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CrenaHeHko H.l.

K.€.H., AOLEHT,

[OOLEeHT Kadheapy MapKeTuHry
XXnToMmpcbkuid HalioHaNbHWIA
arpoeKonorivyHWiA yHiBepcuTeT
Bonkosa I.M.

K.€.H., AOLEHT,

OOUEHT Kadyeapy MapKeTUHry
XXnTOMMPChKUIA HaLjioHaIbHWIA
arpoeKosoriyHuiA yHiBepcuTeT

Memoto cmammi € OO0CAIOKEHHS ICHYYUX
MemoouK | y3a2a/lbHeHHs1 A0CBidy rnpose-
O0eHHsi MapKkemuHe0BUX 0OC/iOXeHb Ons
ideHmucpikayii  modeni  KOHKYpeHmMHo20
cepedosuwya nidnpueMcms cghepu  a2po-
6i3Hecy. Y cmammi npedcmas/ieHo pesy/ib-
mamu 0O0C/liOXeHb MapkemuH20801 Oisi/ib-
Hocmi sIK iHghopmayiliHo20 CyrnPOBOOXKEHHS
mosapHoi  noaimuku  nionpuemems  cghepu
azpobisHecy. [poaHanizoBaHO  3HaYeHHs
3acmocyBaHHs MeMOOUYHUX [HCMpyMeHmIs
0719 po3pob/ieHHs MIOMPUEMCMBOM cmpame-
il i makmuku BUX00y Ha PUHOK, MPOBEOEHHS
yinecrnpsiMosaHoi MapkemuH20801 o/liMUKU.
CchopmosaHo crieyiasibHi  Memoou  OYiHKU
MapkemuH208020 cepedosuwa nionpuemMcms
chepu azpobisHecy. BusHayeHo napamempu
308HIWHLO20 Ma BHYMPIWHL020 MapKe-
muH208020 cepedosuwja nionpueMcmasa.
O6rpyHmosaHo Memodu4HUl nidxio 00 i0eH-
mucbikayii ma aHasizy KOHKYPeHmHol Mooesi
dis/ibHOCMI nidnpuemcma a2pobisHecy. [ped-
cmas/ieHo MemodosI02iyHi 3acadu ¢hopmy-
BaHHSI MOOesli KOHKYPeHMHO20 cepedosuwya
Ha OCHOBI XO/licMU4YHO20 Mi0x0dy 00 BU3Ha-
4YeHHs1 ma ougpepeHyiayii YUHHUKIB YyCrixy
niornpuemecms cghepu agpobizHecy.

KnwouoBi cnoBa: KOHKypeHmHe cepeo-
osuwe, nionpuemcmsa cepu azpobisHecy,
MapkemuH208i 00C/IOKEHHS, mosapHa noJii-
muka, KopropamusHuli Mpodykmosuli nopm-
pesib, KOHKypeHmHa modesb Oisi/IbHOCMI Mio-
npuemMcmsa.

Lensto  cmameu  sisfisiemcst  uccsiedosaHue
cywecmsyowux MemooukK U  06o6weHue
onbima nposedeHusi MapKemuH208bIX Uccrie-
dosaHuli 01 udeHmughukayuu Mooesu KoH-
KypeHmHol  cpedbl npednpusmuli  cghepbi
aspobusHeca. B cmambe npedcmasneHbl
pesynbmamsl  uccedosaHuli  MapKkemuH2o-
Boli dessmesibHOCMU Kak UHGhOpMayUOHHO20
COMpoBOXOeHUs1 moBapHoOU Mo/IUMUKU  peo-
npusmuli cghepbl agpobusHeca. ViccnedosaHo
3HaYeHUe  UCMo/b30BaHUs  Memoou4ecKoeo
UHCMpyMeHmapusi 07151 pa3pabomku  npeo-
npusmueM cmpameauu U makmuku Bbixoda
Ha PbIHOK, NposedeHust yesleHarpas/ieHHol
MapkemuH2080U nosiumuku. CghopmMuposaHbl
crieyuasibHble Memoobl OYeHKU MapkemuHeo-
8ol cpedkb! npednpusimull agpobusHeca. Onpe-
OesieHbl napamempb! BHEWHel U BHympeHHel
MapkemuHz080U cpedbl npednpusimutli. O6o-
CHoBaH Memoouydeckuli 1Mooxod K udeHmu-
chukayuu U aHanu3y KoHKypeHmHol modenu
desimesibHocMu  npednpusmull agpobusHeca.
lMpedcmasneHbl Memo0o/102udeckue OCHOBbI
hopmupoBaHUsT MOOE/IU KOHKYPeHMHOU cpeobl
Ha OCHOBaHUU XO/UCMUYecKo20 roodxoda K
orpedesieHuto U oughghepeHyuayuu ghakmopos
yenexa npednpusimuli cghepbl a2pobusHeca.
KnioueBble cnoBa: KOHKypeHmHas cpeoa,
npednpusimusi cghepbl aspobusHeca, map-
KemuH208ble  UCCNe00BaHUs, — MOBapHasi
foaumuKa, KopropamusHbIl MpoodyKmosbil
rnopmepesib, KOHKYpeHmHasi Mooesib oOesi-
mesibHoCMu NpPeonpusimusi.

The purpose of the article is to investigate existing methods and generalize the experience of conducting marketing research to identify the model of
competitive environment of enterprises in the field of agribusiness. The article presents the results of research of marketing activity as information support
of commodity policy of agribusiness enterprises. The importance of the application of methodological tools for the development of enterprise strategy and
tactics of entering the market, conducting targeted marketing policy is analyzed. Special methods of environmental assessment of agribusiness enterprises
have been formulated. The parameters of external and internal marketing environment of enterprise are certain. The methodical approach for identification
and analysis of competition model of agribusiness enterprises activity is substantiated. The methodological foundations of the competitive environment
model formation based on a holistic approach to determination and differentiation the agribusiness enterprises success factors are presented. The neces-
sity of input of effective mechanism of development and implementation of the agribusiness enterprises commodity politics is reasonable on principles of the
system of marketing activity with the aim of activation of the economically self-weighted mechanisms of concordance of interests of all subjects of markets of
agricultural products. The role of research and information activity is certain taking into account the necessity of providing of actuality of agribusiness enter-
prises on target markets. Methodological principles of complex analysis and optimization of analytical tool of agribusiness enterprises are worked out as an
integral method that allows to identify the model of competition environment. Key component methodologies are certain for authentication of competition
model of agribusiness enterprises: conjuncture analysis; analysis of balanced, business activity and potential; analysis of tendencies, proportion, firmness
of market and saturation development by his commaodities; multidimensional quantitative estimation of basic variables that characterize a market condition;
analysis of recurrence and market seasonality. It has been proven that an enterprise will be able to line up the correct programs and plans with taking into
account the necessity of adaptation to the future events, to find out new possibilities on his present and new markers.

Key words: competitive environment, agribusiness enterprises, marketing research, product policy, corporate product portfolio, competitive model of
enterprise activity.

MocTtaHoBKa npoGnemu. laeHTudiikauis mogeni
KOHKYPEHTHOIO cepefoBuLLa B napagurmi MapKeTuH-
rOBOro ynpasfiHHA KOPMNOpPaTMBHUM MPOAYKTOBUM
noptdenem NignpMemMcTBa po3rnagacTbCa sk npouec
NOC/iAOBHOMO NPUIAHATTA iepapxiyHO NignopsaKosa-
HUX pilleHb LOAO AUHAMIYHOT i THYYKOI TEXHOMOrIT
pO3p0o6/IeHHS Ta peasisauji cTpaTeriii aganTauii nig-
NpUeEMCTBa [0 CepefoBuLLa, OPIEHTOBAHUX Ha iMri-
NemMeHTaLilo  3arasibHOKOPNopaTUBHOI  CTpareriyHoi
opieHTauil KomnaHii. BbaratonnaHoBiCTb 3aBAaHHSA
MoLLYKY ONnTUMasibHOro cpopmary peasisauii pecypc-
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HOro MnoTeHujany nignpuemcTtea ccepun arpobisHecy
3 METOH 3aBOKBaHHA PUHKOBOI Bfaan 3yMOB/IOE
HeOoOXiAHICTb CTPYKTYpu3aLii HaykoBOro Ta npakTuny-
HOFO KOHTEKCTY PO3B’A3aHHS 3a3HayeHOoi npobnemu.
CynepeunueicTb nepeBaXHOI GifibLLIOCTI METOAMUYHUX
niaxodis Ao aHanisy i igeHTudikauii KOHKYPEHTHOT
Mogeni nonsira€ B aJibTEPHATUBHOCTI 3aCTOCYBaHHS
MapKeTUHIOBOI, TEXHOMOMNYHOT Ta (hiHaHCOBOT IHCTPY-
MEHTaUTbHOI 6a3un. Mpu LUbOMY OLHOYHO-aHa/TITUYHI
METOAMKM NEPEBAXHO NPU3HAYeEHi ANs ineHTudikauil
OKPEMUX XapaKTepUCTUK 30BHILUHBLOrO cepefoBuLLa,
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npoTe 06rpyHTYBaHHA cTparterii 3ab6e3neyeHHss KOH-
KYPEHTOCMPOMOXHOCTI NignNpMeMcTBa Ha Kopropa-
TMBHOMY piBHI BUMarae )OpMyBaHHSI TEXHOMOriy-
HOro Nigxo4y A0 XoNiCTUYHOro hopmMaTy po3B’A3aHHS
yMpaB/iHCbKMX 3aBfaHb. 3 Orns4y Ha ue, Baxnu-
BMMW NUTAHHSAMMW YNPaB/iHHA KOPNOPaTtuBHUM Mpo-
OyKTOBMM nopTdpenem nignpuemMcTB arpobisHecy €
3abe3neyeHHs1 KOMM/IEKCHOCTI nigxody A0 aHaniay
UMHHUKIB, L0 AEeTePMiHYIOTb A0r0 CTPYKTYpPY, @ Takox
OpieHTaLA Ha Y3rO[KEeHHA cTparteriyHux Ta onepa-
LiiHNX yNpaBAiHCbKUX PilleHb Y KOHTEKCTI MONigoyHK-
LioHa/IbHOCTI arpo6i3HecoBOl Ais/IbHOCTI NiAnpueM-
CTBa 5K Cy6'eKTa PUHKY.

AHania ocTaHHiX pocnimpkeHb i nyo6nikauii.
Mpobnemarnka aHaniTUYHOrO CYnpPOBOMKEHHS iAeH-
TUQDiKaLil KOHKYPEHTHOT Mofeni (OYHKUiOHYBaHHS
nigNpUeEMCTB arpobizHecy € cpeporo HayKoBMX iHTe-
PEeCiB TakMX BITYM3HAHUX Ta 3apyBKHMX AOC/IAHWKIB,
aK J1. banabaHosa [1], FO. OaHbko [2], A. Oesic [3],
0. Oen [4], E.l. ConosiioB [5]. MNonpu 3Ha4HY Kislb-
KICTb MEeTOAO0NOrNYHUX Ta eMnipu4yHMX AO0CNifKEeHb
LLOAO Pi3HMX acnekTiB OUiHKW, aHaniTUK/ Ta MOHITO-
PUYHTY MapameTPUYHUX XapakTEPUCTUK MapKEeTUH-
rOBUX AEeTepMiHaHT (PYHKUIOHYBaHHA NiANpPUEMCTB,
OKPeMOro gocnimkeHHss notpebye npobnemarvka
TexHoMorii  igeHTudikauii  Mogesni  KOHKYPEHTHOro
cepefoBullla Ha OCHOBI XOMiCTUYHOrO nigxogy A0

BM3HAYeHHA Ta AndpepeHuiadii dakTopis ycnixy nia-
npUeMCTB cchepun arpobisHecy.

MocTaHOBKa 3aBAAaHHA. MeTO AOCAIAXKEHHS €
pO3p06/IEHHS METOAOMONYHNX 3acaj, KOMMIEKCHOro
aHanizy i onTuMisauii aHaniTMYHOro IHCTPYMEHTapIo
nignpuemcTB cdiepu arpobi3Hecy SK iHTerpasbHol
METPUKY, L0 Aa€ 3MOrY ifeHTUiKyBaTh MOAE/b KOH-
KYPEHTHOro cepeoBuLLa Ta BAOCKOHa/N0BATY yNpas-
NiHHA TXHBOI MAPKETUHIOBOKO AIA/ILHICTIO Y LiioMY.

Buknag OCHOBHOro martepiasny AOCAifKEHHS.
MapkeTuHrose cepefoBuLle MiANPUEMCTBA € CyKyn-
HICTIO Ail0uMX 3a 10r0 Mexamu i ycepeanHi Hboro
YMHHUKIB | CYO'eKTiB, WO BU3HAYalTb B3AEMUHU
JaHoro nignpuemMcTBa 3 KOHTaKTHUMWU ayauTopisamu,
LOiSINbHICTb SIKUX € KOMM/IEMEHTAPHOK A0 Kopropa-
TUBHOI Micii mignpuemctea. Micia po3rnagaeTbca Ak
CYKYMHICTb JTAKOHIYHO CCIOPMY/IbOBaHNX MOMTOXEHD,
3a 40NOMOroK AKX 3a6e3nevyeTbCcst KOpoTka Xapak-
TepUCTUKa PUHKOBOIO MO3ULLIHOBAHHA NiANPUEMCTBA,
AOro OpIEHTOBAHICTb WOAO0 TakMX 3MiHHUX, SIK PUH-
KOBi MOTpebu i Cnoxmedi OCOBMUBOCTI. Y pamkax
MapKETUHIOBOro cepefoBuLa BifOyBaETbCA iMMNe-
MEeHTaLif MapKeTUHIOBMX CTpaTeriyHo OpPiEHTOBaHUX
npoueciB Ta TEXHONOri/ nignpuemcTea. 3 ornsgy Ha
Te, WO cepefoBuLLEe NePMaHEHTHO 3MIHIOETLCS BHa-
cnigok 6aratod)akToOpHOCTI Ta PI3HOCNPSAMOBAHOCTI
BM/IMBY YMHHUKIB, KOHKYPEHTHa MoAesb [AisfIbHOCTI

Tabnuya 1

TexHonoria aHanisy pMHKY sik OCHOBa iAeHTUiKaLlil KOHKYPEeHTHOI MmoAaei
pyHKLUiOHYBaHHA nignpuemMcTBa

KOMMNOHEHT TexHonorii

aHanisy puHKY

OG’eKT AOCNiMKEHHA

MeToguuHuiA iHCTpyMeHTapil

1 |lpeHTndpikayisa TNy puHKY

Knacudikauist puHKiB 3a KpuTepismu

KpuTepianibHuii aHani3

AHani3 YNHHWKIB
cepegoBsuLla

UMHHKKM MaKpo-, MikpocepeaoBuLLa,
JeTepMiHaHTV PO3BUTKY PUHKY Ta ioro
cy6’ekTiB

SWOT-, STEP/PEST-, ETOM-,
QUEST-aHani3

3 | KOH'IOHKTYpHE [0CMiAKEHHA

Cuctema iHankKaTopis:

— 06'eKT KyniBni-npogaxy

— TUMN KNiEHTIB

— TWN perynioBaHHsA

— TWN KOHKYpPeHLT

— CNiBBIJHOLIEHHSA NONUTY | NPoNo3unu;i
— TepuTOpia/ibHi 0OMEXEHHS

— OopraHisaujiiHa CTpyKTypa

— 0CO6/IMBOCTI MAPKETUHIOBOI AiSANIbHOCTI
— sIKiCHa CTpyKTypa

— KPUTEPIN XXUTTEBOTO LIMKITY

KOH’'FOHKTYPHUIA aHani3 sk 3iCTaBIEeHHS
iHAMKaTOPIB PUHKY i IHAEKCIB AiN0BOT
aKTMBHOCTI, MONUTY i Npono3unLii

4 | CTpateriyHuii aHanis

MoTeHuian po3BUTKY PUHKY

Pe3epBu 3pocTaHHa nignpuemcTsa

CTtanicTb pO3BUTKY PUHKY

TpeHan

— KOH'lOHKTYPHWUIA TecT

— BasibHa oujiHKa

— paHXyBaHHs

— 3BaXyBaHHA

— couiosioriyHe onUTyBaHHA

— OUjiHKa KymniBesibHOT 33,0BO/IEHOCTI
— iHAEKC CNOXMBYMX HaMIpIB

5 | OuiHKa CTaHy pUHKY

ToBapHa 36an1aHCOBaHICTb

[JinoBa akTUBHICTb

MponopuiHicTb

ToBapHa HAaCUYEHICTb

— GanaHcoBuii MeToq,

— eKcrnepTHa oLjiHKa

— perpeciiiHi Ta TpeHAoBi MeToan

— Mogeni fMHaMIKN PUHKY

— METOZ, aHa/IiTMYHOIO BUPIBHIOBAHHS

MOHITOPUHT AMHaMIYHUX
PVHKOBUX XapaKTepUCTUK

CEe30HHICTb, LMKNIYHICTb PUHKY

EKOHOMIiKO-CTaTUCTUYHI MeTOAM

229




IHOPACTPYKTYPA PUHKY

nignpuemcTea noTpebye ayauTty Ta KOpUryBaHHS 3
MEeTOK 3abe3neyeHHs peneBaHTHOCTI Moro Mapke-
TUHIOBUX iIHCTPYMEHTIB.

MignpuemMcTBo 34e06inbLIOoro 3aarHe 3abesneuvy-
BaTW KOHTPOJIIOBAHHA YMHHUKIB MiKpocepenoBuLla,
nigbvparoum camoCTilHO Takmx Cy6'ekTiB, sIK mocTa-
YyanbHWKW, MOCEPEeaHVKN, MNapTHEpMW, BU3HAYaKuu,
AKUMW NOBWHHI ByTW A0r0 NOKyNuUi A sKi O HWX Mig-
6upatn nigxoau, 3gifcHwouM nigbip npuBabiMeoro
PUHKY (NpMBabGAMBICTb Yy TOMY YUCAi 3aNexuTb Bif
KOHKYPEHTIB i Bifj TOr0, AKMM MOXE BYTN KOHKYPEHTHE
NPOTUCTOSAHHS).

MignpuemctBy Tpeba nparHytM A0 NPOAKTUBHOI
noBefiHkM y umx npouecax. Mig yac aHasi3y 30BHiLL-
HbLOrO cepefoBULLA nependavyacTbCs 3A4JNCHEHHS Npo-
LECy, SIKWA KOHTPOJIOE 30BHILLHI YMHHWKA MO BigHO-
LLIEHHIO [10 AOCNIKYBAHOTO MiANPUEMCTBA, OCKINIbKM BiH
30aTHWIA BUSIBUTU MOXX/IMBOCTI | 3arpo3un. 3a A0NOMOror
TAKOTO aHanisy MOX/IMBUM BUSIBNISIETbCA OTPUMAaHHSA
BaXK/IMBYX PE3Y/LTATIB, SKi CNPUSIIOT BUSIB/IEHHIO MOX-
NIMBOCTEN, CKNafaHHA MapKETUHIOBOTO M/1aHy 3 ypaxy-
BaHHAM MOXMBUX Hebe3nek (3arpo3) i po3pobreHHsA
CTparteriii, 3a JOMOMOrol peanisauii SKMx nignpreM-
CTBO 3Hailfe 34aTHICTb Ha NEepeTBOPEHHSI HAasiBHUX
3arpo3 y BUrigHi 4N Hb0ro MOXJ/IMBOCTI.

Mpn UbOMY OCOOG/MMBICTL CyYaCHUX YMOB Aisifib-
HOCTI MignNprvemMcTB cchepun CiflbCbKOrocnoAapcbkoro
TOBApPOBMPOOHULITBA MOASTAE B KOMNIEMEHTAPHOCTI
IXHIX cTpaTeriyHux uinein, ska nepegdadae, 3 0gHOro
60Ky, OpieHTaLit0 Ha rNob6asbHi TeHAEHLIT DYHKLiOHY-
BaHHA arponpogoBO/IbYMX PUHKIB, 3 iHLIOMO — Heob-
XigHICTb afganTauii 4O peaniii BHYTPILUHLOTO PUHKY.
3 ornagy Ha ue, 0cobnmBoro 3HavyeHHst HabyBsae hop-
MyBaHHSI edDEKTMBHOI TOBAPHOT NONITUKN arpapHux
NiANPUEMCTB SIK IHCTPYMEHTY 3abe3neyeHHs iXHbOT
€KOHOMIiYHOI CTIKOCTi 3a YMOB Typ6y/neHTHOCTI 6i3-
Hec-cepefoBuLLa.

Y Takomy KOHTEKCTi HarasibHo € noTpeba 3anpo-
Ba/DKEHHs [AiEBOT0 MeXaHi3My po3pobsieHHs Ta
iMriemMeHTalil ToBapHOT MONITUKM Ci/lbCbKOrocrno-
Japcbkux MignpueMCTB Ha 3acajax CUCTEMHOCTI
MapKEeTMHIOBOT AisIbHOCTI 3 METOK aKTuBI3aLil eko-
HOMIYHO BMBaXXEHUX MEXaHI3MIB Y3rO4XXEHHS iHTe-
peciB ycix cy6’eKTiB puUHKIB arponpofoBosbyoi Npo-
Aykuii. HenepeciyHy posb y LbOMY MPOLECi Bigjirpae
iHcbopmaLiliHo-aHaNITUYHWIA CKNafHUK 3 Ornagy Ha
HeoObXiAHICTb 3abe3neyeHHs aKTyasibHOCTI arpapHux
NiANPUEMCTB Ha UibOBUX pUHKax. OTxe, gocnig-
XXEHHS NOAAaNbLLIOro PO3BUTKY arpapHux nignpuemcTs
Ta ix ethekTMBHOro oyHKLIOHyBaHHS Ha OCHOBI 306a-
JIaHCOBAHOIO XapakTepy TOBapHOi MNOJITUKM, PO3-
po6neHHA HayKoBO 0Or'pYHTOBAHUX MPOAYKTOBUX
cTpaTeriii CinbCbKOroCnoAapcbkmMx MignpueEMCTB Ta
iHcbopmaLiliHo-aHaniTMYHOro  3abe3nedyeHHs  IXHbOI
[ISNbHOCTI, NpeAcTaB/ieHoro pesy/sbratamu Mapke-
TUHIOBUX JOCAIMKEHDb KOH'IOHKTYPU BHYTPILLHLOIO Ta
30BHILUHBOIO PUHKIB, HUHI NPeACTaBAETLCA Npiopu-
TETHVM 3aBAaHHSM.
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BuCHOBKM 3 NpoBeAeHOoro aocnimkeHHs. OTxe,
CTaH PWHKY SIK Oro iHTerpasibHa XxapakTepuctuka
notpebye 3acToCyBaHHA TEXHOJIOrii AOCNiAXKEHHS,
L0 Aa€E MOXJ/IMBICTb MiANPUEMCTBY OPIEHTYBATMCS Ha
JieBy KOHKYpPEHTHY MoAenb agantauii 40 YMOB Uifibo-
BOrO PYHKY. KNoYOBUM CKNaaHUKOM 3anpornoHOBaHOT
METOOUKM BOaYaeTbCA OOIPYHTYBAHHSA KOMIIEKCY
KpuTepiiB BiANOBIAHO A0 HanpsiMiB  AOCAIAKEHHS
puHKY. CUCTEMOYTBOPIOIOUYNUMIN B pamkax TeXHOsOo-
rii igeHTudikauii KOHKypPeHTHOI modeni niagnpMemMcTB
cthbepm arpobisHecy B6a4at0TbCS KOH'HOHKTYPHUIA aHa-
ni3; aHani3 36a1aHCOBaHOCTI, AiN0BOI aKkTUBHOCTI Ta
noTeHUiasy; aHasi3 TEHAEHU, NPONOPLiAHOCTI, CTili-
KOCTi pO3BUTKY PUHKY i HACMYEHOCTI MOro ToBapamu;
6araTtoBuMipHa KisibkicHa (6asibHa) oLiHKa OCHOBHUX
3MIHHMX, L0 XapakTepusyloTb CTaH PUHKY; aHani3
LMKNIYHOCTI | CEe30HHOCTI puHKY. MignpuemcTBo byae
34aTHe BMOYAOBYBATU MpaBWUsibHI Mporpamu i niaaHm
3 NPUIAHATTAM 4O yBarm HeobGXigHOCTI aganTtauii go
ManbyTHIX Nofji, BUSBNSATM HOBI MOX/IMBOCTI Ha oro
HWHILLHIX | HOBUX PUHKaX.
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METHODICAL PRINCIPLES OF IDENTIFICATION OF THE COMPETITIVE ENVIRONMENT MODEL
OF AGROBUSINESS ENTERPRISES

The purpose of the article. Authentication of competition environment model in the paradigm of enter-
prise marketing management is examined as a process of successive acceptance of hierarchically inferior
decisions in relation to dynamic and flexible technology of development and realization of strategies of adap-
tation of enterprise to the environment. The inconsistency of the vast majority of methodological approaches
to analyzing and identifying a competing model lies in the alternative of using a marketing, technological and
financial toolbox. In this case, evaluation and analytical techniques are mainly intended to identify individual
characteristics of the external environment, but justifying the strategy of ensuring the competitiveness of the
enterprise at the corporate level requires the formation of a technological approach to a holistic format for solv-
ing management problems.

Methodology. The survey is based on methodological approach to managing the agribusiness enterprise
product portfolio. It provides a comprehensive approach to the analysis of the factors that determine its struc-
ture, as well as to focus on the coordination of strategic and operational management decisions in the context
of the multifunctionality of the agribusiness enterprise as a market entity.

Results. An enterprise's marketing environment is a collection of factors and entities acting outside and
within it that determine the relationship of the enterprise with contact audiences whose activities are com-
plementary to the enterprise corporate mission. The mission is considered as a set of concisely formulated
provisions that provide a brief description of the market positioning of the enterprise, its orientation towards
such variables as market needs and consumer characteristics. Within the marketing environment, the imple-
mentation of marketing strategic processes and technologies of the enterprise is implemented. Given that the
environment is permanently changing due to the multifactorial and multi-directional influence of the factors,
the competitive model of the enterprise activity needs to be audited and adjusted to ensure the relevance of
its marketing tools.

Research on the further development of agricultural enterprises and their effective functioning on the basis
of a balanced nature of commaodity policy, the development of scientifically sound product strategies of agricul-
tural enterprises and information and analytical support of their activities, represented by the results of market-
ing studies of the domestic and foreign markets are currently present.

Practical implications. Let us pay a special attention to the complementarity of agribusiness enterprises
strategic goals which implies, on the one hand, orientation to the global tendencies of functioning of agro-food
markets, on the other, the need to adapt to the realities of the internal market.

Valueloriginality. The state of the market as its integral characteristic requires the use of research technol-
ogy which enables the company to focus on an effective competitive model of adaptation to the conditions of
the target market. The key components of the proposed methodology are justification of a set of criteria accord-
ing to the areas of market research. System-forming within the framework of technology of identification of the
competitive model of the enterprises of the sphere of agribusiness are seen by the market analysis; analysis
of balance, business activity and potential; analysis of trends, proportionality, stability of market development
and saturation of its goods; multidimensional quantitative (scoring) assessment of the main variables that
characterize the state of the market analysis of cyclicality and seasonality of the market. The company will be
able to build the right programs and plans, taking into account the need to adapt to future events, to identify
new opportunities in its current and new markets.
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