
–78–

Інтелект ХХІ № 5 ‘2019НАЦІОНАЛЬНА ЕКОНОМІКА

UDC 658.8
DOI: https://doi.org/10.32782/2415-8801/2019-5.15

Rybachuk-Yarova Tetiana
Canidate of Economoc Sciences,

Associate Professor of the Department of Labour Economy 
and Management,

National University of Food Technologies

Polinchyk-Yarova Tetiana
Canidate of Economoc Sciences,

National University of Food Technologies

THE ASSORTMENT POLICY FORMATION AS AN ELEMENT  
OF THE ENTERPRISE COMPETITION STRATEGY 

The article deals with the basic approaches to the conceptual apparatus "assortment policy". The term conclusions clari-
fication has been made. It has been estimated that the assortment policy has been aimed at the number of enterprise goals 
solving in order to realize the main purpose of its activity. The effective and stable functioning has been achieved through the 
sale of the products range based on a combination of consumer needs and of business entities entrepreneurial capabilities. 
The assortment policy management system provides for the development of a strategy for each product group. Its imple-
mentation involves the range products managing by its life cycle stages using appropriate methods of its development. The 
number of factors that influence its formation have been identified. The ways of its realization have been considered. The 
integrated management evaluation model has been proposed.
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ФОРМУВАННЯ АСОРТИМЕНТНОЇ ПОЛІТИКИ ЯК СКЛАДОВА  
КОНКУРЕНТНОЇ СТРАТЕГІЇ ПІДПРИЄМСТВА

Рибачук-Ярова Т.В., Полінчик-Ярова Т.В.
У статті розглядаються основні підходи щодо понятійного апарату «асортиментна політика». Зроблені 

висновки про необхідність уточнення терміну. Наведено, що асортиментна політика спрямована на вирішення 
ряду цілей підприємства задля реалізації основної мети його діяльності, а формування оптимального асортименту 
випливає на прибуток підприємства та інвестиційну привабливість компанії. Ефективне та стабільне функціону-
вання досягається за рахунок реалізації асортименту продукції на основі поєднання споживчих потреб із підприєм-
ницькими можливостями суб’єктів господарювання. Система управління асортиментною політикою передбачає 
розроблення стратегії за кожною товарною групою. Її впровадження передбачає управління асортиментом про-
дукції за етапами її життєвого циклу з використання відповідних методів її розроблення. Визначено ряд факторів, 
що впливають на її формування та розглянуті шляхи її реалізації. Підприємство має не тільки зосереджуватись 
на збільшенні обсягів продажу та частці ринку, воно має прагнути до домінування у вибраних сегментах ринку. 
Основним фактором, який характеризує асортиментну політику підприємства, є його здатність генерувати гро-
шові потоки, які багато в чому залежать від переваг обраного підприємства над його конкурентами. Необхідно, 
щоб підприємства розробили альтернативні напрямки асортименту (асортимент продукції) шляхом визначення 
номенклатури, асортименту та обсягів продажу. Запропонована модель комплексної оцінки управління на основі 
складових продуктового портфеля в таких галузях: конкурентоспроможність, стадія життєвого циклу та ефек-
тивність функціонування продуктового портфеля. Результати дозволяють всебічно оцінити важливість товар-
ної групи товарів у продуктовому портфелі підприємства та є основою для надання конкретних стратегічних та 
тактичних рекомендацій щодо складу та подальшого управління продуктовим портфелем у цілому.

Ключові слова: асортиментна політика, управління товарним портфелем, модель, стратегія.

ФОРМИРОВАНИЕ АССОРТИМЕНТНОЙ ПОЛИТИКИ  
КАК СОСТАВЛЯЮЩАЯ КОНКУРЕНТНОЙ СТРАТЕГИИ ПРЕДПРИЯТИЯ

Рыбачук-Яровая Т.В., Полинчик-Яровая Т.В.
В статье рассматриваются основные подходы к понятийному аппарату «ассортиментная политика». Сде-

ланы выводы о необходимости его уточнения, показано, что ассортиментная политика направлена на реализацию 
ряда целей деятельности предприятия. Эффективное и стабильное функционирование достигается за счет реа-
лизации ассортимента продукции на основе сочетания потребительских потребностей с предпринимательскими 
возможностями субъектов хозяйствования. Система управления ассортиментной политикой предусматривает 
разработку стратегии по каждой товарной группе. Ее внедрение предполагает управление ассортиментом продук-
ции по этапам ее жизненного цикла с использованием соответствующих методов. Определен ряд факторов, влия-
ющих на ее формирование и рассмотрены пути ее реализации, предложена комплексная модель оценки управления.

Ключевые слова: ассортиментная политика, управление товарным портфелем, модель, стратегия.
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The problem formulation. The management con-
ditions changing can stipulate the enterprise crisis state 
prevention that can cause not only reducing competitive 
demand, increasing prices for energy and raw materials, 
flawed regulation, but also internal factors such as imper-
fect management. The current economic growth in Ukraine 
makes it urgent to develop a crisis response, requires the 
development of theory and practice of management strat-
egy. One of the ways of its realization is implementation 
of the appropriate assortment policy and formation of the 
commodity portfolio. The optimal range formation will 
reduce the economic fluctuations risk, maximize profits 
and save it for a long period, increase the company invest-
ment attractiveness.

The recent research and publications analysis. The 
leading foreign and Ukrainian scientists have devoted their 
research to the enterprise's assortment policy formation 
and its influence on the economic entities competitiveness. 
In particular, this issue was investigated by L. Bagiyev, 
B. Berman, F. Kotler, S. Blyznyuk and many other scien-
tists [1; 2; 3; 4]. The studied literature analysis allows us to 
make the conclusion that there are different points of view 
on this issue. They can be divided into two groups. For the 
first scientists group the assortment policy is considered 
as the integral marketing, for the second – as the separate 
sphere of the management activity. From our point of view, 
the assortment policy is a set of means and methods of the 
enterprise managing commodity groups with the aim of 
forming its optimal composition, that can satisfy maxi-
mally the demand and ensure the enterprise profit.

The purpose of the article. The investigation of the 
modern assortment policy to economic entities formation, 
the determination of methods in the optimal assortment 
forming, the carrying out of complex evaluation.

The main material presenting. In order to ensure the 
effective enterprise functioning, the enterprise policy must 
be consistent with the overall enterprise development strat-
egy. But the product portfolio consistency problems and 
its components are crucial in the current conditions. The 
enterprises management must be adaptive, that is, provid-
ing timely consideration of changes in the influence of 
environmental factors, resource potential, financial sta-
tus and other parameters of production management and 
timely response to these changes. Impact factors have dif-
ferent directions. This is first of all demand for products, 
brand recognition, channels of production distribution, 
products profitability, the level of organization in produc-
tion, the logistical base state, etc.

There are two ways to expand your product range: the 
extension or the saturation.

1. The extension of the product range. The extension of 
the assortment occurs when the enterprise goes beyond that 
it currently produces.

2. The saturation of the product range. The product 
range increase by adding new models to its existing frame-
works.

Reasons for range saturation:
1) the extra profit making;
3) the unused production capacity attracting;
4) the desire to become the leading company with the 

comprehensive range;
5) the eliminate gaps to prevent competitors [5].
The optimal range formation is advisable to make in 

stages.

The first stage. The analysis of market dynamics and 
demand patterns. The department, that is responsible for 
the assortment managing (it is the marketing service), 
initiates the optimization process with established fre-
quency. The marketing department analyses the dynamics 
of sales by product groups (individual products), assesses 
the prospects of changing demand and competition in the 
segments that the company has been presented or where 
it is going to present with their products (services). Bas-
ing on the received information, the marketing experts 
prepare some options for the range structure changing, 
aimed at the improving customer satisfaction, the com-
pany's competitive position strengthening and the market 
share increasing.

The second stage. The financial analysis of developed 
proposals. The planning and economic service analyses 
the financial indicators by product groups or individual 
products and makes its conclusions about the change in the 
range structure.

The third stage. The approval of the final assort-
ment structure version. The working group, that consists 
of marketing specialists, economic and other departments 
specialists (production specialists, purchasing specialists, 
logistics specialists), develops and coordinates the final 
variant of the decision on the company product range opti-
mization [6].

The enterprise should not only focus on the increasing 
sales and the market share, it should strive for the domi-
nance in selected market segments. The main factor that 
characterizes the enterprise's assortment policy is its abil-
ity to generate the cash flows that depend largely on the 
advantages of the selected enterprise over its competitors. 
It is necessary for the enterprises to develop the alternative 
assortment directions (product portfolio) management, by 
the defining nomenclature, assortment and sales volumes.

The development of the commodity portfolio com-
prehensive assessment methodology is one of the areas to 
realize this issue, that the industry development state and 
tendencies, the features of functioning enterprises in mar-
ket conditions, the structure of supply and the consumption 
products level would take into account, and would be the 
basis for building strategy in the commodity policy enter-
prises managing for the long term.

–	 The proposed complex evaluation enterprise portfo-
lio management methodology allows:

–	 to evaluate the product portfolio quality; 
–	 to determine the directions priority in the product 

portfolio enterprise development; 
–	 to develop the commodity policy enterprise strategy 

(the set of strategies). 
According to the author's methodology, the compa-

ny's product portfolio comprehensive assessment is an 
integrated assessment of the product portfolio compo-
nents in the following areas: the competitiveness, the life 
cycle stage and the product portfolio market functioning 
efficiency.

The combining metrics into the one estimate is based 
on the "integral Gj estimate", which is defined as the arith-
metic mean of the standardized values of zij" [7].

In accordance to the proposed methodology, the basis 
of comparison is the different weighted indicators average 
level. In this regard, the complex estimate is a multidimen-
sional mean and it is determined by the weighted arithme-
tic formula:
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whereas: Gj – the integral evaluation; j
zij – The expert estimates based on the custom scales or 

on the standardized values;
ωi – authority і – research direction, Σωi = 1;
і – research direction; 
j – the study object; 
m – the number of the research types.
The authority factor, that determines each line research 

authority for a commodity portfolio, it is based on the phe-
nomenon essence theoretical analysis in each authority 
specific study і – characteristic (ωi)) is determined by the 
expert-statistical method [8].

The comprehensive commodity performance portfo-
lio evaluation is made by constructing a matrix (Table 1) 
according to the algorithm.

The first stage. The matrix will have been built, where 
the value of the choice strategy development commodity 
portfolio recommendation by the competitiveness indica-
tors are written separately by the research types in columns 
(3) – (5), by stage of product development (concept of 
"product life cycle") and by the efficiency of functioning of 
the object of research in the market (ABC-XYZ analyse). 

Each authority study direction has been written by the 
expert judgment method determining to the columns (6) – 
(8) of the i-direction study.

The second stage. The study object for each type of 
study is assigned a rating of importance. The significance 
assessments are made by using the peer review method.

The experts are invited to evaluate the importance of 
each factor characterizing the level of products competi-
tiveness on the market, the level of its functioning on the 
market and the stage of its development. It will be necessary 
for the experts to rank the degree of importance factors and 
to produce an assessment by evaluating, that they consider 

as a rational. The enterprises competitive position indica-
tors for the specific industry have been determined by the 
market share criteria in comparison with the competitors, 
the brand information, the breadth of product range, the 
level of product quality, the technological capabilities and 
the level of distribution. The product market attractiveness 
has been determined by using the following criteria: the 
market growth rate per year, the barriers to entry, the bar-
riers to exit, the seasonal fluctuations, the industry profit-
ability, the market life cycle stage (product category, prod-
ucts), the intensity competition, the non-price competition, 
the customer concentration, the government influence, the 
society. The value of each criteria and its weight have been 
determined by the level of:

–	 0 – there is no influence of the criteria on the enter-
prise competitive position; 

–	 0,2 – the criteria competitive position of the com-
pany impact is weak; 

–	 0,4 – the criteria competitive position of the com-
pany impact is negligible; 

–	 0,5 – the criteria competitive position of the com-
pany impact is middle; 

–	 0,6 – the criteria competitive position of the com-
pany impact is considerable;

–	 0,8 – the criteria competitive position of the com-
pany impact is strong; 

–	 1 – the criteria competitive position of the company 
impact is very strong. 

The total weight rating should be equal to one.
The relative importance of each individual factor has 

been determined by the normalized unit priority matrix 
estimation with the corresponding to its own vector. The 
competitiveness importance assessments (the «GE/McK-
insey» matrix) and the market product portfolio perfor-
mance have been determined by the sector where the study 
object is located. This research object has been assigned 
with the corresponding score in the range of 9 to 1, where 

Table 1. The matrix of the commodity portfolio enterprise complex estimation

№ The product 
groups

The obtained 
result in the study 

direction

The authority 
degree 

estimates

The absolute 
deviation from 
the mean value

The relative 
deviation from 
the mean value
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1
2
n … … … … … … … … … …

Together х х х х х х х х х х х х х х
Average value х х х х х х х х х х х х х х

The weight of the “i” study direction  
(total = 1.0) х х х х х х х х х х х

The “х” − indicators are not calculated
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9 is the maximum score, 1 is the minimum. The research 
object assessment importance on the concept of "product 
life cycle" has been carried out according to the relevant 
stage value of the research object development. It has been 
suggested to use the scale from 5 to 1, where scores are:

5 – the demand growth stage;
4 – the maturity stage;
3 – the saturation stage;
2 – the stage of decline;
1 – the stage of the severe decline.
The concordance of experts' opinions on the coefficient 

of concordance was from 0,57 to 0,63, and the calculated 
value χ 2 − Pearson's criterion – from 8,52 to 9,63. The tab-
ular value χ 2 − Pearson's criterion χ 2 =3,24, the norma-
tive value of the coefficient of concordance Wн=0,5. As 
in all previous expert-rated positions, W>Wн and χ 2 cal-
culations > χ 2 table – therefore, the experts' opinions are 
agreed and their results can be used in further calculations.

The third stage. The importance degree sum and its 
average value have been calculated separately for each 
study object and for each type of the study.

The fourth stage. The absolute deviation has been cal-
culated for each study object and for each type of the study.

The fifth stage. The relative variance has been calcu-
lated for each study object by type of the study.

The sixth stage. The integral score for each study area 
has been determined. The integral estimate, that is the mul-
tidimensional mean, has been determined by the form of 
the weighted arithmetic mean.
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The seventh stage. The common integral estimate has 
been founded:

G Gj

m

��
1

,                                 (2)

where: G – the total integral score;
j – the study object;
m – the number of the research types.
The eighth stage. The research object rank, that deter-

mines the importance of a research object in an enterprise 
product portfolio, has been exposed. The integrated evalu-
ation of the research objects has been sorted in descending 
order for this purpose.

The result allows us to evaluate comprehensively 
the importance of the product group in the enterprise 
product portfolio and is the basis for providing specific 
strategic and tactical recommendations for the compo-
sition and further management of the product portfolio 
as a whole.

Conclusions. The strategic development of the com-
pany involves the formation range optimization at the 
different life cycle stages and its evaluation. The manu-
factured products range optimizing is one of the ways to 
increase the enterprise efficiency. The optimal portfolio 
saves resources for the new destinations development and 
increases the enterprise mobility. The proper optimization 
can greatly increase profits with the constant or the fewer 
products releasing. The decision to optimize the assort-
ment and its structure has to be subordinated first of all 
with the strategic enterprise goals. 


