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Basic progress of food enterprises of Ukraine trends are certain in 2007–2011. Done generalizations of basic

indexes which characterize effectiveness innovative investment to activity of food enterprises. Certain features of
innovative development of producers of food stuffs and drinks.
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The article is devoted development of methodical principles in relation to creation of the effective system of strategic

analysis of marketing. Own vision of algorithm of strategic analysis of marketing which consists of three successive
stages is in-process formed: to the analysis of marketing position, computer-integrated segmentation, portfolio  analysis.
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