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SUMMARY

Levina-Kostiuk M.O. The optimization of the structure of production and 

goods sales by suburban agricultural enterprises of Odesa  

Grounded prospects of effective management of marketing activities in 

suburban farms. Presented the results of solving economic-mathematical model  of 

product range optimization and sales of agricultural products for various distribution 

channels by agrarian business entities. Suggested to orient structural changes in the 

suburban agricultural enterprises to development its own distribution network. 

Keywords: optimization, economic-mathematical model, marketing distributive 
politics, suburban area, marketing management 
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