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Summary 

Irina Budnikevych, Irina Cherdantseva, Natalia Tafiy 
 

MAJOR TRENDS OF FOOD MARKET DEVELOPMENT AS FACTORS OF STRATEGIC BEHAVIOR OF 
ENTERPRISES OF CONSUMER COOPERATIVES REGION 

The estimation of major developments in the food market as factors in the formation of strategic behavior of 
enterprises of consumer cooperatives in the region is realized. The review of the representation of network retail 
operators in the food market of Ukraine is made and identified possible promising niche for the development of 
consumer cooperatives; the trends in the food market that affect the activities of national and regional operators in the 
food market are summarized, the problems of consumer cooperation organizations at the regional food market are 
defined. Recommendations on areas of use of marketing tools in the development and implementation of strategic and 
tactical decisions regarding further future development of consumer cooperation organizations are given. 
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