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Abstract. The purpose of the research is the defining the role of spatial 
interaction marketing in agribusiness sustainable development in the 
framework of the general focus on the positively evolved regional 

economy. We relied on a meaningful analysis of literature sources, expert 
opinions representing the value guidelines of the concept of sustainable 
development, changes in marketing theory, social attitudes that 
characterize the success of business relationships and the essence of the 
concept of marketing of spatial interaction. We have examined the points 
of view on ongoing initiatives in terms of the agribusiness projects 
development in a number of Russian regions. The following methods were 
used: analysis of the content of literary sources, expert opinions, analogies, 
meaningful and comparative analysis, synthesis of the data obtained in 

obtaining conclusions.  An important result is the substantiation of the 
approach to the fact that changes that take into account modern targets for 
the positive evolution of the territory and its agribusiness sustainable sector 
are in the pool of solutions for the spatial interaction marketing, practical 
implementation of which will take into account, along with economic, 
social and environmental effects, that will give impetus to the necessary 
transformations for the sake of common interests.   

1 Introduction  

Marketing of spatial interaction in relation to various areas of positive evolution of 

territories is of certain interest in the current business practice, since it combines the target 

guidelines of the social and ethical orientation of business with the establishment of long-

term mutually beneficial partnership relations between business partners and consumers. 

The issues of the benefits of the priority decisions being made are interpreted in its 

ideological content, taking into account social and, accordingly, environmental prerogatives 

[1]. In this regard, it can be considered as a variant of marketing sustainable development in 

relation to the problems of the functioning of the regional economy, which is localized in a 
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certain economic space, consisting of internal and external players interested in a positive 

transformation of the socio-economic system of the region [2].   

It is this marketing concept that is in demand in the current economic reality, since in 

the current situation, when choosing a vector for the evolution of society and the economy, 

the adoption of sustainable value orientations becomes characteristic of all industries and 

spheres of management [3]. Environmental and social orientation, along with a focus on 

innovation, is a priority for transforming the regional economy [4, 5]. Accordingly, the 

agricultural sector, in this sense, is no exception, and also becomes the object of application 

of solutions within the framework of the concept of sustainable development.  

Within the framework of sustainable development targets, economic activity is carried 

out to achieve three equally significant effects, such as economic, environmental and social 
[6-9]. Accordingly, territories conducting agricultural activities, specializing in the 

development of agribusiness, become involved in a process associated not only with 

obtaining the desired profit, but also solving a number of social problems, for example, the 

employment of human resources concentrated in the region, adapted to the working 

conditions in the field of agricultural processing. products, as well as environmental issues 

aimed at minimizing the harmful burden on the environment and reducing the use of non-

renewable resources in favor of renewable ones.  

Since we are talking about market priorities and the need for successful business 

functioning in the field of regional agribusiness, marketing practice should be aimed at 

resolving a number of issues associated with a combination of economic interests of 

business circles and the local community regarding the construction of socio-ecological 

systems [10].  
According to the prevailing point of view, the implementation of the concept of 

sustainable development in the strategy of the positive evolution of the territory (for 

example, the agricultural sector) is possible when environmental well-being is included in 

the built brand of the territory, promoted in the interests of both external consumers (guests) 

and internal audiences who associate their future with this territory [11, 12]. Coordination 

of the interests of investors (external and internal), local authorities, entrepreneurs involved 

in the agricultural sector of the region and the local community in terms of environmental 

priorities, allows in a prolonged perspective to focus also on achieving the planned 

economic effects [13-17].  

The above implies clarification of the essence of the concept of marketing of spatial 

interaction within the framework of understanding the development of marketing theory in 
connection with changes in business conditions, validation of the accepted criteria for the 

success of doing business in the agricultural sector of the region, focused on public interests 

in combination with the interests of business and the local community in the context of 

value attitudes on sustainable development.  

This formulation of the question seems to us reasonable, since the agricultural sector is 

significant in the economy of a number of Russian regions, in part it is typical for the South 

of Russia. For this reason, finding, within the framework of the demanded marketing 

concept, the direction of the territorial development of agribusiness, subordinate to the 

interests of society and business, not only at the moment, but taking into account the 

emphasis on the possibility of prolonged consumption of future generations, is relevant to 

us.  

2 Materials and methods  

In focusing on the study of the role of marketing of spatial interaction in the sustainable 

development of the regional agribusiness, we relied on a meaningful analysis of literature 

sources, expert opinions representing the value guidelines of the concept of sustainable 
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development, changes in marketing theory, social attitudes that characterize the success of 

business relationships and the essence of the concept of marketing of spatial interaction. 

We have examined the points of view on ongoing initiatives in terms of the development of 

agribusiness projects in a number of regions of Russia. The article uses research methods 

such as: analysis of the content of literary sources, expert opinions, analogies, meaningful 

and comparative analysis, synthesis of the data obtained in obtaining conclusions.  

3 Discussion  

In the ongoing efforts for the sustainable development of agricultural production, the 

regional agribusiness, a number of experts, along with positive consequences, highlight 

possible negative ones that may be associated with a decrease in investor interest in the 
region due to an increase in spending on the environmental component. In this case, the 

result may be an increase in social tension due to the outflow of business and the reduction 

of jobs in agriculture, as a result, the deterioration of the environmental situation due to a 

decrease in the level of funding for projects [18].  

In our opinion, the prevention of such negative consequences is possible and lies in the 

plane of marketing decisions, consisting in the formation of a favorable and attractive 

image of the territory for investors [19, 20], their awareness of the support of the regional 

authorities in the range of projects undertaken in the field of the regional agribusiness, 

related, for example, with "green" innovations, which will contribute to the growth of 

confidence in the initiatives carried out in the territory and the desire to participate in 

investments in these promising areas[33,34].  
The importance of the "green" growth of the regional economy associated with the 

regional agribusiness is noted in studies, for example, by M. Dudin, S. Kalendzhan, and 

others, emphasizing the importance of innovations being introduced [21].  

Mirzekhanova Z.G. focuses on the ecological component in the agricultural sphere of 

the regions while finding a promising model of economic development [22], suggesting to 

rely on the existing world experience in this matter [23].  

We emphasize that under the marketing of spatial interaction, we, relying on the opinion 

of other scientists, as they do, mean a complex persistent process, finding resources, 

opportunities, forming an economic space and obtaining values from long-term 

relationships between participants in the process [24].  

Consumers (in this case, stakeholders of the territory) are the main (as it should be in 
the theory and practice of marketing) persons whose multidirectional needs are specified 

and anticipated with a simultaneous focus on the rational use of all types of resources and 

with an emphasis on social development [24,32].  

The marketing component of ensuring territorial development (as applied to the 

agribusiness in the case of our study), in which the quality and effectiveness of interaction 

of subjects in a certain space are analyzed, is also reflected in other scientific works that 

develop the role of practical interpretation of the concept of marketing of spatial interaction 

[25, 26].  

In the noted context, the purpose of the article is to determine the role of marketing of 

spatial interaction in the sustainable development of agribusiness in the framework of the 

general focus on a positively evolved regional economy.  

4 Results  

In a practical sense, the concept of marketing spatial interaction in relation to agribusiness 

of a region implies the possibility of taking into account the interests of internal and 
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external target audiences of a certain territory, such as agro-industrial enterprises, 

regulatory bodies, internal and external investors, residents of the region working in 

agribusiness, residents of the region who consume products that depend on the well-being 

of this area, guests of the region (including the segment of agrotourists) in the undertaken 

positive transformations focused on the current and prolonged effects.  

Let us repeat, the key setting of the concept of sustainable development, consisting of 

three basic effects, should be included in the spectrum of the main value guidelines for the 

sustainable development of the regional agribusiness (Fig. 1). 

 

Fig. 1. The spectrum of the main values of sustainable development of the regional agribusiness [27].   

Within the framework of territorial marketing, in general, as we have already 

mentioned, the target audiences, interested parties who express an interest in the territorial 

territory, are the authorities in the region; business localized in the region, enterprises and 
organizations; the local community (the population connecting their career and personal 

destiny with the region), as well as external investors, third-party businesses, partners of the 

territory and individual consumers of the territorial product, for example, guests of the 

region.  

As part of the involvement of marketing theory - marketing of spatial interaction in 

aligning the model of sustainable development of the regional agribusiness, such long-term 

relationships will be built between internal and external players focused on environmental 

and social effects, in addition to purely economic ones (Fig. 2). 
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Fig. 2. Marketing of spatial interaction within the focus on sustainable development of the regional 
agribusiness. Compiled by the authors.   

It seems important that the business is ready to sacrifice part of the profit in the current 

situation, focusing on social needs, environmental goals and a strategic perspective, in 

which the needs of future target audiences will manifest themselves.  

In such a situation, marketing is not aimed at the desire to intensify consumption at any 

cost, but creates the preconditions for conscious consumption, which gives a chance to live 

and consume new generations in the future in a preserved landscape. This presupposes an 

initial assessment of environmental and social risks in the implementation of investment 

projects in agribusiness of the region, which are focused not on maximizing profits in a 

discrete time interval, but on creating a stable, workable business model, justified in a 

strategic perspective. Such a model, based on the principles of a market economy, 

involving marketing practices in its business "orbit", but providing for conscious self-

restraint, is used in various industries and spheres of activity.  
As part of the development of sustainable development practices, the concept of 

marketing has evolved, changing its purpose from intensifying sales "at any cost" to a 

practical concept of long-term relationships of interacting parties in order to bring positive 

economic, social and environmental effects to all participants in interaction, including the 

local community.  

In this vein, the interaction paradigm (in relation to the construction of a sustainable 

regional agribusiness) can be considered as an updated (compromise) approach to creating 

Spatial interaction marketing aimed at building a sustainable agro-industrial complex 

in the region 

Authorities (regulating, patronizing the 

agro-industrial complex), investors, agro-

industrial complex enterprises, business 

partners of enterprises, employees of the 

population of the territory 

Taking into account the interests of internal and external 

audiences 

External investors, foreign regional 

partners of agricultural enterprises, 

guests of the territory (including 

agrotourists) 

Coordination of interests of participants in mutually beneficial 

interaction to strengthen positive effects for all audiences and 

sustainable development of the regional agro-industrial complex 

Focus on achieving effects: economic, environmental and 

social for existing target audiences and future consumers 

of a territorial product in a prolonged perspective 
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value in agribusiness of the region in the context of changed guidelines for socio-economic 

development (Fig. 3).  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

A – ratio (discrete), personified participants of value creation in the field of region 

agribusiness; B – interaction (long-term), implying common value attitudes and obligations 

of participants in the creation of value in the field of the region agribusiness, where S1, S2 

– subjects of interaction; G1, G2 – the goals; E1, E2 – effects obtained.  

Fig. 3. Visualization of the differentiation of discrete relations and long-term interaction of the 
subjects of value creation in the field of agribusiness of the region in the context of changing value 
attitudes [24].  

When interpreting the presented visualization, let us explain that within the framework 

of discrete relations, the goals of the interacting subjects are multidirectional, focusing on 

achieving private interests without taking into account the interests of the industry as a 

whole and society. In the case of the practical implementation of the marketing of spatial 

interaction in the form of long-term contacts of the parties in agribusiness, the partners 
cooperate with an emphasis on compromise goals that combine economic, social and 

environmental effects that are justified for the current situation and the future of the 

territory.  

For the regions of Russia, such decisions will appear, in our opinion, justified [28]. 

They can find practical implementation, both within the framework of strategic steps for the 

development of territories with a traditional agrarian orientation, and those that are 

currently underdeveloped [29]. For example, in the Far Eastern Federal District, where 18 

territories of advanced socio-economic development (TASED) are developed out of 200 

ongoing projects, about 20% are in agriculture [22,31]. For example, in the Khabarovsk 

Territory, within the framework of the investment strategy, the agro-industrial sector of the 

region is considered among the priority sectors. A similar situation is typical for the Amur 
Region. Russian and foreign (mainly Japanese investors) are involved in the 

implementation of these projects.  

At the same time, experts have certain well-founded fears that in the ongoing project 

initiatives in the agricultural sector in the Far East, the emphasis is on economic indicators, 
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without due regard to environmental and social consequences, marketing improvements and 

solutions within the framework of desirable “green” innovations [22, thirty].  

In the southern regions of Russia, there are also certain difficulties associated with 

insufficient consideration of environmental and, accordingly, social effects in the 

implementation of business projects, including in the agricultural sector. The expert 

community considers such difficulties, for example, air pollution, insufficient amount of 

clean drinking water and irrational use of water resources for economic purposes, 

unsatisfactory condition of agricultural land, degradation of posts and vegetation, etc. [12]. 

So, in the strategic planning of the ecology of the regions of the South of Russia, which is 

extremely important for agribusiness, such components are determined as: identification of 

problems, setting goals and objectives, however, desirable scenarios, taking into account 
the interests of the parties involved, and mechanisms for achieving the set targets, are far 

from presented. in all territories, which also exaggerates the economic component to the 

detriment of social and environmental effects [35].  

In a prolonged perspective, such a situation will complicate the possibilities of territorial 

development in terms of attracting investors, business partners, concentration of 

infrastructure, population and necessary resources for a full-fledged positive evolution of 

the regional agribusiness. This presupposes the need for a real revision of existing 

guidelines and the activation of the practical implementation of the concept of marketing of 

spatial interaction in building a sustainable sector of the regional agribusiness with a full-

fledged prioritization of environmental and social components, along with economic ones.  

5 Output  

Within the framework of the current paradigm of the functioning of territories, in relation to 

the adoption of sustainable development goals, justified taking into account the evolution of 

marketing theory and practice, is the application of the concept of marketing of spatial 

interaction, focused on long-term transactions between business partners and consumers, 

which allows to regulate the interests of interacting parties with a common desire to obtain 

economic, social and environmental benefits. The adoption of such a model of relationships 

makes it possible to count on the creation of a stable sector of the regional agribusiness, 

which satisfies the interests of current target audiences and is aimed at future consumers in 

the distant future.  

Currently, in the current Russian practice, in relation to regions with a traditional agaric 
orientation and territories newly developed from this perspective, there is an insufficient 

study of social and, in particular, environmental issues, there is a prevalence of the 

economic component in ongoing projects. This situation is a losing one in the medium and 

long term and needs to be corrected. In our opinion, positive changes that take into account 

modern targets for the desired evolution of the territory and its sustainable sector of 

agribusiness lie in the pool of spatial interaction marketing solutions, the practical 

implementation of which will take into account, along with economic, social and 

environmental effects, which will give an impetus to the necessary transformations in for 

the sake of common interests.   
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