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FORMATION OF MARKETING FARM PRODUCT POLICY  
AND THE WAYS OF ITS IMPROVEMENT 

In the article the alternative going is considered near interpretation of concept 
marketing commodity politics. A task, aims and terms of improvement of marketing 
commodity politics of agricultural enterprises, is set forth, the basic problems of 
forming and improvement of this politics are outlined. Such primary purposes of 
marketing commodity politics are marked, as providing of quality and 
competitiveness of commodities, development of new commodities optimization of 
commodity assortment and nomenclature, positioning of commodity at the market. 

Forming of marketing commodity politics of agricultural enterprises must be 
based on strategic approach, that assumes development of perspective long-term 
period and envisages the decision of tasks development of commodity assortment 
taking into account the life cycle of commodity, adaptation of commodity assortment 
is to the requirements of market and consumers, development and leading out of new 
commodities are to the market, mastering of new markets at selling off existent and 
new commodities, providing of quality and competitiveness of commodity, strategy of 
positioning of agricultural commoditie s is at the market, an exception of out-of-date 
commodities is from a market. It will allow to the agricultural enterprises to point the 
activity at effective productive development, providing of competitiveness, mastering 
of new market positions, and increase of production and realization of agricultural 
produce, receipt clean volumes to the income. 
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