27 nrotoro 2026 pokKy cTapLuMin HaykoBuin cniBpobiTHMK HaykoBO-pA0CNiaHOro LLeHTpy
iHaycTpianbHUX npo6bnem po3utky HAH YkpaiHun, KaHOMAAT €KOHOMIYHWX Hayk,
cTapwun pocnigHuk Hatania TpywkiHa npoBena rocTbOBY /fekuito AAa Marictpis
nporpamMmm 3 arpobizHecy VYHiBepcutetry Myxammapia ManaHr (Universitas
Muhammadiyah Malang, UMM, M. ManaHr, Pecny6bnika lHaooHe3iA).

3axig BigbyBcAa B oHManMH-dopMaTi 3a ydacTi BUKNagadiB, CTYAEHTIB MarictepcbKoi
nporpamMu, a TakoXX NpeacTaBHWKIB agMiHicTpauii ¢akynbtety arpobizHecy UMM. 3
BiTaZlbHUM CNOBOM [0 YYacCHWKIB 3BEPHYBCA KepiBHWK MaricTepcbkol nporpamMm 3
arpob6isHecy goktop bambaHnr KOgi Apiagi (Dr. Bambang Yudi Ariadi), aknun Haronocus
Ha Ba)K/IMBOCTI PO3BUTKY MiXXKHaApoOAHOI akageMiyHoi cnisnpaui Ta obMiHy HayKoBUM
00CBIAOM MK YKpaiHoto Ta IHooHeSi€e0.

MopaepaTopoM 3yCTpidi BUCTynuia cekpeTap MaricTepcbkoi nporpamm 3 arpobisHecy
MaricTp npupogHuumx Hayk MoxaHa AryctuHa (Yohana Agustina, S.P., M.Sc.), aka
3a3Haumna npo HeobxigHicTb npoBeaoeHHA nopibHMx 3axonis anAa ¢$opMyBaHHA
rno6anbHOro NpodecinHOro MMCNEHHA CTYAEHTIB i MONOANX BYUEHUX.

3MICTOBHMM MPOAOBXEHHAM OQILiMHOro BiAKPWUTTA CTaB BUCTYN npodecopa, AOKTopa
Paxaro PenaBarti (Prof. Dr. Rahayu Relawati), nektopa 3 arpo6isHecy Universitas
Muhammadiyah Malang. Y cBoin gonosigi BOHa okpecnuna cydacHUn CTaH i cTpaTeriyHi
HanpAMKW PO3BUTKY arpapHoro cektopy IHooHe3iT B ymoBax umdpoBoi TpaHchopmMauii Ta
3POCTaHHA POsii CTanoro po3BUTKY.

Mpodecop Paxato PenaBaTi akueHTyBana yBary Ha CTPYKTYPHUX 0OCO6IMBOCTAX
iHOOHe3incbkoro arpobi3Hecy, 30KpemMa Ha poni Manux i cepegHix ¢epMepCcbkux
rocnogapcTs, TpaHchopMaLii NaHUIOriB MOCTa4YaHHA Ta NOCTYNOBIM iHTerpauii udpoBmx
nnatdopMy cucTeMy arpapHoi Toprieni. Bona nigkpecnuna, wo undposizauia Bigkpmneae
HOBI MO>X/IMBOCTI ANA PO3LUMPEHHA [OCTYNY BUPOOHUKIB A0 BHYTPILLHIX i Mi>)KHapPOOHMX
PWHKIB, ogHaK BOAHOYaC BMMarae nigBULLEHHA YNpPaBfiHCbKMX KOMMETEHTHOCTEW Ta
PO3BUTKY NiANPUEMHULbKOIO MUCNEHHSA.

Ocobnueun akueHT 6yno 3pobreHO Ha posni YHIBEPCUTETIB AK LEHTPiB POpMyBaHHA
iHHOBAaUiNHOI ekocucTteMn arpobi3Hecy, LLO MOEAHYE OCBITY, HayKy Ta npakTuky. Ha
AyMKy npodecopa, caMe iHTerpauia akageMiyHnx 3HaHb, ULMPPOBUX TEXHONOTIN | MoTpeb
peanbHOro CEeKTopy €eKOHOMikum 3abe3nedye [OBrocTPOKOBY CTiMKICTb arpapHoro
PO3BUTKY.
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Digital Marketing Channels in
Agribusiness
* Social Media Marketing (Instagram, TikTok,
Facebook)
— Marketplace Platforms (B2C & B2B)
— WhatsApp Business & Direct Marketing
— Website, SEO, and Content Marketing
— Live Commerce & Influencer Strategy

Digital Marketing for Agricultural Products:
Indonesian Experience

JloriyuHMM  nNpoaoBXXEHHAM 06roBopeHHsA
cTana roctboBa nekuia Hartanii TpywkiHoi
Ha Temy “Digital Marketing as a Strategic
Tool for Promoting Agricultural
Products”. Y Buctyni 6yno npeacraBneHo
cucteMHe 6aueHHA UMPOBOro MapKeTUHIy
AK CTpaTeriyHoro iHCTPYMEHTY MiaBULLEHHA
KOHKYPEHTOCMPOMOXHOCTI arpapHux
nignpnemcte y rnobanisosaHoMy cepepo-

= o

Mig yac nekuii po3rnAaHyTo rnobanbHi TpaHcdopMauii arponpogoBO/bYNX PUHKIB,
3pOCTaHHA CerMeHTiB i3 BMCOKOK [O0A4AaHOK BapTICTHO, UMdpoBi3aLito aHUKoriB
CTBOPEHHSA BaApTOCTi — Bifg, «pO3yMHOI» $depMu 00 efieKTPOHHOI KoMepuii Ta 6N10KYenH-
piweHb. OKkpeMy yBary npugineHo poni kpaiH perioHy ASEAN (Association of South East
Asian Nations) y cBiTOBMX arpapHux npouecax, Lo CTBOPHE NiArPYHTA ANA PO3LLUNPEHHA
Mi>KperioHanbHOI crniiBnpadi.

Baxxnneoto cknagoBowo nekuii ctano obrpyHTyBaHHA nepexoay LMdpoBOro MapKeTUHry
Bif IHCTPYMEHTanbHOro 0 cTpaTteriyHoro pieHA. byno po3kputo 3HadyeHHAa CRM-cuctem
AK Agpa data-driven cTpaTerii, a Tako>XX MO>X/IMBOCTI 3aCTOCYBaAHHA LUTYYHOrO iIHTENEKTY
0717 MPOrHO3yBaHHA NONUTY, NepcoHanisaLii Npono3nuin Ta onTuUMisaLii ynpaBniHCbKMX
pilueHb B arpobisHeci. KpiM uboro, npeacrtaBneHo pesynbtatu 6ib61ioMeTpuYHOro
aHanizy cBIiTOBUX [ocnigXXeHb 3 UMPOBOro MapkKeTUHry B arpapHoMy CekTopi, Lo
3acBigunnn 3poCTaHHA HayKOBOTO iIHTEPECY A0 iHTerpauii uMppoBmUX TEXHONOTIN, CTanoro
PO3BUTKY Ta CTpaTeriyHOro ynpaBnaiHHA.

TakmMm 4ymHOM, BUCTYNK npodecopa
Paxato PenaBati Ta Hatanii TpywkiHoi
OpraHiyHO AOMNOBHWAM OAWH OAOHOTO,
cdopmMyBaBLLN uinicHe 6ayeHHs
TpaHcdopMauii cyyacHoro arpobisHecy
- Big, HaLlioHaNnbHOTO KOHTEKCTY
IHooHes3ii pgo rnobanbHUX TeHAOEHLIN
LMPpPOBOI EKOHOMIKMW.
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MARKETS aad ‘ One of the key features of contemporary agribusiness
is the digitalization of the entire value chain, from
) ) . . the field to the final consumer.
The modern agricultural sector is experiencing not Today, this includes: %
merely growth, but a profound structural
transformation.

L

2 smart farming technologies;
. digital logistics;

According to data from the Food and Agriculture

Organization of the United Nations and the World s electronic commerce; :
Bank, the global agrifood market is demonstrating 2 blockchain-based solutions for product traceability.
steady growth, while the most dynamic development According to the OECD, companies that integrate
is observed in high value-added segments, digital tools into their supply chains reduce transaction
including food processing, organic products, costs by an average of 12—18 percent and significantly
functional foods, and branded food products. decrease logistical risks.
| '.D.Ll e CONCEPTUAL FOUNDATIONS I'ﬂ.Ll IMNP DIGITAL MARKETING IN AGRIBUSINESS
dAHY OF DIGITAL MARKETING 2dAHY
Traditional marketing was oriented toward mass In the agricultural sector, digital marketing
audiences and one-way communication. operates in several formats:
Digital marketing, by contrast, is based on: . B2B - exports, trading, long-term contracts;
. Big Data; . B2C - local brands and farm products;
. personalization; . B2G - public procurement and food security.
. customer experience; Thus, digital marketing represents a universal
. continuous analysis of consumer behaviour. instrument, adaptable to diverse mark\etv“
. environments. § .\ (~
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Y 3aBepluanbHi YacTuHI 3axoay Bigbynaca >KBaBa QUCKycia, Nig 4Yac AKoi MaricTpwu
nocTaBUAM 3aNMTaHHA LWOA0 NEPCNEKTUB PO3BUTKY e/IEKTPOHHOI KOMepPLil B arpoceKkTopi
IHooHesil, BnpoBagkeHHA CRM-cucteM y Manux i cepegHix nignpueMcTBax, a Takox
MOXX/IMBOCTEN peani3auii  CniNbHUX HayKOBMUX TMPOEKTIB MiXX YKpaiHCbKMMU Ta
iHOOHE3INCbKMMM AoCAIAHNKAMN.

MpoBeneHHA roCcTbOBOI fieKLUil CTano BaXX/IMBUM KPOKOM Y 3MILHEHHI MiDKHapOAHUX
akageMiyHunx 3B’A3KiB, Nonynapu3auii yKpaiHCbKOI €KOHOMIYHOI Hayku B KpaiHax
MiBaeHHO-CxigHoi A3ii Ta po3wunpeHHi cnienpaui Mi>k HaykoBo-gocnigHUM LEHTPOM
iHOycTpianbHMX npobnem po3sntky HAH Ykpainn Ta YHiBepcutety Myxammagia ManaHr.

MopibHi iHiuiaTMBM dopMytoTb nMnatPopMy ANA CRNIIbHUX AO0CAIOXKEHb, akKageMivyHUX
ob6MiHiB, NiArotoBkM nybnikauin i po3BUTKY MiXKKYNbTYPHOro HaykoOBOro Aianory, Lo
BiAMOBiga€e cyv4acHMM BUKMKaM rnobanbHoi umppoBoi TpaHchopmalii arpobizHecy.
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