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ASSORTMENT POLICY FORMATION

AS A MARKETING MANAGEMENT TOOL
IN BUSINESS PROCESSES: THEORETICAL
CONTENT AND METHODOLOGICAL
FOUNDATION
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O. M. byanik,

K. €. H., AOLICHT, AOLIEHT KapeApU MEHEASKMEHTY Ta MapKeTuHry, Iloaickkuit HalioHaABHMII YHIBEpCUTET

C. B. ®epopuyk,

marictpanT, IToricbkuit HanjioHaABHUI YHiBEpCUTET

®OPMYBAHHSA ACOPTUMEHTHOI ITIOAITUKU K IHCTPYMEHT
MAPKETHMHTOBOTI'O MEHEAKMEHTY B BI3BHEC-TTPOLHECAX:
TEOPETUYHUU 3MICT TA METOANYHE ITIATPYHTS

The article substantiates that marketing management is the imperative of modern business. This is an economic
instrument that helps a business entity to determine the development pathway, manage the development process, ensure
implementation of the principles of tactical and strategic marketing, form a market orientation, and direct the activities
of all structural units to achieve structured development goals and objectives. The assortment policy is one of the basic
components of marketing management. It is an indispensable part of the company's product policy, which ensures the
formation of an optimal product range to enhance the efficiency of the company's business operations and meet customer
needs based on the relevant principles, methods, and strategies.
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The author emphasizes that the goal of assortment policy management is to ensure the competitiveness and sustainable
development of the business by using instruments and means of creating and refining the pattern of production and
forming the product range. In this case, the best possible assortment, quality, and competitiveness of products, design,
packaging, and related services for the sale and operation of goods should be the main factors for managerial decision-
making. From the standpoint of structured functions and tasks, the developed conceptual profile of the company's
assortment policy should be based on a strategic approach, which is a vector for achieving the primary objective of
entrepreneurial activity, which is to obtain the intended amount of profit.

The most common methods of forming a product range at an enterprise were categorized into three groups: methods
for economic analysis, methods for portfolio analysis, and methods for determining consumer preferences. Each of these
groups received fundamental methodological support.

The article presents a generalized scheme for managing the assortment policy of an enterprise, which is effective
because it implements a consistent, well-thought-out, and adequate mechanism, each of the stages of which is accompanied
by a controlling influence, which will help the enterprise function successfully and identify its strategic growth vector.

V craTTi 06rpyHTOBaHO, IO iMIIEPATMBOM Cy4aCHOro Gi3HeCy € MApKETUHI OBUIL MEHEASKMEHT — eKOHOMIYHMI iHCTPY -
MEHT, 3aCTOCOBYIOUM SIKMII CYy6'€KT Gi3HeCy BM3HAYAE TPAEKTOPII0 PO3BUTKY, YIPABASE MPOLECOM PO3BUTKY, 3abe3meuye
iMIAeMeHTalil0 3aCap TAKTUYHOIO Jf CTPATETiYHOrO0 MapKeTUHTY, OPMY€E PMHKOBY OpPi€HTALil0 Ta CIIPIMOBYE AiIABHICTD
ycixX cTPYRTYpHMX MIAPO3AIAIB Ha AOCSITHEHHS CTPYKTYPOBaHUX LjiAel i 3aBAaHb po3BUTKY. OAHI€IO0 i3 6a30BMX KOMIOHEHT
MapKeTMHIOBOIO MEHEAJKMEHTY € aCOPTMMEHTHA MOAITHKA, AKY BUCTYNAa€ He3aMiHHOIO CKAAAOBOIO TOBAPHOI MOAITUKY
NiAPMEMCTBA, i, HA OCHOBI BiATIOBiAHMX IPMHIMIIIB, METOAIB i cTparTerii, 3a6e3nevye GopMyBaHHS ONITUMAABHOIO ACOPTU-
MEHTY NPOAYKLIT AAS MiABULIEHHS e PeRTUBHOCTI Gi3Hec-mpoueciB MiAIPUEMCTBA 11 3aA0BOAEHHS IOTPe6 CIIOKUBAYIB.

AKIeHTOBaHO yBary Ha TOMY, IO METOIO YIPaBAiHHS aCOPTMMEHTHOIO IOAITUKOIO € 3a6e3meveHHs] KOHKYPEHTOCIPO-
MOJKHOCTI Ta CTil{KOr0 PO3BUTKY MIAIPUMEMCTBA iIHCTPyMeHTaMy i 3aco6amu po3pobAeHHs Ta onTUMi3anii CTPYKTYpU BU-
nycKy Ta ¢opMyBaHHS acOpPTUMeHTY NPoAyKuii. KpurepiaapHumu pakTopamu NpuifHATTS ynpaBAIHCHKUX pillleHb NIPY L[bO-
My IepIIOYepProBO CAiA 06paTH ONTUMAABHMIL ACOPTUMEHT, IKiCTh T KOHKYPEHTOCIPOMOIKHICTh IPOAYKILI, AU3aliH, yna-
KOBKY, CYNIPOBOAKYBaHi MOCAYIM 3 MPOAAKY Ta eKCIAyaTayii ToBapiB. B 0cHOBY po3po6AeHOro KOHLENTYaABHOrO MPO-
¢irr0 aCOPTUMEHTHOI MOAITUKM MIATIPMEMCTBA, 3 MO3NULiN CTPYKTYpPOBaHOCTI MDYHKILIN i 3aBAaHb, CAiA 3aKAaAATH CTpaTerid-
HUM MiAXiA — BEKTOP Ha AOCSTHEHHSI KAKOYOBOI METH MiATIPMEMHMIBKOL AiIABHOCTi — OTPUMAaHHS 3aNAAHOBAHOTO 00cAry
npubyTKy.

CucremaTn3oBaHo HainomupeHimi MeToAM GOPMYBaHHS TOBAPHOIO aCOPTUMEHTY Ha NIAPHEMCTBI 3 iAeHTHdIKaLi€r0
rpyn (BM3Ha4YeHHS CIIOKMBYMX IepeBar, METOAIB eKOHOMIYHOIO aHaAi3y, MeTOAIB MOPTdeAbPHOTO aHaAi3y) i A0 KOXKHOT i3
BKa3aHMX IPYN HaBeAeHO 6a30Be MeTOAMYHE 3a6e3meveHHs.

V3araapHeHO cXeMy YIpPaBAIHHS aCOPTUMEHTHOIO OAITUKOIO HIAIIPUEMCTBA, SIKA € AI€BOIO 32 PaXyYHOK iMmAeMeHTan il
NMOCAIiAOBHOTrO, IPOAYMAaHOTO i aA€KBAaTHOI'O MeXaHi3My, KOJKEH 3 eTalliB IKOTO CYNPOBOAJKYETHCSI KOHTPOABHUM BIAUBOM,
WO CIPUATMME YCHilHiNi po6OTi MiAMPMEMCTBA 11 BU3HAYATUME BEKTOP CTPATETiYHOTO 3POCTAHHS.

Key words: marketing management, assorvtment policy, assortment policy formation, business
processes, marketing strategy.

Kno4o06i caoba: maprxemurnzobuti menedxmenm, acopmumenmna norimuxa, Gopmybanns acop-
MUMEHMHOL NOALTMUKU, O13Hec-npoyecu, mapxemunzoba cmpamezis.

PROBLEM STATEMENT
AND ITS CONNECTION TO SIGNIFICANT

these objectives. This refers tosuch animperative
of contemporary business as marketing ma-

SCIENTIFIC AND PRACTICAL TASKS

In order to gain sustainable business positions,
modern enterprises must solve strategically
important tasks like increasing sales volumes and
net profit, ensuring sustainable competitive
advantages (both for the enterprise as a whole and
for individual product groups represented on the
market). The management of marketing activities,
a crucial part of the enterprise management
system, plays a decisive role in accomplishing

nagement, one of the basic components of which
is assortment policy. It isimportant to approach
the marketing tools used by a business to form its
assortment policy in various target markets in a
reasonable and balanced manner. To streamline
managerial decision-making and ensure control
over all parties participating in business ope-
rations, the enterprise should create an algorithm
for applying successive steps to manage this
process.
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‘ ASSORTMENT POLICY

An indispensable part of the company’s product policy that ensures the
formation of an optimal product range to enhance the efficiency of the
company’s business operations and meet customer needs based on the
relevant principles, methods, and strategies.

Objective > l'o ensure a company’s competitiveness and sustainable development using

instruments and means of creating and refining the pattern of production and
forming the product range.

Satisfaction of consumer needs; expansion of the target audience: exploring
new market niches: optimal use of the company's resource capital;
identification of resource potential for improving the assortment structure;
optimization of costs for assortment formation; ensuring an appropriate level of
business profitability, etc.

Goals

a rl\ The best possible assortment; product quality; design; packaging; ensuring
omponents i T ;
¥ l/ product competitiveness; related services for the sale and operation

of goods, etc.

Optimization of the product range, taking into account its consumer
characteristics and technological features; the possibility of accelerating the
pace of product innovation in view of the PLC; determining the optimal ratio
of new and outdated products, as well as new and already developed markets;
launching fundamentally new types of products; making decisions on the time
of launching new products and discontinuing unprofitable ones.

Criteria of
decision-
making

Internal: product, price, quality, design, company image, credit benefits, after-

Factors of sales service, assortment concept.

decision-
making

External: consumer preferences; state of competition; changes in the external
environment; market infrastructure; current legislation, ete.

Fig. 1. Conceptual profile of the company’s assortment policy

Source: author's summary of the investigated sources.

ANALYSIS
OF THE LATEST RESEARCH
AND PUBLICATIONS

Numerous domestic scholars, including M. Bar-
dash, T. Bilous, A. Velychko, I. Volkova, L. Gar-
mider, T. Yeliseyeva, V. Zinovchuk, N. Kubyshi-
na, O. Kukhlenko, T. Mazepa, O. Nazarenko,
O. Ovsak, N. Stepanenko, O. Cherep, O. Chygryn,
T. Shyra, etc., have studied the issue of formation
and management of assortment policy. Even
though these scientists' research findings are
valuable, it is important to highlight the need for
more research in this field because our country's
European integration vector requires a shift in
traditional management approaches toward
greater emphasis on marketing strategies in mana-
ging business processes.

PROBLEM STATEMENT
The study aims to provide theoretical and
methodological substantiation for the techno-
logies and features of assortment policy for-
mation as a marketing management tool in busi-
ness processes.

N\

PRESENTATION OF THE BASIC MATERIAL
OF THE RESEARCH

Marketing management is one of the most
crucial instruments for influencing business
performance. Management permeates all spheres
of society. Every organization has a significant
interest in effective marketing management and
discovering a qualitatively new approach to
organizing activities from the standpoint of
applying marketing imperatives for strategic
growth.

At present, there are virtually no companies
that focus on the production and sale of only one
type of product. While some concentrate on
producing and selling only one group of goods,
others offer several categories of goods. In any
case, there is an indisputable need to manage
business processes related to the product range.

The study findings suggest that the assortment
policy of the vast majority of domestic enterprises
is formed mostly inconsistently and without
consideration for the demands of the current
market. The management frequently has no
perspective at all on the assortment policy issue.
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Practice demonstrates that in its absence, the
structure of the product range is unstable and does
not adequately meet consumer demand due to a
variety of internal and external variables. This
results in a decrease in market capacity and
turnover, a decline in customer service quality, and
corporate performance. Therefore, it is logical
that a business entity cannot assure growth and
build strategic prospects unless it is founded upon
an effective assortment policy developed and
implemented on a marketing basis.

A company's assortment policy is a funda-
mental component of its product strategy. Its main
objective is to determine the bundle of goods that
the target market segment is most interested in
purchasing. From a marketing perspective, the
availability of a sufficient quantity of products that
satisfy consumer demands on the market is
necessary for both complete customer satisfaction
and high-quality customer service [9, p. 27]. Given
that in the process of movement of goods from
producer to consumer, some of them are con-
centrated in appropriate places (in warehouses,
logistics centers, vehicles, consumers, etc.), an
adaptive mechanism for grouping goods according
to certain characteristics is necessary, which
defines the concept of "assortment"”.

Assortment, from the French assortment, is
1) a bundle of different types of goods in a product
store at a manufacturing company (e.g., food
products); 2) a selection of homogeneous items of
different varieties (e.g., pens) [10, p. 67]. In essence,
"assortment policy is a sphere of activity of the
manager and specialists of the enterprise, which is
a set of principles, strategies, and methods that
ensure the formation of an optimal product range
in order to boost the efficiency of the enterprise
and satisfy consumer needs" [7].

Therefore, the goal and imperative of assort-
ment policy management of an enterprise is to
ensure its competitiveness and sustainable de-
velopment by developing and refining the pattern
of production and forming the product range. The
components should include the best possible
assortment, quality, and competitiveness of
products, design, packaging, related services for
the sale and operation of goods, etc.

The conceptual profile of the company's
assortment policy is shown in Figure 1. It should
be highlighted that setting and solving the tasks of
the assortment policy should be based on a
strategic approach, which is a vector for achieving
the primary objective of entrepreneurial activity,
which is to obtain the intended amount of profit.

According to studies, the majority of
contemporary assortment policy researchers

\

ARNEOCB RN OSIIANNTS

Table 1. Methods of creating a company's
product assortment

GROUP
Consumer
preference
identification

METHODS INCLUDED IN THE GROUP

® observations depending on the stage of
identifying consumer preferences;

® observations depending on the form of identifying
consumer preferences; methods for differentiating
individual elements and properties of products:

v" Rosenberg model;

v multivariable methods;

methods for comparing the required and real profile.

® ABC-analysis;
® XYZ- analysis;

Methods of
economic
analysis

® Dibb/Simkin method for evaluating product
portfolio;

® Markon matrix;
A method for optimizing the structure of the
assortment under a number of constraints.

Boston Consulting Group (BCG), adapted BCG;
General Electrik (GE) or McKinsey;

Methods of
portfolio
analysis

Product process matrix;

M. Porter’s competitive matrix;

1. Ansoff’s product/market matrix;

®  Growth matrix through external purchase;
Varlamov’s compex assortment evaluation

Source: adapted from [5].

concentrate mostly on managing, optimizing, and
improving the product range and provide a variety
of innovative solutions for this purpose [1, 3-5, 8§,
16]. In this line, methodological approaches to
managing the product range are primarily based
on the challenges associated with the formation of
an enterprise's assortment portfolio. The most
common methods of creating a company's product
assortment are arranged in Table 1 and are labeled
according to the group names they belong to
(methods of portfolio analysis, methods of
economic analysis, and methods of consumer
preference identification). Basic methodological
support is given to each of these groups.

It is important to emphasize that during
periods of crisis, significant and frequently rather
drastic changes in external conditions may occur,
forcing modern enterprises to adapt to them. For
this process to take place with the fewest losses, a
balanced approach to managing the product range
in terms of introducing innovative technologies is
required.

Managerial decision-making requires a
thorough examination of several issues that form
the assortment policy, namely: 1) optimization of
the product range, taking into account its
consumer characteristics and technological
features; 2) the possibility of accelerating the pace
of product innovation while considering the
product life cycle (PLC); 3) determining the
optimal ratio of new and outdated products, as well
as new and already developed markets;
4) launching fundamentally new types of products;

IlepeanraTanit inpexc 21847

N




N

N

=

A

\

Management entities

- e P e P e e g e e e e e e s T =~
( \
| Identifying the target audience :
|
| Accessibility Ability to pay Level of Number :
: competition I
e T I i TR T e i e L i R i e e SR / +

Defining the sales market boundaries (distinguish between internal and international

d B

AN

Segmentation of consumers

Defining the criteria for assessing the

assortment policy

JL

Identifying the demand level on each segment

=
JL JL Q
.3 . .. 2 N (=4
Determining the level of consumer Determining the nature and volume of —
= satisfaction with the product proposal demand on each segment =
I
| =]
! [ [ 8]
1
- e \
| Complex evaluation of the state ‘I
1 5
il of the company’s assortment policy |
| : Resource Production Human Financial Demand for |
Iy provision facilities capital capability products |
Gy jm—————— - O
1 |  Assortment : Assortment
i I policy is not in I policy is in line
| L line with the | with the
: I strategic : strategic
PR | forecast forecast

—_—— T e g i
—_ e
“--____- ’./"'
—_
Bl ]

Assortment policy adjustment

Implementation

Economic and marketing evaluation of the decisions taken on the
adjustment of the company’s assortment policy

Fig. 2. Scheme of the assortment policy management
of the enterprise

Source: adapted from [2; 7; 12].

5) deciding when to launch new products and dis-
continue unprofitable ones, etc. The afore-
mentioned list of issues requires substantiation of
the process of managing the product range of an
enterprise [2, 12, 15].

Several strategic managerial decisions must be
made prior to beginning a program to develop a
product range, including selecting a product and
market development strategy, a product strategy
(focusing on the concept of undifferentiated,
differentiated, or concentrated marketing), a
competitive strategy, researching a market niche,
differentiation, cost leadership, and choosing
attractive strategic business areas[11, 14, 17]. The
company's product range is developed only at the
next stage. Inits turn, the concept of managing the
assortment policy of an enterprise provides for a

N\

set of pertinent actions, such as market and brand
analysis, communications, distribution, legal
relations, relations with competitors, packaging
and transportation, supply of goods, sales, and
after-sales service [6, 13, 16].

The generalized scheme of the assortment
policy management of the enterprise is presented
in Figure 2. It should be highlighted that the
presented scheme is effective and provides for a
consistent, well-thought-out, and adequate
mechanism of formation, each of the stages of
which is accompanied by control, which will
contribute to the successful operation of the
enterprise in the market.

The following are the principles of the
assortment policy management of the enterprise:
achieving the mission, strategic goals, and
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objectives of the enterprise; compliance of the
assortment of goods and nomenclature of the
contingent of wholesale buyers; meeting customer
demand within the selected target market segment
in a complex manner; optimizing the product
range; raising the consumer value of goods by
offering a wide range of services; harmonization
of the product policy with sales; maintaining the
sustainable competitive position of the enterprise
and increasing its market value; and fulfilling social
responsibility.

CONCLUSIONS AND PERSPECTIVES
FOR FURTHER RESEARCH

Marketing management is the imperative of
modern business. This is an economic instrument
that helps a business entity to determine the
development pathway, manage the development
process, ensure implementation of the principles
of tactical and strategic marketing, form a market
orientation, and direct the activities of all
structural units to achieve structured develop-
ment goals and objectives. The assortment policy
is one of the crucial components of the company's
product policy, which ensures the formation of
an optimal product range to enhance the
efficiency of the company's business operations
and meet customer needs based on the relevant
principles, methods, and strategies. The de-
veloped conceptual profile of the assortment
policy outlines its essence, objective, goals, and
components, as well as defines the criteria and
factors for managerial decision-making on the
assortment policy management, which will help
to optimize the product range.
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