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Formation and development of market relations in the economy of Ukraine call forth 

the  necessity  to improve the agricultural enterprises management mechanism, namely  
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management systems orientation toward the market economy. The objectives of the 

research include justification for the use of the marketing management strategy in the 

enterprise in order to improve its competitiveness, introduction of the marketing 

management concept through practical implementation of a comprehensive system for 

the company competitiveness marketing management. The following general scientific 

and special methods have been used to achieve the goals and objectives of the 

research: abstraction, analysis and synthesis, induction and deduction, the method of 

scientific abstraction, analogy and comparison. These methods helped to obtain the 

following results: to reveal marketing content in the management system; to offer a 

comprehensive system and integrated components of marketing management in oil and 

fat industry competitiveness; to examine three options for marketing management 

modeling in the agricultural enterprise; to propose a forecasting model of demand level 

and innovation level of production in agricultural sector enterprises. The practical 

significance of the results lies in elaboration of the practical recommendations from 

the theoretical materials which aim at organization and increase in efficiency of the 

oil-fat industry marketing management that will improve competitiveness of its 

enterprises. The value of the research is found in the further development of theoretical 

and methodical positions and practical recommendations on the organization of 

marketing management, namely in comprehensive development and systematic use of 

strategic marketing management factors of the oil and fat industry competitiveness. 
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