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Summary 
Zahrebelna I.L., graduate student 
Poltava State Agrarian Academy 

 
MARKETING ASPECTS OF PRICE POLITICS ARE ON PRODUCTS OF 

CATTLE BREEDING 
 

In the article paid attention to the marketing aspects of price politics of 
agricultural enterprises that engage in the production of goods of the cattle breeding, 
and terms of establishment of price on her with the aim of increase of price 
competitiveness of products. 
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