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Tatiana і . Yavors'ka
Tavria State Agroteclinical Academy

Entrepreneurship and Development of Individual Farm Households
A  n o tio n  „ e n tre p re n e u rs h ip ” is k n o w n  since th e  ІЗ 1*1 c en tu ry . A c co rd in g  to  th e  

R ober's  D ic t io n a ry  a n  e n tre p re n e u r  is „a p e rso n , w h o  m anages th e  en terp rise , has 
her o w n  a c c o u n t, u s in g  v a rio u s  fac to rs o f  p ro d u c tio n  (natural resources, lab o r, ca­
pital) w ith  p u rp o se  o f  se lling  goods o r  p ro v id in g  services”. E n trep ren e u rs  are  
„farm  h o u se h o ld s , ag ra rian s , businessm en , m an u fac tu rers , in c lu d in g  sm all-artisans 
and o th e r  o f  tra d e  o u t le ts ”. B u t em ployees, officials and  o th e rs  w ere  n o t inc luded  
in to  th e  e n tre p re n e u rs  g ro u p  at th a t  tim e , because th e y  received salary  fo r  th e ir  
w ork . I t w a sn 't  u n ti l  th e  1 8 ^  c e n tu ry  th a t an e n tre p re n eu r h ad  been id en tified  
w ith  in n o v a tio n , in v en tiv en ess , re fin em en t and  o th e r  features and  characteristics 
a m o d e rn  e n tre p re n e u r  possesses. A n  E nglish  econom ist R . K anfilion  app lied  th e  

te rm  „ e n tre p re n e u r” to  define a p e rso n  w ith  changing incom es.
E n tre p re n e u rsh ip  as a special k in d  o f  business activ ity  can  effectively fu n c tio n  

in  te rm s o f  m a rk e t re la tio n s , because th e y  p rov ide  freedom  o f d irec tions an d  m e t­
hods o f  fa rm in g, in d e p e n d e n t decisions and  financial stra tegy  in h e re n t to  one o r  
a n o th e r k in d  o f  e n te rp r is e  ac tiv ity . T h e  estab lishm ent o f  m ark e t co n d itio n s  is im ­
possible w ith o u t  d e v e lo p m e n t o f  business-like activities.

* * * ------- ----------
W l t l l U U L  U L  V L l w  — ------ ------------------- , B . . .

Д Л'Г’ГЛt-rl 1 nrr 1-лл 1-ІПА РУїСППР1 leg islation  en trep ren eu rsh ip  is an  in d ep en d en t m itia-

may be re la tively  d iv ided  in to  fo u r m ain  groups.
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Tatiana I. Yavors’Ka

vidual farm households produced 64.6% of gross product.
-  the other group well-known in the world practice is called a c o m p a n y  or 

partnership. To this kind of entrepreneurship in home practice corresponds org a . 
nization of farm producers in the form of limited liability companies. The basic 
difference of such enterprises is partial socialization of producers' property a n d  re­
sponsibility under the obligations within the limits of this property cost. P ro d u c­
tion cooperatives are also included into this category. They differ from l im i t e d  lia­
bility companies by some formal organizational features and by measure o f re­
sponsibility. A lot of agrarian economists consider this type of entrepreneurship 
most typical and viable for Ukraine's farming.

-  the third group -  a joint-stock company or corporation. The use of the given 
type of entrepreneurship activity in agriculture is a relatively new phenomenon.

A Joint-stock company or corporation differs from partnership by t h e  charac-

and management activity. One can this form of productions socialization a rather 
applicable for farm enterprising neither fractionally nor practically.

The main drawback here is alienation of producer from the process and resu ts 
of his/her work that highly reduces motivation and negatively influences b o th  t  e 
efficiency of work and the oualitv of adminicrr'ittim r><-»citive fact
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Entrepreneurship ano n , ,
-------------------------—  “ IL0 P M H |t op Individual Farm

farm households, that are representing the larppct 
such important products as milk a n d meat (in 2000 Р ^ ° П 1?П i n  Pr o d u«ion of 
non of these products), the marketability of milk 7,4  i n  g r o s s  Pr o d u <>
1991 the given figures reached according^ 26 and m  ° f  m e a t  1 2 -6 % - I n

dual farm households is 0.36 hectares. T h e  a v c r a Sc  size of indivi-
The farm private sector includes farms n f д:гг i • , , 

a small number of large private farms which n r T '  °f Pr o Pe r t y- However, 
ducts, plays an im portant role 
farms in Western Europe produce more than U a  t ' X  f t  

^ Z t e P S X a n mtoe b S

So we may conclude tha t it is necessary to strengthen entrepreneurship charac- 
ter of pnvate farms, to  enlarge their size and therefore the volumes of production 
first of all oi marketable products.

Most of private farms have no possibility to be involved in entrepreneurship 
activity because of a series of causes. They are: lack of time necessary for sale of 
farm products, lack of special transport, the remoteness from products' selling pla­
ces, etc. These problems can be solved by vertical integration, which will allow to 
increase farmers' profits, contribute to rapid market entering, besides it will redu­
ce the number of intermediates, that are between a producer and a consumer.

The vertical integration implies the integration of farmers' efforts in order to 
enter the fields of activity that are closely related to farm production. That will al­
low them to control the movement of farm products and to receive appropriate 
profit. It foresees the establishment of farm cooperatives by separating of some 
functions from  farm enterprises, farms, private farms households in order to orga­
nize them in a large scale. Small farm production has spontaneous, unorganized 
character, because it is motivated by its own needs and is not influenced by market 
demands. That's w hy it is often subjected to selfdependence, the state deals with 
farm producers from the point of view of small costs and low prices. Small farm 
production is also characterized by technical backwardness о pro uction manage 
ment, low farm w ork productivity, difficulties with products selling, very small 
markets for sale, disadvantage of the sale terms because of intermediaries The we­
ak integration and cooperation, absence of market infrastructure on s e n m ^  
farm producers also take place. Establishment of cooperatives for farm service can 

solve the majority of state-above problems. ,, f i r s t  a n d  t h e  m o s t  w i d e _
Sale cooperatives selling farm product;і ar 1 o f  s a le  cooperatives

spread form of farm serving cooperatives Q t h e r  f a r m  p r o ducers to form
allows the owners of private farm househo d u c t $ fr o m  r e -
l a rge and classified batches of products, to pack, to si , c o o p e r a t i v e s
®ote populated areas, and to use advertising an n o m e n t of their production
« a  producers can also trace the products intermediaries' margin, and

their consuming, get information about differen n n
’bout the requirements of processes of trade organtzations
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ч  „1 farm households irrespectively of their size and with 
Hence, individual tar n i t y  t 0  complete again commercial in t *°Ss

o f  their farm products and keep the larger part of profits That *
d i a r T  a t  1 Tevelopment of entrepreneur activity of individual farm housell* 
speedu P ^ e

o ^ n  it will allow to enlarge their size and to transform S001e J  

“ « Ж е ®  of seUin&'storing and processing of service cooperatives W11] 

be r f f e X  only if they Study the market, i.e. marketing. The marketing ifflp|, 
an in S a te d  economic system, directed on the providing of maximum sale „( 
L t s  the achievement of high efficiency of production and expansion of market 
share. Farm marketing is bringing the farm product up to the final customer.

It includes purchasing, storage, transportation, processing and distribution of 

products. . • і j
-  A special feature of marketing in farm sale cooperative on one hand acts as 

producer in case when it sells farm products. O n the other hand cooperative ap­
plies a certain marketing policy as for its members, which is mainly realized thro­
ugh the strategy of price formation. It may be concluded that there are two types 
of sale servicing cooperative marketing:

-  the sale marketing;
-  the marketing concerning farm producers.
The sale marketing is most widely used. In countries with developed cooperati­

ve sector the market activity organization for farm cooperatives is in reaching pro­
fit (level) increase for their member at the account of meeting all the requirements 
of their products' consumers. With the help of professional managerial stuff of 
a cooperative its members study their customers, influence their opinions and mo­
tives, create the consumer-oriented marketing complex.

The marketing complex consists of 4 elements: a product, price, distribution 
and promotion. These elements are known as „marketing mix.” The skill to 
the elements of marketing for solving a practical task is a basic of marketing. ™ 
special features of marketing activity of selling, storing and processing and sem 
cing cooperatives are mostly displayed through the trade and price policy. .

The work of farm cooperatives is efficient when products or services prcduc? 
and sold with their help, are demanded at the appropriate market. In this case t $ 
product policy is a nuclear of marketing decisions, with which other decisio ’̂ 
connected with the conditions of purchasing the product and methods of its P̂  
motion from a producer to a consumer, are formed. Storing and selling, a n \Aff 
cessing cooperatives in their business activity at farm raw materials and foo s 
market may use trade policy, which isn't very different from marketing policy 
private enterprises. f

In cooperatives the pricing policy corresponds to the above-mentioned type* 
mar eting. As for its members a cooperative uses and imperfect marketing ,lP |j 
h m S a jm ° iC e “ l u d e ,s t h e  r e s t o f  elements of marketing complex. This app f 

S у isp ayed in the principles of price differentiation, and the main P
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-  the criterion of purchase intensity;
-  use of consulting service;
-  use of cooperative members' own transport for delivering fertilizers to a farm

-  purchasing the material and technical means during the off-season.
A member of the cooperative, whose activity meets these criteria better has an 

opportunity to get higher price discounts on material and technical means. To sti­
mulate farm producers to participate in „Agro-Pikarde” cooperatives activity, the 
marketing approach in the form of extra charges according to the following crite­
ria is applied:

-  farmers own corn storages, availability;
-  farm producers use the seeds purchased the cooperative;
-  farmers provide leading, discharging and transport, etc.
In the activity of „Agro-Pikardi” cooperative a special price policy is applied. In 

our opinion, the serving sale cooperatives in Ukraine should apply the identical ra­
te of discounts or extra charges to a preliminary price in accounts with their mem­
bers, especially with owners of individual farm households. It will diminish the 
risk of conflict situations between cooperative members at the first stage of coope­
rative activity. . г  ці і

Also processing and store cooperatives, which are interested in a profitable sel­
ling of the oroducts. oroduced by their members, can pursue the pricing policy m

r — o a i c  L U U J J tId L I V C d  i m v v  ~ -------
t r °m small deliveries by the cooperative
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■■■■- _ « л  ■ c o o p e r a t ives, especially sale cooperatives. Л!» 
t y  o( e s M b l ,* S  t heleadingSrole of marketing processes here, the main object!,, 
“S c h  “ e f f X e  activity both at the home market and m long run at the tn.,,, 

national markets.

Summary

The core of business and the basic types of the agricultural business organizing are covered  in 
this article. As the subsistent farms are the main agricultural producers at the present in U kraine, 
it is analyzed the outlook for the agricultural business development in this kind of e n te rp r is e s .
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