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efforts ensure that environmental concerns are integrated into supply 

chain management and product innovation processes, fostering a 

culture of continuous improvement and adaptability in a rapidly 

changing ecological and economic landscape. 

Ecological marketing is grounded in ethical principles and 

compliance with environmental regulations. Enterprises practicing 

ecological marketing often go beyond merely meeting legal 

requirements; they adopt proactive stances on environmental issues. 

Ethical considerations include reducing carbon emissions, conserving 

biodiversity, and respecting community rights in areas where 

businesses operate. Compliance with international standards, such as 

ISO 14001 for environmental management systems, further enhances 

the credibility and effectiveness of ecological marketing efforts. By 

adhering to ethical and regulatory benchmarks, ecological marketing 

fosters trust, not only among consumers but also within broader 

stakeholder ecosystems, solidifying its role as a pillar of sustainable 

development. 
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FEATURES OF THE MARKETING AUDIT OF THE 

INSTITUTIONAL DISTRIBUTION SYSTEM OF ORGANIC 

PRODUCTS 

 

The development of competitive agriculture is of great importance 

for creating jobs and ensuring the income of producers in the 
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agricultural sector of the economy of any country, especially during 

periods of economic downturn and other social and economic 

hardships. Despite the difficult circumstances in which the world 

economy is currently located, the production of high-quality and 

useful agricultural products is constantly provided with a certain 

demand. 

One of the key factors in ensuring the positive development of 

economic processes in the institutional environment related to the 

production and distribution of organic agricultural products and a 

factor that will improve the competitiveness of organic agribusiness is 

ensuring a high-quality marketing audit of the institutional system of 

distribution of organic products at the regional, national and 

international levels. [1]. 

We propose that the concept of marketing audit of the institutional 

distribution system is understood as an audit and objective assessment 

of the state of the business in accordance with its marketing activities 

regarding the distribution of organic products within the existing 

system of institutional restrictions that regulate this area of activity. 

The information obtained within the framework of the audit will help 

to understand how effective the marketing system is and how its work 

affects the company, will allow to identify problem areas and strengths 

of the enterprise's distribution system. A holistic (systemic) approach 

allows to find both negative and positive aspects of existing 

institutional factors. 

The tools of the marketing distribution system are a system of 

institutions that should ensure the competitiveness of the development 

of organic agricultural production through legislative, regulatory and 

by-laws, the functioning of which is based on market principles [2]. 

The ability of the specified mechanism to ensure effective 

competitiveness of institutional development in the state depends on 

the quality of the formation of the mechanism of imperative 

coordination of the organic agricultural production market, primarily 

on the quality of the formation of the institutional environment itself 

and the possibilities of its adaptive development. 

To ensure the effective development of the organic agricultural 

market, in our opinion, it is necessary to develop a system of 

marketing institutions and algorithms for its audit for the distribution 



189 
 

system, which will ensure the stability of the implementation of formal 

and informal requirements and be administered by the relevant 

institutions. Such a system will be the basis for the formation of an 

effective competitive marketing institutional environment. 

The development and implementation of effective marketing 

institutions and their constant monitoring (audit) requires the creation 

of conditions for determining the effectiveness of the activities of a 

business entity, since institutionals are able to both contribute to the 

reduction of negative consequences caused by the functioning of 

market relations. 

It has been determined that the main element of the mechanism for 

the development of the organic agricultural products market is the 

formation of consumer demand, which must take into account all 

possible relationships and relationships of its objects and subjects, 

namely: resource, information, innovation, process approaches and 

will help ensure the maximum possible level of demand for organic 

agricultural products [3]. 

The basis for the effectiveness of the implementation of a certain 

marketing mechanism for the promotion of organic agricultural 

products, in modern business conditions, are the tools of marketing 

audit of motivational, technological, investment, financial, tax, and 

operational capabilities, which are optimally combined within the 

framework of a single economic architecture for the sale of organic 

agricultural products, the mechanism of effective interaction of which 

is at the center of further scientific research. 
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ESG IN COMPANY MARKETING STRATEGY 

 

The European Green Deal and the latest directives approved by the 

European Union increasingly engage businesses in activities aimed at 

sustainable development. 

The Corporate Sustainability Reporting Directive (CSRD) is a 

significant legal act whose main objective is to further specify and 

ensure transparency in ESG reporting requirements. The European 

Sustainability Reporting Standards (ESRS) introduce reporting 

standards that define the disclosures required under the CSRD 

directive.  

These directives aim to increase transparency, accountability, and 

concern for companies' environmental and social impacts. 

Reporting will involve more and more enterprises each year in line 

with the planned conditions of the CSRD. This will directly affect a 

considerable number of firms and indirectly touch almost every 

company operating within the European Union in one way or another. 

All this contributes to controversial debates about the necessity of 

such involvement, the ability to properly integrate one’s business into 

the topic of sustainable development, and the implementation of 

various measures. However, even when a company manages to align 

its business model with ESG aspects, another question arises: how to 

effectively communicate these activities to clients and partners to 

maximise their impact. 

The topic of ESG and sustainable development has recently 

attracted increasing interest. According to the latest Ekobarometr 

research in Poland, 68% of consumers appreciate companies that 

engage in environmental protection. At the same time, 48% of Poles 

believe that advertisements abuse "green" slogans. This demonstrates 
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