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Summary 
In order to study innovative approaches to organizing and coordinating 

marketing agri-food businesses to ensure the analysis of theoretical and 
methodological approaches to food marketing and peculiarities of the marketing 
channels. The advantages of cooperative forms of marketing channels. The necessity 
of creating cooperative focal points and ensure organizational and economic support 
"movement" of food. By analyzing the problems of marketing agricultural producers 
found their reason. A creation of regional marketing cooperatives and justified their 
benefits, including for rural society. 

Key words: marketing support, agri-food business, food marketing, marketing 
channel, organizational upralvlinski features food chain, the movement of 
agricultural products, logistics, food, market agents, economic, legal support, 
information and analytical support center for coordination, integration of producers 
and processors regional marketing cooperative associations, cooperative systems, 
controls, features experts and analysts. 
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