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The article presents defining and consideration of the essence agriculture enterprises’ marketing risks. There are have studied sources of marketing risks agriculture enterprises in the Ukrainian contemporary environment. Authors have proposed the classification of marketing risks agriculture enterprises. It is useful for edification and analyst of marketing risks during their management, in edition it is useful for adequate accepting risks by an enterprise, minimizing their negative implications, wide overegging areas of their arising.
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Statement of the problem. The agriculture of any economic system is carries out in the environment, characterized by significant amount of uncertainty and risks. The cause of this situation is specifics of agricultural activity, namely the impact of climatic conditions. It is necessary to notice that for each domestic agricultural enterprise it is characteristic additional amount of risk and uncertainty caused by instability of the political, legal and economic environment. It is necessary to notice also that in Ukraine there are reformatory and other exchange processes under the influence of internal and external factors, which complicate use of concrete tools of conducting enterprise activity in agrarian and industrial complex. Accordingly, modern metabolic processes have great impact on all levels of managing of domestic farmers, as a structural unit perspective and strategically important economic branch of the country.

Marketing activity, its place and value to agricultural enterprises in Ukraine is developing in parallel the formation of domestic market environment, this situation is an additional source of risk and uncertainty. The marketing activities of any agricultural enterprise is the key to its long existence in marketplace, therefore marketing risks of the enterprise have high value. The state actively influences agriculture in order to maintain conditions of stability and development of it, against a high level of risk and uncertainly. Therefore, the use classical marketing tools in agricultural enterprises’ activity is difficult and marketing strategy to minimize risks for such an enterprise requires specific management tools.

The analysis of recent studies and publications discussing the problem. Research of the marketing risks and their management is devoted works of many domestic scientists in particular works of T. P. Danko, L. I. Donets, V. A. Kravchenko, A. A. Starostin [1-2, 14], but a common approach to the definition of marketing risk is not present. Such situation is a significant complication to manage marketing risk by an enterprise. The issue of marketing risk agricultural enterprises, including farms, investigated following domestic scientists O. O. Hapeyenko, R. O. Kolibaba, J. S. Larin, L. C. Maslovskaya, A. Pastarnak [3, 6, 8, 11, and 13]. It should be noted, that risk management in market conditions for domestic agricultural enterprises is a relatively new activity, including risk management of marketing activities, so opinions of scholars regarding the system of risk-management for the agricultural enterprises have essential distinctions, particularly in determining the sources of market risk.
Task statement. Investigating the essence of marketing risks of the agricultural enterprises, sources of their occurrence, investigating the influence of the specified group of risks on activity of the domestic agrarian enterprises in modern conditions of managing.
Results of investigation. The marketing risk is a probability of failure to achieve marketing objectives under the influence of environment or internal negative factors. The result of marketing risk is low level of sales of production or services in comparison with planned targets and, as consequence, leads to a decrease in the planned profit or receiving damage [9].
Main objective of marketing activity of any enterprise, including agricultural, is the satisfaction needs of consumers by sales them the goods or services. For achievement of this objective each enterprise defines own marketing purposes. Uncertainty at decision-making is at the cause of risk existence. For acceptance of the marketing decision, it is necessary to consider the total internal and external factors of the enterprise, as marketing is a binding element between the enterprise and the consumer. The reason of uncertainty and risk at acceptance of the marketing decision is variability of the market. 

For agriculture are defined following sources of risks, including the marketing: 

- The social and economic environment;
- Climate-environmental conditions;
- The human factor.
The above-stated factors are key categories at research of structural elements of marketing risks for the agricultural enterprises: contradiction, alternativeness and uncertainty. 

Contradiction of marketing risk is defining in necessity of acceptance marketing decisions, which can contradict the established model of behavior of the enterprise for marketing activity. The reason of such situation is that the satisfaction of consumers’ needs requires new approaches from the manufacturers in the modern nonstable world. Consumers’ behavior is changeable; therefore marketing efforts of the agricultural enterprises should be as much as possible directed on achievement of strategic advantages of production by positioning it, for example, as ecological, natural, affordable etc. [11, p. 266]. It is necessary to notice, that contradictory decisions on the one hand and innovative with another create bases of progressive development, new concepts of marketing and new methods of a gain consumers.
Alternativeness of marketing risk is defining in existence of a choice among several variants of marketing decisions. Each marketing decision has own characteristic consequences, their forecasting and prediction is basis of choice fulfillment on acceptance of the certain decision. 

Uncertainty is a source of any risk including marketing. It is cause by insufficiency of the information or its discrepancy. In that case, leading tools in management of marketing risks are marketing research and expertise of the marketer, who makes the decision. 

As for agricultural enterprises in the majority of domestic agricultural manufacturers, there is no marketing service as a separate component of the enterprise. A duty on acceptance of marketing decisions it is distributing between workers of various departments. In that case, the enterprises address to special the advisory, scientific, research organizations for fast receives authentic and the useful information necessary for acceptance of the correct marketing decision. However, it is necessary to note a low level of development of a domestic communication and information making market infrastructure [6]. 

Object of marketing risk is the behavior of the consumer for production produced by the enterprise. The consumers of the agricultural enterprise are the processing enterprises and the population, such differentiation of consumer burns out of the close commodity business relationship between enterprises of agricultural sector and width of use of agricultural production. Subject of marketing risk is the person responsible for the taking over marketing decision, involving risk acts. It can be marketing department of the enterprise, the marketer, the director of enterprise. 

Consequence of influence of marketing risks are low volumes of sales of production in comparison with the planned indicators, causing a loss of revenue and leads to a loss of target profit or receiving damages.
Marketing decisions of the enterprise are carrying out under the influence of internal factors and under the influence of marketing environment, therefore marketing risks are subdivided on internal and external [12]. Thus, internal marketing risks are the risk of a tightening of terms of carrying out of marketing research, risk of low qualification of experts in marketing. The risk of loss of the goods, for example, risks at transportation, a wrong choice of a commodity market belongs to external marketing risks. Many modern scientists [1, 12] do not give enough attention for risks of macroenvironment because the enterprise cannot directly affect on such group of risks, but their influence essential, and threatens not only low volumes of sales, but also the termination of activity of the enterprise. In this case, it is requires appropriate marketing tools that will allow manage this group of risks. There are following risks of macroenvironment: climatic, policy-legal, economic, socially-demographic and technological. 

It is necessary to notice that influence of macroenvironment in active reformation and transformation processes, which are inherent in the present, requires effective tools of minimizing of risks, including marketing. Therefore, for example, for difficult political situations, domestic agricultural manufacturers in current 2014 have lost the habitual market of the countries of the Customs union. The unique decision of this problem is search of new commodity markets. Agroholding Mironovsky Khliboproductin has the prohibition on import of production in the countries of the Customs union (the given share of the market made about 50-60 % from total exports in 2013). Therefore, the enterprise has search alternatives targets, in result, in the first half of the year 2014 MKP has increased fowl manufacture by 20 % - to 268,88 thousand т, sales to the third parties have grown on 23 % - almost to 252 thousand т. Thus, despite an import interdiction in the countries of the Customs Union of February 2014, export sales following the results of a half-year at the expense of a diversification of commodity markets (the countries of the Near East, Asia, Africa, EU, and also some CIS countries) have increased by 4 % - to 57,56 thousand т [13]. Difficult policy-legal status of АР Crimea for the local enterprises is at the bottom of risk of loss of own trademarks registered under jurisdiction of Ukraine, but for today have a straight line legal influence of the Russian Federation. For example the trademark "Magarach" of National institute of wine "Magarach" in 2004 has passed to Estonian company Magarach OU, the institute has been compelled to conclude with Magarach OU the license contract and to pay a royalty in size €0,2 for 1 l of wine. In 2010, thanks to intervention of the Ministry of an agrarian policy, the trademark has been returned as a result of the judgment. At the same time, in 2011 in Russia the trademark of "Magarach" company Magarach OU that can again force to pay institute a royalty has been registered [7].
To external marketing risks of a microhabitat of the agricultural enterprises, defining the following: 

- Market risks - the risks connected with a segment of the market that the agricultural enterprise possesses; 

- Supplying risks - the risks connected with infringement of terms of delivery of raw materials and materials, a landing material, fertilizers, etc.; 

- Competitive risks - the risks connected with actions of competitors, in particular a market monopolization level, technological preferences at production development; 

- Intermediary risks - the risks connected with actions of intermediaries, for example, inadequate service of consumers; 

- Consumer risks - the risks connected with changes of demand, in particular change of purchasing capacity of the population, new tendencies of quality which demand considerable changes of the production technology and other additional expenses; 

- Risks of contact audiences - the risks connected with actions of contact audiences. 

Depending on the occurrence reason, marketing risks of the agricultural enterprises divide under marketing decisions, in the more general sense - on the cores marketing tools, so-called «4Р»: 

- Price risks - the risks connected with a price policy, for example, for the agricultural enterprises by the basic reference points concerning the price policy purchasing capacity, the price offer of the domestic and international markets is; 

- The products risks - the risks connected with a commodity policy, production of the agricultural enterprises in most cases is standardized, should correspond to the state domestic norms, standards and international, according to commodity market placing; 

- Risks of place (marketing) - the risks connected with a policy of distribution, for example, risk of that the chosen trade channel will not provide the planned volume of a gain; 

- Risks of promotion (communication) - the risks connected with a policy of advancement so the low level of development of communication and information components of a market infrastructure interferes with fast advancement of production. 

T. A Oklander [12] indicated above risks defines as internal marketing risks. In our opinion, in this list it is necessary to add also:

- The risks connected with poor-quality marketing research, after all based on the information received, as a result of marketing research are takes over marketing decisions;

- The risks connected with the organization, and control of marketing activity at the enterprise;

- The risks connected with mistakes of the formulation of mission, definition of the marketing purposes and enterprise strategy (pic. 1). 

Internal marketing risks arise for the subjective factors in the process of marketing of the enterprise at a stage of working out of marketing plans and marketing decision-making. Analytical marketing functions, which plan reference points are carried out or fix the received results carried at other stages, namely the marketing analysis, marketing synthesis, strategic marketing, marketing control [12].
Although internal marketing risks are the most suitable for management at level of the enterprise, however absence of the developed marketing infrastructure and influence of others macro factors considerably complicate management of this group of risks. For example, the agricultural enterprises in the developed countries management by price risks by, basically, using financial tools at agrarian stock exchanges - futures, options, hedging [14]. But it is necessary to notice that for the domestic farms such tools a little achievable, the president of National Association of Agricultural consultative services of Ukraine Roman Korinetc said [4] that there is no real exchange trade in Ukraine. Other variants of insurance upon price risks is using of government programs, insurance. However, in using of these tools the agricultural enterprisers deals with other problems, in particular, available government programs cannot provide a sufficient guarantee that the farm risked, and procedure of the state purchases demands considerable improvements. About the insurance market, the majority of the agricultural enterprises do not trust the insurance organizations and are ready to take risk up and to save available financial resources. 


Picture 1. Classification of marketing risks the agricultural enterprises
As noted above, almost all production of agricultural enterprises is subject to standardization and normative control from the various state and international organizations for a quality assurance of production for consumers, but the decision on commodity politicians of the enterprise do not lose the importance. Modern lines of special qualities of agricultural production, as for example, ecological compatibility, or new alternative ways of use of agricultural raw materials changes of the production technology demanding from the manufacturer or a diversification of manufacture of other certain product.

For definition of risks of distribution of the domestic agricultural enterprises, it is need existing variants of distribution of production [4, 5] (pic. 2).
Each of the channels has its own advantages and disadvantages, focused on certain agricultural products. When choosing the market and to avoid the risk the sales the enterprise should consider the following criteria for its products: the type, volume of deliveries, quality, and availability of storage, transport conditions and quality, regularity of supply, standardization and normalization of production. For example, the use of shady intermediaries and local unregularly markets does not require farmers from standard products, regular deliveries of large amounts of supplies, availability of contractual obligations, but on the other hand, an entrepreneur entails transport costs, costs on products storage. These channels as wholesale agricultural markets, trade Agrohouse, agriculture Commodity Exchange, service cooperatives, united sales by industry characterized by appropriate market infrastructure that lowers market risk for farmers.

Picture 2. Channels of distribution of agricultural production
As for Internet sales, it should be noted advantage Ukrainian farmers to farmers in developed countries, according to research KleffmannGroup Ukrainian farmers have a high level of proficiency smartphones - 15%, internet penetration is growing, is a promising active use of social networks to promote their own products and the creation of well-functioning stable channels. For example, farms that specialize in organic farming page in Facebook - real way to the real user, the formation commodity items and scheduling for real sales order [10]. Along with the development and popularity of the Internet, relevant infrastructure developing and improving of transportation, information and advisory services, types of payment calculations, etc. This situation greatly simplifies and makes attractive for use in agricultural enterprises of the distribution channel.

Conclusion. Thus, for the current conditions of the national economy the management of marketing risk becomes high relevance, especially for farmers. Marketing risk is the probability of failure to achieve marketing objectives under the influence of the external environment or internal negative factors. The main sources of risk marketing of agricultural enterprises have defined as follows: socio-economic environment; climatic conditions; human factor. The classification of market risk farms (pic. 1) and identified their sources of it are necessary for the initial stage of management of risk marketing - its assessment, which includes the identification, analysis and description of the risk. The current instability of the domestic economic environment makes farms vulnerable to the risk of adverse events associated with the marketing activities of the company. The influence of this group of risks is important for adequate management of agricultural enterprises.
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