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The features of investments portfolio management are considered in the conditions of modern financial market,
the approach to the consideration of the possible approaches to the choice of historical or expert methods of receipt of
data is proposed. The necessity of introduction a dynamic constituent to the system of the financial investments control
on the basis of determination of criteria of revision of investment brief-cases is justified.
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[ ]aiM R [ ]c c aiW M R [ ]aiW M R ,
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The necessity of innovative development of the meat-packing plants is considered in the article. The author
clarifies the meaning of different types of innovations in the meat-packing industry with a specification of a
participatory share of a certain type of innovations in the structure of innovative product development. The significance
of the use of a new product and a trade mark together with orientation on the target audience is proved.
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