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One of the key tasks of a retailer is to respond effectively to the requirements of the consumers.
Here, the activities of research, formation, structuring, optimization, organization and development of the
assortment are particularly important. These activities are subject to the strategy of the company and are
based on the demand and needs. On its part, responding effectively to consumers implies the use of new
approaches toward the overall assortment management. Such an approach, for example, is assortment
structuring by commodity categories, as well as the rdlated decisions to create, manage and evaluate the
effectiveness of their assortment matrix, also called commodity portfolio.

Modernretailershaveavariety of toolsenabling them to carry out analyses in the specific trends of the
retail assortment. It is extremely important to duly assess the situation in the retail premises. Managers are
faced withmakingcomplicated decisionsrelated tostrategy development, selection and formationof retail
assortment,pricing, movement andpresentation of the goodsin the store Retailassortment structuringis
especially important among thisset ofdecisions. This paper aims to differentiate and specify the types of
decisions the implementation of which as specific activities aids the studying and structuring of retail
assortment, aswell asiitsrational organization and development.

IlerpoBa C. A. Pa3BuTne po3HMYHOr0 AaCCOPTUMEHTA U €ro BJIMAHUE HA CTPYKTYPUPOBaHHe

ToproBele MeHEMKepBbl JIODKHBI JIOCTATOYHO XOPOLIO 3HATh NpeumyiectBa 3(deKkTHBHOI
ACCOPTUMEHTHOM IOJIUTUKH, T.K. OAHUM U3 MEPCHEKTHBHBIX HAIIPABICHUM 3KOHOMUYECKOrO pocTa U
MOBBIIICHNST KOHKYPEHTOCIIOCOOHOCTH TOPTOBBIX NPEANPUATHI SBISIETCS YMeENoe pelieHue mpodiieM,
MPOSIBIISIIONINXCS B BBIJIETICHHOW 00nacTu. OCHOBHOM NPUHIIMIT OOCITYKMBAaHHUS MTOTPEOUTENEH CBOOUTCS K
pacxoy MMHMMAaJIbHOI'O KOJMYECTBA BPEMEHU U YCUJIMI C UX CTOPOHBI IIPH MOKYIIKE TOBAPOB WM YCIYT.
PackpbITHe CymHOCTH 3TOro NMpHHIMNA TpeOyeT ero MHTEpIPETHPOBAaHUS B CIEAYIONIeM HAaIpaBlCHUH,
CBA3aHHOM HEIIOCPEIACTBEHHO C TOPIOBBIM MPEANPHUIATHEM, KOTOPOE JODKHO HpemiaraTb IIUPOKHIMA
ACCOPTHMEHT W TMOIXOJSIIYIO TTyOMHY acCOPTUMEHTA C IIEIbI0 TIOKYIIKH B OJHOM MECTE, OCYIIECTBIIsIEMOH
Mo TpHEMIIEMOH IIeHE, CO03/aTh HEOOXOAWMBIC  YCIOBUS Uil TOKYIKH, BKIIOYas HEOOXOIUMOCTb
PACIIONIOKEHUST B OTHOCHTEIILHON OJM30CTH J0 MECTa KHUTEIbCTBA MOTPEOUTENS WIM HaJH4Hs XOPOIIeH U
yInoOHOH TpaHCIOpTHOH AocTymHOCTH. CyllecTBEHHOE 3HA4YEHHWE JUIs TOTPEOUTENsl TpENCTaBIIsIeT
MpeaaraeMbelii aCCOPTUMEHT, T.€. €CIIH B TOPTOBOM OOBEKTE HE OCYIIECTBUTCS MOKYIIKA, TO BCE OCTAbHBIE
3JIEMEHTHI IOTPEOUTENBCKOT'0 00CITYKUBAHHS MOT'YT OCTAThCS HEOIICHEHHBIMH.

OcHoBHasl 1Ie1b TPEMIOKEHHON Pa3pabOTKH — PacCMOTPETh W HHTEPIPETUPOBATH CYINIHOCTh H
OCHOBHBIE OCOOCHHOCTH pa3BUTH TOBApHOTO AaCCOPTUMEHTa TMpENNpusTHS W Ha JTod 0Oase
JETEPMUHHMPOBATh KJIIOYEBBIE PELICHUs, KOTOpPBIE B CBOEH COBOKYITHOCTH OKAa3bIBAlOT BIIMSHUE Ha
pe3yAbTaThl OCYIIECTBISIEMON TOPrOBON JIEITETbHOCTH .

[IpaBuibHBIA BBEIOOp accopTHMeHTa OOecIieYMBaeT TOPrOBOMY TIPEANPHATHIO 3HAYMMBIC
KOHKYPECHTHBIE  TIpeMMyllecTBa. VIMEHHO CIIO)KHAs TOpUpoAa d3Toro  BbIdopa  oOycliaBiIMBaeT
HCCIEN0BATENbCKUN HHTEPEC.

IlerpoBa C. A. Po3BUTOK po31piOHOr0 aCOPTHUMEHTY i HOro BIJIMB HA CTPYKTYPYBaHHSA

ToproBi MeHemkepy TOBHHHI JOCTaTHBO JJ00pe 3HATH TiepeBard ePEeKTUBHOI acOPTHMEHTHOI
MOJITHKK, TOMY OJHHMM 3 TEPCICKTUBHUX HAMPSMKIB EKOHOMIYHOTO 3pOCTaHHS Ta IiJBUIICHHS
KOHKYPEHTOCIPOMOXKHOCTI TOPTOBEIBHUX IIANPUEMCTB € BMilie BUPINICHHS MPOOJIeM, 10 BHUSBISIOTHCS B
BUJIEHOT 00macTi. OCHOBHUI MPHHIUI OOCITYrOBYBaHHS CIIOXKHBAYiB 3BOJAMTHCS 10 BUTPATH MiHIMaIbHOL
KUTBKOCTI 4Yacy 1 3ycwsib 3 iXHbOro OOKYy MpH KYHIBJII TOBapiB abo mociyr. PO3KpUTTS CYTHOCTI LbOTO
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MPHUHIUITY BHMAara€e HOro iHTEPIPETYBaHHS B HACTYIHOMY HAIPSIMKY, MOB'S3aHOMY O€3MOCepeaHbo 3
TOPTOBENTBHUM MIANPHEMCTBOM, SIKE Ma€ IIPOMOHYBATH INMHUPOKHN ACOPTUMEHT 1 BiIIOBiAHY THOHHY
ACOPTHMEHTY 3 METOK IIOKYIIKM B OJHOMY MIiCIli, 3iHCHIOBaHOI 3a NPHHHATHOKI IIHOK, CTBOPHTH
HEOOXi/IHI YMOBH JUIsl TOKYTIKH, BKJIFOYaI0UM HEOOXiJHICTh pO3TalllyBaHHS Y BITHOCHIHM OJIM3BKOCTI 710 MicIIst
MPOXKUBaHHS CIIOKMBaYa a00 HAsIBHOCTI XOPOIO 1 3pYYHOI0 TPAHCIIOPTHOI JOCTYITHOCT!I.

CyTTeBe 3Ha4YeHHS JUIsL CIIOXKMBAada IIPENICTABISiE IMPONOHOBAHWI AaCOPTHMEHT, TOOTO SKIIO B
TOPTOBOMY 00'€KT1 HE 3[IHCHUTHCS MOKYIKA, TO BCI 1HIII EIEMEHTH CIIO)KUBYOTO 0OCIIYTOBYBAaHHS MOXYTh
3QJIAIINTHCA HEOL[IHEHUM.

OcHOBHAa MeTa 3alpONOHOBAaHOI PO3POOKM - PO3MNISIHYTH 1 IHTEPHpPETYBaTH CYTHICTh 1 OCHOBHI
0COOJIMBOCTI PO3BUTKY TOBapHOTO ACOPTHMEHTY INIPUEMCTBA 1 Ha Wil 0a3i JeTepMiHyBaTH KIIOYOBI
pillieHHs, SIKi B CBOT CyKYITHOCTI BIUTHBalOTh Ha PE3yJIbTATH 3/1iHCHIOBAHOT TOPTOBEIBHOT JISUTEHOCT.

Formulation of the problem. Managers are faced withmakingcomplicated decisionsrelated
tostrategy development, selection and formationof retail assortment,pricing, movement andpresentation of
the goodsin the store. Retailassortment structuringis especially important among thisset ofdecisions.

Effectiveretail assortmentmanagement is one ofthe prerequisitesfor successful business under the
current marketconditions.This type ofmanagement should be carried outusing moderneconomictoolsas
sources of competitive advantages.

One of the key tasks of a retailer is to respond effectively to the requirements of the consumers.
Here, the activities of research, formation, structuring, optimization, organization and development of the
assortment are particularly important. These activities are subject to the strategy of the company and are
based on the demand and needs. On its part, responding effectively to consumers implies the use of new
approaches toward the overall assortment management. Such an approach, for example, is assortment
structuring by commodity categories, as well as the rdlated decisions to create, manage and evaluate the
effectiveness of their assortment matrix, also called commodity portfolio.

Analysis of the latest research and publications. Essentially, assortment management implies a
complex study of: the market, organizing sales, servicing, advertising, and coordinating the design, scientific
and technical activities. Such a study helps the formation by the company of a particular assortment concept
to which it can direct its activities. Significant contribution to the solution of these problems made by such
scholarsas M. Brown, J. Lee, R.Curhan,E.Anderson,N.Amato, N. Borin, P. Farris, J. Fiedland and others.

The purposeof this paperis to examine and interpret some basic theoretical and methodol ogical
formulations about retail assortment structuring and the need to implement it in order to fully satisfy
consumer demand and to reach the desired retail assortment devel opment.

Presentation of the basic material. The goal of the study outlined in this way sets forth the
following body of the paper. The buying processis not limited tocompaosing the assortment and controlling
the stocks. All business processes in stock management are carried out: from developingthe store
concepttoplanningsal es promotion eventsin the store.

Moreover,every step—from assortment selection to the saleof goods —is controlledwithin the
particularcommoditycategory.Thus,assortment managementby commoditycategories is carried out,based ona
wide range of strategic and tacticaltasks.

In broad terms, retail assortment management aims to best satisfy the consumers demands,
respectively, to increase the share of sales made by the company. The part of the assortment that satisfies the
formation of the demand by certain factors, such as volume, structure and price, for example, passes into the
sphere of consumption and is characterized, on the one hand, by the absolute amount of expenditure of the
population to purchase goods, and on the other hand — by the cash receipts from the sales of goods, i.e. the
sales volume.

The sales volume appears to be one of the most significant indicators of the company’s performance,
as the revenues from sales and the profit depend on it ultimately. At the same time, the sales volume
characterizes the realized demand and is, therefore, a result and a main criterion of the assortment
management effectiveness.

According to the goal set in this paper, the clarification of the nature and importance of assortment
management by commaodity categories require that adequate theoretical arguments and, if possible, empirical
results should be presented, which are essential for the issues discussed.

In the specialized literature the existing methodological views and models of assortment
management by commodity categories developed and evolved after 1960. During this period, the theoretical
and practical foundations were placed in the studies related to the optimization of shelf space allocation in
the stores. In 1961 a group of researchers led by W. Tucker, developed and proposed a modd for the
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alocation of goods based on the dependence on the elasticity of supply and demand, on the one hand and, on
the other hand — on the quantity of goods placed on shelvesin the store[5, p. 9].

The renowned authors M. Brown and J. Lee argue that the effective use of available shelf space and
the efficient selection of retail assortments lead to an increase in retail productivity [5, p. 13]. Thisis a
successful determinateness of conditions, factors and relations between them within the retail system.
Substantiating the need for such an approach can leads to the following: on the one hand, the level of labour
productivity of retail workers is determined by factors, including the sales volume and structure, as well as
the breadth of the assortment and on the other hand, the increase in productivity and, hence retail
effectiveness, must be one of the leading goals of management.

In 1973R.Curhan determined theallocationofshelfspaceand offeredvaluablemaxims of a
conceptualmodel andexperimental studiesof the relationship betweenspace,allocationfora certainproduct and
unit sales[7, p. 55].A similar approachwas adopted by thetheoreticiansE.AndersonandN.Amatoand was
implementedthrough theirmathematical modelfor simultaneouslydetermining theoptimal
brandcoll ectionanddisplayaresall ocation [3, p. 67].

The arguments of N. Borin, P. Farris and J. Fieeland stand out among the many scientific
formulations. These authors carried out fundamentally important studies. They developed one of the first
assortment management models by commodity categories, which integrates the shelf space allocation and the
solutions for the stocks [4, p. 359]. This model determines on the one hand, the retail assortment as a set of
commodity categories, and on the other — the shelf space allocation. The cited theoreticians seek and justify
the economic effects of consolidating and coordinating the managerial decisions on assortment, shelf space
and the level of stocks.

In 2001, G. Cachon offered a model for the shelf space allocation that maximizes the profit of the
retail premises at the expense only of duration, i.e. the shelf life of the stocks [6, p. 211].

In the following years the research in assortment management by commodity categories was
enriched and developed. In their theoretical and methodological formulations a group of researchers led by
V. Kondalintsev defined it as a process of assortment management in which every commodity category is
regarded as a separate business unit [1, p. 36]. The theoreticians stick to the understanding that this type of
management is the centre of responsibilities for the effectiveness of the retailing process and requires
competencies in marketing, logistics and finance.

The complex and important nature of assortment management by commodity categories was
analyzed and evaluated by the Russian scholar V. Shegireva. In her work in this trend the author claims that
“... assortment management by commodity categories — this is an independent type of professionally carried
out activities aimed at developing the assortment in accordance with the demand volume and structure at the
fullest and most effective use of the financial, material, information and labour resources’ [2, p. 83].

This type of management implies assortment sub-division by commodity categories taking into
account consumers’ requirements, the responsibilities for the cycle of category movement, as well as treating
each commodity category as a mini-enterprise within the framework of the company with its own budget,
pricing, purchasing policy, etc.

A significantpart of the retail assortment managementis itsstructuring. The main task ofstructuringis
toestablisha certain orderin the retail assortment, allowing an adequate subsequent control. Retail assortment
structuringshould be based, and stem fromthe general concept of a company developmentanditspositionin the
market. Therefore, a needarisestocreate both a commodityclassifierand an assortmentmatrix.

Assortment structuring by commodity categories as a kind of management is becoming an
independent field implying the presence of certain research approaches and methods. Such an approach is the
use of the categories as basic units for managing goods. Basically, a category is defined as a set of goods that
a consumer perceives as similar to each other, or goods for joint use. A category can combine goods
belonging to different commodity groups, subgroups or types. For example, a separate commodity group
may include cheese (from the group of dairy products), wine (from the group of acoholic products) and
chocolates (from the group of sweets).

Practically, assortment management by commodity categories is limited to: dividing the assortment
by commodity categories not according to the traditionally defined commaodity groups and types of goods,
but respecting consumers' perceptions and requirements; controlling the entire cycle of category movement —
from purchase to sale; considering each commodity category as a mini-enterprise within the company with
its own budget, pricing, procurement palicy, etc.; implementinga unified approach tothe assortment of the
storeas to atotal set ofall categories— the way the storeis perceivedby consumers.
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In bringingthe goods intocategoriesthe goal is to ensurethe maximum possiblebeneficial effectfor the
management system. Incontrast,traditionalbringingof goods intogroupson the groundsof their origin of
production orconsumer usedoes not alwayshelp increasethe effectivenessof management.

Identification,  groupingandclassification are the fundamental methodsinforming the
commoditycategories. ldentificationis a methodof identifyingand establishingmatches of oneobject with
another. Identification in assortment managementby commoditycategoriesis aimedat establishing
relati onsandi nterdependenci esbetween the various elements ofthe retail assortment.

Grouping is a method of uniting the objects by common characteristics. This methodis used
individing the differentcommodity groups.The groupingprecedes the division of the whole into separate
partswhich have common characteristics, as well as their consequent grouping.

Classification is defined as dividing the set of objects into subsets according to similarities or
differences in compliance with the conventional methods. Classification is widely used in the practical
activities of companies as the large number of objects — the goods, their properties and characteristics —
require dividing the set into subsets by certain characteristics. Here, the so-called commodity classifier is
used for the proper assortment creation and structuring. Basically, this classifier is a resource allowing the
necessary analysis of the assortment and taking decisions for its update and devel opment.

The commodity classifier implies division of all goods at the following levels: classes, commodity
groups and commodity categories. Besides, the goods at each level are united either in a class, or a category
or a position according to common characteristics or properties. Therefore, the three main levels of division
according to the commodity classifier are;

- Firstlevel — commodityclass: the larger the store format, the higherdivision levelsare used. In a
number of cases, thefirst (higher) levelofthe classifiercould bethe commodityclass, such as “food” and “non-
food”, or *“clothing’” and “footwear”, whichinthe minds of consumersare unitedaccording to a
commonfunctional purpose.On the other hand, insmallformatstoresor stores selling similargoods
(e.g.clothing store, at that for certain users, e.g.for teens), the division ofclassesis not necessary.

- Second level — commodity group: this is a st of goods grouped according to specific
characteristics — types of goods, methods of production, etc. For example, “dairies’, “bakeries’, “women’s
wear”, “men’s shoes ", “furniture’, “lighting equipment”, “home accessories’. As a rule in the store at that
level thereis often a higher level below which is the commodity category.

- Thirdlevel - commodity category: it is a set of goods which customers perceive as similar to each
other, or goods grouped for joint use.

For the creation of the commodityclassifier it issmportant thatall levelsare subject tofurtherdivision:
the commodityclassis divided intocommodity groups,and the commoditygroups— into commoditycategories.
It is unacceptable toleaveanylevel, withoutdetailization. For example, it is incorrectif the group“women's
wear” is detailed to alevel“commodity category” and the group “kids wear” is dividedonly into
commoditypositions, bypassing the level of* commodity categories’.

Ultimatelyeach commodity categoryis established asa kind ofbusiness centrewith its owngoals and
objectivesthat corrdate withthe goals and abjectivesof the companyas a whole, identifying thecustomers
withtheirrequiredassortment.

The key idea of assortment management by commodity categoriesis explained in this way — dividing
each commodity category into a particular assortment group (e.g. “elite wines’ in the commodity group
"alcoholic beverages”), which allows the taking into account of a maximum number of factors affecting the
selling of goods and enables better performance. Besides, the commodity categories should have adequate
resources and an organizational structure — differentiation of managers called category managers responsible
for the operation of a particular category, as a mini-enterprise, as well as for specialists in different
subcategories depending on the complexity of the structure of the category. Examining the functions and
tasks assigned to the category managers leads to the conclusion that a category manager is responsible for al
activities related to the management of a particular commodity category. A category manager combines the
functions of a buyer and aretailer, as well as of a logistics specialist.Such a specialist is responsible for the
entire set of activities in the transformation and movement of goods from certain clearly formed assortment
groups. Category managers establish business rdationships with suppliers, look for ways to optimize the
costs of procurement and logistics, organize and adjust the auxiliary activities in this area. This implies
evaluating them according to the same characteristics applicable to the commodity category itself: sales
volume, profits, market share, etc.

In terms of methodology, the next step for the successful management of commaodity categories is
the decision to create, manage and evaluate the effectiveness of the assortment matrix, which is also called
commodity portfolio.
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The creation of such a matrix is essential to the process of determining the principles of commodity
segmentation and identifying the maximum quantity of items in a retail store. It should be clarified that the
creation of the assortment matrix must be preceded by serious preparatory work within the company and
then there should be a sequence of stages, such as: setting a strategy for developing and positioning of the
retail premises; choosing the store format among several possible formats; creating a detailed description of
the development plan for the premises taking into account the shelf space of the store and the possibilities for
changing it; establishing the terms and conditions for evaluating and changing the assortment matrix.

When cresating the matrix the consumer demand should be taken into account, the main consumer
should be identified according to age, income levels, education, preferences, purchases made in the store,
expected services, etc. Commodity categories, groups and classes of goods are differentiated on the basis of
consumer demand. A commodity classifier is developed, which differentiates these three levels. The
assortment balancing according to the amount of commaodity categories, as well as the correlation between
the commoadity positions are analyzed as the next step.

After the final decision regarding the commodity categories and positions which can be included in
the assortment in the store there follows the shaping of the matrix. Consequently, an own assortment matrix
is obtained containing information about the goods and suppliers.

Conclusions The attempt made to examine and interpret the nature of assortment management and
structuring by commodity categories gives grounds to draw the following major conclusions: the adduced
theoretical arguments lead to the need for applying an integrated approach to the component areas of the
assortment management and structuring by commodity categories; in modern interpretations assortment
management by commodity categories is built on the optimization of all operations relating to commodity
categories considered as a component level of the commodity classifier; in methodological terms, it is
essential to decide to create an own assortment matrix and to manage and evaluate it in order to successfully
structure and consequently develop the commodity categories; in the context of the problems discussed we
can summarize that this scientific trend looking for new approaches, methods, dependences and tools for
consolidation and expansion appears necessary in the course of enriching the knowledge in the field of
assortment management and structuring by commaodity categories.
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