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It has been developed that management of marketing on the wholesale markets should be directed on formation of the

consuming value, which is able to satisfy individual needs of population, producers and seller of the whole sellers in production
services and fill the food market by the goods of domestic production as well as improvement social and economy situation at whole
agricultural complex.

    .     
  ,       

  ,   .  
 ,        . 
,      ,     
  ,       ,    

,       :  
;   ;  ,    
,    ;    ; 

 :    ’  ,  , 
,     ,     
,   .
         
        ,  

     . ,  . , . , . , . , .
, . , . , . , . , . , .   .  
       , '   
  ,      ,

          
    . ,      
      .
   -      

       .
   .        

         
,   .    

        
       

   ,    ,    , 
     [1].

 ,       
 ,     . 
     :  ,  ,
 .

,    ,      
 ,  ’        
       [2].  
       : - ,    ; - ,

     ; - ,  ,   



,           
  .
        

        .
,         
 ,          
     .    
          

,       , 
,    .

          
     :

1.    ;
2.      ( ,   

);
3.   ;
4.   ;
5.   ;
6.   .

S  = f (U …, U …, S …, Z …, …, …),
 U  –   ,       

:  ;          
 ; -   ;
U  –     :    
   ,    ,  ,
    ;         
 ,    , , ,  

 ;
S  -    :      

,    ;
Z  –   ,        

  ,   ;
 –       ,      
   ,  ,     
 ;

 –   ,      :
         ,   
 ,    .   
      ,  
 ,    .

         
   ,   ’  :
  ;
  ;
        ;
     ;
   ;
   ;
      ;
   ;

      ;
       .
          

. ,    ,     
,     ,      

  .



        ,
        , 

     [3].   ,   
          
 ,    ,   

     ,  
 ,    .     

    –   .
    ,    ,  

   ,   ,    .
    ,    ,    -

,        [4].
          

   .      
 .
 –        ,  

.         
           
 ,     ,   

.      , , ,
 .       ,  

,   ,  ,     ,
      .

         
          .

       ,  
     ’  (   ).
         

  ,      ,    
.
          :

    –   ,   
 (     ,    
 ,     );
     ,     ,    
   (   , , 

  ,   );
    –   ,    

     (  ,   , 
 );
 ,        ,  
        ,    ,
     ,     
  ;

 . , ,        
         ,   
 ,            

         
    .       

       , 
         
-           
  .

.
1.  . .     ,     

  / . .  //     .
:    – 2008. – 5 – . 11–17.



2.  . .        
  / . .  //   . - 1999. - .14.- .341-346.

3.  . .     / . .
, . . . – , 2006. – 250 .

4.  . .        /  . . //
  : . . . – , 2000. – . 14. – .  159–165


