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Abstract. The article explores specific aspects of creating integrated marketing communications of enterprises of the agroindustrial complex. The role of marketing communications significantly increased at the time of formation of new development strategies in the face of sharpening competition and enterprises looking for the most effective methods and ways to use them. The integrated marketing communications is one of such methods that are relevant and strategically important for enterprises of the agroindustrial complex. It is one of the most effective methods of the influence on consumer behavior and the simple way to maximize the return on investment in marketing and promoting products on the market.
The aim of the research is summarizing and developing the individual theoretical and methodological provisions of the formation of the integrated marketing communications of enterprises of the agroindustrial complex. To achieve this goal we have identified and resolved the following tasks: the essence of the integrated marketing communications; defined and formed complex integrated marketing communications of enterprises of the agroindustrial complex; and  developed the algorithm of planning integrated marketing communications of enterprises of the agroindustrial complex.
Theoretical and methodological basis of the research became a dialectical method of cognition, the fundamental position of marketing and marketing communications; used methods, abstract-logical analysis and synthesis, systematic approach.
Analyzing and summarizing determination renowned scientists, we offer integrated marketing communications considered as «optimal combination and used in a set of interrelated and coordinated various marketing communications tools to promote products in the market to maximize the effect of their actions and achieve communication goals of the company». Highlighted scientific approaches, which can be seen as integrated marketing communications: «concept» - a combination of marketing communication tools to maximize communication programs and actions to achieve the objectives; «system» - a combination of marketing communication tools to maximize economic efficiency; «process» - a combination of the interests of consumers and businesses for mutually beneficial synergistic effect.
When selecting drugs and determining the structure of complex integrated marketing communications of enterprises of the agroindustrial complex must consider several important factors: the type of goods producing company and the stage of product life cycle; type, characteristics and the market in which the company operates; strategy, especially marketing, participation of intermediaries in the sales, the length and width of the distribution channel; awareness, consumer awareness of the product and the readiness of the target audience to make a purchase; consumer behavior in the market, characteristics of the target audience; behavior strategies of competitors, their communication activities; common objectives and strategies, the specifics of the enterprise as a whole and in particular communication activities; availability of financial resources in the company; features tools of marketing communication; law on the use of marketing communications; the role and importance of the media in the country. Found that means complex integrated marketing communications agricultural enterprises are: advertising, sales promotion, public relations, personal selling, direct marketing, advertising at point of sale and merchandising, exhibitions and fairs, sponsorship, packaging, product placement.
The process of planning integrated marketing communications of enterprises of the agroindustrial complex have a particular algorithm execution consecutive steps:

1) research enterprise marketing environment agriculture, determining the feasibility of integrated marketing communications;

2) determine the goals and objectives of the integrated marketing communications agribusiness;

3) determine the target audience and the desired backlash, the implementation of market segmentation;

4) develop creative strategies and integrated marketing communications tactics, positioning;

5) creating communication applications, communications, identification of sources of treatment, choice of channel marketing communications;

6) the budget of the integrated marketing communications as a whole and for each agent separately;

7) implementation of integrated marketing communications, their monitoring and correction if necessary;

8) evaluating the effectiveness of integrated marketing communications results, calculation of economic, social and psychological results as a whole and each separate product of marketing communications.
Found that integrated marketing communications have specific advantages for any enterprises of the agroindustrial complex - ultimately always be able to increase their sales and earn additional income to achieve «purity» of the communication channel due to break barriers and obstacles that exist in the market environment to increase coverage of the target audience as opposed to using every tool of marketing communications separately to avoid duplication means of marketing communications, save money by eliminating overlapping elements. Therefore, the efforts of enterprises of the agroindustrial complex in the current economic conditions it is advisable to guide the formation of integrated marketing communications, the main components of which are to be IT.
Integrated marketing communications of enterprises of the agroindustrial complex should be aimed at changing the behavior of existing and potential customers to implement their purchases of goods offered, profit, market share gains, providing competitive advantages and sustainable market position. Use of enterprises of the agroindustrial complex integrated marketing communications should be implemented in complex management decisions by which will achieve maximum business results.
