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Abstract. Introduction. The escalation of global food security challenges caused by climate change, resource constraints,
and shifting consumer expectations requires a rethinking of traditional approaches to marketing communications in the
agricultural sector. Under these conditions, marketing increasingly performs not only a promotional function but also serves as an
instrument for building societal trust in the food system as a whole. However, consumers with a degree of distrust perceive a
considerable share of sustainability-focused marketing narratives used by food producers. This underscores the need for a
theoretical understanding of cognitive fit as a mechanism capable of explaining and predicting the effectiveness of marketing
communications.

Purpose. The purpose of the article is to reveal the theoretical essence of cognitive fit as a conceptual basis for designing
marketing communications in the agricultural sector and to substantiate its innovative potential for addressing the challenges of
food security and sustainable development.

Results. The essence of cognitive fit theory has been disclosed as a state of consistency between the values declared by a
producer, the objective characteristics of a product, and value orientations of the target consumer audience; violation of this
consistency generates cognitive dissonance, manifested in declining brand trust and growing skepticism toward sustainability
claims. A conceptual model for designing marketing communications on the basis of cognitive fit has been proposed, comprising
four blocks: diagnostic (analysis of the target audience's cognitive schemas), narrative alignment (matching the message to actual
product characteristics), communication (selecting channels and formats suited to audience cognition), and fit monitoring
(assessing consumer trust and loyalty as indicators of achieved cognitive fit).

Conclusions. Cognitive fit theory constitutes a productive methodological basis for analyzing and designing marketing
communications in the agricultural sector. Its application makes it possible to explain the mechanisms underlying consumer trust
in sustainability narratives, to identify sources of cognitive dissonance, and to develop practical recommendations for improving
the effectiveness of marketing activities of agricultural enterprises. Further research should focus on developing empirical tools
for assessing the level of cognitive fit in marketing communications and its impact on food security indicators at the regional and
national levels.

Keywords: cognitive fit, marketing communications, food security, sustainable development, consumer perception,
sustainability narratives.
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BypkoBcbka A. 1., moktop o¢inocodii (ekoHoMika), AoIeHT KadeApu MeHeIKMeHTy, Oi3Hecy Ta
aaMiHicTpyBaHHS, MUKoJ/IaiBCbKUM HalliOHAJIbHUM arpapHuil yHiBepcuTeT, MuKoJ1aiB, Ykpaina

Teopis KOrHiTUBHOI BiAMOBiJHOCTi y MapKeTUHIrOBUX KOMYHiKaLisiX: iHHOBaLiHHUNA BUMip
NPOAO0BOJILY0I 6e3NMEeKH TA CTAJI0r0 PpO3BUTKY

AHomayis. Y cmammi docaidxiceHo meopemuko-memodos02ivHUll nomeHyiasa meopii koecHimugHoi gidnosidHocmi K
iHcmpyMeHmy aHaai3y ma NpoEKMy8aHHs MAPKEMUH208UX KOMYHIKayill y chepi npodosoibyoi 6eaneku ma cmaso2o po3eumky.
06rpyHmosaHo, wo eheKmusHicmb Cy4acHUX MAPKEMUH208UX HAPAMUBI8, CNPSIMOBAHUX HA NPOCY8AHHS NpodyKYii azpapHozo
cekmopy, 3HAQYHOW0 Mipoio 3ajexcumb 8i0 cmyneHsi y3200dceHocmi (8idnosidHocmi) midc Oekaapo8aHUMu BUPOGHUKOM
YyiHHOCMAMU cma/aocmi, OYIKY8AHHSIMU CNOXMcueayd ma peaabHumu ampubymamu npodykmy. Poskpumo cymuicmb
KO2Himug8Ho20 JUCOHAHCY ma KozHimueHoi 8idnogidHocmi ik napHux kamezopitl, WO SU3HAYAOMb Xapakmep CnpuliHamms
cnoxcusavem MapkemuHzo80i iHpopmayil. [IpoaHanizo8aHo mexaHi3Mu 6naU8Y CeMAHMUYHUX KOHCMpYKUYilli Hapamueie
cmasnocmi Ha @opmysaHHs dosipu ma s0s8AbHOCMI choxcusa4ie. BusHaueHo npakmuuHi pekomendayii wjodo adanmayii
MapkemuHzosux cmpamezili nhidnpuemcme azponpodogo/b4020 CeKmMopy 3 YpPaxXy8aHHAM NPUHYUNie KozHIMueHoi
gidnosidHocmi.

Kaouoei caoea: kozHimusHa 8idnogidnicms, mapkemuHz08i KOMyHikayii, npodosoibya 6e3neka, cmaauli po3eumok,
cnojcug4e cnpuliHImMmsi, HaQpamMusu cmaJ020 po38UMK)y.
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Formulation of the problem. The increasing exacerbated by climate change, resource scarcity,
complexity of global food security challenges, geopolitical instability and changing consumer
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expectations, is transforming the role of marketing
communications in the agri-food sector. Today, marketing
is no longer limited to promoting products or increasing
sales. It has become an important mechanism for building
consumer trust, communicating sustainability
commitments and building confidence in food systems [1].
In this context, the effectiveness of marketing
communications increasingly depends on whether
consumers perceive corporate messages as credible,
relevant and consistent with their own values and
experiences.

Despite the increasing emphasis on sustainability in
marketing strategies, many communication campaigns fail
to achieve the desired effect. Consumers are exposed to
an increasing number of environmental and social claims,
but they often question their credibility. When
sustainability messages do not align with consumers’ prior
experiences, beliefs, or observed business practices, they
create cognitive dissonance, reducing trust in both the
company and its products [2]. Moreover, the widespread
use of vague or exaggerated sustainability claims,
commonly referred to as greenwashing, makes it difficult
for consumers to distinguish between truly responsible
businesses and those that use sustainability merely as a
promotional tool [3].

These events have significantly reduced the
information value of marketing communications in the
agri-food sector. Instead of helping consumers make
informed choices, communication overload and
conflicting narratives about sustainability often increase
uncertainty and scepticism. As a result, the ability of
marketing to promote food security and sustainable
consumption depends not only on the quality of the
information provided, but also on the extent to which this
information is consistent with consumers’ cognitive
structures, expectations, and value systems [4].

Against this background, the theory of cognitive fit
offers a promising conceptual framework for explaining
how consumers process sustainability-related information
and why certain marketing messages are perceived as
more credible and persuasive than others. Understanding
the mechanisms of cognitive fit can help explain consumer
responses to sustainability communications, improve the
effectiveness of marketing strategies, and support the
development of more transparent and trustworthy
communication practices that contribute to both food
security and sustainable development.

Analysis of recent research and publications. The
increasing complexity of consumer behavior in
sustainable markets has stimulated extensive research
into the cognitive, emotional, and technological factors
that determine the effectiveness of marketing
communications. Recent research shows that consumers
no longer evaluate food products solely on the basis of
price and quality; instead, purchasing decisions are
increasingly influenced by sustainability narratives, trust,
perceived authenticity, and cognitive fit between
marketing messages and personal values.

A significant body of literature focuses on the cognitive
mechanisms underlying consumer decision-making. S.
Baishakhy et al. [1] developed a multidimensional
behavioral model demonstrating that purchase intentions
for geographical indication-certified agri-food products
are formed through the interaction of cognitive,
emotional, and social determinants. Their findings
highlight that consumer decisions are dynamic and cannot
be explained exclusively by traditional economic models.
Complementing this perspective, S. Vig and T. Tewary [9]
showed that eco-consciousness and self-image
congruence significantly enhance consumers' willingness
to purchase environmentally responsible products,
emphasizing the importance of value congruence in
sustainable marketing.

Digital transformation has considerably expanded the
possibilities for studying cognitive responses to marketing
communications. N. Rehman et al. [6] found that artificial
intelligence can strengthen purchase intentions by
creating emotionally resonant nostalgic experiences,
illustrating the growing role of algorithm-driven
personalization in consumer engagement. Similarly, Y.
Kuo et al. [7] demonstrated that the effectiveness of social
media advertising depends on message appeals, humor,
and communication style, while M. Saravanan et al. [12]
confirmed that interactions on social media platforms
significantly influence online purchasing decisions among
younger consumers. These findings collectively indicate
that digital marketing effectiveness increasingly relies on
consumers' cognitive processing of personalized and
interactive content.

From the perspective of organizational marketing
capabilities, M. Bagis et al. [10] argued that managerial
attention and cognitive styles represent important
microfoundations of supply chain agility and sustainable
marketing performance. Their research extends the
concept of cognition beyond individual consumers by
demonstrating that cognitive processes also influence
strategic marketing decisions and organizational
adaptability.

Despite the considerable advancement of research in
sustainable consumer behavior, existing studies remain
fragmented. Most investigations focus on individual
determinants of consumer behavior, including emotions
[6], trust [4, 8], visual attention [5], semantic
characteristics of narratives [2, 3], digital communication
[7, 12], immersive technologies [11], or environmental
values [9]. Although these studies substantially improve
the understanding of specific aspects of consumer
decision-making, they rarely integrate these factors within
a unified theoretical framework capable of explaining how
consumers cognitively evaluate sustainability-related
marketing communications.

Addressing this gap, this study conceptualizes
cognitive fit theory as an integrative framework for
sustainable marketing. It aims to explain how alighment
between sustainability narratives, consumer cognitive
expectations, and communication channels can enhance
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consumer trust, encourage responsible purchasing
behavior, and enhance the contribution of marketing
communications to food security and sustainable
development.

Formulation of research goals. The aim of this article
is to reveal the theoretical essence of the theory of
cognitive fit as a conceptual framework for developing
marketing communications in the agricultural sector and
to substantiate its innovative potential for solving the
problems of food security and sustainable development.
The study aims to explain how cognitive fit between
sustainability narratives, objective product characteristics
and consumer value orientations affects the formation of
trust, consumer perception and the effectiveness of
marketing communications.

To achieve this goal, the study aims to achieve the
following objectives:

- to explore the theoretical foundations of cognitive fit
theory and substantiate its applicability to modern
marketing communications;

- to conceptualize cognitive fit as a mechanism that
aligns sustainability narratives, product characteristics,
and consumers' cognitive structures and value
orientations;

- to develop a conceptual model for designing
marketing communications based on cognitive fit theory,
including audience cognition, narrative alignment,
communication strategies, and compliance monitoring.

Presentation of the main research material. The
increasing integration of sustainability principles into agri-
food markets has fundamentally changed the role of
marketing communications. While traditional marketing
has focused primarily on informing consumers about
product attributes and stimulating demand, modern
marketing communications increasingly serve as a

strategic tool for shaping consumer perceptions, reducing
information asymmetries, and building trust in food
systems. This transformation is particularly important in
the context of food security, where consumers are
expected to make informed purchasing decisions not only
based on price and quality, but also on the environmental,
social, and ethical characteristics of food products.

However, the increase in the volume of information
related to sustainability has not necessarily improved the
effectiveness of communications. On the contrary,
consumers are often confronted with numerous
environmental claims, certification labels and corporate
narratives about sustainability, which vary significantly in
credibility, transparency and information value. The
widespread dissemination of unverified or exaggerated
sustainability claims has contributed to the growth of
skepticism about marketing communications and has
reduced consumer trust in sustainability-oriented brands.
Therefore, the effectiveness of marketing
communications depends not only on the amount of
information provided, but also on the extent to which this
information corresponds to consumers’ cognitive
expectations and prior knowledge (Table 1).

To provide preliminary empirical support for the
proposed conceptual framework, a field survey was
conducted to examine consumers’ perceptions of
sustainability-oriented marketing communications and
the factors influencing their trust in sustainability claims.
The survey was conducted from April 5 to 10, 2026 among
customers of large retail chains "Silpo", "ATB" and
"MIDA", located in Mykolaiv, Ukraine. All consumers were
eligible to participate, regardless of age, gender,
education or other socio-demographic characteristics.
Using the simple random sampling method, 100
respondents were recruited.
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Table 1 Results of a survey of consumers of sustainability-oriented marketing communications

Strongly . Neutral Agree Strongly
Stat t D 9
atemen disagree (%) isagree (%) (%) (%) agree (%)

| frequently notice sustainability-related claims on food
packaging and advertising. 3 6 12 49 30
| trust sustainability claims made by food producers. 11 28 26 27 8
It is difficult to distinguish i tainability clai

is difficu o. istinguish genuine sustainability claims 4 10 18 43 25
from greenwashing.
| pa\./.attelennon to enV|ronn'.1enta| labels and sustainability 5 12 20 42 21
certifications when purchasing food products.
Sustainability messages are more convincing when
supported by objective evidence (certification, traceability, 2 4 10 46 38
QR codes, etc.).
| trust brands wh tainabilit dt

rust brands whose sustainability messages correspond to 3 8 17 m )8
my personal values.
| ist bet keti d tual

nc9n5|s ency. etween marketing .messages and actua 1 5 1 48 35
business practices reduces my trust in a brand.
T t icati i illi t

ransparent communication increases my willingness to ) 6 13 47 32
purchase food products.
Personallzefj digital . corr?mtjlmcatlon_ improves my 5 1 3 40 21
understanding of sustainability information.
I am more likely to purchase products whose sustainability
. Lo . . 2 4 9 45 40
information is clear, credible, and consistent.

Source: developed by the author based on survey conducted among consumers of retail chains Silpo, ATB, and MIDA (Mykolaiv,

Ukraine), April 5-10, 2026.

These developments justify the use of cognitive fit
theory as a conceptual framework for explaining the
effectiveness of communication in sustainable marketing.
It states that information is processed more effectively
when its presentation is consistent with the cognitive
structures that people use in decision-making. In
marketing communications, cognitive fit can be
understood as the degree of congruence between the
sustainability message conveyed by the manufacturer, the
objectively verified characteristics of the product, and the
cognitive schemas, beliefs, and value orientations of
consumers.

The questionnaire was designed to assess consumers’
awareness of marketing communications related to
sustainability, their level of trust in environmental and
social claims, their perception of greenwashing, and the
extent to which marketing messages are consistent with
their values, expectations, and prior experiences. These
dimensions reflect the core components of cognitive fit
theory, which states that communication effectiveness
depends on the consistency between sustainability
narratives, objectively verified product characteristics,
and consumers’ cognitive structures.

The survey results show that sustainability-related
information is highly visible in today’s food market, with
79% of respondents agreeing or strongly agreeing that
they regularly notice sustainability claims in marketing
communications. However, consumer trust remains
relatively low: only 35% expressed confidence in
manufacturers’ sustainability claims, while 39% reported
distrust. This finding confirms that increased

communication intensity does not automatically lead to
greater communication effectiveness.

The vast majority of respondents (68%) indicated that
it is difficult to distinguish genuine sustainability initiatives
from greenwashing, highlighting the growing problem of
information overload and declining trust in sustainability
communications. At the same time, respondents clearly
preferred evidence-based communications: 84% agreed
that sustainability claims are more credible when they are
backed up by objective verification mechanisms, such as
certification, traceability systems or QR codes.

The survey also provides empirical support for the
concept of cognitive fit. Over 72% of respondents said
they trust brands whose sustainability messages align
with their own values, while 83% indicated that
inconsistencies between marketing claims and actual
business practices reduce their trust in a brand.
Additionally, 85% reported a greater willingness to
purchase products when sustainability information is
perceived as clear, reliable, and internally consistent.

Unlike traditional communication models that
concentrate on message transmission, cognitive fit
emphasizes the quality of the relationship between
information and consumer cognition. Marketing
communication becomes effective not because
consumers simply receive information but because they
perceive it as coherent, credible, and consistent with their
existing knowledge and personal values. When such

consistency exists, consumers experience cognitive
confirmation, which increases trust, facilitates
information processing, and positively influences

purchasing intentions. Conversely, inconsistency between
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marketing claims and consumers' observations creates
cognitive dissonance, generating skepticism, reducing
perceived credibility, and weakening brand loyalty. From
this perspective, cognitive fit may be defined as a
multidimensional construct comprising three
interconnected dimensions: informational fit, reflecting
the consistency between sustainability claims and
objective product characteristics; value fit, representing
the alignment between corporate sustainability values

Diagnostic:

Narrative Alignment:

characteristics:

and consumers' personal beliefs and ethical orientations;
communication fit, describing the correspondence
between communication formats, channels, and
consumers' preferred ways of processing information.

Building upon these theoretical premises, a
conceptual model of marketing communications based on
Cognitive Fit Theory is proposed (Figure 1). The model
consists of four sequential and interrelated components,
followed by the component of outcomes.

analyze target audience cognitive schemes:
identify values, beliefs, attitudes toward food and sustainability:
determine information needs and decision-making patterns.

O

ensure consistency between sustainability claims and objective product

avoid greenwashing and cognitive dissonance;
use transparent, authentic and evidence-based storytelling.

..

3. Communication:

- ensure message clarity, relevance and value resonance;

- use formats that facilitate understanding and engagement:

- select channels that match consumer information processing preferences.
4. Fit Monitoring:

OUTCOMES:

responsible purchase behavior:

support for sustainable food systems:
contribution into food security and sustainable development.

Measure perceived credibility and trust in sustainability communications:
Track behavioral responses: purchase intention, loyalty, engagement;
Identify sources of cognitive dissonance.

&

stronger consumer trust and credibility;

Figure 1 — Conceptual Model of Marketing Communications Based on Cognitive Fit Theory

Source: developed by the author.

The diagnostic component focuses on identifying
consumers' cognitive schemas, sustainability values,
information needs, and behavioral expectations. This
stage requires the application of consumer research
methods, behavioral analytics, semantic analysis, and
digital monitoring to understand how different consumer
segments interpret sustainability-related information.

The narrative alignment component ensures
consistency between sustainability messages and
objectively verifiable product characteristics. Marketing
narratives should accurately reflect production
technologies, environmental performance, product
traceability, certification systems, and social responsibility
practices. At this stage, communication shifts from
persuasive rhetoric toward evidence-based sustainability
storytelling.

The communication component concerns the
selection of communication channels and message

formats that correspond to consumers' cognitive
preferences. Digital platforms, social media, interactive
product labels, QR codes, augmented reality technologies,
and personalization enable firms to adapt sustainability
information to different consumer groups, thereby
increasing communication effectiveness.

Finally, the fit monitoring component evaluates the
degree to which cognitive fit has been achieved.
Consumer trust, perceived credibility, brand loyalty,
engagement with sustainability information, and
behavioral responses constitute the principal indicators
for assessing communication effectiveness. Continuous
monitoring enables organizations to identify emerging
cognitive dissonance and adjust communication
strategies accordingly.

The proposed conceptual framework suggests that
marketing communication should be considered as a
dynamic process of achieving cognitive correspondence
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rather than merely transmitting information. The quality
of sustainability communication depends on maintaining
coherence among producers' actions, communicated
narratives, and consumers' interpretations. This
perspective substantially extends traditional approaches
to marketing communications by incorporating cognitive
mechanisms into the design and evaluation of
communication strategies.

The application of Cognitive Fit Theory also provides
important implications for food security. Consumer trust
directly affects purchasing behavior, acceptance of
sustainable agricultural innovations, and willingness to
support environmentally responsible production systems.
When sustainability information is perceived as reliable
and cognitively consistent, consumers are more likely to
choose products that contribute to environmental
protection, resource efficiency, and resilient food
systems. Conversely, persistent cognitive dissonance may
discourage sustainable consumption, reduce confidence
in certification systems, and weaken the societal
contribution of marketing communications to food
security.

The increasing digitalization of agri-food markets
further reinforces the importance of cognitive fit. Artificial
intelligence, machine learning, semantic analytics, and
personalized recommendation systems allow
organizations to adapt marketing communications to
individual cognitive preferences while simultaneously
monitoring changes in consumer attitudes. Consequently,
cognitive fit evolves from a purely psychological concept
into an innovative strategic instrument for designing
adaptive, evidence-based, and consumer-oriented
marketing communications.

Overall, the proposed theoretical framework positions
Cognitive Fit Theory as an integrative mechanism linking
sustainability narratives, consumer cognition, marketing
communications, and food security. By reducing cognitive
dissonance and enhancing the perceived authenticity of
sustainability claims, cognitive fit contributes to stronger
consumer trust, more responsible purchasing behavior,
and the broader achievement of sustainable development
objectives.

Conclusions. The findings of this study demonstrate
that Cognitive Fit Theory provides a valuable conceptual
foundation for understanding and designing marketing
communications in the agri-food sector under the
conditions of growing food security challenges and the
transition toward sustainable development. Unlike
traditional communication approaches that primarily
emphasize message delivery, the proposed framework
highlights the importance of achieving consistency
between sustainability narratives, objectively verifiable
product characteristics, and consumers' cognitive
structures, values, and expectations. Such cognitive
alignment reduces informational uncertainty, strengthens
consumer trust, and enhances the credibility of
sustainability-related marketing communications.

The study conceptualizes cognitive fit as a
multidimensional construct comprising informational,
value, and communication dimensions. Their interaction
determines the effectiveness of marketing
communications by influencing consumers' perception of
authenticity, trustworthiness, and relevance of
sustainability claims. Conversely, inconsistencies between
communicated messages and consumers' experiences
generate cognitive dissonance, resulting in scepticism,
declining brand trust, and reduced willingness to support
sustainable products.

A key contribution of this research is the development
of a conceptual model of marketing communications
based on Cognitive Fit Theory. The proposed model
integrates four interconnected stages: diagnostic,
narrative alignment, communication, and fit monitoring,
providing a systematic framework for designing,
implementing, and continuously improving sustainability-
oriented marketing strategies. The model extends existing
marketing communication theory by incorporating
cognitive mechanisms into the communication process
and by linking consumer cognition with broader objectives
of food security and sustainable development.

From a practical perspective, the proposed approach
may assist agricultural enterprises in developing more
transparent, evidence-based, and consumer-oriented
communication  strategies.  Aligning  sustainability
narratives with actual product characteristics and
consumers' cognitive expectations can increase consumer
confidence, encourage responsible purchasing behaviour,
reduce the negative effects of greenwashing, and improve
the overall effectiveness of sustainability communication.
Consequently, marketing communications become not
only a competitive instrument but also a mechanism that
supports sustainable food systems and strengthens
societal resilience.

The theoretical nature of this study also indicates
several directions for future research. Further
investigations should focus on developing empirical
indicators for measuring cognitive fit, validating the
proposed conceptual model across different agri-food
markets, and assessing the relationship between cognitive
fit, consumer trust, purchasing behaviour, and food
security outcomes at regional, national, and international
levels. Particular attention should also be devoted to
examining how digital communication platforms, and
personalized marketing technologies can facilitate the
achievement and monitoring of cognitive fit in sustainable
marketing communications.

Funding: The article contains the results of the
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project “Research into the impact of sustainable
development narratives on the promotion of agricultural
products on the Ukrainian market based on the
application of a semantic approach to food marketing in
the context of ensuring food security” No. 2025.05/0019
of the competition “Competition for grants from the
President of Ukraine to support scientific research and
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