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In the article a task and stages of network of herd markets is examined at the food market, directions improvement of
efficiency commercial activity. Certainly pre-conditions becoming of herd market in the regions of Ukraine. The basic component
formings of suggestions are exposed at the regional food market. The prospects of forming demand and possibility of improvement
of food market are reflected. Certainly basic directions of rationalization commodity policy of regions, the considerable prospects of
development which are real on condition acceptance of participating in this process of different legal forms agrarian production.
Suggestions are grounded in relation to forming of marketings structures which substantially would improve advancement and sale
of food from a producer to the user.

 .         
      ,  

,    .       
 ,       .  

     -   
       ,     
   ,   ,  
 .         
,           

,    - ,    
  .       , 
           .

        
         

    ,   .
    .     

       . . , . . , . . ,
. . , . . , . . , . . , . . , . .

, . . , . . , . . , . .   .   , 
       -  ,

 ,        .   –
 ,     –    ,  

   (      ).    
, : ,  ;    ;   ;

  ( , ’ , , ); -  (  ,
, ’   . .);  -   .  
      .     
          
     .   
  ,      

;  , -      ,  ,  
 ,  ,     -  –  

[1].



 .        
      .

  .         
  1950  1970 .            

    20 .      
,       , - ,  

’      .        
  .     -     
    ,       ,     
       .  

   ,          . 
      (    
 ),          
      .
         ,   

 .    ,    ,    
     .      

 ,      :     
,       :   ,   ,

      ,   ’ , 
      ,      

.       ,     ;  
 ,    ,       

,   -     .     
         ,   

, :     ,  , 
 .

        1950  1970    
          
 ,        .  

        ,  -     ,  ,    
   ,     50-80%   ’
    .     

   ( )      ,     
 .       20-40%   ’  

    (    ) [2].
       ,      

   , , , ’   ,       
   .         
   .         

,  ,        
       .   
        ,    
          ,
    ,      

.
        ,     ,

   ,  ,  -      
      ,    & , 

     ,      . 
           , 
    .       

 ,           .
         . 85-

90%       ,    ,   
(    ,   , ,   ).   

  %%    .



    76% i       2% 
 .        2,5-5%.   
         ,       
  ,         

3 .
             

      .      
      ,   ,    

 ,       .  
      1 ,       
   ,        .
  ,   (      )  

            
     ,         

.       ,  
    . ,     

 .
           .

    ’   2000       
903.      Fozzy Group (  , )  150

, ATB Market  136 ,  « »  52   « »
 332 . Kviza Group (  «  »)  27 [3].
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451 4 197
722 3 730
578 2 884
592 2 247
331 2 093
818 1 591
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147 163 49 56 415
167 167 37 42 414
110 116 39 34 299
212 113 18 25 368
138 60 19 20 237
44 168 83 15 310
79 65 15 17 176
46 91 17 17 171
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