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Problem statement. With the development of
market marketing, there is a greater role for the func-
tioning functions of the country. For a clear position on
the market, protection of the product from the market,
giving in to marketing visits, you can use the effective
function of the state donation.

There are some global trends, a quick technical and
technological news, a quick development of national
markets, as well as a greater competitiveness to put new
opportunities before. One of the most important ele-
ments of a wide range of products is marketing and mar-
keting tools, middle-class clients, especially respect for
the fragmented marketing strategies, and for the most
part, we’ll understand the main direct marketing goals
[1, p. 25].

Analysis of the rest of the publication and pub-
lication. Weighty science contribution to the theoretical
aspects of the victorious marketing and marketing stra-
tegies has been shown to be so important that ’'m I. An-
soff, S. Garkavenko, V. Gerasimchuk, O. Yerankin,
F. Kotler [2], N. Kudenko, J.-J. Lamben, J. Larina,
M. McDonald, G. Mintsberg, A. Pavlenko, M. Porter,
I. Reshetnikova [5], A. Starostin and that. The following
particularities and the problems of formulating market-
ing strategies in the field of social and business gifts
were looked at in the hands of V. Andriychuk,
P. Borschevsky, V. Gavrish, N. Oliynik [3], Y. Larino,
V. Lutsyoz [4], Pisarenka, S. Prokhorchuk, I. Solo-
vyova, P. Sabluka, V. Yurchishin and the others.

Advancement of expenses on business days before
the target day of marketing strategies and the importance
of clear theoretical ambushes development of strategic
marketing activities and needs of business.

By the method of statistics, the characteristics and
the order are formulated in the form of marketing stra-
tegies and social and business enterprises of Ukraine,
with the need for minimum strategic risks.

Outline of the main research material. In the sys-
tem of market economic relations, agriculture is gradu-
ally adapting to the entrepreneurial environment
through the action of a number of specific features of the
industry, in particular agrobiological factors, low elas-
ticity of demand, seasonality of production, which re-
quires finding effective tools for flexible adaptation of
the enterprise's capabilities to market demands [6,
p. 56].

In our opinion, the implementation of the market-
ing approach in the practical activity of agricultural pro-
ducers will ensure more rapid adaptation of enterprises
to the market environment, their competitiveness and
sustainable development.

Research on the functioning of agricultural enter-
prises in terms of their marketing activities should be
carried out in the following areas: analysis of resource
potential; resource efficiency; assessment of financial
condition [7, p. 716-718] (Fig. 1).
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Fig. 1. Measures to improve the marketing activity of the enterprise
(developed by the authors based on source [7])
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The need for marketing activities in the agricultural
sector is manifested in the combination of efforts to sell
agricultural products, meet the needs of the population
in food, and processing enterprises - in raw materials.
The features of agromarketing are first and foremost re-
lated to the specificity of agricultural production, which

is characterized by the variety of products and market
participants, a large number of organizational forms of
management, problems of staffing. Features of agrarian
production and marketing activities in this field are pre-
sented in Table. 1.

Table 1

Features of agrarian production and its marketing in enterprises
(created by the authors on the basis of source [8])

Features of agricultural production

Features of agrarian marketing

Seasonality of production and dependence on natural
and climatic conditions, so production results are un-
predictable

The production of basic necessities, most of them have
a short shelf life and have not only consumer purpose,
but also aesthetic, moral, good health.

Long duration of production cycle of production with
determination of financial results at the end of the year

Time difference between production and consumption.
Demand fluctuations and seasonal fluctuations in
prices

High level of competitive environment in the industry,
especially within a specific geographical region, due to
the presence of a large number of homogeneous farms

Diversity of ownership, product range and market par-
ticipants. The possibility of diversification of agricul-
tural products is limited

Cyclicality of production

Low level of marketing knowledge and practical skills;
lack of a clear, economically sound marketing system

Land is the main means of agricultural production

Imperfection of information support: insufficient and
uneven development of market information and, as a
consequence, opportunities for intermediaries to easily
profit from agricultural producers

Interconnection of agrarian industries

High sensitivity to market changes: demand for agri-
cultural and food products is not flexible in price and
income, high sensitivity, supportiveness, adaptability,
self-organization and self-management

The variety of products produced, its purposefulness
and relevance to the end consumer

Lack of centralized incentives: the need for agro-pro-
ducers in state support and coordination

Today, while conducting agrarian business, there
are two philosophies — marketing and production-mar-
keting, which differ fundamentally between the orienta-
tion of agricultural enterprises. In general, the marketing
department plays a very important role in the activities
of an agricultural enterprise and must fulfill two main
tasks, which are assigned separately to the marketing de-
partment and the marketing department at large enter-
prises [8]:

1) market research, that is, identifying those pro-
ducts that are needed in the market, produced and sold
by competitors, as well as forming orders to produce or
submit to the procurement department proposals for the
purchase of relevant products;

2) promotion, that is, presenting to customers the
products produced by the enterprise and encouraging
them to take such measures so that they contact the sales
department or give the sales department the coordinates
of those customers who may be interested in the pro-
ducts of the enterprise.

The main functions assigned to the marketing de-
partment [8] are:

— development of production and marketing stra-
tegy of products manufactured at the enterprise, in par-
ticular: information analysis and development of market
and sales forecast; identifying key consumers, strategies
and marketing policies.

— preparation of information for management on
marketing activities: analysis of the industry market;

— development of recommendations on conducting
marketing activities on the basis of the conducted
analysis; analysis of the work of intermediaries (sales
representatives).

— coordination of activity of the basic structures of
the enterprise: management of implementation of im-
provements in production of products and new distribu-
tion channels; constant monitoring of the process of im-
plementation of recommendations in the activity of the
enterprise; expansion of the sales channel system.

— promotion: regular provision of recommenda-
tions on the promotion of goods on the market; creation
and maintenance of a database on consumers of products
of the enterprise; organization and participation in exhi-
bitions; organization of advertising activities; develop-
ing a customer incentive system.
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Marketing strategy of agricultural enterprise deve-
lopment is a set of directions of its activity in the market
and decision-making, focusing individual marketing
measures on the fullest possible implementation of the
basic strategy of the enterprise. World experience shows
that marketing is a means of future development of ag-
ricultural enterprises. On this basis, the development of
marketing strategy of the enterprise is the process of cre-
ating and practical implementation of the general pro-
gram of actions of the enterprise. Its purpose is related
to the effective allocation of resources to reach the target
market.

Successful functioning of agricultural enterprises
in the current market conditions implies high efficiency

of their activity and possibility to adapt to changing ex-
ternal conditions. As the world experience shows, these
tasks are most effectively solved on the basis of the for-
mation of a marketing strategy. The importance of
theoretical, methodological and practical aspects of the
marketing strategy of agricultural enterprises is increas-
ing also because anti-crisis programs and adaptation
processes are traditionally difficult in the agricultural
sector of the economy.

Formation and improvement of marketing strategy,
allows agricultural enterprises to successfully adapt to
changing market conditions and function effectively.
The procedure for forming an agricultural enterprise
marketing strategy is presented in Fig. 2.
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Fig. 2. The order of formation of marketing strategy of the enterprise on the agro-
industrial market of Ukraine (developed by source based authors [9])

Improving the functioning of agricultural enter-
prises in a market economy is possible with the com-
pleted cycle of economic activity, which includes the
process of economically profitable marketing of agricul-
tural products on the market. With the change of man-
agement methods, the formation of a new strategy for
agricultural enterprises, the search for effective market-
ing mechanisms in enterprise management systems be-
gan.

For the functioning of an agricultural enterprise,
marketing strategy is the most important functional
strategy, as it aims to provide a justification of goals and

objectives in each individual market (market segment)
and for each product, taking into account the peculiari-
ties of competition and consumer demand [22, p. 387].
The principles of marketing strategy formation are
slightly different from the principles of formation of the
overall development strategy and follow from the very
essence of marketing (Table 2).

Today, the formation of a marketing strategy can
be considered the basis of strategic development of
agrarian enterprises and is caused by the following fac-
tors: most agricultural markets are saturated and highly
competitive in modern conditions, so for a successful

119

Exonomiunmii Bicauk Jlonbacy Ne 4(58), 2019



L. Byvsheva, O. Kondratenko, A. Kovalenchenko

Table 2
Principles of formation of marketing strategy of agricultural enterprises and their characteristics
Principles Features of agrarian marketing
Purposefulness Mission statement, goals, orientation of all spheres of activity on satisfaction of

needs of the consumer, on the one hand, and on achievement of the final practical
result of production and marketing activity — on the other

Concentration of effort

Concentration of research, production, financial, sales efforts on strategic direc-
tions of marketing activity (search of markets, consumers, unmet needs, creative
approaches to the solution of the set marketing tasks)

Focusing on long-term results

Forecasting, development of innovative products, introduction of innovations for
obtaining the expected result in the future

Synergistic effect

Relationship between marketing strategy and tactics, which involves the need for
targeted and active stimulating influence on market demand and the complexity
of marketing measures to achieve the synergy effect

Flexibility

Adaptive response of enterprise commodity strategy to qualitative and quantita-
tive changes in demand, use of flexible pricing in response to changes in market
conditions; choice of optimal forms and methods of communication policy; In-

volvement of employees in active participation in marketing activities

market activity, each agrarian enterprise must define its
target segment with specific needs, which is only pos-
sible if marketing tools are used; the modern external
business environment is changing dynamically, which
may give agricultural enterprises additional market op-
portunities or, on the contrary, threaten its strategic ac-
tivities. Ongoing monitoring of the market situation will
determine market opportunities for its strategic activi-
ties. Ongoing monitoring of the situation on the market
will be able to identify market opportunities for agricul-
tural enterprises, to identify and use them in a timely
manner, while avoiding market threats. It is this compo-
nent that forms the basis of methodological tools in the
formulation of a marketing strategy; the high level of
competition that exists in many commodity and regional
markets requires agrarian enterprises to have adequate
competitive behavior that will enable them to strengthen
their competitive long-term position in the market. The
theory of competitive advantages is aimed at: develop-
ing measures aimed at enhancing competitiveness;
forming a mechanism for responding to external
changes; integration of strategic actions of the main
functional units of enterprises; solving specific business
issues and issues that are relevant at the moment. All this
is also the basis for formulating a marketing strategy;
Consideration of changes in the nature and behavior of
the consumer is important for the market activity of an
agricultural enterprise.

The choice of the optimal variant of implementa-
tion of the marketing strategy of agricultural enterprises
(configuration and content of measures within the strat-
egy), from the possible alternatives of the formation of
the marketing strategy can be applied any, depending on
the specific conditions of activity, opportunities and
prospects of the individual enterprise for which the stra-
tegy is being developed.

The most appropriate strategy for implementation
should be in accordance with the nature of the changes
in the environment and the ability of the enterprise itself

to know and understand the content of these changes. A
general characteristic of these conditions is the ability of
management and business owners to understand the
causes and anticipate changes that occur in the environ-
ment [3]. That is why the marketing strategy of an agri-
cultural enterprise must be adequate to a certain level of
forecasting by that enterprise of future changes in its ex-
ternal environment. The scheme of choice of marketing
strategy of an agricultural enterprise is presented in
Fig. 3.

Implementation of the marketing strategy as a
stage that follows the formation of the strategy and pro-
vides for the direct practical implementation of the mar-
keting strategy, involves the implementation of the ac-
tivities planned within the strategic marketing plan. If
the marketing strategy determines the general directions
and basic principles of adaptation of the marketing po-
tential of the agricultural enterprise to the conditions of
the market environment, then its practical implementa-
tion is due to the use of the appropriate marketing com-
plex by the enterprises.

Monitoring the implementation of the strategy in-
volves:

1. Expert and statistical analysis of the image of the
enterprise and its products.

2. Comparison of the amount of resources ex-
pended with the planned amount in the context of
achievement of specific strategic goals.

3. Determining the market share at the stages of
strategy implementation and the dynamics of its
changes, ascertaining that the changes are planned.

It is important to take into account in the process of
forming and implementing the strategy of marketing
risks of agricultural enterprises, which can be imple-
mented in case of adverse changes in the internal and
external environment. Risk management of the agricul-
tural market allows to some extent to predict, control,
control, take measures to eliminate or reduce the nega-
tive effects of these events.
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Fig. 3. Selection of the marketing strategy of the enterprise in the agro-industrial market
of the alternatives available (created by source based authors [9])

Against this background, the tasks of agricultural
market risk management are to: identify areas of in-
creased risk in the agricultural market; assessment of the
degree of risk to agricultural products; analysis of the
acceptability of such a level of risk in the agricultural
market for a particular enterprise; developing measures
to prevent or reduce risk in the agricultural market;
taking measures to maximize compensation for the da-
mage caused in the event of a risk event.

Conclusions. In formulating the marketing stra-
tegy of an agricultural enterprise, it is necessary to coor-
dinate its potential capabilities in meeting the require-
ments of end consumers regarding the range, quality and
price of the agricultural, to take into account the maxi-
mum use of their competitive advantages and the weak
positions of competitors, to substantiate the strategies of
the main elements of the marketing complex: goods,
prices, distribution. The mechanism of effective func-
tioning of the organizational marketing service of an ag-
ricultural enterprise implies its integrity, unity, orderli-
ness on the basis of optimization of its structure.

It is determined that the marketing strategy is a
general philosophy of doing business in the context of
globalization. It envisages the development of strategic
directions and methodological tools to achieve long-
term competitive advantages and the possibility of
timely adaptation of economic entities to the dynamic
changes of macro and microenvironmental factors, con-
tributes to shaping consumer needs and tastes in accor-
dance with social values.

The marketing strategy of an agricultural enterprise
is formed on the basis of the basic conception of its de-
velopment and takes into account resources and oppor-
tunities, the state and features of competition, demand
trends, conditions of marketing environment and inter-
nal factors that are interconnected and observed chain

reaction, which is reflected in the change in the final re-
sult.
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Busmesa JI. O., Kongparenko O. O., KoBanen-
4yeHKo A. Oco6amBocTi Ta NMpUHIUNH (POPMYBAHHA
MAPKETHHIOBUX CTpaTeriii y AislJIbHOCTI CLIbCbKOTOC-
MOAAPCHKHUX MIANPUEMCTB YKpaiHH

VY crarTi BU3HAUCHO, 10 MAapKETHHIOBA CTpATeris €
3arajpHOIO disocodiero BeneHHs 6i3HeCy B yMOBax riioba-
Jizarii i nepeadaydae po3poOICHHSI CTpATETIYHUX HATIPSIMIB
Ta METOJOJIOTIYHOTO 1HCTPYMEHTAPil0 IJIs JOCSTHEHHS
JIOBFOCTPOKOBHX KOHKYPEHTHHX IepeBar Ta MOXIHBOCTI
CBOEYACHOT ajanTarii cy0’ €KTiB TOCIOIapIOBaHHS 10 JIH-
HaMiYHUX 3MiH (aKTOpIB Makpo- i MiKpOCEpeIOBHINA,
cripusie GOpMyBaHHIO MOTPEO 1 CMaKIB CIIOKUBAYiB BiIO-
BIZIHO JIO CYCHiJIBbHUX WIHHOCTEH. MapKeTHHroBa cTpare-
Tist mianpuemMcTBa GOpMyeThCs Ha 0a3i OCHOBHOI KOHIIETI-
il HOro po3BHUTKY Ta BPaxOBYE PECYPCH 1 MOMKIIHBOCTI,
CTaH Ta 0COOJIMBOCTI KOHKYPEHTHOI OOpPOTHOH, TeHICHIIIT
PO3BUTKY HONHTY, YMOBH MapKETHHIOBOTO 30BHILIIHEOTO
CepeloBHINa Ta BHYTPIIIHI YHHHUKH, 110 B3a€MOIIOB’ sI3aHi

MDK c000I0 W MK HHMH CIIOCTEpIra€ThbCsl JIaHIIOrOBa
peaxkuisi, sKa BitoOpakaeThcsl Ha 3MiHI KIHIIEBOTO Pe3yJIb-
tary. [IpencraBiieHo MOpsAAOK GopMyBaHHS 1 peamizamii
MapKETHHTOBOI CTpaTerii MmANMPUEMCTB Ha arpoIpOMHUCIIO
BOMY PHHKY, III0 TIependayac IIaHyBaHHS Ta BTUICHHS Ha
MIPaKTHUI[i MapKETUHI'OBOTO iHCTpYMEHTapito, BUOIp Haii-
OUTBIIT JOMIITEHOT 3 ICHYIOUHX aIbTEPHATHB MOJIEN CTpaTe-
TIYHOT TOBENIHKM TMiANPHEMCTBA Ha PUHKY. AKTyali3o-
BaHO 3HAYCHHS BPaxXyBaHHS CTPATCTIYHUX PUHKOBUX PH-
3ukiB. OOIpyHTOBaHI NPUHIUIHN (OPMYBAaHHS MAapPKETHH-
TOBOT CTpaTerii IEIIo BIAPI3HAIOTHCS Bi MPUHIUMIB dop-
MyBaHHS 3arajibHOi CTpAaTerii pO3BUTKY i BUILUIMBAIOTH i3
camol cyTHOCTiI MapkeTuHry. JloBeaeHo, mo npu ¢popmy-
BaHHI MapKETHHI'OBOI cTpaTerii CiIbChbKOTOCIOAAPCHKOTO
MiIIPUEMCTBA HEOOX1THO Y3TO/DKYBATH WOTO MOTEHITiHHI
MOXJIMBOCTI CTOCOBHO 3a0€3II€UYeHHs] BHUMOI KIHIIEBUX
CITO’KMBAYiB MIOA0 aCOPTHUMEHTY, SIKOCTI 1 IiHA CLIbCHKO-
TOCIIOTAPCHKOT MPOIYKITil, BpaXOBYBAaTH MaKCHMAaJIbHE BH-
KOPHUCTaHHS CBOIX KOHKYPEHTHHX IIepeBar Ta clia0Ki MMo3u-
mii KOHKYPEHTiB, OOTPYHTOBYBaTH CTpaTerii OCHOBHHX
€JIEMEHTIB MapKeTHHIOBOTO KOMILIEKCY: TOBapy, LIiHH, PO-
3MOJIUTY 1 IPOCYBAHHSI.

Kniouosi cnoea: MapkeTHHTOBa JisUTbHICTD, CLITBCHKO-
TOCIIOJIapChKe MiAMPUEMCTBO, arpONPOMHUCIOBUI PHHOK,
MapKETHHTOBAa CTpATETis, CTPAaTEriyHi PU3UKH, CTpaTe-
TivYHA TTOBEIHKA, CITECHKOTOCIIOIAPChKA TPOTYKITiS.

Byvsheva L., Kondratenko O., Kovalenchenko A.
Features and Principles of Formation of Marketing
Strategies in the Activity of Agricultural Enterprises of
Ukraine

The article defines that the marketing strategy is a
general philosophy of doing business in the context of
globalization and involves the development of strategic di-
rections and methodological tools for achieving long-term
competitive advantages and the possibility of timely adap-
tation of business entities to the dynamic changes of macro
and microenvironmental factors, contributing to the needs
and environment. consumers according to social values.
The marketing strategy of the company is formed on the
basis of the basic concept of its development and takes into
account resources and opportunities, the state and pecu-
liarities of competition, demand trends, conditions of mar-
keting environment and internal factors that are intercon-
nected and observed chain reaction, which is displayed on
the change in the final result. The order of formation and
realization of the marketing strategy of the enterprises in
the agro-industrial market is presented. The importance of
taking into account strategic market risks has been updated.
The principles of marketing strategy formation are substan-
tially different from the principles of formation of the over-
all development strategy and follow from the very essence
of marketing. It is proved that in formulating a marketing
strategy of an agricultural enterprise, it is necessary to co-
ordinate its potential capabilities in terms of meeting the
requirements of the end consumers regarding the range,
quality and price of agricultural products, to take into ac-
count the maximum use of their competitive advantages
and weak positions of competitors, to substantiate the stra-
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tegies of the main elements of the marketing complex: dis-
tribution and promotion.

Keywords: marketing activity, agricultural enterprise,
agro-industrial market, marketing strategy, strategic risks,
strategic behavior, agricultural products.

buiBmeBa JI. A., Konuaparenko O. A., KoBajen-
YyeHKO0 A. Oc00eHHOCTH U MPUHUIUNBI (POPMHPOBAHUS
MApPKEeTHHIOBBIX CTPaTeruil B 1eATEJILHOCTH CeJIbCKO-
XO0351HCTBEeHHBIX NPEANPHUATHH YKPAHHBI

B crathe ompeneneHo, 4YTO MapKETUHTOBas CTpaTe-
rus siBisiercst obmeit ¢unocodueid Benenus OusHeca B
YCIIOBUSIX TJIO0AIN3AIUH U MIPEIyCMaTPUBACT pa3paboTKy
CTpaTeruuecKUX HaIpaBJICHUH U METOAO0JIOTHUYECKOrO HH-
CTPYMEHTapusl UL JOCTIKEHHS JONTOCPOYHBIX KOHKY-
PEHTHBIX MPEHMYIIECTB ¥ BO3MOKHOCTH CBOEBPEMEHHOM
aZlanTaniy CyOBEKTOB XO3JHCTBOBAHMSA K THHAMHYICCKIM
HM3MEHEHHsM (PaKTOPOB MaKpO- M MUKPOCPEIbI, OKa3bIBACT
coxelictBre (HOPMHUPOBAHHIO HYXI M BKYCOB MOTpeOHTE-
JIel COOTBETCTBEHHO OOIIECTBEHHBIM IIEHHOCTSAM. Mapke-
TUHTOBAs CTPATETUs MPEANPUITHS POpMHUPYETCS Ha Oa3e
OCHOBHOM KOHUEMNIMM €r0 Pa3BUTUS U YUMUTHIBAET pe-
CyPCHI M BO3MOKHOCTH, COCTOSIHAE U OCOOCHHOCTH KOHKY-
PEHTHOW OOPBOBI, TCHACHIIUN Pa3BUTHS CIPOCA, YCIOBUSL
MapKETHHTOBOW BHEITHEH CPEJIbl M BHYTPCHHUE (PaKTOPHI,
KOTOpPBIE B3aMMOCBSI3aHBI MEXKAY COOOH M MEXIy HUMH
HaO0JIIOTaeTCs TEeITHAs PEaKIUsl, KOTopast 0TOOpa)kaeTcs Ha
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M3MCHCHHU KOHEYHOTO pe3ynbraTa. [lpeicraBieH mops-
JIOK (hOpMHUpPOBaHHS U PeaTU3aIi MapKETHHTOBOM CTpa-
TEruH NPEANPUATHI Ha arpONPOMBIIUICHHOM PBIHKE, KO-
TOPBII MpeaycMaTpUBaeT IUIAHUPOBAHUE W BOILUIOIICHHE
Ha TPAaKTUKE MapKETHHITOBOTO HWHCTPYMEHTapHsi, BBHIOOP
HauOoJee 1eecoo0pa3Hol U3 CYIECTBYIOMNX allbTEpPHA-
TUB MOJIEJIH CTPATErHIeCKOT0 MOBEACHUS IPESAIPHUITHUS Ha
pBIHKE. AKTyaJM3UpOBaHO 3HAUYCHMSI ydeTa CTpaTerH-
YECKHUX PHIHOYHBIX PUCKOB. OOOCHOBAHBI IPUHIIUIIBI (hOp-
MHUpPOBaHHS MapKETHHTOBOM CTPATETUHU, KOTOPBIC OTIHYA-
IOTCSL OT TPUHIMIIOB (HOPMUPOBAHHS OOILICH CTpaTeruu
Pa3BUTHS M BHITEKAIOT U3 CaMOM CYIIHOCTH MapKETHHTa.
Jokazano, 9to npu (HopMUPOBAHHY MAPKETHHTOBOI CTpa-
TETHH CEIHCKOXO3SIUCTBCHHOTO MPEIIPUATHSI, HE00XO0-
JIMMO COTJIACOBBIBATh €r0 MOTEHIUAIbHBIC BO3MOXKHOCTH
OTHOCHTEJIbHO oOecriedeHrs TpeOOBaHUM KOHEYHBIX TI0-
Tpebureneil Mo MOBOAY aCCOPTUMEHTA, KaYecTBa U IICHBI
CENTbCKOXO3SIICTBEHHON TMPOAYKIMH, YYUTHIBATH MAaKCH-
MaJIbHOE HCIOJIb30BAHUE CBOMX KOHKYPEHTHBIX HPEHMY-
LIECTB U Cla0ble TO3UIMU KOHKYPEHTOB, 00OCHOBBIBATH
CTpaTerud OCHOBHBIX AJIEMEHTOB MAapKETHHTOBOTO KOM-
IUTeKCa: TOBApa, IICHBI, PACHIPEICICHHS U MPOIBIKCHUE.

Kniouesvie cnosa: MapKeTHHTOBas JIEATCIHLHOCTH,
CEJIbCKOXO3SHUCTBEHHOE TMPEIIPUATHE, arpONPOMBIILICH-
HBIA PBIHOK, MAPKETHHTOBAs CTPATETHUs, CTPATCIHYCCKHEC
PHCKH, CTpaTerHyecKoe MOBEICHUE, CENbCKOX03sHCTBEH-
Hast IPOYKLIHSL.
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