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Scientific principles of accounting and reporting  
of marketing activities of agricultural enterprises 

Abstract. The purpose of the article is to study the achievements in accounting and reporting of 
marketing activities of agricultural enterprises to form a scientific basis. Achieving the stated goal required 
the use of the following methodological apparatus: the method of concretization, the method of abstraction, 
the method of historical and logical research, the method of generalization, methods of analysis and 
synthesis. It has been established that in the conditions of the functioning of the market environment, 
agricultural enterprises must take into account the marketing aspects of product sales. Agricultural 
enterprises conduct marketing and sales activities, which must be supported by primary documentation, 
accounting registers and be reflected in a consolidated form in the annual financial statements. In the 
domestic scientific literature, there is a plurality of views on the issue of improving account 93 “Sales 
expenses”. It has been found that all the author's approaches can be divided as follows: 1)to supplement and 
expand analytical accounts (Sales expenses) without changing the name of the account; 2) to change the 
name and supplement and expand analytical accounts within the framework of marketing and sales activities 
(marketing costs and sales costs); 3) to change the name and supplement and expand analytical accounts 
within the framework of marketing, advertising and sales activities (marketing costs, advertising costs and 
sales costs); and 4) to radically change the name of the account and introduce new analytical accounts 
(marketing costs and commercial activity costs). Based on the analysis of scientific approaches to 
accounting and reporting of marketing activities of an agricultural enterprise, a corresponding flowchart is 
proposed. The proposed author's approach provides an organic union of three subsystems of the work of an 
agricultural enterprise: marketing subsystem, accounting subsystem and reporting subsystem. In further 
research, attention will be paid to the formation of accounting and reporting documentation at the level of 
agricultural enterprises. 
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subsystem, reporting subsystem, agricultural enterprises. 
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Introduction. The functioning of agricultural enterprises involves, in addition to the 
production of products, also their sale. In a market economy, the management of agricultural 
enterprises must use the existing potential as effectively as possible. One of the key aspects of such 
a policy should be a balanced and targeted marketing policy of the enterprise. The marketing 
activities of an agricultural enterprise should become an element of effective management decisions 
that will ensure the timely delivery of products to a predetermined place under the conditions 
prescribed in the contract (Nitsenko, 2016; Nitsenko & Tsukanov, 2014; 2016). Operations related 
to marketing need to be reflected in the accounting, statistical accounting and financial reporting of 
the enterprise. That is why the scientific basis for accounting and reporting of the marketing 
activities of agricultural enterprises requires further development and research. 

Literature Review. For a long time, domestic scientists have been working to improve the 
accounting and reporting of marketing activities of enterprises, in particular agricultural ones. Thus, 
V.V. Derechyn et al. (2007), H. Bykova (2013) and V.S. Nitsenko and M.M. Hohol (2018) are 
engaged in research into the reflection of marketing research in accounting and financial reporting. 
Continuing this issue, the authors O. O. Lavrova-Manzenko et al. (2023), in addition to accounting 
for marketing research costs, also added sales costs. Scientists noted the need to distinguish these 
categories in order to eliminate errors in accounting and financial reporting. 

H. R. Verzilova (2020) draws attention to the accounting of marketing costs in the process of 
making managerial decisions. The author emphasizes the need to improve existing provisions on the 
methodology for accounting for marketing costs and the formation of practical recommendations on 
this issue. 

O. Sherstiuk and N. Zhuk (2024) note the need to include a group of indicators for marketing 
activities for management purposes. In the opinion of the authors, this will ensure a complete, 
accurate and timely reflection of all marketing activities and increase the degree of efficiency of the 
functioning of an agricultural enterprise in particular. 

V. V. Kozhukhar (2023) and I. Sadovska, K. Nahirska and O. Kulai (2024) chose marketing 
communications at enterprises and their accounting for management purposes as the object of 
research. 

Ya. V. Bakharyeva (2013) raised a whole layer of unsolved issues, including marketing 
budgeting in two forms (investment and expense), its planning, and its features from a marketing 
and accounting perspective. 

V. Lytvynenko and O. Kryvoshei (2023) focused on a scientific approach to the stratification 
of marketing activity costs for accounting purposes. In addition, Ya. V. Bakharyeva (2013) 
proposed to improve the existing system of operating expenses with an adjustment for marketing 
expenses. 

V. Ya. Plaksienko and Yu. O. Romanchenko (2019) focused on the issues of accounting and 
analytical support of marketing services. In their opinion, this should ensure a positive economic 
effect and preservation of the financial resources of the agricultural enterprise. 

N.Yu. Iershova (2022), supplementing the research of V. Ya. Plaksienko and Yu. O. 
Romanchenko (2019), adds her own vision of the role and place of accounting and analytical 
support in the structure of marketing management of the enterprise. The author also formed and 
revealed the functions of accounting and analytical support for marketing management of the 
enterprise. 

O. V Palchuk., V. M. Savchenko and N. M. Toshyna (2008) revealed the features of 
accounting processes of marketing work, focusing on accounting policy and the latest achievements 
in marketing technologies with simultaneous reflection in accounting. 

A lot of work has been done by domestic scientists to accumulate, improve and update the 
scientific foundations of accounting and reporting of marketing activities of agricultural enterprises. 
Over time, the study of this issue requires additional more modern disclosure. 

Purpose, objectives and methods of the study. The purpose of the study is to process the 
achievements of accounting and reporting of marketing activities of agricultural enterprises to form 
a scientific basis. 
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Achieving the stated goal required the use of the following methodological apparatus: the 
method of concretization - to study the connection between the elements of accounting and 
reporting of marketing activities in space and time; the method of abstraction - to study scientific 
approaches in order to form a general concept of accounting and reporting of marketing activities; 
the method of historical and logical research - to study the evolution of the subject of research in 
order to conduct analysis and form conclusions; the method of generalization - to establish the 
general properties of the subject of research, based on its separate characteristics; the method of 
analysis and synthesis - to study opposite directions of scientific research, based on the 
decomposition or combination of individual details of accounting and reporting of marketing 
activities. 

Research results. In the Ukrainian scientific community, the issues of accounting and 
reporting of marketing activities of agricultural enterprises have become widespread. 

An indispensable condition is the study of the categorical apparatus, which lays the 
foundation for subsequent research (Nitsenko et al., 2013). In the context of constant improvement 
of existing regulatory issues of the subject of research, approaches to the concepts of marketing 
research, marketing communications, marketing costs, analysis of marketing costs, etc. are also 
undergoing changes. The specified scientific categories are used by scientists to reflect the changes 
that, in their opinion, should occur in accounting records, more precisely in the name, composition 
and content of account 93 "Sales costs" (Table 1). 

 
Table 1. Directions for improving account 93 "Sales costs" 

Author's approach Suggestions for improving the 
account Suggestions for improving sub-accounts 

Palchuk O. V., Nechai N. M. 
(2004) 

93 "Marketing and sales 
expenses" 

931 "Marketing expenses", 932 "Sales 
expenses" 

Hudzenko N. M. (2006) 93 "Marketing expenses" 931 "Sales expenses", 932 "Commercial 
expenses", 933 "Other marketing expenses" 

Pushkar M.S. (2006) 93 "Marketing and commercial 
expenses" 

931 "Commercial expenses", 932 "Marketing 
expenses" 

Banasko T.N. (2015) 93 "Sales and marketing 
expenses" 

931 "Sales expenses", 932 "Marketing 
expenses" 

Nazarova K., Mysiyuk V. 
(2017) 

93 "Sales expenses" 931 "Costs related to the work of the sales 
department", 932 "Costs related to the work of 
the marketing department" 

Mulyk T.O., Mulyk Ya.I. 
(2018) 

93 "Marketing and sales 
expenses" 

931 "Marketing expenses"; 932 "Sales 
expenses" 

Pravdiuk N.L. (2019) 

93 "Marketing activity expenses" 931 "Costs for the implementation of product 
policy"; 932 "Costs for the implementation of 
sales policy"; 933 "Costs for the 
implementation of pricing policy"; 934 "Costs 
for the implementation of market policy"; 935 
"Costs for implementing communication 
policy" 

Zasadnyi B., Bashkin I. (2019) 93 "Sales, advertising and 
marketing expenses" 

931 "Sales costs", 932 "Advertising costs", 933 
"Marketing costs" 

Verzilova H.R. (2020) 93 "Marketing and sales 
expenses" 

931 "Sales costs", 932 "Marketing costs" 

Source: constructed using the above data 
 
For example, N. L. Pravdiuk (2019) recommends making changes to account 93 regarding the 

orientation towards strategic development, adding the following analytical accounts to the relevant 
subaccounts: product strategy, pricing strategy, sales strategy, market strategy and communication 
strategy. 

M.S. Pushkar (2006) sees an improvement in the composition of account 93 by adding sub 
account 932 “Marketing expenses” with the following detailing of analytical accounts. Analytical 
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accounts are related to the formation of a fund and payment of salaries to marketing employees, 
accruals for salaries, expenses for servicing the marketing department, expenses for renting and/or 
maintaining and repairing own premises and inventory, advertising expenses, expenses for market 
research, expenses for attracting third-party enterprises or organizations, servicing expenses for 
conducting research, other types of expenses. 

K. Nazarova and V. Mysiyuk (2017) propose to enrich the existing account 93 with sub 
account 932 “Expenses related to the work of the marketing department”. This subaccount, 
according to their vision, will include two blocks of analytical accounts: expenses that ensure the 
work of the marketing department (7 accounts) and expenses related directly to the marketing 
department (9 accounts). The first block includes: expenses for salaries and commissions for 
marketing employees; accruals for salaries, travel expenses, depreciation for the maintenance of 
fixed assets, inventory expenses, expenses of accountable persons, telephone expenses. The second 
block, in turn, includes: expenses for marketing research, expenses for visual presentation of 
products (exhibitions, fairs, display racks, etc.); expenses for advertising brochures, advertising in 
the media, video and audio advertising, outdoor advertising, and other advertising expenses. 

T. M. Banasko (2015) allocates in account 93 sub account 932 "Marketing expenses", which 
includes expenses for: brand, trademark, public relations, advertising and other marketing expenses. 

H. R. Verzilova (2020) concluded that it is necessary to allocate subaccount 932 “Marketing 
expenses” in account 93. The specified subaccount should include the following analytical accounts 
of expenses for: wages, inventories, regular and premium advertising products, merchandising, 
outdoor advertising, advertising in the media, voice technologies, ensuring the work of marketing 
employees, and other activities. 

B. A. Zasadnyi and I. E. Bashkin (2019) propose to keep records of marketing expenses in 
account 93, taking into account two subaccounts: 932 “Advertising expenses” and 933 “Marketing 
expenses”, without their detailing and characteristics. 

O. V. Palchuk and N. M. Nechai (2004) have a different vision and allocate subaccount 931 
“Marketing expenses” with their further detailing into analytical accounts. 

N. M. Hudzenko (2006) sees the need to introduce subaccount 933 “Other marketing 
expenses”, which should include expenses not included in sales expenses and commercial expenses. 

The above indicates the importance of improving the existing system of accounting and 
reporting of marketing activities of agricultural enterprises. At the same time, scientists do not have 
a unipolar vision regarding the necessary implementation of such changes. Therefore, we 
recommend the following scheme of the process of accounting and reporting of marketing activities 
of agricultural enterprises (Fig. 1). 

 
 
 
 
 
 
 
 
 
 
 
 
Fig. 1. Flowchart of accounting and reporting of marketing activities of agricultural enterprises 
Source: author's research. 

 

Agricultural enterprise 

Marketing subsystem Accounting subsystem Reporting subsystem 

Marketing activities 

Marketing expenses 
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Evaluating the effectiveness 
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The marketing subsystem is within the competence of the marketing department of an 
agricultural enterprise. The department's employees plan, organize and implement various 
marketing activities. Marketing activities should be understood as a set of various activities 
(physically or via the Internet) aimed at forming a positive image of an agricultural enterprise 
among society and customers and promoting products, works, and services to the end consumer. 

In the process of conducting marketing activities, an agricultural enterprise incurs relevant 
costs (Nitsenko, 2012). Costs are regulated by P(S)BO 16 "Expenses" (1999), where the regulator 
allocates only sales costs, and therefore the latter include marketing costs. The scientific community 
notes the need to make appropriate changes to the chart of accounts for accounting for marketing 
costs, and therefore to P(S)BO 16 "Expenses". According to Ya.V. Bakharyeva (2013), marketing 
costs include several approaches: 1) they are non-returnable costs and 2) in the form of investments. 
The first approach includes the costs incurred for the implementation of marketing activities and is 
divided into organizational costs, strategic marketing costs and marketing tactical costs. In this area, 
V.A. Deriy (2015) proposes to keep advertising costs as part of account 93 on analytical account 
933 “Expenses for pre-sales preparation of goods, advertising and market research (marketing)”. 
For this purpose, he recommends opening the following subaccounts 9331 “Productive advertising 
costs” and 9332 “Unproductive advertising costs”. In his opinion, this approach will increase the 
efficiency of management decisions regarding the costs incurred, including advertising costs. 

The result is the reflection of marketing costs in primary documentation and accounting 
registers on accounting records, the formation and completion of reporting on the marketing 
activities of an agricultural enterprise. 

The final stage of the work is to establish the effectiveness of the costs incurred for marketing 
activities. The result is obtained by comparing the total costs of marketing activities and the 
increase in income from implemented marketing activities. A positive balance indicates 
effectiveness, a negative balance indicates ineffectiveness of marketing work. 

Discussion. Despite scientific proposals in this area, the issue of accounting and reporting of 
marketing activities has not been reflected in the relevant regulatory documents, in particular in 
P(S)BO 16 “Expenses” (1999). In this context, H.R. Verzilova (2020) indicates the need to make 
appropriate changes to the Report on Financial Results and Notes thereto. We agree with the 
author’s opinion, since without making changes to P(S)BO 16 “Expenses”, it is impossible to 
change the reporting documents. 

H.O. Protopopenko (2005) considers it necessary to update and improve the existing content 
of the Order on the accounting policy of the enterprise, adding items on marketing costs. 

I. Sherer and O. Belinskaya (2019) noted the special place of accounting in the information 
and analytical support of management for marketing and sales work of the enterprise. 

O. Vysochan and T. Vodyanyy (2024) point to the need to build effective models for 
accounting for marketing costs, which should include individual, common and distinct cost items. 

T. A. Naumova, N. S. Akimova and O. V. Тoporkova (2020) and Ya. Mulyk (2022) see the 
need to develop and supplement the existing accounting record 93, which currently does not reflect 
marketing expenses, and therefore their formation and accumulation are quite difficult to reflect in 
the current situation. 

O.M. Lukan (2017) in his work raises the issue of the lack of organizational support for the 
reflection of marketing costs in accounting and reporting, and notes the need to improve the existing 
legislative and regulatory framework for accounting for marketing costs. 

V.V. Kozhukhar (2023) indicates the need to separate marketing communications costs by 
dividing them into costs for traditional types of marketing communications and costs for innovative 
types of marketing communications. In the scientist’s view, such a classification of costs will 
enhance the objectivity and accuracy of data in management reports. 

O. O. Lavrova-Manzenko et al. (2023) cite the facts of violations detected by fiscal authorities 
due to the inclusion of marketing research costs in the current expenses of the enterprise. Therefore, 
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entrepreneurs try to reflect them as part of general production costs. This approach distorts 
accounting and financial reporting data. 

L. I. Lezhnenko and V. V. Stashenko (2025) revealed the lack of sufficient attention to the 
interactive aspect of marketing. In the conditions of total digitalization, scientists emphasize the 
need to reflect marketing services in social networks. They also analyzed the modern system of 
marketing expenses and identified problems with advertising costs on social networks, which 
complicates their reflection in accounting documents and taxation. 

Conclusions. It was established that in the conditions of the functioning of the market 
environment, agricultural enterprises must take into account the marketing aspects of product sales. 
Agricultural enterprises conduct marketing and sales activities, which must be supported by primary 
documentation, accounting registers and reflected in a consolidated form in the annual financial 
statements. In the domestic scientific literature, there is a plurality of views on the issue of 
improving account 93 “Sales expenses”. It was found that all the author's approaches can be divided 
as follows: 1) to supplement and expand analytical accounts (Sales expenses) without changing the 
name of the account; 2) to change the name and supplement and expand analytical accounts within 
the framework of marketing and sales activities (marketing expenses and sales expenses); 3) to 
change the name and supplement and expand analytical accounts within the framework of 
marketing, advertising and sales activities (marketing expenses, advertising expenses and sales 
expenses); and 4) to radically change the name of the account and introduce new analytical 
accounts (marketing expenses and expenses for commercial activities). Based on the analysis of 
scientific approaches to accounting and reporting of marketing activities of an agricultural 
enterprise, a corresponding flowchart is proposed. The proposed author's approach ensures the 
organic unity of three subsystems of the work of an agricultural enterprise: marketing subsystem, 
accounting subsystem and reporting subsystem. In further research, attention will be paid to the 
formation of accounting and reporting documentation at the level of agricultural enterprises. 
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Наукові засади обліку і звітності маркетингової діяльності аграрних підприємств 

Анотація. Метою статті є опрацювання здобутків з обліку і звітності маркетингової діяльності аграрних 
підприємств для формування наукових основ. Досягнення означеної мети потребувало використання 
наступного методологічного апарату: методу конкретизації, методу абстрагування, методу історичного й 
логічного дослідження, методу узагальнення, методів аналізу та синтезу. Встановлено, що в умовах 
функціонування ринкового середовища, аграрні підприємства повинні враховувати маркетингові аспекти 
реалізації продукції. Аграрні підприємства ведуть маркетингово-збутову діяльність, яка має підкріплюватися 
первинною документацією, регістрами бухгалтерського обліку й у зведеному вигляді відображатися у річній 
фінансовій звітності. У вітчизняній науковій літературі плюралізм поглядів на питання удосконалення рахунку 
93 «Витрати на збут». З’ясовано, що усі авторські підходи можна розподілити наступним чином: 1) не 
змінюючи назви рахунку, доповнити та розширити аналітичні рахунки (Витрати на збут); 2) змінити назву та 
доповнити та розширити аналітичні рахунки в межах маркетингово-збутової діяльності (маркетингові витрати 
та витрати на збут); 3) змінити назву та доповнити та розширити аналітичні рахунки в межах маркетингової, 
рекламної та збутової діяльності (маркетингові витрати, витрати на рекламу та витрати на збут); й 4) 
кардинально змінити назву рахунку та ввести нові аналітичні рахунки (маркетингові витрати та витрати на 
комерційну діяльність). На базі аналізу наукових підходів щодо обліку і звітності маркетингової діяльності 
агарного підприємства, запропоновано відповідну блок-схему. Пропонований авторський підхід забезпечує 
органічне єднання трьох підсистем роботи аграрного підприємства: маркетингової підсистеми, облікової 
підсистеми та підсистеми звітності. У подальших дослідження увага буде присвячена формуванню облікової та 
звітної документації на рівні аграрних підприємств. 

Ключові слова: наукові основи, маркетингова діяльність, витрати на збут, підсистема маркетингу, 
підсистема обліку, підсистема звітності, аграрні підприємства. 
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