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PaccmarpuBaeTcs mapagurManbHEI METO/ HUCCIIEAOBaHUS MapKETHHTa KaK IPHOPUTETHBIM MHCTPYMEHT U3YUEeHHUS CTPYK-
TypHBIX U3MEHEHUH B Hayke. [IpuMeHeHre NaHHOro MEeTOa UCCIEIOBAHUS K MAPKETUHTY B LIEJIOM U K MAPKETUHTY OpraHude-
CKHX IPOJOBOJILCTBEHHBIX TOBAPOB B YACTHOCTH MO3BOJISET BBIABUTH JTAllbl PA3BUTHSA 3BOJIIOLUN MapKETHHTA, CPEAN KOTOPBIX
OOJIBIIMHCTBO YUYEHBIX U MPAKTHKOB BBIJEIISIOT MISITh OCHOBHBIX KOHILIEMIINET: KOHIICTIIIHIO COBEPIICHCTBOBAHHS IIPON3BOJCTBA,
KOHIICTIIIMIO COBEPIICHCTBOBAHMS TOBAPA, KOHIETILIUIO HHTEHCH(UKAK CObITa, KOHIETIIHIO KOMITJIEKCHOTO (MJIM HHTETPpUpO-
BaHHOTO) MapKETHUHTa, KOHIEHIINIO COIMAIBHO-3THUECKOTO MapKeTHHTa. TeM He MeHee COBpEMEHHaAs MapagnrMa MapKeTHHTa
OpPraHMYeCKHX MPOJOBOJILCTBEHHBIX TOBAPOB HAXOIAMTCS Ha cTaauu (opMupoBanus. B craTbe mokasana B3auMOCBSI3b HOHSI-
TUH «3KOJIOTMUECKUI MapKETUHI Y, «OPTaHUYECKUN MaPKETUHI» U «MAapKETUHT OPraHUYECKUX POJOBOIBCTBEHHBIX TOBAPOBY,
YTOYHEHO MOHATHE MAPKETHHTa Ha PHIHKE OPraHMYECKUX MPOAOBOIECTBEHHBIX TOBAPOB, MPEACTABIISIONIEE COOOMH, IO MHEHHIO
aBTOpa, AESATEIBHOCTD, OCYIIECTBISIEMYIO C MUHUMAJIBHBIM YIIEpPOOM ISl OKpY>Karolel IPUPOAHON Cpelbl U HAPABJICHHYIO
Ha COIVIaCOBaHNE HHTEPECOB XO3IHCTBYIOINX CYObEKTOB 1 MOTPEOUTEINCH Ha PhIHKaX OPraHMYECKHX ITPOJOBOIBCTBEHHBIX TO-
BapoB. ABTOp yKa3bIBAET Ha ANHAMUYHOE (DOPMHUPOBAHNE HOBOTO PHIHOYHOTO CETMEHTA — «3€JICHOI S5KOHOMHKH», OCHOBAaHHON
Ha 3KOJIOTHYECKH YHMCTBIX, O0€30MacHBIX TEXHOJOTHSX, MOSBIEHHE MHOXECTBA TEPMHHOB, CBSI3aHHBIX C «3€JI€HON 3KOHOMHU-
Koi». JIoruKo-CTpyKTYpHBIN aHaIN3 TI03BOJIMI pa3paboTarh M NPEICTaBUTh ABTOPCKYIO TPAKTOBKY «IUCLUILIMHAPHON MaTpH-
ue» T. KyHa, IpMeHUTENBHO K MapaJiurMe MapKeTHHIa Ha PBIHKE OpPraHMYeCKUX MPOJOBOIBCTBEHHBIX TOBApoOB. B cocTas
MaTpHUIBl BXOAAT YETHIPE DIIEMEHTA: «CUMBOJIMUYECKHE 000OLICHU», «MeTapU3NIeCKUe YacTh», IIEHHOCTH» U «OOIIenpH-
HSATBIE 00pa3Ibh. ITO MO3BOJIMIIO BEISIBUTH KAUECTBEHHOE M KOJIMUECTBEHHOE HAIOJIIHEHNE KX IOT0 JJIEMEHTa MaTPHILbI TIPH-
MEHHUTEIBHO K MapaJurMe MapKETHHTA HA PIHKE OPTaHUYECKUX MPOAOBOIBCTBEHHBIX TOBAPOB, UTO MOXKET MOJIOKUTh HAYAJI0
JTANbHENIINM KOTMYEeCTBEHHBIM UCCIICAOBAaHUAM COAEPIKAaHMUS MaTPHUIIBL.
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IN THE MARKET OF ORGANIC FOOD PRODUCTS
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The paradigmatic method of marketing research as a priority tool for studying of structural changes in science discussed.
The use of this research method to marketing in general and marketing organic food products in particular, allows to identify
the stages of evolution of marketing, from which the majority of scholars and practitioners allocate five fundamental concepts:
the concept of improving production, the concept of improving the product, the concept of intensification of sales, the concept
of integrated marketing, the concept of socio-ethical marketing. However, the modern paradigm of marketing organic food
products is in its formative stage. The article shows the interrelation of the concepts of “environmental marketing”, “organic
marketing” and “marketing of organic food products”, a concept of marketing on the market of organic food products updated,
it is, in the author’s opinion, represents the activities undertaken with minimal damage to the natural environment and to align
the interests of businesses and consumers in the markets for organic food products. The author points to the dynamic formation
of a new market segment — “green economy” based on environmentally friendly not dangerous technologies, the emergence of
many of the terms related to “green economy”. Logical framework analysis allowed to develop and present the author’s inter-
pretation of “disciplinary matrix” of T. Kuhn, in relation to the paradigm of marketing in the market of organic food products.
The composition of the matrix includes four elements: “symbolic generalizations”, “metaphysical parts”, “values” and “com-
mon designs”. This allowed identifying the qualitative and quantitative content of each element of the matrix in relation to the
paradigm of marketing in the market of organic food products, which can lay a foundation to further quantitative studies of the

matrix content.

Ionosxcumenvrasn peyensus npedcmasnena I. B. Acmpamoesotil, 00KIopom 9KOHOMUHEeCKUX HAYK,
npogeccopom, 3agedyroujetl kagedpoil IKOHOMUKU HCUAUUHO20, KOMMYHANLHO20 X033LCMea u aHep2emuKu
Ypaawvckozo 2ocydapcmeeHH020 IKOHOMUHECKO20 YHUBepcumema.
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CoBpeMeHHas Hayka pacCMaTpUBAeT MapaurMy Kak
HEKHUil 6a3uc, Ha KOTOPOM MOCTOSHHO U OIHOBPEMEHHO
CTpOSTCS BCE HOBBIE M HOBBIE HAayYHbIE TEOPHH KaK B OJI-
HOW OTpaciy 3HaHUS, TaK U MEXIUCIUILTHHAPHO.

[IpumeHeHne napagurMaJbHOIO METOJAa HCCIIEHO-
BaHUs K MApPKETUHTY B LIEJIOM U MapKETUHIY OpIaHH-
YECKUX MPOAOBOJIBCTBEHHBIX TOBAPOB B YACTHOCTH IIO-
3BOJIMJIO BBISIBUTH, YTO B CBOCH HBOJNIOLWH TIO0ATBHBIN
MapKETHHT MPOIIEN HECKOJIBKO TAIlOB Pa3BUTHS, CPEAU
KOTOPBIX OOJIBIIMHCTBO YUEHBIX U IPAKTUKOB BBIACIISIIOT
ISITh OCHOBHBIX KOHIENUUI: 1) KOHLENIUIO COBEPILEH-
CTBOBaHMS MPOM3BOACTBA; 2) KOHLEMIMIO COBEPILECH-
CTBOBaHMS TOBapa; 3) KOHLENIMI0O HHTEHCH()UKALMH
cObITa; 4) KOHIETINIO KOMIUIEKCHOTO (MJTH WHTETPUPO-
BaHHOT0) MapKETHHTA; 5) KOHIICIIINIO COIHAIbHO-ITH-
9YEeCKOro MapKEeTHHTa.

Bonpocam wuccnenoBaHuss MapKeTHHIa OpraHuye-
CKHX TpPOXOBOJIBCTBEHHBIX TOBapoB (MPOIIT) cBou
paboThl MOCBATUIN CIEAYIOIINE YUYCHBIE W MPAKTHKH:
I'. B. Actparoa, M. baxp, M. boruen, T. bpsi3unckwit,
K. JI. Kemep, O. A. Koznosa, O. Kpsutareix, X. JlaGe-
pentn, C. Hacrrertu, E. Tenen, JI. Xamzaii, FO. HITmib
u ap. Hayuynas mkona B JaHHOW OTpaciy 3HaHMS €lIe
TOJBKO (hopMHpYETCH.

VYBenu4yeHne BHUMaHUS K 9KOJIOTMYHOMY MPOU3BOA-
CTBY M POCTY SKOJOTMYHOIO MOTpeOIeHus] MPUBETH K
HU3MEHEHUSIM U B c(epe arponpOMBILIIICHHOIO IPOU3-

BOJICTBA, MIOCKOJIbKY HOBBIE JKENaHUs U OXHIAHUS T10-
Tpebuteneld TpeOyIOT CKOPEUIEro YAOBICTBOPCHUS H
COOTBETCTBEHHO MPHUBOJSAT K MOSBIICHUIO HOBBIX PHIHKOB
u cermMeHToB oTpacieil AIIK. B yacTHOCTH, Ha pBIHKE
MIPOIOBOJILCTBEHHBIX TOBAPOB MOSBWIINCH TaKUE IMOHS-
TSI, KK PBIHOK SKOJIOTMYECKH YHCTBIX MUILEBBIX MPO-
nykToB (QUII) uau peIHOK OpraHMYECKHX IMPOAYKTOB
(OpraHIYECcKOTO MPOIOBOILCTBHS). ITO B CBOIO OYEPEH
00yCTIOBHIIO W TIOABIIEHHE HOBBIX MAapKETHHTOBBIX TEp-
MHHOB: «MapKETHHT OPTaHUYECKOTO MPOIOBOILCTBHSD;
«IKOJIOTUYECKHH MAapKEeTHHI Ha PBIHKE MPOJOBOJIb-
CTBCHHBIX TOBAapOB»; «OPraHWYECKHH MapKEeTHHI Ha
PBIHKE TIPOJIOBOJIBCTBEHHBIX TOBAPOBY; «IKOJIOTHUECKUIH
MPOJIOBOJILCTBEHHBIN MapKETHUHT»; «OPTraHUIECKUH Mpo-
JTIOBOJIBCTBEHHBI MapKETHHI», «MAapKETHHT JHKOJIOTHYE-
CKH YHCTHIX IHUIIEBBIX MPOIYKTOB»; «MApKETHHT Opra-
HUYECKUX MPOIOBOJILCTBEHHBIX TOBAPOBY»; «MAPKETHHT
Ha PbIHKE OPTaHUYECKUX IPOAOBOIBCTBEHHBIX TOBAPOBY
UT 1.

HeoOxoammo oTMETHTB, YTO IPUMEHHUTENHFHO K IPO-
JTOBOJIBCTBHIO TEPMHUH «IKOJIOTHUECKHA YUCTasi TMPOIyK-
U He SIBISETCS] KOPPEeKTHRIM. bojee Toro, oH He Mo-
JKeT OBITh MCIOJIB30BaH IJISl TIMLICBOM MPOAYKIHH, I10-
ckonbKy 310 3amperniero mo [OCT P 51074-2003. J{an-
HBIH 3ampeT 00yCIIOBIIEH TEM, YTO HH OPraHU4eCcKOe, HH
9KOJIOTHYECKOE 3eMJIe/IeIFie He MOTYT TapaHTHUPOBATh,
YTO BBIPAIIEHHBIC MPOMYKTHI MOTHOCTHIO «IKOIOTHYE-

CornacoBaHmie HHTEPECOB X034 HCTBYIOMHX CYyOBEKTOB H
norpeburenei ¢ MEHMMaNEHEIM yiiepOoom
UL OKPY>Kalo el MpHpOJHOH Cpemsl

OpPraHHYECKOH NPOAYKIHA

Cornacopanne HHTepecoB GHPMEI H moTpebuTeNelf Ha PEIHKAX

IUIA OKpYKalomeil MpApoJHO# cpemsl

¢ MHHHMaJBHHM ymepOoM

CornacoBaHne HHTEPECOB
¢upMEl H noTpeGHTENEH HA
PEHEAX OpraHHYeCKHX NIpo-

OOBONBCTEEHHBI X TOBAPOB

¢ min yuiepBom s cpest

Buympenuss cpeda

MPOIT
Muxpocpeoa

AN

OPFAHUYECKHWI1 MAPKETUHI

Mesocpeoa

3KOJIOT'MYECKUI MAPKETUHT

Maxpocpeoa

Puc. 1. B3aumocen3v noOHAMuULL «3IK0N02UHeCKUTI MAPKeMUH2e», «OP2AHUYECKUTI MAPKEMUHE» U «MaAPKeMUHe 0peaHuuecKux
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Coordination of interests of economic entities and
consumers with minimal damage for environment

Reconciling the interests of firms and consumers in the markets
of organic products with minimal damage
for environment

Reconciling the interests of
firms and consumers in the
markets of organic food prod-
ucts with min damage to the
environment

Internal environment

AN

Marketing of organic food products \
Micro environment

ORGANIC MARKETING

Meso environment

ECOLOGICAL MARKETING

Macro environment

» o« .

Fig. 1. The correlation of the notions “environmental marketing”,

CKH YHMCTHIE», TaK KaK OYE€Hb CIIO)KHO M30eKaTh BO3/CH-
CTBUS O0IIEH 3arpA3HEHHOCTH OKPYKAIOIIEH CpelIbl.

B T0 Xe Bpems Ooiee MpaBWIIBHO HCIOIB30BAHHE
TePMHHA «OpPTaHWYECKasl TMPOMYKINI) («OpraHUIeCcKHe
MPOAYKTBI», «OPTraHUYECKHe IPOJOBOIILCTBEHHBIE TO-
Bapbl»), MOCKOIBKY MMEETCS TOHITHE «OPTaHHYEeCKOe
3eMIieienre», OPUIHaIbHO 3aKPeIUIeHHOE B JOKYMEH-
tax IFOAM u nipencrasisomniee co00M «IIET0CTHYIO CH-
CTEMY arpapHOTO MPOU3BOJACTBA, KOTOpasi COMEHCTBYET
VIYYIICHUI0 COCTOSIHUS CEeITbCKOXO3HCTBEHHBIX IKOCH-
cTeM, BKITIoYas OropasHooOpasue, OMOIMKIIBI M OHOaK-
THBHOCTHh TIOYBBI, U OTJAET MPEAIIOYTEHHE MPOU3BOI-
CTBEHHOH JesITeNhHOCTH, aJalTHPOBAHHONH K peruo-
HAJIBHBIM YCJIOBHSAM, a HE HCITONB30BAHUIO BHEITHUX
nHTeHCH(pHUKaTOpOBY» [4].

Omnwmpasice Ha coJepKaHUe BCETO M3II0KEHHOTO, MBI
MOXEM CJeNaTh BBIBOJA, YTO MPUMEHUTEIHHO K PHIHKY
MIPOIOBOJILCTBEHHBIX TOBAPOB CPEAH MEPEYHCIICHHBIX
NeUHUINHA, «IpYKECTBEHHBIX» IPHUPOJAE MapKeTHH-
ra, HanOosee KOPPEKTHBIM, Ha HAml B3I, SBISIETCS
CJIOBOCOYETAaHNE «MAPKETHHT Ha PHIHKE OPTaHUYECKUX
MPOIOBOJILCTBEHHBIX TOBapoBy. llomaraem, 4ro map-
KETUHT Ha PBIHKE OPTaHUYECKUX IPOJOBOIBCTBEHHBIX
toBapoB (MPOIIT) npencrasisier coboil 1eATENEHOCTD,
OCYIIECTBIIIEMYI0 C MHWHUMAIBHBIM YIIEpOOM JUIs
OKpY’KaloIel MPUPOTHON CpeAbl W HAIpPaBICHHYIO Ha
COTNIAaCOBaHWE WHTEPECOB XO3SIMCTBYIOIINX CYOBEKTOB

www.avu.usaca.ru

organic marketing” and “marketing of organic food products” (MAPT)
in the author’s interpretation

U oTpeduTenell Ha phIHKAaX OPraHUYECKUX HPOJOBOIIb-
cTtBeHHbIX ToBapoB. MPOIIT sBnsieTcst COOTBETCTBEHHO
Pa3sHOBUAHOCTBIO SKOJIOTUYECKOTO M  OPTaHHUYECKOIo
MapkeruHra (puc. 1).

T'oBopst 06 ocobernoctsix MPOIIT, criemyer oTMETUTB,
YTO MPUMEHUTENBHO KO BceM otpacisiM AIIK ncnomns3o-
BaHME NPHUHLUIOB M IOIXOIOB SKOJIOTMYECKOI0 MEHE.-
KMEHTa U SKOJIOTMYECKOTO MapKETHHTa aKTyaJIbHO Ha BCe
BpPEMEHA, IOCKOJIbKY ITO3BOJISIET OOECIIEUUTh HE TOJBKO
0e30I1aCHOCTh MPOLYKTOB NUTAHMUS, HO U, KaK ITOAYEPKH-
BaIOT MHOTHE HccaeaoBarenn, Takue kak O. A. Kosiosa,
M. B. Tepemmna, M. Tpeiicu u 11p., MOJE3HOCTb U BBICO-
KyIO IHILIEBYIO LIEHHOCTh NPOAYKTOB, a TAKXKE COXpaHe-
HHE arpapHbIX JaHAma(ToB, HAMOHAIBHOM 3KOJIOTrHYe-
CKOM 0€30IacCHOCTH PErnoHa U CTPaHbI B LIEJIOM U B UTO-
'€ — COXpaHEHHE 30POBbs 1 TeHO(OHIa HALIHH.

Kak coBepIieHHO cripaBeyIMBO, Ha HALI B3IJISIA, MO~
gepkuBaeT O. A. Kosiosa, menecooOpa3HOCTh U BaX-
HOCTPh ucnonb3oBanus B AIIK mpuHIIMTIOB OepexTuBOTO
OTHOUICHUS K IPUPOJE CBA3aHA, «BO-NIEPBBIX, C HEOOXO-
JUMOCTBIO peaji3allii MPHUHLUIIOB YCTONYMBOIO pas-
BUTHSI Ha BCEX YPOBHSIX, B TOM YHCIIE U B arpoOH3HECE;
BO-BTOPBIX, C HEOOXOIMMOCTHIO ydeTa OOIIEeMHPOBBIX
TEHICHIIUH 0 YCUJICHHIO BIMSHUS SKOJIOTHYECKOTO Me-
HEIDKMEHTa ¥ MapKeTHUHra B OM3HEcCe U, KaK CIIEICTBUE,
(OpPMHPOBaHHIO HOBOM HKOJIOTHUECKOH OH3HEC-KyJb-
TypBsl U OH3HEC-3THKH; B-TPEThUX, C (OPMUPOBAHUEM

109



=pt= s~ A2papHbili eecmHuk Ypana Ne 08 (150), 2016 2. —« e a—- |“---..ﬁ
L
OKOHOMUKa — 7€)
Tabnuna 1

JOucounnnnapHas matrpuna T. KyHa [15] npuMeHnTeIbHO K MapagurMe MapKeTHHIa
Ha pbIHKe OpPraHN4ecKNX NPoJ0BOIbCTBEHHBIX TOBAPOB B AaBTOPCKOIl TPaKTOBKe

HaumenoBanmue sie-
MEHTA MaTpPHIIBI

CO,I[Gp)KaHI/IG DJICMCHTA MAaTPHUIIbL

1. CuUMBOJIMYECKHE
000011eHNs

[pencraBinsoT coOOl COBOKYIHOCTD TEX BBIPaKEHHUH, KOTOPBIE MCIIONB3YIOTCSI arpapHbIMU 3KOHOMH-
cTamu 0e3 pasHOIIaCHi U COMHEHHMH M KOTOpbIE MOTYT OBITh OOJIEYEHBI B JIOTHUECKYIO (hOPMY, JIETKO
(opMann30BaHBI MM BEIPAXEHBI CJIOBECHO. Hanpumep, opraHnyecKkye IpoJoBOIbCTBEHHBIC TOBAPHI —
9TO MPOIYKIHS, HOTyYESHHAs B IIPOLIECCE OPraHUUECKOro 3eMJISAENNs U tepepaboTaHHasi ¢ MUHHMAJIb-
HBIM yIepOoM AJIsl OKPY KaIOIEeH Cpeibl B IENSIX KyIUTU-TIPO/IaKH Ha IOTPEOUTEIILCKUX PhIHKAX

2. Mertadusnueckue
4acTH

3OT0 00LIeTTpU3HAHHBIE MTOTOXKEHHSI TUIIA: MAPKETHHT HA PHIHKE OPraHMYECKHUX MPOIOBOIBCTBEHHBIX TO-
BapoOB — 3TO HEOTHEMJIEMAs! YaCTh SKOJIOIMUYECKOr0 MEHEIXKMEHTA U MAPKETHHTa, @ TAK)Ke OPraHU4eCKOro
MapKeTHHTa. JlaHHBIC TOJIOKEHNS CHAOXKAIOT arpOSKOHOMHCTOB «... HMPEANOYTHTEIBHBIME U JIOIYCTH-
MBIMH aHAJIOTHSIMH.., I03BOJISIFOT YTOUHHUTD NIEPEUCHBb HEPEIIIEHHBIX T'OJIOBOJIOMOK, CIIOCOOCTBYSI B OLIEHKE
3HAYMMOCTH Kax 10 13 Hux» [15]. K uncimy Takux «rooBoIOMOK) MOKHO OTHECTH, Harrpumep, poins HTII
B cucteme AIIK B 1ie10M, B CHCTEME ITPOAOBOIBECTBEHHOTO MAapKETHHTA B YACTHOCTH M B CHCTEME MapKe-
THHI'a HA PHIHKE OPraHMYeCKHX IPOJIOBOJILCTBEHHBIX TOBAPOB B 0COOCHHOCTH

3. llenHocTun

[MpencraBisioT co00il B KOHTEKCTE apaJiurMbl IIPOAOBOIBCTBEHHOIO MapKETHHTA peaiu3aluio Oa-
30BOH MOTPEGHOCTH YeIOBEKA — YTOJIECHHE TOJIOAA U B TO )K€ BpeMs HaCYIIHOH IOTPeOHOCTH — IO-
TpeOIeHUe ONe3HON U 3JJ0POBOM MHUIIH, CIIOCOOCTBYIOIIEH 3J0pOBOMY 00pa3y KM3HU M aKTHBHOMY
nonroneTuio. COOTBETCTBEHHO IPU Pa3padOTKe «IIEHHOCTHOTO IPEMJIOKEHHUS JUISl TOTPEeOHTEIs
aKIEHTHI PacCTaBIIAIOTCS KaK Ha PallHOHAJIBHBIX aTpUOyTax (KOHLENIUS palioHaJIbHOTo oTpedie-
HUS 1 3I0pPOBOT0 00pa3a )HU3HH), TAK ¥ HAa UPPAIHOHAIIBHBIX aTpHOyTax (KOHUENIIHS I'eIOHNYECKOTO
NOTPeOJICHNUS M HACJIAKICHU S aKTHBHOM )KHM3HBIO B JIIOOOM BO3pacTe)

4. O0menpuHsTHE
00pa3ibl

3TO COBOKYIHOCTh OOIIENPUHSTHIX CTAHIAPTOB, aJITOPUTMOB, CXEM U METO/IOB PEIIEHHS] KOHKPET-
HBIX 3a1a4. Hampumep, Ipu HcclieoBaHUM MOBEAEHUS MOTpeOUTENICH OpraHNYecKnX MpPOIyKTOB
MIUTaHUS] MAapKETOJIOTH 00S3aTEIbHO BKIIOYAIOT B aHKETY HE TOIBKO BOIIPOCHI O COIMAIBHO-IEMO-
rpadu4ecKux XapaKTepPUCTUKaX KOHCYMEHTOB, HO M BOIPOCHI, KAacarOI[Uecs OTHOUICHUS K 370pO-
BOMY 00pa3y >KM3HH, PallHOHAIBHOMY ITUTaHHUIO, AKTUBHOMY JOJITOJIETHIO, @ TAK)KE OTHOCHTEIBHO
MOTPEOUTENBCKOTO CTHIISA, CyOBEKTHBHOTO BOCIIPUSATHS TOBAPOB U T. II.

Table 1
The disciplinary matrix of T. Kuhn [15] in relation to the paradigm of marketing
in the market of organic food products in the author’s interpretation

Name of the matrix Contents of the matrix element
element
Represent the set of expressions that are used by agricultural economists without controversy and doubt
1. Symbolic that can be cast in a logical form that can be formalized or expressed in words. For example, organic food
generalization products — products obtained in the process of organic farming and processed with minimal environmen-

tal damage for the purposes of sale in the consumer markets

2. Metaphysical parts

It is a recognized position, such as: marketing on the market of organic food products is an integral part of
environmental management and marketing and organic marketing. These provisions supply agroeconomists
“... preferred and permissible analogies.., allows to define the list of unresolved puzzles, helping in the assess-
ment of the significance of each of them” [15]. Among these “puzzles”, for example, the role of the scientific
and technical progress in the system of agribusiness in general, in the system of food marketing in particular
and marketing system on the market for organic food products in particular can be included

3. Values

Represent in the context of the paradigm of food marketing the realization of the basic human needs —
hunger and at the same time, urgent needs — the consumption of healthy and healthy food that pro-
motes healthy lifestyle and active longevity. Accordingly, when developing a “value proposition for
the consumer” accents are placed as on rational attributes (the concept of rational consumption and
healthy lifestyle) and irrational attributes (the concept of hedonic consumption and enjoyment an ac-
tive life at any age)

4. Common samples

This is a set of conventional standards, algorithms, schemes and methods of solving specific tasks.
For example, in the study of consumer behavior of organic food marketers in the questionnaire there
are not only questions on socio-demographic characteristics of consumers, but also issues relating to
a healthy lifestyle, rational nutrition, active longevity, as well as on consumer style, subjective per-

ception of products, etc. must be included

YCTOMYMBOIO IIOKYIIATEIbCKOIO CIIPOCA Ha SKOJIOTU-
YeCcKHe TOBapbl M YCIYTH, B-4ETBEPTHIX, C HEOOXOH-
MOCTBIO OpPHEHTAlMM MAaJbIX CeIbCKOXO3SHCTBEHHBIX
MPEeaNpUATHH, U B IEPBYIO 09epeb KPeCThSIHCKUX ((hep-
MEpPCKHX) XO3SICTB, HAa BEJACHUE IKOJIOTUIECKH OpPHUEH-
THPOBAHHOTO TIPOU3BOJCTBA [4].
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PestoMupyst HW3IOKEHHOE, CUHTaeM HEOOXOMIUMBIM
MPEICTaBUTh aBTOPCKYIO TPAKTOBKY «IHCIUIUIHHAP-
Hoi» Matpuiel T. KyHa nmpuMeHUTENhHO K Mapamurme
MapKETHHIa Ha PHIHKE OPraHUYeCKUX MPOJOBOJILCTBEH-
HBIX TOBapoB (Tabm. 1).

MB&l monaraem, 4To TaHHAsI TA0IHUIIA TIO3BOJISIET CTATh
MOOYINTEIbHBIM HA4YaloM JUIsl JaNbHEHIINX KOJINde-

CTBEHHBIX HCCIICIOBAHNN COMEPIKAHUS MaTPHIIBL.
www.avu.usaca.ru
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