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Development of a criteria scale for assessing the effectiveness
of green marketing strategies in agricultural enterprises

Abstract. In the current conditions of increasing environmental awareness of society and stricter requirements for
sustainable development, there was a need to transform the marketing strategies of agricultural enterprises. The aim of
the study was to develop a comprehensive criteria scale for evaluating the effectiveness of green marketing strategies in
the agricultural sector. The methodological basis of the study was formed by methods of system analysis, generalisation
and classification. As a result of the study, an expanded multi-level criteria system was formed, combining economic,
environmental and social parameters into a single integrated assessment model. A detailed list of indicators was proposed,
covering resource efficiency, energy consumption, pollution levels, waste management, impact on soil and water quality,
enterprise participation in social initiatives, interaction with communities and the level of environmental transparency.
Traditional assessment systems, including Return on Investment, Triple Bottom Line and Balanced Scorecard, have been
adapted to the context of sustainable agricultural production, making it possible to integrate quantitative and qualitative
parameters into a common methodological platform. A step-by-step algorithm for the practical application of the criteria
scale has been developed: identification of relevant indicators, their normalisation, determination of weighting coefficients,
construction of an integral index and further interpretation of the results. The proposed scale makes it possible to identify
structural imbalances between economic performance indicators and environmental or social impacts, form predictive
assessments, and determine directions for optimising green marketing strategies. The practical significance lies in the
possibility of using the developed scale to improve management decisions and increase the effectiveness of green marketing
approaches of agricultural enterprises

Keywords: environmental orientation; corporate responsibility; resource conservation; innovative approaches; performance
indicators; environmental management; conservation initiatives

INTRODUCTION
The growing public interest in environmental issues and
the increasing focus on sustainable development princi-

analysis of results and comparison of the effectiveness of
different measures.

ples necessitate a rethinking of approaches to the forma-
tion of marketing strategies for enterprises, particularly
in the field of agricultural production. Green marketing
strategies are seen as a tool for environmentally conscious
business practices that can influence the competitiveness
and image of agricultural enterprises. Currently, there is
no unified approach to evaluating the effectiveness of such
strategies, which limits the possibilities for systematic

The issue of green marketing has been studied in
the works of Ukrainian and foreign scientists, who have
developed various conceptual approaches to the inte-
gration of environmental principles into the activities
of enterprises. In the work of O. Havrylets et al. (2022),
the concept of green marketing is presented as a multi-
faceted tool for market positioning, combining manage-
ment decisions, communication strategies and adaptive
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mechanisms aimed at increasing the competitiveness of
an enterprise in the face of environmental challenges. The
authors conducted an in-depth analysis of how environ-
mental guidelines can reformat marketing approaches
and proved that environmental advantages can become a
significant element of value proposition.

N.M. Kraus et al. (2022) examined the green trans-
formation of business in relation to economic, social and
technological changes. The researchers provide a struc-
tured description of the factors that encourage companies
to implement environmental solutions and emphasise the
relationship between the level of environmental integration
and the strategic sustainability of companies. Particular at-
tention was paid to the mechanisms for implementing green
policies in corporate governance. Thus, in the works of
L. Plakhotnikova & T. Bulakh (2019), an in-depth analysis
of the relationship between environmental marketing and
corporate social responsibility was carried out. The authors
demonstrated that environmental communications influ-
ence not only consumer behaviour but also internal corpo-
rate culture, determining the priority of ethical standards
and environmental values in the activities of an enterprise.

T. Kotsko & O. Kovalchuk (2020) considered envi-
ronmental marketing as the basis for the long-term devel-
opment of an enterprise. In their research, they proposed
models for implementing environmental principles in
strategic planning and outlined tools that enable the sta-
ble functioning of an enterprise in conditions of increasing
environmental restrictions and regulatory requirements.
Research by scientists from other countries, in particular
the works of P.O. Osiako et al. (2022), presented a system-
atic review of approaches to the implementation of green
marketing in global practice. The authors analysed empir-
ical models used in environmentally oriented companies,
compared the results of studies on the effectiveness of green
strategies in various industries, and emphasised the impor-
tance of environmental innovations in increasing the com-
petitiveness of businesses at the global level. In the study by
C.J. Gelderman et al. (2021), green marketing is considered
as a component of environmentally oriented business prac-
tice that directly influences consumer satisfaction and loy-
alty. The authors argue that the systematic implementation
of environmental marketing tools not only improves the
image of the company, but also creates long-term compet-
itive advantages, especially in manufacturing sectors that
are sensitive to environmental challenges, particularly in
the agricultural sector.

Existing studies mainly focus on general aspects of
green marketing, while methods for assessing the effec-
tiveness of implementing such strategies in the agricultur-
al sector have not been sufficiently developed. The lack of
clear criteria limits the possibilities for systematic assess-
ment of the economic, environmental and social results of
green initiatives and complicates comparisons of the effec-
tiveness of measures in different enterprises in the industry.
The approach to formalising the assessment system and its
integration into the management processes of agricultural

enterprises is considered as a direction for further research.
The issues of formalising the system for assessing the effec-
tiveness of green marketing strategies in agricultural enter-
prises remain insufficiently researched, in particular with
regard to the integration of economic, environmental and
social indicators. The lack of a coordinated criteria scale
limits the possibilities for a comprehensive assessment of
the results of implementing such strategies, complicates the
comparison of the effectiveness of measures between enter-
prises and periods, and reduces the accuracy of determin-
ing areas for improvement. As a result, there is a need to de-
velop methodological tools that would ensure a systematic
assessment and allow for objective conclusions to be drawn
about the impact of green strategies on the financial indica-
tors of the enterprise, the environmental safety of produc-
tion, and the social responsibility of the business. In view
of this, the aim of the article was to develop a criteria scale
that will make it possible to assess the effectiveness of green
marketing strategies in agricultural enterprises and ensure
a comprehensive approach to measuring the effectiveness
of environmentally oriented management decisions.

MATERIALS AND METHODS

The research materials and methods focused on develop-
ing a reproducible methodology that provides a sound ba-
sis for developing a criteria-based scale for assessing the
effectiveness of green marketing strategies in agricultural
enterprises. The research was theoretical and methodo-
logical in nature and was based on a systematic approach,
which made it possible to consider green marketing activ-
ities as a set of interrelated elements that form an integral
result. The methodological basis was constructed in such
a way as to ensure a structured definition of criteria, their
interrelationships, and their further integration into a sin-
gle assessment scale.

System analysis was used in the research process to
identify the structural components of green marketing
strategies and determine their impact on the overall envi-
ronmental and competitive performance of the enterprise.
Within the framework of system analysis, the green mar-
keting activities of an agricultural enterprise were consid-
ered as an integral system, which is a set of interrelated
marketing practices aimed at achieving economic, envi-
ronmental and social goals. The elements of this system an-
alysed were the enterprise’s product policy (environmental
characteristics of products, certification, packaging), pro-
duction processes (resource consumption, energy efficien-
cy, use of environmental technologies), marketing commu-
nications (eco-branding, labelling, consumer information),
the reputation component (environmental image, level of
trust in the brand) and the system of supply and interaction
with stakeholders (environmental requirements for suppli-
ers, cooperation with communities and partners). Analysis
of the interrelationships between these elements made it
possible to determine their cumulative impact on the ef-
fectiveness of green marketing strategies and to justify the
selection of criteria for constructing an assessment scale.
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The generalisation method was used to process scien-
tific approaches and practical models presented in Ukrain-
ian and international sources, which allows typical char-
acteristics to be identified and combined into a logically
coherent system of criteria. The classification was used to
group the selected indicators into content blocks corre-
sponding to the environmental, economic and reputational
aspects of agricultural enterprises’ activities. The indicators
were classified according to the following criteria: the con-
tent focus of the impact (economic, environmental or so-
cial and reputational performance), level of effect (internal
processes of the enterprise or external results of interaction
with stakeholders), nature of indicators (quantitative and
qualitative) and time orientation of results (short-term and
long-term effects). This made it possible to group the indi-
cators into corresponding blocks in a structured manner
and to provide a comprehensive reflection of the effective-
ness of green marketing strategies.

The comparative analysis made it possible to compare
approaches to measuring the effectiveness of environ-
mental marketing strategies in different scientific schools
and to adapt them to the conditions of the agricultural
sector. The comparative analysis consisted of comparing
scientific and methodological approaches to assessing the
environmentally oriented activities of enterprises repre-
sented in various research and regulatory schools. In par-
ticular, international environmental management stand-
ards (ISO 14001:2015, 2015), sustainable development and
environmental transformation indicators used within the
European Green Deal (European Commission, 2024), as
well as a system of industry-specific key performance in-
dicators for agricultural enterprises in the EU, the US and
Ukraine. The comparison was made based on the criteria
of indicator structure, level of formalisation of assessment,
possibility of quantitative measurement and adaptability
to the specifics of agricultural production, which made it
possible to select relevant indicators and adapt them to the
conditions of agricultural enterprises.

The logic behind the development of the scale involved
the sequential selection of criteria, analysis of their content,
and determination of integral characteristics for further
transformation into a structured assessment model. Initial-
ly, data was collected from scientific publications, analytical
reports, regulatory documents, and strategic recommenda-
tions highlighting green marketing practices. The selection
of sources was based on the following criteria: relevance
to the topics of green marketing and sustainable develop-
ment; availability of methodological approaches or systems
of indicators for assessing environmental, economic or
social performance; focus on practical application in the
agricultural sector; scientific and institutional authority of
the source. The source base included scientific articles from
peer-reviewed international and Ukrainian publications,
analytical reports from international organisations, and
regulatory and methodological documents in the field of
environmental management. The sample covered scientific
and analytical sources published between 2019 and 2024.

Next, a qualitative assessment of each indicator was
carried out, determining their relevance to the specifics of
agricultural production and the possibility of their appli-
cation in quantitative or qualitative terms. After that, the
criteria were harmonised according to the logic of their
impact and grouped into blocks, which made it possible to
form the initial structure of the scale. The final stage was
the development of an integrated scheme that reflects the
sequence of assessment and ensures the practical repro-
ducibility of the approach. The qualitative assessment of
indicators was carried out using content analysis and ex-
pert coding methods, which involved interpreting the indi-
cators according to their functional purpose and impact on
the effectiveness of green marketing strategies. The indica-
tors were coded according to the following criteria: type of
effect (economic, environmental or social), level of impact
(internal processes of the enterprise or external results of
interaction with stakeholders), form of manifestation (di-
rect or indirect impact) and the possibility of quantitative
measurement. Content analysis made it possible to exclude
duplicate or methodologically incorrect indicators and en-
sure that the selected criteria corresponded to the specifics
of agricultural production.

The criteria were coordinated and grouped according
to the logic of cause-and-effect, reflecting the sequence of
the formation of the effectiveness of green marketing strat-
egies: from resource and technological support, through
production processes and marketing communications, to
the economic, environmental and social-reputational re-
sults of the enterprise’s activities. This approach made it
possible to form substantively homogeneous blocks of cri-
teria and ensure the internal consistency of the scale. The
formation of an integrated assessment scheme involved
combining the selected criteria into a single model, ad-
hering to the principles of consistency, minimisation of
duplication and comparability of indicators. Weighting
coefficients can be determined using an expert method or
by evenly distributing weights between groups of criteria
depending on the assessment objectives. The integrated
scheme provides for the aggregation of normalised indi-
cators into a general performance index, which increases
the analytical value of the scale and ensures the practical
reproducibility of the proposed approach.

RESULTS AND DISCUSSION
Green marketing began to take shape in the late 1980s and
in the 21* century is considered one of the areas of stra-
tegic business management focused on integrating envi-
ronmental aspects into production and commercial activ-
ities. Consumers are increasingly taking into account the
environmental characteristics of products when making
purchasing decisions, which necessitates the inclusion of
environmental factors in marketing strategies. The imple-
mentation of green marketing involves adapting produc-
tion processes, product promotion and communication
policies to the requirements of sustainable development,
ensuring the consistency of economic, environmental and
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social outcomes. Analysis of practical cases allows to iden-
tify the main mechanisms for implementation and the key
components of effective “green” strategies.

The introduction of green strategies allows agricultur-
al enterprises to reduce costs through energy and resource
savings, increase consumer loyalty to the brand, strengthen
the image of a socially responsible business, improve access
to investments and international grants, and ensure com-
pliance with environmental legislation and EU standards.

The principles of environmental marketing form the
conceptual basis for building strategies focused on combin-
ing economic performance and environmental responsibil-
ity of the enterprise. As noted by O.M. Sorokolit (2024), it
is these principles that determine the key guidelines for the
greening of business processes and ensure the consistency
of management decisions with the principles of sustaina-
ble development. In order to systematise their content and
structure, a generalised diagram is presented in Figure 1.

Responsibility
to society

Minimisation
of environmental
impact

Strategic
integration

Basic principles
of green marketing

Innovation
and adaptation

Transparency
of activities

Figure 1. Basic principles of green marketing
Source: developed by the author

Strategic integration emphasises the need to include
environmental priorities in long-term business planning.
Social responsibility focuses on the ethical dimension of
business interactions with stakeholders. Minimising en-
vironmental impact reflects the desire to reduce resource
consumption and negative environmental consequences.
Innovation and adaptation characterise a company’s abil-
ity to implement modern environmental solutions and re-
spond to changes in the external environment. Transpar-
ency ensures consumer confidence through openness of
environmental information and integrity of communica-
tions (Romanenko & Nifatova, 2025). Together, these prin-
ciples form a comprehensive methodological framework
for building effective green marketing strategies. Green
strategies in the agricultural sector may include: the use
of organic technologies (rejection of pesticides and chem-
icals); environmentally friendly packaging (biodegrad-
able, compostable materials); energy-eflicient processes
(use of solar energy, reduction of fuel consumption); open

environmental communication with consumers (labelling,
eco-branding).

An example of the application of green marketing
strategies is organic farming, which uses biological fertil-
isers and natural plant protection methods in the produc-
tion process, avoiding the use of chemicals. The products
are sold through specialised eco-markets or online plat-
forms that provide confirmation of environmental qual-
ity through certification labelling on the packaging. This
practice allows the company to integrate the principles
of sustainable development into its production and com-
mercial activities and ensures interaction with consumers
who are focused on environmentally friendly products and
a healthy lifestyle. The use of organic technologies creates
the conditions for optimising energy costs and reducing
the negative impact of production on the environment. The
systematic use of such strategies also makes it possible to
analyse the effectiveness of measures in terms of economic,
environmental and social indicators.

It is important for managers not only to implement a
green strategy, but also to measure its effectiveness. With-
out appropriate assessment tools, it becomes difficult to
evaluate the feasibility of investments, identify effective/in-
effective areas and make comparisons between periods or
companies. Assessing the effectiveness of green strategies
involves identifying the target audience, communication
channels and developing appropriate indicators for anal-
ysis. Integrating marketing communications into the as-
sessment system allows for the systematisation of collected
data, including information on consumer perceptions of
environmental initiatives, awareness levels and customer
engagement in “green” programmes. The use of such ap-
proaches provides a synthesis of economic, environmen-
tal, and social indicators, which is necessary for a compre-
hensive assessment of the effectiveness of green marketing
strategies. The approach allows identifying priority areas
for strategy improvement and performing a comparative
analysis of results between different companies or periods
(Kaur et al., 2022).

Contemporary scientific and practical literature high-
lights a wide range of approaches to evaluating the effec-
tiveness of marketing strategies. For the most part, they
are financially and economically oriented and focus on
indicators such as profit, profitability, return on invest-
ment, sales volume, etc. However, for green strategies,
it is advisable to use combined models that include not
only financial but also environmental and social results
of strategy implementation. Traditional evaluation meth-
ods include: ROI (Return on Investment) — shows how
much profit is generated for each hryvnia invested in
marketing; ROMI (Return on Marketing Investment) -
allows to evaluate the effectiveness of marketing expens-
es; CPA (Cost Per Acquisition) — the cost of attracting
one customer; CLV (Customer Lifetime Value) — assesses
the long-term value of a customer to the company; Indi-
cators of growth in sales volume, market share, volume
of new contracts, etc. (Shabbir et al., 2020). However, the
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use of these methods alone is insufficient in the case of
green marketing strategies, as they: ignore non-financial
effects such as environmental safety, environmental im-
pact, and emission reduction; do not take into account
social resonance, in particular changes in public opinion,
increased brand trust, and consumer awareness; are fo-
cused on short-term benefits, while green strategies have
predominantly long-term goals.

In response to the limitations of traditional financial-
ly-oriented performance measurement methods, which do
not take into account environmental and social aspects, an
approach to comprehensive assessment is being developed
that integrates financial, environmental and social indica-
tors. This approach involves the simultaneous analysis of
the economic performance of an enterprise, the impact of
its operations on the environment, and the social conse-
quences of its interactions with consumers and stakehold-
ers (Szabo & Webster, 2021). As a result, a more complete
picture of the effectiveness of green marketing strategies is
provided, and it becomes possible to identify priority areas
for the enterprise’s development in the context of sustain-
able development: Balanced Scorecard (BSC) - includes
financial, customer, internal and innovation perspectives;
Triple Bottom Line (TBL) - an approach that assesses effec-
tiveness in three areas: economy, ecology, and society; Sus-
tainable Performance Indicators (SPIs) - a set of indicators
that reflect the sustainability of an enterprise’s activities,
particularly in the agricultural sector.

In the practical activities of agricultural enterprises,
the use of comprehensive models for evaluating the effec-
tiveness of green marketing strategies is still limited. This

situation is due to the lack of methodological recommen-
dations and regulatory mechanisms, insufficient training
of management personnel, and the complexity of collect-
ing and processing environmental statistics at enterpris-
es. Assessing the effectiveness of green strategies requires
a multidimensional approach that integrates economic,
environmental and social indicators, as traditional finan-
cially-oriented criteria do not reflect the specifics of envi-
ronmentally-oriented measures and the enterprise’s inter-
action with the environment. This approach allows for the
formation of a comprehensive system for monitoring and
analysing the results of the implementation of green mar-
keting practices in agricultural enterprises.

As a result of the study, a scientifically based criteria
scale for evaluating the effectiveness of green marketing
strategies in agricultural enterprises was developed. The
proposed scale is based on the integration of economic,
environmental and social-reputational criteria and reflects
the structural components of green marketing activities
and the interrelationships between them. The results of the
study are presented in the form of a structured model that
combines quantitative and qualitative indicators and pro-
vides a comprehensive assessment of the effectiveness of
implementing green marketing strategies in the activities
of agricultural enterprises. To build a system for evaluating
the effectiveness of green marketing strategies, a classifica-
tion of criteria was applied, which was formed on the basis
of a systematic generalisation of common approaches to
evaluating the effectiveness of marketing and environmen-
tal measures, which were made by B.I. Dar et al. (2024).
This classification is presented in Table 1.

Table 1. Criteria scale for assessing the effectiveness of green marketing strategies of agricultural enterprises

Group of criteria Indicators

Growth in sales volume of products in the

Units of measurement  Data sources / collection methods

% or UAH Sales statistics, accounting reports
green segment
. Return on investment in green marketing % Financial reports, internal audit
Economic - . -
Cost reduction through the introduction of .
. . UAH /% Production costs, energy balances
resource-saving technologies
Share of environmentally oriented customers % CRM system, consumer surveys
o . Internal environmental monitoring,
Reduction in harmful emissions t/year &
reports
Reduction in energy, water and chemical . . .
Environmental  Hersy . % or units of resources  Production data, technical records
fertiliser consumption
Waste reuse or recycling rate % Reports on disposal and recycling
Introduction of environmental certification presence / absence Certificates, audit
Level of environmental awareness amon T
& % of respondents Surveys, sociological research
consumers
Level of employee satisfaction with Questionnaires, internal HR
. . o % or scale-based score o
Social environmental working conditions monitoring
ocial

Expansion of partnerships with communities

and environmental organisations

number of partnerships Reports on social projects

Brand reputation assessment

point-based score or
rating

Consumer surveys, marketing
research

Source: developed by the author based on B.I. Dar et al. (2024)

The author’s criteria scale for assessing the effectiveness
of green marketing strategies of agricultural enterprises is

based on a combination of economic, environmental and
social criteria, which provides a comprehensive assessment
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of the implementation of green strategies at the enterprise
level. The classification includes three main areas: econom-
ic, environmental and social. Economic criteria reflect the
financial results of strategy implementation, in particular
the volume of sales of environmentally friendly products,
the profitability of environmentally friendly marketing ac-
tivities, the effectiveness of resource-saving technologies
and the share of consumers with environmental preferenc-
es. Environmental criteria characterise the impact of activi-
ties on the environment, in particular the volume of harm-
ful emissions, energy, water and fertiliser consumption,
the level of waste reuse or recycling, and the availability of
certification documentation on the environmental safety of
production and products. Social criteria reflect the compa-
ny’s interaction with internal and external stakeholders, the
level of consumer awareness of environmental initiatives,
staff participation in green programmes, partnerships with
communities and environmental organisations, and brand
reputation indicators. All criteria for evaluating the effec-
tiveness of green marketing strategies must be quantified,
provide units of measurement, and enable dynamic anal-
ysis, including comparisons of indicators over time and
between different companies in the industry. To this end,
it is advisable to use index or rating systems in which each
criterion is assigned a weighting coeflicient according to its
significance for the purposes of evaluation.

The proposed criteria scale is consistent with inter-
national approaches to environmental management and
sustainable development policies, in particular with the
requirements of ISO 14001:2015 (2015) and the strategic
guidelines of the EU Green Deal (European Commis-
sion, 2024). The environmental criteria of the scale related
to reducing resource consumption, waste management, en-
vironmental certification and monitoring of environmen-
tal impact are consistent with the logic of systematic en-
vironmental management laid down in ISO 14001. At the
same time, the integration of economic, environmental and
social indicators into a single assessment model correlates
with the comprehensive approach to sustainable develop-
ment that underpins the EU Green Deal. The practical use
of the criteria scale requires adherence to a specific algo-
rithm that ensures the consistency and systematic nature
of the assessment process. This approach allows for the
integration of heterogeneous indicators, standardises data

collection and processing, and ensures the comparability of
results both over time and between individual enterprises
implementing green marketing strategies.

The author’s criteria scale for assessing the effective-
ness of green marketing strategies was developed as an
integrated model that combines the economic, environ-
mental and social dimensions of agricultural enterprises’
activities. The purpose of the scale was to provide a com-
prehensive and systematic approach to evaluating the ef-
fectiveness of implemented green strategies: it allows not
only financial results to be taken into account, but also the
environmental impact and social aspects of an enterprise’s
activities to be assessed, forming a single integrated perfor-
mance indicator. The author’s model provides for a mul-
ti-stage evaluation algorithm, which includes the collection
of primary data from enterprises, their normalisation, the
determination of weighting coefficients depending on the
significance of each criterion, and the integration of the re-
sults into a single comprehensive indicator.

The economic criteria of the scale cover the assess-
ment of the profitability of green initiatives, the impact on
reducing resource costs and long-term financial stability.
Environmental criteria allow measuring the level of emis-
sion reduction, the efficiency of natural resource use, and
the company’s compliance with international and national
environmental standards. Social criteria take into account
the impact on local communities, the improvement of en-
vironmental awareness among staff, and the development
of corporate social responsibility. The use of such an inte-
grated system allows for the harmonisation of quantitative
and qualitative indicators, expressed in relative and abso-
lute units of measurement, based on financial, statistical,
sociological, and monitoring data.

To ensure the practical reproducibility of the pro-
posed criteria scale, a step-by-step algorithm for its ap-
plication was developed, which allows systematising the
process of evaluating the effectiveness of green marketing
strategies in agricultural enterprises. The algorithm re-
flects a logical sequence of actions - from the formation
of a list of indicators to the interpretation of an integral
efficiency indicator, which ensures the comparability of
results over time and between different enterprises. The
main stages of the algorithm for applying the criteria scale
are presented in Table 2.

Table 2. Algorithm for applying the criteria scale for evaluating the effectiveness of green marketing strategies

Stages of the algorithm for applying the scale Description of actions

1. Formation of a list of indicators

Defining specific criteria for evaluating the effectiveness of green
marketing strategies.

2. Collection of actual data for each criterion

Collecting the necessary information and statistical data
corresponding to each defined criterion.

3. Data normalisation

Converting the collected indicators to a single scale for
comparison (e.g., from 0 to 1 or from 0 to 100).

4. Application of weighting coeflicients

Assigning a weight to each criterion according to its importance
to the company or the overall assessment objective.

Economics, Entrepreneurship, Management, Vol. 13, No. 1
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Table 2. Continued

Stages of the algorithm for applying the scale Description of actions

5. Calculation of the integral performance indicator

Summing the normalised and weighted values to obtain an
overall strategy effectiveness index.

6. Interpretation of results

Analysing the resulting integral indicator to determine the level

of effectiveness (e.g. high, medium, low)

Source: developed by the author based on B.I. Dar et al. (2024)

The algorithm for evaluating the effectiveness of green
marketing strategies provides a systematic and transparent
procedure for collecting, processing and analysing data.
The use of the algorithm allows standardising the assess-
ment methodology, ensuring the comparability of results
between different periods and companies, and identifying
areas for further improvement of strategies, results, deter-
mining weighting coefficients and calculating an integral
performance indicator. Integrating the assessment process
into the enterprise’s strategic planning system ensures that
the results of green initiatives are used in management de-
cision-making. Regular monitoring of performance indi-
cators creates conditions for systematic control and timely
correction of marketing activities. Assessment data can be
used for internal auditing, environmental reporting and
communications with investors and partners, as well as to
ensure transparency of the enterprise’s environmental re-
sponsibility activities.

BSC has a strategic orientation but does not include
specialised criteria for assessing the environmental aspects
of agricultural production and resource conservation, while
the author’s scale takes into account the impact of techno-
logical decisions on environmental stability, resource con-
sumption levels and the social obligations of enterprises.
This design allows for quantitative assessment of strategy
implementation, comparison of the effectiveness of differ-
ent scenarios, prediction of their impact on the long-term
sustainability of the enterprise, and support for informed
management decisions. The proposed model demonstrates
methodological novelty and practical value, combining
traditional approaches with adapted criteria for evaluating
green marketing strategies in the agricultural sector.

M. Ahmad et al. (2024) investigated the impact of fi-
nancial technologies and natural resource management on
the ecological footprint in EU countries using empirical
macroeconomic indicators. The approach allows for the
assessment of the overall effect of the transition to green
practices, but does not take into account the internal oper-
ational processes of enterprises and social aspects. The pre-
sented scale compensates for these limitations by including
detailed criteria for internal processes, corporate culture,
and interaction with local communities. S.S. Alharbi et
al. (2023) analysed global practices of green financing and
renewable energy implementation using statistical meth-
ods, which allows assessing the impact of investments on
environmental outcomes. However, their approach does
not offer a structured methodological tool for assessing
the overall effectiveness of strategies at the level of an ag-
ricultural enterprise. The authors’ scale integrates these

financial aspects while taking into account environmental
and social criteria, and allows for the calculation of an inte-
grated performance indicator.

S. Bhatnagar & D. Sharma (2022) conducted a bibli-
ometric analysis of the development of green finance and
its drivers, demonstrating historical and scientific trends
in the development of green marketing, but did not offer
a practical model for assessing the effectiveness of a strat-
egy at the enterprise level. In turn, the authors’ scale is a
practical tool for managers, as it allows to evaluate specific
actions of the company and predict the impact on econom-
ic and environmental indicators. C. Utomo et al. (2023)
reviewed green finance methods for “green construction’,
highlighting key tools for evaluating investment projects.
Their methodology is well suited for project analysis, but
is not adapted to the agricultural sector and does not cover
the social interactions of the enterprise. The author’s scale
takes these aspects into account, providing the opportunity
to assess social responsibility, the effectiveness of interac-
tion with staff and the local community.

A. Tariq & A. Hassan (2023) examined the role of
green finance, environmental regulations, and economic
development in the transition to a sustainable economy,
focusing on government mechanisms and macroeconomic
effects. However, their approach does not provide tools for
directly assessing the effectiveness of specific strategies in
enterprises. The authors’ scale allows these macroeconomic
indicators to be combined with micro-level criteria of oper-
ational and social effectiveness. A. Mamun et al. (2022) as-
sessed the impact of green finance on the decarbonisation
of the global economy, while M. Hua et al. (2024) assessed
its impact on the transformation of the real economy. Both
approaches are macro-level and use sector-level statistics,
which limits the ability to compare enterprises within the
agricultural sector. The author’s scale is unique in that it
combines quantitative and qualitative indicators at the level
of individual enterprises, which allows for a more detailed
assessment of strategy effectiveness.

L.L.B. Lazaro et al. (2023) analysed the definitions of
green finance in Brazil’s biofuel policy, which allows for the
clarification of the conceptual framework and the stand-
ardisation of criteria for practical application. However,
their approaches do not directly form a tool for assessing
the effectiveness of enterprises. The author’s scale is based
on clear criteria that integrate economic, environmental
and social aspects, includes the determination of weight-
ing coefficients and the calculation of an integral indicator,
which provides a reliable tool for comparing companies
and making management decisions. A comparison with
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these approaches shows that the author’s scale is distin-
guished by its comprehensiveness, methodological novel-
ty and practical value. It allows assessing the effectiveness
of green marketing strategies at the enterprise level, takes
into account internal processes, social responsibility and
economic results, which makes it a universal tool for in-
creasing the competitiveness and reputational capital of
agricultural companies.

CONCLUSIONS
The article proposes an author’s criteria scale for assess-
ing the effectiveness of green marketing strategies of ag-
ricultural enterprises. The scale integrates three groups
of criteria: economic, environmental and social. Specific
indicators, units of measurement and data sources are de-
fined for each group. An algorithm for the practical ap-
plication of the scale has been developed, which includes
the stages of data collection, normalisation, determina-
tion of weighting coefficients and calculation of the in-
tegral efliciency indicator. The proposed approach allows
for a comprehensive assessment of the implementation of
green strategies and comparison of results between differ-
ent enterprises and periods. A theoretical analysis of the
formation of a criteria scale for evaluating the effective-
ness of green marketing strategies in agricultural enter-
prises has been carried out. The developed scale based on
a systematic approach includes three interrelated groups
of criteria: economic, environmental, and social. Eco-
nomic criteria reflect the impact of strategies on financial
results and profitability, environmental criteria reflect the
impact on the environment and resource consumption,
and social criteria reflect the impact on interaction with

customers, employees and communities. This structure
provides a comprehensive assessment of the effective-
ness of “green” strategies and allows for the integration
of various aspects of an enterprise’s activities into a sin-
gle analytical system. The algorithm for applying the scale
involves the following sequential steps: defining evalua-
tion criteria, collecting and normalising data, assigning
weighting coefficients, calculating the integral indicator
and its analytical interpretation.

Systematising the assessment process ensures the com-
parability of results over time and between different com-
panies, and also allows the assessment of the effectiveness
of green initiatives to be included in strategic planning and
internal management processes. The integration of eco-
nomic, environmental and social criteria into a single scale
allows for the analysis of the interrelationships between
financial results, environmental impact and social activity
of the enterprise, which contributes to a comprehensive as-
sessment of the effectiveness of green marketing strategies.
Prospects for further research include testing the proposed
scale in real agricultural enterprises, improving it to take
into account the specifics of different sub-sectors, and de-
veloping software to automate the assessment process.
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AcmiipaHT

CyMcbkuil HallioHa/IbHUII arpapHUil YHiBepcUTeT
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Po3po6Ka KpuTepianbHOI WWKain ouiHIOBaHHSA e PeKTUBHOCTI
3eN1eHUX MapKEeTUHIOBUX CTpaTerii Ha arpapHUX NiaNpPMUEMCTBaX

AHoTauiqa. Y Cy4YaCHMX yMOBaX IIiIBUIIEHHS €KOJIOTiYHOI CBiJOMOCTI CYCIIi/IbCTBA TA ITOCU/IEHHSA BMMOTL [0 CTajI0ro
PO3BUTKY BUHUKAE IOTpeba TpaHcopMalii MapkeTMHIOBUX CTpaTerill arpapHUX HifIIpueMCTB. MeToI0 HOCTipKeHHA
Oyr1a po3po6Ka KOMIUIEKCHOI KpMTepiaIbHOI IKa/IY /1 OL[iHIOBaHHA e(heKTUBHOCTI 3e/IeHNX MapKe THHIOBUX CTpaTeriit
arpapHOro CeKTOopy. MeTOo/o/IoriuHy OCHOBY MOCTiIPKEHHA CTAaHOBWIM METOAM CHUCTEMHOTO aHaji3y, y3aralbHEHHH
Ta Kiacudikanii. Y pesynabrari focmipkeHHs cHOPMOBAHO PO3IIVMPeHY OaraTopiBHEBY KpHUTepialbHy CUCTEMY, IO
MIOENHYE eKOHOMIYHI, €KOJIOTiYH] Ta COIlia/IbHi TapaMeTpu B €IMHY iHTETPOBAaHy MOJie/b OLIiHIOBAHH. 3alIPOIIOHOBAHO
HeTaNni3oBaHMII NepesliK iHAMKATOPIB, AKMIT OXOIUIIOE ePEeKTUBHICTD BUMKOPUCTAHHA PecypciB, eHeprocIo>KMBaHHA,
piBeHDb 3a0py[HEHH:, YIpaBIiHHA BifixomaMy, BIUIMB Ha AKiCTb IPYHTIiB i BOGHMX pecypciB, y4acTb IifIpueMCTBa
y colianpHUX iHiliaTMBaX, B3a€MOJiI0 3 TpOMajjaMM Ta PiBeHb €KOIOTi4HOI mposopocTi. IIpoBeseno amanrariro
TPafMIillHUX CUCTEM OILHIOBaHH:, BKIOYHO 3 Return on Investment, Triple Bottom Line ta Balanced Scorecard,
IO KOHTEKCTY CTaJIor0 arpapHoOro BMPOOHMIITBA, IO [aj0 3MOTy iHTerpyBaTM KilbKicHi Ta fAKicHI mapamerpu y
CIIBHY MeTORWYHY IUTaTGopMy. Po3po6reHO moeTamHMil aJrOpUTM NPaKTUYHOTO 3aCTOCYBAaHHA KpUTepianbHOI
mWKam: igeHTU(iKalis peleBaHTHUX ITOKAasHMKIB, IX HOpMai3allid, BU3HauYeHHA BaroBux KoeginieHTiB, moOynosa
iHTerpaZbHOTO iHAEKCY Ta IOAasblla iHTepIpeTanis pes3ynbTaTiB. 3alIpPONOHOBAHA INKajAa [A€ 3MOTY BUABJIATHU
CTPYKTYpHi gycHamaHcK MK eKOHOMIYHMMY ITOKa3HMKaMIY Jis/IBHOCTI Ta eKOJIOTiYHMMM Y1 COLjia/IbHYMM HaC/TifIKaMI,
¢dbopMyBaTU IPOrHOCTUYHI OLIiHKY Ta BY3HAYATU HAIIPAMM ONTMMIi3alil 3e/IeHMX MapKeTMHTOBUX CTpateriit. [IpakTuyHe
3HAYEeHHA IIOJIATAE Y MOXIIMBOCTI BUKOPUCTAHHA PO3po0IeHOl IIKaMu IJIs YLOCKOHA/IEHH:A YIPaBIiHCbKMUX pillleHb i
MiJBUILIEHHA PE3y/IbTaTUBHOCTI €KOIOTi30BaHNX MAaPKETUHIOBYUX IIiZIXO/iB arpapHMX MiJIIPUEMCTB

Knto4oBi croBa: exkojioriyna opieHTallisd; KOpIopaTiMBHa BilllIOBila/IbHICTh; pecypcHa eKOHOMIS; iHHOBaLiliHi migxony;
IIOKA3HMKY Pe3YyNbTaTUBHOCTI; €KOIOTiYHIMIT MEHEIPKMEHT; IIPUPOJOOXOPOHHI iHil[iaTBK
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