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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.
Keywords: assortment policy, commodity portfolio management, model, strategy.

®OPMYBAHHS ACOPTUMEHTHOI MOJITUKH SIK CKJIAJTOBA
KOHKYPEHTHOI CTPATETII NIIIIPUEMCTBA

Pu6auyk-Siposa T.B., [Toainunk-Sposa T.B.

Y cmammi posenadaromoca ocnoeHi nidxoou wi000 NOHAMINUHOZ0 ANApamy «AcOPMUMEHMHA NOTIMUKA». 3Po0neHi
GUCHOBKU NpO HeoOXiOHicmb ymounenna mepminy. Hagedeno, uio acopmumenmna nonimuxka cnpamoeana Ha GuUpiuieHHs
PAOy uineit nionpucymcmea 3a01 peanizauii 0CHOBHOT Memu 11020 JiANbHOCHI, A POPMYBAHHA ORMUMATILHO20 ACOPMUMENINY
6UNIUGAE HA NPUOYMOK niIONpUEMcmea ma ingecmuyiiiny npueaonusicms komnanii. E¢pexmuene ma cmaoinvhe ghyynkyiony-
BAHHA 00CAZAEMBCA 30 PAXYHOK Peaniz3auii acopmumenny npooyKyii Ha 0CHOGI NOEOHAHHA CHOMCUGHUX NOMPED i3 NIONpUEM-
HUUBKUMU MONCTIUGOCHIAMU CY0’€Knie 20cnodaprosanis. Cucmema ynpasiinna acopimumenniiolo ROJmMuKoro nepedbauac
PO3pO0OIeHHA cmpamezii 3a KOXHCHOI0 mosapHoio 2pynoio. Ii enpoeadicennn nepeddauae ynpaeninHa acopmumeHnom npo-
OYKUIT 3a emanamu it HCUMMEEO20 YUKILY 3 GUKOPUCHANHHSA 8IONOGIOHUX Memodis i po3poonenns. Busnaueno pao ghakmopis,
wio ennuearoms Ha it hopmyeannn ma pozenanymi winaxu it peanizauii. Ilionpuemcmeo mae ne minoKu 30cepeoicysamucs
Ha 30inbuienHi 00cA2ie npodasrcy ma yacmui pUHKY, 60HO MA€E NPAZHYMU 00 OOMIHY8AHHA Y UOPAHUX CE2MEHMAX PUHK).
OcnosHum (haxmopom, AKUIl XapaKmepu3sye aCOpMuUMeHmHy nOAIMuKy niOnpueMCcmea, € 1020 30anHicny 2eHepysamu 2po-
ui06i NOMOKU, AKI 0azamo ¢ uomy 3anexcamy 6i0 nepeeaz 0dOpano2o nionpucmcmea Hao o020 konkypenmamu. Heooxiono,
w00 nionpuemcmea po3poouiu an1bMEPHAMUGHI HANPAMKU ACOPMUMEHNTY (ACOPMUMEH NPOOYKUIT) WIAXOM 6U3HAYUEHHS
HOMEHKIamypu, acopmumenmy ma o0cazie npooaricy. 3anponoHoBaAHA MOOeIb KOMNIIEKCHOT OUIHKU YNPAGIIHHA HA OCHOGI
CK1a008UX HPOOYKMO06020 NOPMPeNns 8 MAKUX 2any3aX: KOHKYPEHMOCHPOMOXMCHICING, CIAOiA HCUMMEBO20 yuKy ma eghex-
muenicmo d)yukuwuyeauuﬂ npooyKmoeozo nopmepens. Pezynomamu 003601410Mmb 6CeOIUHO OUITHUMU BAXHCTUGICING MOBAD-
HOI 2pynu moeapis y npooykmoeomy nopmdheni nionpuemMcmea ma € OCHO8010 011 HAOAHHA KOHKPEMHUX CHPAmeziuHuX ma
MaKmu4uHUX peKomMeHOauiil w000 cK1ady ma nOOAILUL0Z0 YRPAGIIHHA NPOOYKMOSUM nopmdbenem y uinomy.

Knrwouosi cnosa: acopmumenmna norimuxa, ynpasiinus mosapHum nopmgenem, Mooensb, Cmpamezisi.

®OPMHUPOBAHUE ACCOPTUMEHTHOM MOJUTUKH
KAK COCTABJIAIOIIASI KOHKYPEHTHOM CTPATEIAUM IIPEAIIPUSATHU S

Pri0auyk-Sposas T.B., Ilonunuuk-Sposas T.B.

B cmambe paccmampusaiomca 0CHOGHbIE NOOX00b! K NOHAMUIIHOMY Gnnapanty «accopmumenmuas nonumuxay. Coe-
JIGHbL 8bI600BL 0 HEOOXOOUMOCHIU €20 YIOYHEHUS, HOKA3AHO, YO ACCOPMUMEHNHAA NOTUMUKA HANPAGIEHA HA Peau3ayuio
paoa yeneil deamenvrHocmu npeonpuamua. Ihgexmuenoe u cmadbunvHoe GyHKUUOHUPOSAHUE OOCHUZAEMCA 30 CUem pea-
JU3AUUU ACCOPMUMEHMA NPOOYKUUL HA OCHOBE COYEMAHUA NOMPEOUMETbCKUX ROMPEOHOCIENL ¢ NPeONPUHUMAMETbCKUMU
803MOHCHOCIMAMU CYOBeKmoe xo3aiicmeosanus. Cucmema ynpasnenus accopmUMeHmHON NOTUMUKOU npedycmMampusaem
Pazpadomky cmpamezuu no Karcooi mosaphoit zpynne. Ee eénedpenue npeononazaem ynpaenenue acCOpmumeHmom npooyK-
YUu no IMANAM ee IHCU3HEHHO20 YUKA C UCHOIb306AHUEM COOMBEMCMEYIOWUX Memo0os. Onpedenen psao pakmopos, enus-
ouwux Ha ee hopmuposanue U paccMompensl Rymu ee peanu3ayuu, nPecioHceHa KOMNIEKCHAA MOOelb OUEHKU YNPagieHusl.

Knrouegvie cnoga: accopmumenmuas nonumuxa, ynpagienue mogapHuim nopmaeenem, Mooeib, Cmpameusl.
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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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Gj:ZZ[jw[; (1)
1

whereas: G; — the integral evaluation; j

z; — The expert estimates based on the custom scales or
on the standardized values;

®; — authority i — research direction, Lo, = 1;

1 — 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 i — characteristic (®;)) 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
The obtained The authority The absolute The relative comprehensive
result in the study degree deviation from | deviation from assessment of
direction estimates the mean value | the mean value the particular
research area =
=]
A ) A ) A ) A o A v =
g | 2| 2| |28 g|2|& T | 2|8 || &5
2| 2| 8| 2|2 |8 2|28 2 |E|3| 2|22 |3«
No| The product 2 | Fl 2| 2| 5|l 2|52 Z S |2 % | 5| 2|32 5
groups > = < ) = <o > = < >y = <@ ) = 3] — &
S| 3| 2|32 3|8 2 |38 2|5|°F|E
S5 N @ > N || 5 N @ S N ol 5 N o | &
= > = = 5| H > | = = > |5 = > s 2
Sl % || @I % |2 Q| %5 ¢ “IT| Q% T |E
= |9 | 2|l |9 |3 = |Q|2| = Q2= |9 | 2"
= gl e = R 3 g | = g |2 S | A o
) < 2 ) < g ) < 2 ) < | 2| o < e
=} > | & g > | &| E = | & g = | &l B = =
S e o o e S e S > ol I S >
2 = 2 = 2 = 2 2 2 =
1 2 3 4 5 6 7 8 9 10 | 11 12 13 [14] 15 | 16 | 17 | 18] 19
1
2
n
Together X X
Average value X X X X X X x | x| x X X X | x
The weight of the “i” study direction
X X X X | x| x X x | x| x
(total = 1.0)

The “x” — 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 y* — Pearson's criterion — from 8,52 to 9,63. The tab-
ular value xz — Pearson's criterion ;52:3,24, the norma-
tive value of the coefficient of concordance Wu=0,5. As
in all previous expert-rated positions, W>Wu and ¥’ cal-
culations > y” 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.

The seventh stage. The common integral estimate has
been founded:

G =26, @

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.
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