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Anastasia D.  Sakhanova. Model of  ‘Marketing Mix’ as a Tool to Build SKhOO "Pivdenahropererobka" Ag-

ricultural Holding Brand. – Article. 
Summary. The current state of the farm enterprise "Pivdenahropererobka" with marketing methods has been 

analyzed, strategy of brand building has been formulated and tactical actions for its implementation are defined. 
Key words: brand, marketing mix, marketing research, promotion strategy. 
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Elena V. Sibirskaya. Statistics Households as Part of Macroeconomic Statistics. – Article. 
Summary.  In the article the statistical analysis of households in the Russian Federation for 2013 and 2014 the 

main types of relationships identified main factors of influence and the comparative analysis of indicators of 2013 and 
2014 on the basic criteria. 

Key words: household, statistical analysis, available resources, final consumption expenditure. 


