dimension relates to the
digitalization of agriculture, the introduction of artificial
intelligence, precision farming, and biotechnology. The
value-based dimension embodies ethical consumption, fair
trade, and environmental responsibility.

Strategic imperatives of sustainability and social
responsibility determine the logic of this transformation.
The sustainability imperative requires the harmonization
of economic growth with environmental security,
biodiversity conservation, and rational use of natural
resources. The social responsibility imperative directs the
food system toward a fair distribution of benefits,
employment support, community development, and
universal access to safe and high-quality food. Within this
framework, the food system functions not only as an
economic mechanism but also as a social institution that
strengthens trust and stability in society.

Marketing plays a decisive role in this process. It
transforms the food system from a mechanism of
production and exchange into a system of communication,
trust, and social interaction. It is essential, however, to
distinguish between food marketing and agri-food
marketing. Food marketing focuses on promotion,
positioning, pricing, and distribution of food products
within consumer markets. Its central object is the final
product and consumer behavior. Agri-food marketing, by
contrast, has a systemic character. It encompasses the
entire value chain, from raw material production to final
consumption, and aims to optimize interaction among all
participants of the agri-food complex. Therefore, food
marketing can be considered a subsystem of agri-food
marketing, while the latter functions as an integrated
management mechanism for the entire food system.

The structure of the food system includes four
interrelated levels: production, market, institutional, and
social. The production level covers agriculture, processing,
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Table 1. Structure of the food system and the role of food markets in its functioning

Expected
Level of the Main Role of food outcomes
Key processes
food system components markets of
transformation
Production Agriculture, Production of raw | Formation of Increased
agri-industrial materials, demand for eco- efficiency,
enterprises, innovation adoption, | friendly products, resource
resource digitalization of promotion of conservation,
suppliers agriculture sustainable ecological
practices, contract | sustainability
farming
Processing Processing, Supply chain Transparency of Higher product
and logistics | transportation, |optimization, waste |supply chains, quality, reduced
storage, and reduction, food development of losses,
packaging safety assurance origin-based brands |[development of
enterprises short supply
chains
Market Retail networks, |Pricing, sales, Market Fair pricing, food
(commercial) |farmers’ customer segmentation, accessibility,
markets, communication, product growth of local
e-commerce demand formation | differentiation, markets
platforms development of
nested markets
Institutional | State bodies, Regulation, Building trust, Synergy between
international monitoring, support, | coordination, and public policy and
organizations, partnership, public—private business,
agricultural standardization partnerships institutional
associations, integration
financial
institutions
Social Consumers, Consumption Reflection of social | Social justice,
households, behavior, food values in demand, responsibility,
communities, culture, social promotion of ethical | food security
educational and | practices consumption
public
organizations

Source: developed by the authors.

and logistics. The market level includes trade, supply
systems, and pricing mechanisms. The institutional level
involves state regulation, quality standards, and
international agreements. The social level concerns
consumer behavior, dietary culture, and ethical
practices.

The interaction among these levels determines the
typology of food markets that differ in openness, scale,
cooperation, and social orientation. Modern food markets
form a continuum ranging from global and regional to local
and socially motivated types. Global markets provide scale,
standardization, and efficiency but also generate
ecological and social risks. Regional and segmented
markets are based on product origin, quality, and
innovation, while local and nested markets rely on short
supply chains, partnership between producers and
consumers, ethical trading principles, and community
solidarity. In this configuration, agri-food markets play a
pivotal role as integrators between global and local
systems. They connect production and consumption,
diversify farmers' income sources, stabilize prices, and
enhance the resilience of food supply chains. Within the
food system, agri-food markets act not only as economic
mechanisms but also as social institutions that accumulate
trust, ensure transparency, and promote social res-
ponsibility (Table 1).

The effectiveness of transformation therefore de-
pends on how deeply marketing strategies are integrated
into the system's functional structure (Table 2).

Agri-food marketing influences the food system
through several transmission channels. The economic
channel shapes fair pricing, equitable profit distribution,
contract-based production, and innovation investment.
The social channel promotes sustainable consumption,
ethical behavior, local producer support, and food culture
development. The institutional channel connects market
mechanisms with public policy, certification systems, and
public-private partnerships. The informational channel
establishes feedback between producers and consumers
as well as between markets and policy institutions,
ensuring transparency and predictability. The ethical
channel reinforces the moral dimension of food relations,
transforming the food system into a domain of trust,
accountability, and solidarity (Table 3).

Together, these channels constitute a multidimensional
mechanism of food system transformation. Marketing acts
not merely as an intermediary between producers and
consumers but as a coordinator of interests across the
entire food chain. It generates synergy among economic
efficiency, social equity, and environmental sustainability,
which represent the core strategic imperatives of
contemporary food policy [21; 22].

The multidimensional character of agri-food marketing
is further confirmed by the large body of research
summarized in the Special Issue "Agricultural Food
Marketing, Economics and Policies" [23]. It shows that
marketing processes today extend far beyond the
transactional sphere and increasingly determine the
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Table 2. Typology of food markets and corresponding marketing strategies

of ;Inyzﬁj(e " Key characteristics | Marketing strategies Main instruments Socio-economic effect

Global Large scale, Mass marketing, Digital marketing, big Growth of trade
standardization, high | branding, quality data, international volumes, but risk of
competition, digital standardization, certification, franchising | monopolization and
integration international logistics ecological losses

Regional / Focus on product Diversification, origin- | Geographical indications | Added value growth,

segmented origin, authenticity, based branding, “value |(PDO, PGI), storytelling, |regional identity
innovation, through quality” premium segment development
environmental quality [ strategy promotion

Local / Short supply chains, Personalized Local platforms, direct Social cohesion, food

nested trust, social interaction, | marketing, community- | sales, farmers’ markets, accessibility,
fair trade based branding, cooperative programs community

cooperation marketing sustainability

State / State regulation, Socially oriented Support programs, state | Market stabilization,

institutional |stabilization programs, |marketing, public— contracts, public food security, social
public procurement private partnerships communication justice

Socially Support for vulnerable [ Social marketing, Charity networks, social | Increased trust,

motivated / | groups, fight against humanitarian campaigns, | platforms, ethical brands | reduced food

humanitarian | inequality and hunger | volunteer initiatives inequality

Source: developed by the authors.

strategic directions of agricultural production, policy
coordination, and sustainable consumption. According to
Timpanaro, agricultural and food systems must integrate
economic performance with social inclusion and ecological
integrity in response to structural transformations driven
by demographic growth, geopolitical instability, and the
global transition toward the Sustainable Development
Goals. Agri-food marketing thus becomes a framework

that connects innovation, governance, and local
development through collaborative mechanisms and
public-private partnerships.

A complementary perspective on the transformation
of food systems is provided by the growing body of
research on short food supply chains (SFSCs) (Table 4).

As S. Huller [24] notes, local food marketing operates
through mechanisms that shorten the distance between

Table 3. Transmission channels of agri-food marketing and their impact
on the transformation of the food system

Main Contribution
Transmission hani £ Key marketing | Results for the to food
channel mechanisms o instruments food system security and
influence T
sustainability
Economic Pricing, Strategic Supply chain Improved
diversification, planning, optimization, efficiency,
investment, financial increased added | market
contract farming | incentives, value- | value stability, risk
development based branding reduction
Institutional Public—private Sustainability Integration of Enhanced
partnership, policy, policy and trust,
regulatory government business, reduced | transparency,
coordination, support institutional regulatory
standards, programs, fragmentation effectiveness
certification partnership
models
Informational | Transparency, Digital Feedback Growth of
producer— marketing, social | formation, trust,
consumer media, data consumer responsible
communication, |analytics, awareness consumption,
digitalization storytelling innovation
Social Market Community Social Social justice,
localization, marketing, local |integration, job |reduced
community platforms, short | creation, local inequality
development, supply chains development
social initiatives
Environmental |Food loss Eco-packaging, |Balanced Higher
reduction, labeling, waste resource use, ecological
implementation | reduction decreased resilience of
of green practices | strategies ecological the food
pressure system
Ethical Responsible Certification, Strengthened Reinforced
communication, |awareness trust, ethical social capital,
fair advertising, | campaigns, focus | consumption fair trade
consumer on healthy food | culture
protection

Source: developed by the authors.
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Table 4. Types of short food supply chains (SFSCs) and their role in local food marketing

Type Marketing Contribution
Key characteristics . to food system
of SFSC mechanisms .
transformation
Face- Direct exchange Personal Strengthens trust and
to-face between producer communication, | consumer awareness
and consumer storytelling, local
branding
Proximate | Regional distribution | Cooperative Builds local identity
within short marketing, joint |and supports
logistical distance labeling, regional | community
networks development
Extended | Wider distribution Certification, Expands market reach
while maintaining e-commerce, without losing
traceability and transparent value | sustainability
authenticity chains principles

Source: developed by the authors based on S. Huller

production and consumption, re-establishing transparency,
trust, and social interaction within the agri-food system.
These mechanisms illustrate how sustainability can be
achieved through proximity, cooperation, and authenticity
rather than scale or market concentration.

Three principal types of short food supply chains are
identified: face-to-face, proximate, and extended. Face-
to-face chains are based on direct sales and interpersonal
trust; proximate chains involve regional cooperation and
community-based marketing; extended chains use labeling,
certification, and digital platforms to preserve product
authenticity even in distant markets. Each of these forms
represents a distinctive balance between economic
rationality and social responsibility, contributing to the
diversification and resilience of agri-food systems.

Short food supply chains exemplify how marketing
mechanisms can bridge the economic, social, and ethical
dimensions of the food system. By reducing intermediaries
and emphasizing proximity, these systems promote
fairness, transparency, and community engagement. They
alsoredefine the meaning of value in agri-food marketing
— from price-centered competition toward relationship-
based cooperation and shared benefit.

This typology confirms that the transformation of the
food system depends not only on technological moder-
nization or policy reform but on the institutionalization of
trust. Through localized marketing practices, short food
supply chains operationalize the imperatives of su-
stainability and social responsibility, integrating economic
performance with collective well-being.

Agri-food marketing therefore emerges as a catalyst
for systemic change rather than a peripheral market
function. Through economic incentives, social innovation,
and cultural transformation, it creates a new paradigm of
the food system that moves beyond commercial efficiency
toward social and ecological resilience, where human well-
being, community development, and trust represent the
highest forms of capital.

CONCLUSIONS

The conducted research confirms that agri-food
marketing represents a structural and functional core of
the modern food system. Its influence extends beyond
market transactions, shaping the architecture of
production, distribution, and consumption through
interrelated economic, institutional, informational, and

social mechanisms. The typology developed in this study-
covering both food market structures and marketing
transmission channels-demonstrates that marketing is an
integral driver of systemic transformation, capable of
synchronizing economic efficiency, social justice, and
ecological balance.

The classification of food markets into global, regional,
local, state, and socially motivated types provides a
conceptual framework for understanding how marketing
strategies adapt to different institutional and social envi-
ronments. Similarly, the identification of six transmission
channels (economic, institutional, informational, social,
environmental, and ethical) reveals the pathways through
which marketing operationalizes sustainability and social
responsibility. These results substantiate the hypothesis
that marketing acts as a coordination mechanism within
the food system, linking production incentives with ethical
and societal imperatives.

The study's novelty lies in integrating macro-level policy
analysis with micro-level marketing practices, thereby
bridging strategic governance and local implementation. It
proves that the transformation of the food system cannot
be achieved solely through technological modernization or
state regulation, but requires communicative and trust-
based mechanisms facilitated by marketing.

This approach allowed the authors to conclude that
agri-food marketing serves as a unifying platform that
translates the principles of sustainable development into
concrete economic behavior and institutional practices. It
enables the diversification of food markets, enhances
social inclusion, and strengthens the resilience of food
systems in the face of global uncertainty. The typological
and analytical framework proposed in this paper provides
a scientific foundation for future research and policy
formulation in food security, sustainable investment, and
public-private cooperation.
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