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In the process of studying the nature and role of the decisions for commercial enterprise sustainable
development, there are a number of issues posing both theoretical and practical problems. Sustainability is
becoming a direct measure of the dynamic changes that occur in the application of advanced concepts creating
competitive advantages. The source of some of these advantages is the used new approaches for the creation
and ensuring of retail assortment sustainability. The purpose of this paper is to examine and interpret basic
theoretical and methodological formulations for retail assortment creation and sustainable development. To
achieve the goal the author sets the following important research tasks: studying the theoretical foundations
of retail assortment creation; analyzing the possibilities to create and develop sustainably a commercial
enterprise’s retail assortment; justifying the recommendations for increasing the efficiency of the created
retail assortment and ensuring its sustainability in the commercial enterprise. In specialized literature, the
problems of retail assortment creation and sustainable development of a commercial enterprise have been
studied and analyzed at different times in different aspects. In this relation, it is particularly important to
abide by the achievements in this area in terms of methodology, methods and approaches, as well as to take
into consideration the changing conditions for commercial business nationally and internationally.
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Formulation of the problem. In a modern
global economy commercial enterprises
tend to constantly search for new approach-
es to create and develop sustainably the retail
assortment. These approaches are associated
with the opportunities to better meet the re-

quirements of target users by adopting various
strategies for diversifying commercial business
based on distinctive features, specific proper-
ties of the products offered, presentation, at-
tractive design and image, ensuring high cus-
tomer satisfaction.
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The object of study in this paper is the commer-
cial enterprises whose development is influenced
by the dynamic changes occurring in the created
assortment. The subject of study is the theoretical
approaches for the creation and sustainable devel-
opment of retail assortment.

The comprehensiveness of the process of creat-
ing and ensuring sustainability of the assortment
of commercial enterprises determines the struc-
ture of the paper, as follows:

- clarifying the theoretical foundations of cre-
ating the assortment of the commercial enterprise;

analyzing the creation of retail assortment
and the securing of its sustainability;

- drawing up conclusions and justifying recom-
mendations for enhancing efficiency and ensuring
the sustainability of retail assortment.

Analysis of the latest research and publica-
tions. Essentially, assortment management im-
plies a complex study of: the market, organizing
sales, servicing, advertising, and coordinating the
design, scientific and technical activities. Such a
study helps a company to form a particular assort-
ment concept to which it can direct its activities.
Scholars like M. Brown, J. Lee, R. Curhan, F. Kot-
ler, E. Anderson, N. Amato, N. Borin, P. Farris,
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J. Fieeland, etc. have contributed significantly to
the solution of these problems.

The purpose of this paper is to study and inter-
pret the approaches for enhancing the efficiency
of management and ensuring sustainability of the
assortment of commercial enterprises.

Presentation of the basic material. Providing
the necessary growth of the key financial and eco-
nomic indicators for the activity of the commercial
enterprise, as well as meeting the rising consumer
demands, largely depend on the proper formation
of the assortment of goods. Essentially, the crea-
tion of the assortment is a kind of process of se-
lecting various commodity groups, their types and
varieties differentiated by distinctive signs with the
aim to offer and sell them in the premises. This
process should take into account the chosen form
of commodity specialization, the size of the com-
mercial area and the specifics of organization and
technology of the retailing process.

The formation of sustainable assortment helps
to create an optimal amount of sales figures for a
long period of time and is becoming one of the fun-
damental prerequisites for creating competitiveness
and welfare of the retailer. In this regard, F. Kotler
offers a successful approach of creating sustainable
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Fig. 1. Principles, determining the retail format
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retail assortment, differentiating the following two
stages: first, analyzing the commodity lines, includ-
ing permanently gathering and processing of data
on the volumes and values of sales and profits by
individual stock units; second, the adoption of deci-
sions on the length of commodity lines, the need for
upgrading or shortening [6, p. 263].

When working out the essence of the process,
the theoreticians Dikhtl E. and H. Hershgen pro-
posed that the formation of sustainable assortment
should take into account the economic objectives
of the commercial enterprise based on the criteria
for increasing sales volume and profit maximiza-
tion [2, p. b9]. Compliance with this principal defi-
nition allows outlining the trends of the research
process, expressed in:

- evaluation of goods on the basis of analytical
data reporting on the structure of sales, showing the
relative shares of different commodities and com-
modity groups in the total amount of sales value;

- evaluation of the micro-environment of the
commercial enterprise, incl. that of consumers;

According to the theoretical formulations of Za-
vyalov P. the creation of sustainable assortment of
a commercial enterprise is a system that includes:
determining user demand and user requirements,
highlighting the characteristics of consumer, eval-
uating the assortment of goods, investigating com-
petitors, etc. [4, p. 117-118].

The analysis of the various methods of creat-
ing retail assortment and ensuring its sustainabil-
ity allows us to highlight certain similarities. In
its entirety, the methods studied emphasize the
importance of market acceptance of goods and
evaluation of the results obtained in terms of the
economic efficiency of a retailer’s activities. In this
regard, the analysis needs data on market seg-
ments, goods offered, consumer preferences and
price dynamics. The idea that each item in the
assortment affects to a certain extent the finan-
cial state of commercial enterprises underlies the
process of retail assortment creation. The appli-
cation of an algorithm for the formation of retail
assortment based on the ABC analysis ranks the
resources in order of importance. This is based on
the Pareto principle, according to which 20% of
all goods create 80% of the turnover. The length
of time the goods stay on the market should be
taken into consideration, as consumer demand is
different for new goods and for established goods.

Studying the assortment in terms of the goods of
different price ranges that it involves is extremely
important in the context of heightened competition.
In accordance with the interests and requirements
of consumers the assortment should include goods
of different price ranges, low-end, mid-end and
high-end, i.e. luxury goods. Pricing decisions direct-
ly affect the level of sales and become an essential
prerequisite for achieving the competitiveness of
goods and commercial enterprises.

The nature of complexity of the process of re-
tail assortment creation is analyzed and evaluated
by the scholar L. Bragin [1, p. 37-38]. According
to him, the most significant principles that should
premise the choice of groups of goods can be
brought to:

- observing the correlation between the assort-
ment of goods and the nature of consumer de-
mand,;

+ providing sufficient width and length of the
assortment;

ensuring assortment sustainability which
determines spending cuts along the supply chain
and enables the standardization of all important
commercial and technological processes and oper-
ations, as well as the improvement of the organi-
zation of their performance with minimum labour
costs, material and financial resources;

increasing the profitability of the retail as-
sortment through taking into account the possible
sizes of commercial mark-ups and discounts, the
level of stock turnover and other economic factors.

Commercial practice studies show that retail-
ers, such as ‘Billa’, ‘Kaufland’ and ‘Lidl’ chain
stores, cut costs along the supply chain by building
regional logistics centres. Suppliers transport goods
to the relevant logistics platforms where they are
regrouped, consolidated and sent to stores. This
approach reduces transport costs as distributors
deliver the necessary stocks directly into the cen-
tral warehouse of the retail chain. Manufacturers
also conduct similar supplies by their own trans-
port. For example, the German retail chain ‘Lidl’
made an investment of over € 80 million in the
construction of a second logistics centre in Bulgar-
ia. The modern logistics centre has a total area of
over 197,000 square meters [8, p. 37].

Ensuring the sustainability of retail assortment
is as important as its proper creation. This is one
of the main indicators regarding the assortment
status and development. In her theoretical and
methodological works Eremina Y. emphasizes that
sustainability indicator characterizes the variations
in the assortment width and depth, occurring over
a certain period of time [3, p. 145].

The sustainability or stability of the assortment
characterizes the constant availability of goods of
a certain type or modification intended for sale. On
the one hand, sustainable assortment in the store
is associated with the possibility to purchase sus-
tainable goods and to shorten the time for making
a decision and to make the purchase. On the other
hand, retailers find the creation of sustainable as-
sortment favourable as it increases the efficiency
of the buying and selling process. The pursuit of
chain stores to attract the largest possible num-
ber of consumers and to increase the volume of
sales and profits determines a significant increase
in the assortment of goods offered. In this regard,
observing the market analysis conducted by Bre-
isch R. and Cintagunta A. shows that over the
past decade modern American grocery stores have
offered more than 47,000 items, exceeding more
than twice the assortment offered by such stores
ten years ago [10, p. 49].

According to the researchers quoted, in this peri-
od the assortment growth rate considerably exceeds
the rate at which the retail space and shelf space in
stores increase. On the other hand, the expansion of
the assortment is not always appreciated by users,
which makes retailers enter into additional costs to
update the stocks. During a certain period of their
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operation — in 2009, big retail chains like Walmart
and Kroger Co, undertook activities to reduce the
assortment by about 15%. The sustainability of retail
assortment development and management requires
flexible solutions that create balance between the
benefits for consumers and the costs of commercial
enterprises when changing the assortment.

As pointed by Hoch St. and Bradlow E., assort-
ment diversity ranks third according to consumers
after the location of the store and the price level
of the goods [11, p. 527-546]. However, in special-
ized literature there are many studies proving that
consumers react more to changes in the retail as-
sortment than to changes in price levels [12, p. 5].
The availability of popular brands and their quan-
tity in the proposed assortment within the assort-
ment lines is more likely to influence a user when
choosing a particular store.

The above data helps to find out that there
is no universal approach to sustainable devel-
opment of the retail assortment in theory and
practice. As in each case the result of assort-
ment change is influenced by the character-
istics of the goods and consumer preferences,
commercial enterprises make the appropriate
management decisions.

The process of sustainable development of the
retail assortment is based on pre-made sales fore-
casts for separate stock categories. In this aspect,
the amount of retail space that needs to be allocated
for each stock category, as well as the number of
assortment positions or Stock Keeping Units (SKU)
that must be purchased for each category have to
be determined. In turn, the amount of retail space
depends on the selected trade format. Kotelnikova
Z. defines the ‘trade format’ as a product of optimi-
zation of such parameters as price and assortment
of goods, retail space, provision of trade services
while taking into account the characteristics of lo-
cation and the behaviour of consumers and compet-
itors [5, p. 154-155]: See Fig. 1.

Creating a team of

market research
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Defining the

current and
prospective
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Fig. 2. Elements of the system

of creating retail assortment
Source: Adapted by: 3asvanos, II. Mapkemunez 8 cxemax, pu-
cynxax, madbauyax. Yuebnoe mnocodue, Mmugpa-M, Mocxkea,
2008, c. 117-121

«Moaonuit BueHuii» ¢ No 3 (30) » 6epesenn, 2016 p.

The retail format is formed under the influence
of a number of factors, which determines the wide
range of possible options, such as: hypermarkets,
supermarkets, cash & carry, discounters, conven-
ience stores, etc. Each of these types of retail for-
mats is characterized by certain features, size of
sales area, number of the assortment positions of-
fered, location, target audience.

An analysis carried out in terms of methodolo-
gy makes it possible to highlight the fundamental
elements of the system of sustainable retail as-
sortment creation: See Fig. 2.

As can be seen in Fig. 2 creating a team of mar-
ket research specialists introduced in the activities
of the store is a basic element of the system studied.
Professionally trained specialists can refine the re-
tail priorities of the store, analyze the data obtained
on the needs of consumers and make appropriate
decisions for the inclusion of new assortment posi-
tions or exclusion of some assortment positions.

Another element of the system studied is defin-
ing the current and prospective customers. Defin-
ing the needs has a significant importance for the
realization of sales. The supply of sought products
with specific consumer features and competitive
advantages is one of the main objectives of the
retailer. This business activity helps the formation
over the years of a stable assortment correspond-
ing to the consumer needs.

Monitoring the competitors by separate trends
is defined as a third element of the system of
creating sustainable retail assortment. This step
involves the activities related to monitoring the
competitors allowing for the following important
indicators: market share, percentage of new prod-
ucts and sales, new markets, customer loyalty, etc.

The fourth element integrated in the system
of sustainable retail assortment creation is related
to assessing the retail assortment. This assessment
involves excluding or including in the assortment
of new stock units, taking into account both the
importance for customer satisfaction and the im-
portance for the commercial enterprise.

Conclusions. The attempt made to study and
interpret the nature of complexity of the theoreti-
cal-applied approaches for retail assortment creation
and sustainable development gives us the reason to
formulate the following important conclusions:

First. Based on the above theoretical arguments
to consider the sales area, assortment, price, location
and target audience, the characteristics and specifics
of retail assortment creation are outlined as a kind
of process of selecting various groups of goods, their
types and varieties, differentiated by specific features,
with the aim of supplying and selling in the store.

Second. The use of methodological tools enables
highlighting the main elements of the system of
creating sustainable retail assortment, making it
an immediate measure of the dynamic processes of
the business conducted.

In terms of the problems discussed it can be
concluded that the advantages of using effective
approaches in the retail assortment creation and
sustainable development find expression in the
creation of the sought competitive advantages of
commercial enterprises.
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MOJXO0JbI K ®OPMIPOBAHIIO ¥ YCTOMYMBOMY PA3BUTIIO
TOPTOBOI'O ACCOPTUMEHTA

AnHOTaIA

B mnpornecce nccienoBaHusa CYIIHOCTM M POJIM PeLIeHMI AJIs yCTOWYMBOIO Pa3BUTUA TOPTOBBIX IIPENNIPUATHNI
BBLJIEJIAETCA PAJ BOIIPOCOB, ABJIAIOIIMXCA HE TOJIBKO TEOPETUUECKOI, HO U IPaKTUIeCKOoll IIpobJeMolt. ¥ cToin-
BOCTBb IIPEBPaIlaeTCA B HEIIOCPEeICTBEHHbI M3MEePUTeJIb AMHAMIYEeCKIX IepeMeH, HaCTYIaloIIX B pe3yJbTaTe
IIPMMEHEeHNsT COBPEMEHHBIX KOHIIEINLMI, CO3Ial0MX KOHKYPEeHTHbIE IIpeMMyliecTBa. VICTOYHMKOM YacTy DTUX
NPEeNMYIIECTB ABJIAIOTCA JMCIOJIb3yeMble HOBble IIONXOIbI K (DOPMUPOBAHMIO M ODECIIeUeHMUIO YCTONIMBOCTI
TOProBOro accopTuMeHTa. Ilesp HacToAmell pas3paboTKM — PacCMOTPETh VM MHTEPIPETHPOBAThH Oa30BBEIE Te-
OPETMKO-MEeTONOJIOTMYeCcKye ITOCTAaHOBKM (POPMMPOBAHNUA ¥ YCTONYMBOIO Pas3BUTHA TOPTOBOTO aCCOPTMMEHTA.
Jlna mocTuKeHNsA HaMedeHHOM IeJii CTaBATCA cleAyoune 6ojee BasKHbIe MCcyeoBaTeNbCKIe 3a/laul: u3yde-
HIle TeopeTMHeCcKUX OCHOB (pOPMMPOBaHMUSA TOPTOBOTO aCCOPTMMEHTA; aHaJM3 BO3MOMKHOCTel (hOpMMPOBaHUA
n yCTOf/I‘-II/IBOI‘O Pas3BUTUA aCCOPTMMEHTAa TOPTOBOTO ITPEOITPUATI, 000CHOBaHME peKOMeHILaLU/Iﬁ II0 IIOBBIIIIE-
HII0 3(P(PeKTUBHOCTM (DOPMUPYEMOTO TOPIOBOIO aCCOPTMMEHTA U 00eCIIEUeHMIO eT0 yCTONYMBOCTY Ha TOPTOBOM
IpeaupuATIA. B crermanmsnpoBaHHO JmTepaType MpodseMbl (POPMUPOBAHNA ¥ yCTONYMBOTO Pa3BUTUA ac-
COPTMMEHTa TOPTOBOTO IIPEAIIPUATIA MCCJAeAOBaHbl VI ITPOAHAJM3VPOBAHBI Ha ITPOTAMEHNN Pa3JIMIHbIX IIePro-
JIOB BpEMEeH! I B Pa3JIMUHBIX padpesax. B ¢BA3M ¢ 3TuM ocoby0 3HAUMMOCTb MMeeT COOJIIOJIeHMe OCTVLKEeHMIL
B 9TOI 00JlacTM € TOYKM 3PEeHMs MEeTOZOJIOINM, MeTOAMKN U IOAX0J0B, a TaKyKe IIPMHATIE BO BHUMAaHUe MeHd-
IOIIMXCSA YCJIOBMII JJI TOProBoro O6M3Heca Ha HAIVIOHAJIBHOM M MEXKIYHAaPOILHOM YPOBHE.

KuioueBsble ciioBa: mporecc (popMUPOBaHKUA TOPTOBOI'O aCCOPTUMEHTA; YCTONUMBOCTE TOPIOBOTO aCCOPTUMEH-
Ta; TOProBoe NpeAIpuATHe.
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