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Abstract. The article examines the theoretical and practical 

aspects of the application of marketing communications tools in 

the regional meat products market. The key tools of the 

communication complex, such as advertising, PR, direct 

marketing, sales promotion and digital channels of interaction with 

consumers, are identified. The features of their use in the 

conditions of regional specificity, competition and changes in 

consumer preferences are analyzed. Recommendations are offered 

for the effective implementation of communication strategies to increase brand recognition and 

consumer loyalty to the products of local producers. The results of the study can be used by 

meat industry enterprises to improve marketing activities in local markets. 

Keywords: marketing communications, meat products, regional market, advertising, 

promotion, local brand. 

 

Introduction 

The Ukrainian meat market today is marked by intense competition an oversupply of 

products, increasing consumer expectations regarding quality, safety and brand differentiation. 

Within the framework of the regional economy, where local producers typically operate with 

limited promotional resources, the strategic application of marketing communications becomes 

especially important. A key challenge lies in the absence of a structured communication policy 

among regional meat industry enterprises, the insufficient use of digital channels, and the 

weak alignment between communication activities and actual consumer behavior. These issues 

highlight the necessity for both theoretical substantiation and practical enhancement of 

marketing communication tools, with a strong emphasis on the unique characteristics of the 

regional market. 

Analysis of recent research and publications. In today's conditions of increased 

competition in food markets, unstable economic environment and changing consumer 

preferences, an effective system of marketing communications is of particular importance, in 

particular in regional meat markets. The market has always interested such economists as 

L. I. Abalkin, J. A. Schumpeter, O. Gray, C. Odelli, J. Pearson [3], T. Kuvaieva, 

N. Shynkarenko, K. Pilova, [4] and others who created original market concepts. 

Modern American economist F. Kotler characterizes the market as a set of existing, 

potential buyers of goods and emphasizing the special role of buyers. The English encyclopedia 

positions the market as a set of mechanisms by which the exchange of goods, offers is carried 

out as a result of contacts of customers, sellers with each other. Contact can be carried out 

directly ‒ or through personal intermediaries or organizations. Schools defined the market as a 
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complex transmission device that allows the most complete and efficient use of information 

that is not available among an innumerable number of individual agents [1]. 

Formulation of the purpose of the article. The aim of this article is to deliver a 

theoretical foundation and a practical examination of the marketing communication 

instruments applied in the regional meat products market, with consideration of the distinct 

features of the local consumer base, the competitive landscape, and prevailing trends in 

product promotion. 

The main material of the study. Enterprise marketing communications are currently 

evolving largely due to the rise of new information and communication channels (social 

networks and platforms) and on the basis of the implementation of modern methods 

(personalization, co-creation, crowdsourcing, crowdfunding) of interaction with the consumer 

[1]. The role of the market in the economy is determined by the following points. First, the 

market, through the mechanism of competition, contributes to the rational allocation of 

resources. Second, the market greatly influences the size and structure of behavior, adapting 

it through cost to solvent demand. Third, the market improves the economy, freeing it from 

unprofitable, uncompetitive enterprises. Fourth, the market forces the buyer to choose a 

consumption structure appropriate to his earnings and prices. Fifth, market prices act as 

carriers of financial information, reporting on the availability or unavailability of products, their 

quantity and properties, and the costs of their production. 

Markets can be designated by objects of purchase, sale type of competition, territorial 

indicator. By objects of purchase, sale, the market for products, services, and information, the 

capital market, and the labor market are distinguished. 

By type of competition, there are: a market of free (perfect) competition, where all 

sellers and buyers have equal rights and opportunities; a market of imperfect competition, 

which is divided into markets of pure monopoly, oligopoly and monopolistic competition. By 

territorial nature, there are regional markets, determined by territorial and administrative 

fragmentation, national and large markets. 

The regional market consists of village markets, city bazaars, retail and wholesale 

trade, fairs, auctions, exchanges, and includes trade transactions outside the market 

infrastructure of the trader or buyer. Thus, the regional meat market is a set of all transactions 

carried out in this area (in the region) for the sale of livestock, poultry, meat and meat 

products and related socio-economic relations. 

The supply or market funds in the district are formed by district producers of livestock, 

poultry and meat products, as well as imports from other regions or across the border. The 

volume of demand, or the level of demand is determined by general demand of the population 

taking into account the value of the population's earnings. The most important components of 

the market are considered to be: demand, supply, market value, competition. Demand 

represents the need for goods presented the market for a specific period of time since we are 

talking about regional market demand is the need for goods, livestock, meat, meat products, 

of buyers, mainly of this district, as well as the need of buyers from other regions who are 

dissatisfied with the supply in their own regional markets. Demand is understood as a need 

based on the availability of appropriate economic resources, in other words, in commodity 

production, we can only talk about solvent demand. So, the effective demand on the regional 

meat market expresses the general need for livestock, poultry, meat and meat products at the 

existing level of market prices of all regional buyers and the need for export. Demand is the 

effective need brought to the market. During the year, market prices fluctuate so for analysis 

it is necessary to consider this indicator dynamics. 

Another most significant component the market is the offer which is understood as a set 

of products that, at the existing level of tariffs, can be presented for sale on a given regional 

meat market by all regional producers, including probable deliveries from other regions, that 

is, the amount of product that, at a similar cost, producers agree to produce and offer for sale. 

The time period for determining demand and supply is chosen to be the same, because 

these two market groups are inextricably linked. The law of the market operates in the sphere 

of product exchange, expressing the need to maintain the ratio of the limits of demand and 

supply. If the ratio between demand and supply is not observed, the law leads to the fact that 

the proportions of production change between market participants and the equilibrium is 

restored. 

The cost in the market of livestock, poultry, meat and meat products involves the 

currency expression of the price of these goods. Market values, under the influence of the 

proportion of demand and supply, differ from the price of goods. When demand exceeds 
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supply, market values for meat products increase, and in the case of excess supply over 

demand, they decrease. In the case of equalization of demand and supply, an equilibrium price 

is established. 

Market prices are practical prices at which meat products are bought and sold. There 

are no general market prices in the regional meat market; they are differentiated by local 

markets, differing from the average price for the district as a whole. To match supply and 

demand in the regional market the level of market retail prices is important first of all. 

In the current conditions dynamic development of the agricultural sector, growing 

competition, the issue of effective communication between meat producers, consumers is of 

particular relevance. At the regional level, marketing communications play a key role in 

shaping demand, supporting the image of local brands, increasing their competitiveness and 

ensuring stable sales of products. 

Theoretical aspects of the topic cover the concept of marketing communications as a 

component of the marketing complex, as well as their place in building interaction between the 

enterprise and the target audience. The tools of the communication complex include: 

Advertising is one of the most common and powerful ways to inform and persuade the 

consumer; it is used in both traditional (radio, print) and modern digital formats. 

PR (public relations) ‒ allows you to form a positive image of the manufacturer, 

create trust in the product, promote socially important initiatives (environmental friendliness, 

locality, naturalness). 

Direct marketing ‒ allows you to contact the consumer directly (via email, SMS, 

messengers), personalizing offers. 

Sales promotion ‒ involves the use of discounts, coupons, promotions, tastings, which 

is relevant for the local market, where it is important to quickly attract a buyer. 

Digital interaction channels ‒ social networks, online marketplaces, mobile 

applications, which allow for a constant dialogue with the consumer, collect feedback and form 

a community around the brand. 

Practical aspects of the application of these tools are studied on examples of the 

activities of regional meat industry enterprises. The analysis allows you to establish which of 

the channels are the most effective, taking into account the characteristics of the local 

consumer environment, the resource capabilities of enterprises, the level of digital literacy of 

the population and the intensity of competition. 

Thus, the correct choice and combination of marketing communications tools allows 

enterprises to adapt to market conditions, increase their influence on the target audience and 

strengthen their positions in the regional meat market. The important point here is that 

communication is conscious in nature, because efforts are made to elicit a certain reaction [2]. 

The coordination of supply and demand in the marketing space occurs, initially, under 

the influence of competition, which is understood as the competition of producers to satisfy the 

demand of buyers for specific goods. In a broad sense, competition takes place not only 

between producers, but also between buyers for the purchase of livestock, meat and meat 

products, and also between producers for a price acceptable to them. 

The markets of individual companies and industries in general require strategic 

development and advertising. The leading role in this belongs to increasing the 

competitiveness of products, companies, industries. 

Competitive struggle (from the Latin concurrere ‒ to meet) is an adaptation of 

competing market structures for the right to find a consumer and for the probability of selling 

their own product on more attractive terms and, finally, to obtain marginal profit[3]. 

Ensuring the proportionality and dynamism of the market economy, competition 

performs a number of non-standard functions: regulatory, innovative, adaptive, or placement, 

distribution, control functions. 

Based on the concept of competition, the entire variety of competitive relations using 

marketing communications is divided into 5 values: competitiveness of products (product, 

offer); company; industry; region; country. Relations that arise in the competition system are 

classified according to several characteristics (Fig. 1). 
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Fig. 1. Forms of competitive relations 

 

The internationalization of the economy the development of the global division of labor 

have actualized the need for qualification industries in a large market and based on their 

competitiveness. In financial science, this has led to a focus on the mesolevel ‒ industries as 

the main units of competition. The competitiveness of an industry is a relatively new concept 

that requires deeper theoretical understanding, especially in its relationship with marketing 

communications tools. 

The regional meat market is a vivid example of a space where industry, inter-industry 

and market boundaries intersect. The definition of industry boundaries should be based not 

only on the type of production, but also on the features of communication with the end 

consumer. According to economic theory, an industry is a set of producers who produce 

interchangeable goods from the point of view of production, while the market also includes 

consumers for whom these goods are substitutes from the point of view of demand. 

Accordingly, effective marketing communication should take into account both production and 

behavioral characteristics of both parties. 

Marketing communication tools ‒ advertising, PR, direct marketing, sales promotion, 

digital channels ‒ are not just means of promoting products, but important factors in shaping 

the competitive position of the industry in the regional market. It is through effective 

interaction with the audience that consumer loyalty, brand differentiation and strengthening of 

the manufacturer’s position are formed. 

At the same time, it is important to distinguish between intra-industry and inter-

industry competition. The first takes place between manufacturers of similar goods and is 

critical for determining the optimal promotion tools in the consumer market. The second ‒ 

inter-industry competition ‒ involves the struggle of different industries for the consumer or 

capital, and therefore requires more complex, strategically oriented communication 

approaches. In this context, regional competitive advantages are an important factor: natural 

resources, social structure, cultural features, infrastructure, which significantly affect the 

effectiveness of product promotion within a specific region. 

Research into marketing communications tools in the regional meat market should 

integrate both industry specifics and theoretical aspects of competitiveness, allowing for a 

better understanding of the relationship between promotion, production, and demand within a 

particular market. 

The competitiveness of the regional meat industry is shaped not only by production 

capacities, logistics, and the availability of raw materials but also by the efficient application of 

marketing communications. Under current conditions of the agrarian economy and the ongoing 

development of the agro-industrial complex (AIC), marketing assumes a crucial role in 
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facilitating product sales, stimulating consumer demand, and strengthening the competitive 

position of regional producers. 

The basis for the functioning of the meat industry is modern organizational forms of 

production, which allow it to respond flexibly to market changes. The competitiveness of the 

industry is formed under the influence of both external factors (state support, legal 

environment, scientific innovations, level of competition, access to resources) and internal 

factors (product quality, level of innovations, marketing activity, efficiency of sales channels). 

In this context, marketing communications, including advertising, PR, direct marketing, 

sales promotion and digital channels, serve as tools not only for product promotion, but also 

for creating a positive image of the industry. Direct sales channels - fairs, auctions, 

cooperatives ‒ ensure transparency of pricing, market stability and the possibility of closer 

interaction between the producer and the consumer. 

Despite the alleged "old-fashionedness" of direct sales channels, they, in combination 

with digital communication tools, create an effective sales system that ensures mobility, 

efficiency and stability of supplies. This allows to reduce price fluctuations and reduce risks for 

market participants. In the regional dimension, the competitiveness of the meat industry 

largely depends on the integration of sub-sectors into a single meat sub-complex, which 

includes livestock farming, feed industry, meat processing, transport, storage and trade. The 

core of the subcomplex is livestock farming, but the effectiveness of the entire system is 

ensured by the coordination of actions between all participants. 

A significant role in the formation of competitiveness is also played by state regulation ‒ 

both in the form of export-import support and through quality standards, veterinary 

requirements, conditions for slaughtering livestock, etc. Such a system ensures market 

regulation and predictability, which creates conditions for long-term investments and strategic 

planning. The use of marketing communications tools in the meat subcomplex should not be 

considered in isolation, but in close connection with the organizational, economic and 

institutional aspects of the functioning of regional agricultural production. An integrated 

approach to marketing allows not only to increase sales efficiency, but also to strengthen the 

industry's position in domestic and foreign markets. 

Tools for marketing communications on the regional market of meat products and an 

important warehouse and daily management system for shaping the competitiveness of the 

market. In a globalized economic environment and growing competition, businesses that 

operate between the meat subcomplex of the agro-industrial complex are faced with low 

demand: instability of supply, Growth benefited from the emergence of new communication 

channels and the need for rapid adaptation to regional specifics. In these minds, the need for 

effective marketing tools that allow for the establishment of two-way connections between 

producers and co-workers, the creation of a positive image of products and the protection of 

steel is of particular relevance. 

Marketing communications in the field of meat products consist of a complex of 

functions: informative, stimulating, converting and integrative. The main tools of the 

communication complex include advertising, PR, direct marketing, promotion and digital 

channels. The skins made from them have their own characteristics, depending on the regional 

level. Advertising traditionally ensures a wide reach of the target audience, but its 

effectiveness lies in the correct choice of channels, expansion and adaptation of advertising to 

the local culture and social characteristics of the region. PR technologies make it possible to 

build trust among livestock by highlighting the values of product quality, safety and locality. 

Direct marketing, which is implemented through personalized messages, electronic mailings 

and instant messenger communications, generates significant loyalty and the formation of 

satisfied customers. Incentives (discounts, promotions, tastings, bonus programs) in the minds 

of the regional market allow them to quickly respond to changes in drink and activate sales. 

Particular respect goes to digital channels of marketing communications, which become the 

primary factor of competitiveness in today's minds. Social networks, local retailer sites, online 

marketplaces and mobile add-ons provide quick feedback from clients and allow you to 

personalize offers. On a regional level, digital tools have an additional advantage: they help 

create local community strength, which contributes to the formation of a stable product and 

the development of the brand. 

It is important to recognize the regional specificity of your marketing communications 

tools. In many regions of Ukraine, meat products have not less economical, but also cultural 

significance, which comes from the traditional adaptation of communication strategies to local 

traditions and food habits. In addition, the level of purchasing power of the population and the 
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level of infrastructure development in the region directly influence the choice and effectiveness 

of communication tools. In less economically developed regions, traditional forms of promotion 

(fairs, exhibitions, tastings) often demonstrate greater effectiveness, while in great places 

digital tools play a greater role. The current influx of popular marketing communication tools is 

creating a competitive environment. Regional markets are characterized by the presence of a 

significant number of small and medium-sized enterprises that compete not only among 

themselves, but also from great national and international manufacturers. This is reflected in 

the need for clear differentiation of brands and the search for unique competitive advantages. 

Effective marketing communication in the minds of competition should focus on a clear 

positioning of the brand, an emphasis on the quality and safety of products, as well as the 

active use of innovative channels for interaction. 

Changes in existing preferences are another primary factor that influences the ongoing 

adaptation of communication strategies. Today's consumers are more focused on 

environmental friendliness, naturalness and locality of products. This means that producers of 

meat products are responsible for actively promoting information about the nutrition, 

sensitivity and social significance of their products in their communications. Particular attention 

should be paid to the development of the vision of diversity and the promotion of the “farm to 

table” concept. Based on the analysis, it is possible to make recommendations for the effective 

implementation of communication strategies on the regional meat products market. First, 

businesses must integrate approaches to marketing communications using traditional digital 

tools based on the characteristics of the target audience. Otherwise, it is necessary to put an 

emphasis on personalization of communication, victoriousness and ability to generate long-

term communications with clients. Thirdly, we should actively develop partnership programs 

with local trading networks, restaurants and cooperatives, which will allow us to increase our 

positions in regional markets. We decide to carefully formulate a positive social image of the 

grower, emphasizing respect for his contribution to the development of the local economy, 

promoting employment and ensuring the quality of life of the population. 

Marketing communication tools on the regional meat products market include not only 

sales methods, but also strategic mechanisms for developing competitiveness, developing local 

brands and meeting changing needs co-livers. Their effective strategy ensures increased brand 

recognition, increased customer loyalty and ensures long-term stability in the development of 

meat industry. 

 

Conclusions and recommendations for further research.  

The meat subcomplex is a whole system of interconnected connections between the 

agricultural state and the meat industry, which ensures the production, processing, 

transportation, preservation and sale of meat products. Its main goal is to ensure stable 

satisfaction of the population's needs with food products - meat of all types, pork beans, 

processed foods and other meat products with minimal costs resources. The effective use of 

marketing communication tools in the regional world leads to increased competitiveness of 

enterprises, the formation of a stable product, expanded market opportunities and value. food 

security of the region. The integration of traditional and digital tools allows producers to adapt 

to the demands of the current market and ensure the stability of the development of meat 

loaf. 
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