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ASSESSMENT OF THE IMPACT OF MARKETING
5.0 ON THE FINANCIAL AND ECONOMIC
SECURITY OF AGRO-INDUSTRIAL ENTERPRISE

ABSTRACT

Marketing 5.0 promotes greater transparency and environmental responsibility, which
meets the modern requirements of consumers and regulators, ensuring the sustainable
development of agro-industrial enterprises. We believe that in today's conditions, this is
exactly what modern agribusiness needs. The purpose of the article is to propose an
approach to assessing the effectiveness of financial and economic security management
of an agro-industrial enterprise, taking into account the transition to marketing 5.0
standards. The object of the study is the financial and economic security management
system of an agro-industrial enterprise. Determining the goal and object contributes to
the formation of the task of the article, which is to explain in detail the author's approach
to assessing the effectiveness of financial and economic security management of an
agro-industrial enterprise, taking into account the transition to marketing 5.0 standards.
As a result, based on the methodology of integral multi-criteria evaluation, a structural
and functional model of analysis of assessments of the level of intensity of implemen-
tation of marketing 5.0 according to the dynamics of the market of agricultural products
was proposed. An operating enterprise of the agro-industrial sector was selected to
assess the level of intensity of implementation of marketing 5.0. A system of conditions
for controlling the level of provision of safe marketing development of an enterprise of
the agro-industrial sector and a system of conditions for controlling the level of provision
of financial and economic security was formed, taking into account the activation of the
principles of marketing 5.0. The proposed systems of control conditions are aimed at
strengthening the control of the provision of effective strategic management of financial
and economic security of an agro-industrial enterprise, taking into account the aspect
of the role of marketing 5.0.

Keywords: methodological approach, financial and economic security, enterprise
activities, security development, management assessment, marketing 5.0

JEL Classification: M31, Q14, G32

INTRODUCTION

In Marketing 3.0, consumers expect to receive not only benefits and emotional satisfac-
tion but also spiritual fulfilment from the chosen brand. Therefore, companies build their
positioning in accordance with their values. Their products and activities are aimed not
only at making a profit but also at solving the most complex global social and environ-
mental problems, such as ensuring safety and forming a holistic safe environment for
functioning. We also believe that marketers are still at the stage of transition and adap-
tation to the digital world. And the so-called Marketing 4.0 should still remain a priority.
However, the COVID-19 pandemic and a full-scale war in the very heart of Europe have
really accelerated the digitalization of business. Marketing 5.0 thus includes elements of
the human-centric Marketing 3.0 and the technology-enhanced Marketing 4.0. Market-
ing 5.0 arises in response to three major challenges: the generation gap, the polariza-
tion of society by level of affluence, and the digital divide. For the first time in history,
five generations with different views, preferences, and behaviours live together on
Earth. Marketing 5.0 is the application of technologies that imitate humans to create,
communicate, deliver, and enhance value for the consumer throughout the customer
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journey. One of the key themes in Marketing 5.0 is what we call “next-generation technologies” for security, which includes
a group of technologies that seek to replicate the work of expert marketers. These include artificial intelligence (AI), natural
language processing (NLP), sensors, robotics, augmented reality (AR), virtual reality (VR), the “Internet of Things,” and
blockchain. The combination of these technologies is the driving force behind Marketing 5.0. The Marketing 5.0 paradigm
emerged as a response to such major challenges as generational differences, polarization of society due to the gap between
rich and poor; different levels of the digital economy. Competition in the modern world forces companies to implement
new achievements in the field of digital technologies as quickly as possible. Using digital marketing, the agro-industrial
sector can build its own brands and promote its products to a wider target audience. In addition, digitalization significantly
accelerates processes such as market research, adaptation to changing consumer needs, and improving the results of
interaction between businesses and customers. Conversely, insufficient digitalization negatively affects business, leading
to a decrease in sales and profits.

Global economic development trends are interconnected and interdependent. In addition, the rapid development of indus-
tries 4.0 and 5.0, together with the progress of digitalization, undoubtedly contribute to the growth of consumption and
the improvement of people's quality of life. The digital economy has a significant impact on the financial and economic
security of agro-industrial enterprises. Today, consumers not only look for products/services that meet their expectations
but also widely share reviews and opinions about products/services/brands on social networking sites and the Internet in
general. Digital marketing essentially refers to managing a company's online presence using various technological tools to
achieve marketing goals and develop offers that create value for customers, the company and stakeholders. Digital mar-
keting also provides a more effective way to reach a wide audience and expand the customer base by attracting existing
and potential customers.

Digitalization has also accelerated the trend towards human-centrism. Generation Y and, to some extent, Generation Z are
gravitating towards the digital economy. The rise of mobile, social media, and e-commerce has changed the customer
journey. Marketers have adapted to these changes by communicating and delivering products and services omnichannel.
They have begun the transition from traditional to digital marketing and implemented Marketing 4.0. But with the rise of
Generation Z and Alpha, it is time for the next evolutionary leap. The main interests and concerns of these two youngest
generations are aimed at two directions. First, positive change for humanity and improving the quality of life for people.
Second, stimulating further technological advancement in all aspects of humanity. To serve Generation Z and Alpha,
marketers must continue to apply next-generation technologies to improve people's lives. In other words, Marketing 5.0
will combine Marketing 3.0 (human-centred) and Marketing 4.0 (driven by technology).

In today's conditions, the world can no longer be surprised by the fact that Industry 4.0 has already arrived and is actively
developing. The global community is developing so rapidly that talk about the so-called Society 4.0 has been going on for
quite a long time. It is logical that other spheres of human activity were also brought under the standards of 4.0, including
the emergence of such a concept as Marketing 4.0. It had its own share of scientific and practical activity and its own
characteristic features. At the same time, the rapid development of artificial intelligence systems increased attention to
the problems of human-machine interaction, human-centricity, intellectualization and intelligent management systems.
Ideas and thoughts began to be heard about a smooth transition to Industry 5.0. Of course, a logical step was to discuss
Society 5.0 and Marketing 5.0 within Industry 5.0. If with Industry 5.0 and Society 5.0, it is more or less clear that the
development of the latter continues the ideas of Industry and Society 4.0, then in the context of Marketing 5.0 there are
a number of distinctive principles that should be characterized. First of all, it should be noted that any transformations in
the marketing activities of an enterprise in one way or another affect its security potential. At the same time, the basis of
the security potential is the level of financial and economic security. It is also necessary to emphasize the fact that mar-
keting depends on the sphere of activity of the enterprise. For enterprises of the agro-industrial sector, the vision of
Marketing 5.0 and ensuring financial and economic security differs from enterprises of other sectors.

Agro-industrial enterprises provide 25% of export earnings to the country's budget, are the resource base of many sectors
of the national economy, and are the guarantee of the state's food security. Social stability depends on their sustainable
development, because the agro-industrial complex, as a complex system, includes more than 100 sectors and subsectors
of the national economy, many sectors that are partially or fully related to them. The effectiveness of the activities of
enterprises depends primarily on the internal system of goals, the system of organization and management of processes,
the production of innovative and competitive products and the introduction of new technologies. Achieving the set goals
is due to the need to ensure the effectiveness of the management system of agro-industrial enterprises, which is based
on improving the mechanisms for ensuring the financial and economic security of enterprises, among which the leading
place belongs to the marketing and management system. The importance and relevance of the tasks facing enterprises
necessitate the joint interaction of the management and marketing systems, which allows for the most effective and timely
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resolution of problems arising from the influence of external and internal changing environmental factors in the shortest
possible time. Especially in wartime conditions.

The transformation of the country's economy has led to the fact that agro-industrial enterprises are forced to look for new
approaches, ways, methods and mechanisms for ensuring financial and economic security. Market changes require agro-
industrial enterprises to form a development strategy based on innovative management methods. It is advisable to base
the formation of security development strategies on the basis of verified data using appropriate management tools. In
such conditions, it is advisable to form a security development strategy for an agro-industrial enterprise on the basis of
relevant new marketing research.

The old model of the functioning of the domestic energy market negatively affected the activities of enterprises, especially
those located in rural areas, due to their lack of opportunities to choose energy supply sources. The new model should
already take into account the principles of Society 5.0 and expand such opportunities, however, market regulation of
energy supply tariffs does not always have a positive effect on the formation of energy supply costs, which affects the
profitability of enterprises. In addition, the reliability of energy supply in rural areas is significantly lower, which negatively
affects the financial and economic security of agro-industrial enterprises, causing an increase in the cost of production and
a decrease in its competitiveness both in the domestic market and in foreign markets. As a result, the issue of ensuring
the marketing component of the financial and economic security of agro-industrial enterprises becomes particularly rele-

vant.

LITERATURE REVIEW

Let’s form Table 1 where synthesizes key insights from the listed references and relates them to the concept of Marketing
5.0 and its impact on the financial and economic security of agro-industrial enterprises.

Table 1. Results of the literature review.

Contribution to Understanding Marketing

Obenchain-Leeson
(2012)

business performance,
competitive advantage
in service organizations

advantage. Increased learning capabilities lead to
improved adaptability and responsiveness to mar-
ket changes.

Reference Focus/ Cont':eptual Key Findings 5.0 and Financial-Economic Security in
Domain . .
Agro-Industrial Enterprises
Learning orientation Demonstrates that a strong learning orientation In an agro-industrial context, embracing ongoin
Martinette & 9 ! enhances business performance and competitive 9 ! 9 ongoing

learning aligns with Marketing 5.0's emphasis on
adapting to rapidly evolving consumer demands
and regulatory changes.

Harjadi et al. (2020)

Market orientation,
product innovation

Indicates that market orientation combined with
product innovation enhances competitive ad-
vantage and positively affects marketing perfor-
mance. Recognizing consumer needs leads to bet-
ter product offerings

For agro-industrial enterprises shifting towards
Marketing 5.0—where consumer-centricity and
sustainability matter—market orientation and con-
tinuous innovation secure long-term viability

Gligor et al. (2019)
and Arsenijevic & Jovic
(2019)

Artificial intelligence
marketing, chatbots

Al-driven chatbots enhance customer engage-
ment, streamline communication, and improve the
customer experience. This can lead to efficiency
gains and competitive differentiation

Integrating AI-driven tools (a core aspect of Mar-
keting 5.0) into agro-industrial marketing en-
hances transparency and responsiveness. Im-
proved communication with customers about sus-
tainability and product origins bolsters consumer
trust, indirectly supporting economic security
through increased brand loyalty and stable reve-
nue streams

Thuraisingham (2020)

Artificial intelligence,
cybersecurity, social
media

Al's role in safeguarding digital marketing chan-
nels is pivotal for maintaining brand reputation
and consumer trust

Marketing 5.0 involves digital transformation,
making agro-industrial firms reliant on secure
online platforms

Aljumah et al. (2022)
and Shanmugam et al.
(2023)

Artificial intelligence in
digital marketing, prof-
itability, market poten-
tial

Al-driven digital marketing tools improve profita-
bility and expand market potential by personaliz-
ing the consumer experience and improving cus-
tomer insights

As agro-industrial enterprises pivot to Marketing
5.0, the integration of Al-driven solutions enriches
marketing strategies. Personalized offerings and
targeted campaigns can improve profit margins,
ensure resource-efficient production, and build
economic resilience

Bondarenko et al.
(2020), Karpenko et al.
(2021) and Sylkin et
al. (2020)

Financial security mod-
elling, assessment
methodologies
Economic security, in-
vestment infrastruc-
ture, national growth

Proposes methodology for assessing financial se-
curity levels within enterprises.

A country’s economic security and attractiveness
are linked to stable market conditions and effec-
tive marketing strategies.

For agro-industrial enterprises, aligning with Mar-
keting 5.0’s sustainability and transparency stand-
ards enhances their international competitiveness
and appeal.

Sirenko et al. (2020)

Socialization of educa-
tion, development in
the agricultural sector

Socialization in education contributes to the pro-
fessional growth of individuals in the agricultural
sector, improving their adaptability to new tech-
nologies and marketing trends

By fostering a workforce skilled in new marketing
methodologies and digital tools, agro-industrial
enterprises can better apply Marketing 5.0 strate-
gies
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The scientific and practical literature considers Marketing 5.0 from a high-level strategic perspective. To some extent, we
will reveal the know-how of using advanced marketing technologies, but this is not a technical book. Our approach is that
technology should follow strategy. Thus, Marketing 5.0 concepts are tool-independent. Scientists and practitioners came
to the conclusion that Marketing 5.0 in the process of digital transformation itself will acquire a new quality, more focused
on the influence of manufacturers on buyers and thereby reformat the retail, housing, raw material and currency markets,
because effective demand will no longer directly take into account the multidirectionality of supply and demand trends,
and will also adjust in its more private manifestations when transitioning from buyer strata from market to market (de-
pending on the level of its innovation) and age restrictions, depending on the models of attracting "baby boomers", "x",
"y", "z" and "alpha" focus groups of buyers. The reviewed literature underscores that the transition to Marketing 5.0—
characterized by advanced technologies, ethical branding, consumer focus, and environmental responsibility—enhances
the financial and economic security of agro-industrial enterprises. Integrating learning orientations, market orientations,
innovation, Al tools, cybersecurity measures, and strong investment frameworks supports stable and sustainable growth.

AIMS AND OBIJECTIVES

The purpose of the article is to propose an approach to assessing the effectiveness of financial and economic security
management of an agro-industrial enterprise, taking into account the transition to marketing 5.0 standards. The object of
the study is the financial and economic security management system of an agro-industrial enterprise. For this, the main
tasks are:

= incorporate integral multi-criteria evaluation techniques into the assessment framework;

= propose a comprehensive approach for assessing the effectiveness of financial and economic security management
in the context of Marketing 5.0.

METHODS

Within the framework of our study, in order to assess the effectiveness of financial and economic security management of
an agro-industrial sector enterprise, taking into account the transition to Marketing 5.0 standards, an integrated multi-
criteria approach was applied. Therefore, the basis of the methodology is the synthesis of quantitative and qualitative
indicators in order to form a holistic picture of the level of intensity of Marketing 5.0 implementation and its impact on
financial and economic security (Table 2).

Table 2. The essence of integrated multi-criteria evaluation.

Essential Aspect Characteristics

An assessment method that allows you to simultaneously take into account several criteria for decision-making or per-

Definition formance assessment, providing a comprehensive analysis of the research object

Complexity: Taking into account various aspects and criteria.
Basic Principles Objectivity: Using clear and measurable indicators.
Systematicity: Interrelationship between criteria.

The key feature of the integrated multi-criteria assessment of the level of effectiveness of financial and economic secu-
Feature rity management of enterprises in the agro-industrial sector is that it is additionally reinforced by a quantitative assess-
ment of the ability to progressive marketing development

Provides a more complete and comprehensive assessment.
Advantages Allows you to take into account both quantitative and qualitative indicators.

Contributes to making informed decisions.

The methodological approach integrates qualitative and quantitative data, applies multi-criteria decision-making tools, and
leverages system modelling techniques.

RESULTS

Taking as a basis the basis of multi-criteria analysis (Dean, 2018), we will present the author's vision of the evaluation
model on the topic of our article. Therefore, the integrated multi-criteria assessment of the level of effectiveness of financial
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security management of the enterprise, taking into account the activation of the transition to marketing 5.0, will be calcu-
lated as follows (1):

K{COID=(1-p5) 1/m[ Rop™+OAM+FBM+KO0M-+Ina™=1/2(PByrp+(1-Utca)) V] )

where j = 1+n — represent the years of the retrospective period (n = 5); pj " — are weighted point estimates derived from
potential theory methods and the principles of maximizing uncertainty functions (these estimates assign a higher priority
to retrospective periods that contributed less to the total value of the evaluation functional); m — number of components
of the evaluation functional; Rpr — profitability of sales, share of units; OA — asset turnover, share of units; FB — financial
leverage, share of units; KO — coefficient of renewal and transformation of activity, share of units; I — investments in the
transition to marketing 5.0., share of units; 1/2(PBNTP+(1-Utca)) (N) — the ability to increase financial and economic
security taking into account the level of activation of the use of new generation technologies and the intensity of compe-
tition, share of units; PB — assessment of the level of activation (intensification) of the transition to Marketing 5.0 standards;
Utca — assessment of the level of intensity of the transition to Marketing 5.0 depending on the dynamics of the agricultural
products market. The index "N" indicates that future computational operations will utilize normalized values of the com-
ponents used in the evaluation functionality.

The assessment of the level of intensity of the transition to Marketing 5.0 depending on the market dynamics indicator (U)
is calculated based on the growth rates of the agricultural products market (T), which in turn is calculated as (2):

Tm=(Vm1-Vmo/Vmo)12/t+1 (2)

where Vm1, VmO0 - market volumes at the end of the reporting and base periods (calculations are made on total assets:
total liabilities + capital); t - the term of the analyzed period (number of months).

The indicator Tm is needed to determine the level of intensity of an enterprise’s transition to Marketing 5.0 standards: if
the growth rate is high, it indicates a more active implementation of new marketing approaches.

It is reasonable to assume that in the process of analyzing the level of intensity of the transition to marketing standards
5.0 according to the dynamics of the agricultural products market, the values of the minimum and maximum limits of the
growth rate of this market can be accepted at the level of 70% - 140% per year. At the same time, in the case when Tm
is less than 1.4 (i.e. 140%), then such intensity is minimal. In the study, these values reflect very weak growth (if less
than 70%) or excessively high growth (over 140%). The upper bound of 140% was chosen specifically to include scenarios
of very rapid market expansion in the model, which calls for the most active implementation of Marketing 5.0. The struc-
tural and functional scheme of assessing and analyzing the level of intensity of the transition to marketing 5.0 according
to the dynamics (growth rate) of the agro-industrial products market (Ut) is shown in Figure 1.

Calculation of the growth rate of the agro-industrial products market

v

T> 140%

v

70%< T< 140%

A 4
c
1l
o

The average intensity of
transformation to marketing 5.0

v v

U=1 U =(,4-Tm)/0,7

Y

Figure 1. The structural and functional scheme of assessing and analyzing the level of intensity of the transition to marketing 5.0 ac-
cording to the dynamics (growth rate) of the agro-industrial products market.

For clarity of presentation of the methodological approach to assessment, we will choose an operating agro-industrial
enterprise in Ukraine and its performance indicators for the last 5 years (Figure 2).
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1,4 70

1,2 60

1 50

0,8 40

0,6 30

0,4 20

0,2 10

0 2019 2020 2021 2022 2023 0

mmmmm Market dynamics (Tm) share of units 1,2 1,06 1,06 1,1 1,16
mmmmm Utca, share of units 0,28 0,48 0,484 0,41 0,34
I-Utca, share of units 0,71 0,51 0,515 0,58 0,65
—0— Total assets, UAH billion 38,1 47,5 56,3 66,3 61,3

Figure 2. Indicators (estimates) of the level of intensity of transition to marketing standards 5.0 Private joint-stock company «Dzvin».

Now, taking into account equality (1), we will form a system of conditions for controlling the level of financial and economic
security of an agro-industrial enterprise, taking into account the transition to marketing standards 5.0, and present this
system in the form of the corresponding equalities (3):

K = (1= p)1/m[RE) + 0AM) + FB® + KO + 13 = 1/2(PByrp + (1~ Ueea)) ™|
kP < b ko), b = 0.9/0.95

(57,5 0
1,-(,5511) — kj(izl)u) /kj(CDII)

(€I
Jj+1

<1-— AI(kCDII)

where: j=1/n, n=5; i=1/m; b — correction coefficient for determining the limit deviations of the indicator (kfP™V ); d(k/P™,
k1P — euclidean distance; d — desired limit limits of the indicatord (kfP%, ki.(P); I, 1) _ jndices of the indicator
kyeom

Let us consider the implementation of the proposed improvement of the methodological approach to increasing the effi-
ciency of the financial and economic security management toolbox, taking into account the activation of the transition to
marketing 5.0, using a practical example. Figure 3 shows the key indicators of financial and economic activity for assessing
the management of financial and economic security of the Private joint-stock company «Dzvin».

70
60
50

40

30

20

1 |

. =N ——m -

Assessment of the

Coefficient of renewal Investments in the level of activation
Sales volume, UAH Total assets, UAH ) - Equity capital, UAH . transition to (intensification) of the
. S Net profit, UAH billion o and transformation of X e
billion billion billion - .. marketing 5.0., share transition to
activity, share of units } X
of units Marketing 5.0
standards
2019 15,1 38,1 3,6 30,1 0,1 1,04 0,71
2020 23,2 47,5 7,7 23,9 0,16 1,66 0,51
m2021 26,1 56,3 8,2 30,6 0,09 3,06 0,515
2022 28,4 66,3 7,9 40,8 0,2 4,027 0,58
2023 24,1 61,3 4,3 371 0,17 3,59 0,65

Figure 3. Key indicators of financial and economic activity for assessing the management of financial and economic security of Private
joint-stock company «Dzvin».
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Next, we need to normalize the key indicators of the parts constituting the functional assessment of the financial and
economic security of an agro-industrial enterprise, taking into account its transition to Marketing 5.0 (Table 3).

Table 3. Normalized values of the indicators of the components of the functional assessment.

Indicators 2019 2020 2021 2022 2023
Sales profitability (x1) 0.79 1.1 1.03 0.92 0.59
Asset turnover (x2) 0.9 1.12 1.06 0.98 0.89
Financial leverage (x3) 0.76 1.1 1.1 0.97 0.99
Coefficient of renewal and transformation of activity (x4) 0.56 0.84 0.5 1.02 0.92
Capacity to transition to new marketing standards 5.0 (x5) 0.96 0.89 0.81 0.8 0.78
Investments in the transition to marketing 5.0. (x6) 0.26 0.42 0.77 1.01 0.9
Maximum value (xij) 0.96 1.19 1.1 1.02 0.99

In Table 3, the initial data are normalized to a single scale. This is hecessary to compare diverse indicators and to include
them in a single integral multi-criteria measure (1). Each of these indicators (x1, x2, ..., x6) is a component of the overall
assessment of the effectiveness of financial and economic security management, taking into account the transition to
Marketing 5.0, reflecting different aspects of the enterprise’s activity.

This, in turn, makes it possible to calculate the values of the indicators of the conditions for controlling financial and
economic security management, taking into account the intensification of the transition to Marketing 5.0 standards for our
selected agro-industrial enterprise (Table 4).

Table 4. Results of calculating the values of indicators of conditions for controlling financial and economic security management, taking
into account the activation of the transition to marketing standards 5.0.

Indicators 2019 2020 2021 2022 2023
Ky 0.55 0.73 0.71 0.78 0.68
d(kCP, Ky 1) - 0.25 0.11 0.09 0.1
41k - 0.13 0.95 1.1 0.87
Ky(CPID < by Gr(CPOI 0.24 0.06 0.09 0.01 0.11

We see that the trends in the dynamics of the values of the indicators of the conditions for controlling financial and
economic security management, taking into account the intensification of the transition to Marketing 5.0 standards, allow
us to reflect the real processes of the functioning of an agro-industrial enterprise. We believe that the proposed method-
ological approach is quite effective in improving the toolkit and can be recommended for practical application.

DISCUSSION

The approach proposed in the article to assessing the effectiveness of managing the financial and economic security of an
agro-industrial enterprise, taking into account the impact of the transition to Marketing 5.0, is based on the interpretation
of marketing activities not only as a tool for promoting products or brands but also as a systemic driver of sustainable
development, a responsible attitude towards the environment and increasing the level of consumer trust (Figure 4).
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\
= Zhovnirchyk et al. (2023) examine the sustainable development of the agro-
industrial complex with a focus on logistics management modeling. Our model
for assessing financial and economic security underscores the need for dynamic
marketing strategies, while Zhovnirchyk et al. stress efficient logistics as a key
factor in sustainability. Nair and Gupta (2021) investigate the application of
artificial intelligence technologies in a modern digital marketing environment.

SYNTHESISIOFETNANCTATIAND However, while Nair and Gupta focus primarily on digital marketing advances

ECONOMIC SECURITY WITH " - Ny ] i ’
across different industries, our study applies these advancements specifically in
sl L d B L] the agro-industrial sector, emphasizing financial stability and economic securit
SOCIALLY ORIENTED 9 or, €mp 9 ¥
MARKETING: as central performance indicators.

= Marchenko et al. (2023) discuss ensuring sustainable enterprise development
during the transition to Industry 5.0. Our study emphasizes the intersection of
marketing 5.0 with financial security tools. By contrast, Marchenko et al. look
more broadly at comprehensive organizational transformation in line with
Industry 5.0 practices Both works underscore the importance of integrating
innovation into strategic management to foster sustained growth.

J

= In contrast to existing approaches (Bivainis, 2013), which may offer optimizatiom
or analytical models for marketing programs, the proposed methodology uses an
integral multi-criteria approach. Such a model allows for the simultaneous
assessment of a set of interrelated criteria — from financial and economic
indicators of security to marketing maturity parameters (level of digitalization,
reputational potential, environmental responsibility) — which contributes to a
more accurate and complete diagnosis of the security status of an agro-
industrial enterprise.

= Taking into account the experience of previous studies of sustainable
development and the transition to new industrial paradigms (for example,
industry 5.0 (Javaid, 2020), the article proposes a structural and functional
model. This model makes it possible to respond promptly to market challenges
and adjust the marketing strategy taking into account sustainable trends.

= Bezus et al. (2016) focus on financial and economic security in the agro sector,
offering insights into risk factors, resource allocation, and policy-level
considerations. Our research builds upon similar security frameworks, enhancing
them through multi-criteria analysis and next-generation marketing
perspectives, thereby providing a more contemporary toolkit suitable for
enterprises gearing up for digital transformation. /

INTEGRAL MULTI-CRITERIA
EVALUATION MODEL:

Figure 4. Comparison of results with other similar.

In essence, at the present stage, it is the desire to obtain a high level of financial and economic security, as the main
driving force, that forces manufacturers to constantly look for new ways to increase their own competitiveness. From the
point of view of determining the economic essence of competitiveness, it is necessary to clearly identify all the main factors
that influence the process of its formation. New practices (Inswanto, et al., 2024; Elgarhy, 2023 and Bivainis, 2013) are
increasingly using marketing-management approaches in order to strengthen their own level of financial and economic
security. At the same time, more and more scientists point out that one of the main challenges facing marketers today is
extreme polarization, which permeates all aspects of human life: from work to ideologies, lifestyles, and markets. The
middle class begins to disappear, falling down or rising up. The so-called polarization and class divides are important.
Polarization limits competitive markets. But more importantly, it limits opportunities, especially in light of a slowing econ-
omy. But we believe that it needs a separate assessment in the future.

CONCLUSIONS

Thus, we will emphasize the key results obtained as a result of the research:
1. A structural-functional model for assessing the intensity of the implementation of Marketing 5.0 has been proposed.

2. A system of conditions for controlling the level of safe marketing development of an agro-industrial enterprise has
been formed.

3. A methodological approach to assessing the effectiveness of financial and economic security management has been
developed.

4. The proposed tools strengthen strategic management taking into account the requirements of Marketing 5.0 in the
form of a new approach to assessment.

As a result, the methodological approach we have developed to assess the level of effectiveness of the level of financial
and economic security for enterprises in the agro-industrial sector, taking into account the principles of Marketing 5.0,
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becomes a necessary element for the further development of the methodology for assessing all business decisions regard-
ing the safe development of these enterprises in today's conditions of uncertainty. At the same time, it is important to
form a mechanism that will make it possible to determine the trajectory of the further development of Marketing 5.0 based
on the results of applying our approach to assessment. We believe that it is in this direction that scientists and practitioners

need to continue to work.
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Crpyk H., Kaprivi O., fopow-Kizum M., farqak /1., FomMosibcbka B.

OLUIHHOBAHHSA BIJINBY MAPKETUHIY 5.0 HA ®IHAHCOBO-EKOHOMIYHY BE3MNEKY
NIANPUEMCTBA ArPONMPOMMCIIOBOIO CEKTOPA

MapkeTuHr 5.0 cnpusie 6inbluiid NPO30pOCTi Ta eKOMOriYHii BiANOBIAANbHOCTI, WO BiAMNOBIAAE CyYaCHUM BUMOraM CroXu-
BauiB i perynsitopis, 3abesnevyioun CTanunii po3BUTOK arponpoMMUC/IOBUX MIANPUEMCTB. YBaXaeEMO, IO B YMOBaX CbOro-
[IEHHSI, caMe Lie 1 NOTPiBHO CyyacHOMy arpobisHecoBi. MeToo AOCNIAXEHHS € 3aNPOMNOHYBaTK Niaxia A0 OLiHIOBaHHS ede-
KTUBHOCTI YNpaBniHHS (iHaHCOBO-eKOHOMIYHOIO 6e3MneKoto NiANPMEMCTBA arponpoMUCIIOBOrO CEKTOPa 3 ypaxyBaHHAM ne-
pexoay A0 cTaHAapTiB MapkeTuHry 5.0. O6’ekT focnigkeHHs — cucTeMa yrnpasniHHA (iHaHCOBO-EKOHOMIYHOI 6e3neKoro
niANPUEMCTBA arpornpoMMC/IOBOr0 CEKTOpa. Bu3HaueHHst MeTu i1 06'ekTa cnpusie GopMyBaHHIO 3aBAaHHS poboTu: y AeTa-
NSIX PO3'ICHUTU aBTOPCbKUM NiaXia A0 OLiHIOBaHHS edeKTUBHOCTI ynpaBniHHs (hiHaHCOBO-EKOHOMIYHOW 6e3nekoto nian-
PVEMCTBa arpoNpOMMUCIIOBOIO CEKTOPA 3 ypaxyBaHHSIM nepexoay A0 CTaHdapTiB MapkeTuHry 5.0. Y pe3ynbTaTi Ha OCHOBI
MeToA0NOril iHTerpanbHoro 6aratokpuTepianbHOMO OLiHIOBaHHS 3anponOHOBaHO CTPYKTYPHO-(MYHKLiOHanbHy MOAesNb aHa-
Ni3y OUiHIOBaHb PiBHS IHTEHCMBHOCTI BNPOBaKEHHS MapkeTuHry 5.0 3a AMHaMIKOIO PUMHKY arpornpoMMUCIIOBOI NPOAYKLIi.
O6paHo aitoye NigNpUMEMCTBO arponpoMMCIIOBOro CEKTOPa A5 OLHIOBAHHS PiBHS iIHTEHCMBHOCTI BIPOBAaAXEHHS MapKeTu-
Hry 5.0. CoopMOBaHO cMCTEMY YMOB KOHTPOJIIO PiBHSA 3abe3neyeHocTi 6e3nekoBoro MapkeTMHrOBOrO PO3BUTKY MiANPUEM-
CTBa arpornpoMMC/IOBOr0 CEKTOPa Ta CUCTEMY YMOB KOHTPOSO piBHS 3abe3neveHHsl (iHaHCOBO-€KOHOMIYHOI 6e3nekn 3
ypaxyBaHHAM aKTMBI3aUii 3acag MapkeTuHry 5.0. 3anponoHoBaHi CUCTEMW YMOB KOHTPOSIIO, CMPSIMOBaHi Ha MOCUSIEHHS
KOHTPOStO 3abe3neyeHHs eheKTUBHOrO CTpaTeriyHoro ynpasniHHS (iHAaHCOBO-EKOHOMIYHOK 6e3MeKoto arponpoMmcio-
BOro MiANPUEMCTBA 3 YpaxyBaHHAM acnekTy posi MmapkeTuHry 5.0.

KnouoBi cnoBa: MeToMYHUIA niaxia, dhiHAaHCOBO-eKOHOMIYHa 6e3neka, AisnbHICTb NiaNpUEMCTB, 6e3NEKOBMIN PpO3BUTOK,
OLiHIOBaHHS YnpasJ/liHHS, MapkeTuHr 5.0
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