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ABSTRACT 
 
The article reflects the analysis of the most important determinants in the field of forming the product range, proposes the basic definitions 

from the marketing point of view. The analysis of existing approaches to the multi-nomenclature assortment formation is presented. The 

information base is presented by Russian and foreign methodological researches of the assortment planning, creation and management. 

Currently the assortment management methodology is represented by a wide range of scientific articles. However, there is no common view of 

the assortment policy essence. There is also a scatter of opinions regarding the assortment characteristics (depth, width, st ructure). It is 

established the controversial opinions about correlation between "assortment policy", "assortment strategy", "assortment management", 

"assortment formation". The article provides a detailed analysis of the assortment management conception, the state of the problem, the 

assortment formation approaches. It reflected the absence of a unified and clear understanding of the main terms. As a result of the general 

scientific review and analysis, the methodological conception of forming the assortment policy is formulated. Scientific novelty: the content of 

the term "assortment policy of the enterprise" is clarified. It is a set of marketing decisions which defines the range and volumes of products 

and is aimed to the profit and efficiency of the enterprise. The definition limits the scope of action and identifies the general objective clearly. 

The research results are of scientific and methodological importance in the assortment management theory and practice. Clear terminology 

and methodology facilitates the task of developing practical methods of the assortment formation. Further research prospects are related to 

the development of practical recommendations on the assortment policy. The article is intended for a wide range of theory and practice 

specialists of economics, management, and marketing. 

 

INTRODUCTION 
  
Assortment management is the basis of many management decisions. From the point of view of practice, 

the most important financial and economic indicators depend on the assortment policy. Adequate response 
of production to market requirements provides the firm with a profit and a positive reputation. However, 

from the scientific and theoretical point of view, the formation of assortment policy is impossible without a 
terminological and methodical apparatus. Establishing clear basic categories is necessary for the further 

development the assortment management science. 
 

Various aspects of the assortment policy formation were considered in the works of domestic scientists, who 

made a big contribution to the study of problems of the product range management. In modern conditions, 
the concept of the assortment planning, creation and adjustment causes a lot of discussions in the 

scientific and popular economic literature [1-4]. The issues of forming the assortment cover strategic and 
production management, commercial business, and commodity science. But the main role belongs to 

marketing, since the range of products should be in demand by the market [5]. The financial results, 
reputation, competitiveness, economic security depend on the demand for goods [6]. In the same time, the 

demanded assortment must be made in conditions of resource and production limitations [7]. This 
condition should be reflected both in the terminology of the assortment policy, and in the methodology for 

its formation. 
 

The subject of the research is the theoretical and methodological aspects of the assortment policy 
formation. 

 

MATERIALS AND METHODS 
 
Research methods are methodological analysis of the assortment formation, synthesis, comparison. The 

theoretical and methodological basis was the research works of leading domestic and foreign scientists in 
the field of marketing, and in particular, of assortment management. 

 
In the process of work, materials from specialized publications, scientific and practical works, legislative and 

regulatory documents were used. 
 

RESULTS AND DISCUSSION 
 

The assortment policy formation: analysis of the state of the problem 
 

The assortment policy has a direct impact on all the indicators of the enterprise. Thanks to a rational 
assortment, it is possible to compete, gain a market share, make a profit. Studies [8, 9] etc. are confirmed, 

that the assortment policy formation can be considered the dominant (priority) element of management. In 
the final analysis, the future functioning and development of the enterprise depends on the correctness of 

the decisions made [8]. 
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In theory (and in practice) work on the assortment usually consists: 1) grouping of goods according to similar 

characteristics; 2) determination of the number of assortment groups; 3) the specification of the assortment 
[4, 10-12]. Calculation of production volumes is based on previous sales. 

 
At the same time, other assortment issues (market research, pricing, competitiveness assessment, output 

volume optimization, product positioning, etc.) remain outside the assortment policy. In addition, increasing 
profits is not always the goal of assortment activities [8, 9, 12]. Often the decision to include or exclude 

goods from the range is made on intuition, or on imitation of competitors, or on other scientifically 
unreasonable reasons. As a result, many products do not meet the requirements of buyers. 

 
The introduction of various assortment policy methods in practice has a number of difficulties: 

 
1) underestimation of the importance of marketing research; 

2) the complexity of adapting the methodology to a particular enterprise; 

3) lack of specialists; 
4) multi-nomenclature; 

5) the lack of a single methodological apparatus. 
 

Analysis of the conceptual apparatus of the assortment policy 
 
Unfortunately, today there is a gap between the academic conceptual categories describing the range 

indicators, and their perception by practitioners. Until now, there is no universal textbook, universal work 

which devoted to this topic. Scatter and discrepancies in conceptual categories are observed even in 
economic dictionaries [13, 14]. There is no unity even in the definition of "assortment" among domestic 

economists and marketers. Even more disagreements are revealed in the description of the most important 
components of the assortment - width, depth, saturation, etc. 

 
Let's consider the basic terms. “A product is anything that can be offered to a market for attention, 

acquisition, use or consumption” [10]. In other words, a product is the subject of trade, of exchange, of sale. 
This definition is a classic of marketing. It comparatively rarely differs.  

 
The terms "assortment" and "nomenclature" are also often used in economic literature. Looking at the 

origin: the nomenclature is a list of names used in any branch [13], and assortment ("assortir" means "to 
select, supply various goods") – is the selection of different types and varieties of goods in a trading or 

manufacturing [13]. Consequently, if the assortment is a list of goods, then the nomenclature is a list 
simply. Therefore, speaking about the activities of the enterprise (and, first of all, activity in the field of 

marketing), the term "assortment" should be used, and not "nomenclature". 
 

The assortment consists of assortment groups and separate assortment items. The main essence of these 
determinants (as most authors agree) is as follows: 

 
Assortment group – a group of goods, united by the enterprise for the commonality of certain features 

(functioning, use, purpose, etc.). 
Assortment position – a specific model, brand or size of products. 

The assortment has a number of characteristics widely used not only in marketing, but also in business, 
management and other related fields. 

 
Having collected the experience of many sources, a single essence was established: 

 
 breadth of the assortment is the number of assortment groups; 

 width of the assortment group is the number of items within the same assortment group; 

 depth of the assortment is the number of variants (models, modifications) of the goods of one 
denomination; 

 structure of the assortment is a characteristic of the quantitative ratio of the types of products and 
their share in the total output. 

 
As for the definition "assortment policy", "assortment strategy", "assortment management", "assortment 

formation", there is also a wide range of opinions. 
 

Management is the process of planning, organization, motivation and control to achieve the goals of the 
organization [14]. Consequently, this definition in combination with the concept of "assortment" 

characterizes the range of possible activities with respect to products - collection, transfer, adoption and 
implementation of decisions, their monitoring, etc. 

 
The formation of the assortment, correlated with the management functions, exhausts itself at the planning 

stage and, in comparison with the management of assortment is a narrower concept. Formation of the 
assortment is the preparation of a specific list of goods that the enterprise outputs to the market. However, 

the concept of "forming an assortment policy" covers much more measures than the formation of the 
assortment. 
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In view of the foregoing, the following definition is proposed.  
 

Assortment policy is a set of marketing solutions that determine the range and volumes of products and 
aimed at improving the profit and efficiency of the enterprise. 

 
Along with the assortment policy in the literature another term is used – the assortment strategy. How do 

the concepts of "enterprise policy" and "enterprise strategy" correlate? Strategy is a set of objectives of the 
enterprise and the means to achieve them, determining the direction of action for a long-term perspective 

[8]. This definition (with minor variations) is shared by many authors. 
 

The analysis of literary sources made it possible to find out the following approaches to the relationship 
between the concepts "strategy" and "policy": either the enterprise strategy acts as a base for general 

corporate management, and the policy is in subordinate position [10], or the strategy is considered mainly 
as part of the firm policy [8], or these concepts are identified [15]. 

 

All the above points of view have the right to exist, however, in relation to the assortment, it will not be an 
error to use the concepts "assortment policy" and "assortment strategy" as synonyms, especially since the 

semantic difference does not give any advantages in the process of enterprise management. 
 

Forming the assortment policy of the enterprise: analysis of approaches 
 
The analysis of approaches in the field of assortment management showed that at the moment there is no 

methodology that allows to systematically formulate assortment policy aimed at achieving the objectives of 

the enterprise. 
 

Some sources (in particular, [8]), offer to formulate assortment policy according to the following scheme: 
first, a strategic assortment policy is developed, then operational-tactical one. 

 
In the area of calculating the production program, optimization methods with different criteria and 

constraints are proposed, but this approach contradicts the optimal choice for the consumer. So, as a 
criterion of optimality, it was suggested to use the maximum of the total load or the minimum underload of 

equipment, the total output, the minimum total costs, labor productivity, return on capital, profit or 
profitability [6]. But, focusing only on one indicator of the company's activity, these models ignore a system. 

Therefore, the problem arises of forming a production program with a new criterion of optimality, reflecting 
not only production opportunities, but also market conditions. 

 
At the same time one of the best methods of assortment analysis on the basis of the generalizing integral 

indicator - the product adequacy ratio to the market, presented in [12], allows to choose the assortment 
reasonably, but needs additional studies. The essence of it is that each product is analyzed in terms of its 

compliance with market demand, enterprise objectives and resource opportunities. After calculating this 
coefficient for each product a conclusion is made about the conformity of the nomenclature to the existing 

conditions. This analysis allows to reasonably making decisions about changing the assortment. The 
methodology does not require special material costs, complex marketing research, allows (in case of 

inaccessibility) to replace or exclude certain indicators. 
 

However, this technique is not complete. So, it allows only reasonably remove from production "inadequate" 
goods, ignoring the fact that some products could have greater success in the market, if to promote them 

[15]. In addition, the coefficient itself needs some standardization. To calculate it you need a fairly solid list 
of indicators and a special procedure for quantitative evaluation of disparate data. 
 
1. Analysis of the main terms of the assortment activity showed the following. Today there is no universal 

terminological approach to determining the essence of the assortment and its characteristics. The lack 

of unity in the definition of key concepts does not allow to speak about the existence of a scientific 
conceptual and methodical apparatus in this field. In general, most authors adopt this definition: 

assortment is the whole range of goods offered by the enterprise to the market. The assortment 
consists of assortment groups and separate assortment items. The assortment has a number of 

characteristics. 
 

2. Assortment policy is a set of marketing solutions that determine the range and volume of products and 
aimed at improving the profit and effectiveness of the company. The proposed definition makes it 

possible to clearly limit the scope of its operation and to identify a general goal. A significant addition 
"marketing solutions" indicates the attracting of special attention of decision-makers to the 

requirements of the consumers. 
 

3. Assortment policy should reflect the solution of two groups of problems: production (economic 
constraints) and market (conformity to consumer preferences). 

 
4. It is established that the semantic difference of the similar phenomena (for example, "assortment 

policy" and "assortment strategy") does not play a special role in the management of the enterprise, 
although some authors see the nuances. In comparison with "assortment management", assortment 

policy is a narrower concept. Actually, the assortment policy ends with the adoption of appropriate 
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managerial decisions that determine the range and volumes of products. The implementation of the 
same decisions and related issues (the concretization of decisions, making adjustments, evaluating the 

results, creating support systems, transferring information, etc.), being the stages of the assortment 
management process, are not the assortment policy. 

 
5. In the field of solutions for the formation of a set of goods, there are various methods, generally either 

un formalized, or offering only marketing procedures for the creation of new products. There is no 
methodology that allows adequately assessing the existing range of products and ensuring its change 

in according to market requirements. Existing scientific methods in this field differ either by 
mathematical complexity and statistical cumbersomeness, or by logical incompleteness and extra-

systemic nature. Many authors limit the assortment work by its actual formation, without calculating 
the production program. However, there is some unity in the allocation of the stages of the assortment 

planning (market segmentation, definition of needs, choice of goods, estimation of production, etc.). 
The still common shortcoming of the proposed methodologies is the weak scientific basis and the lack 

of quantitative estimates. 

 

CONCLUSIONS 
 
The article systematizes the main methodological aspects of the assortment policy formation. The detailed 
analysis of the conceptual apparatus of assortment management, the analysis of the problem condition, the 

analysis of approaches to formation assortment policy is carried out. It is established that there is no unity 
of authors in determining the main categories, but as a result of the general review, the most capacious 

determinants were collected, formulated and substantiated. 
 

Analysis of approaches to assortment management showed that at the moment there is no method that 
allows to systematically formulate assortment policy aimed at increasing profit and achieving other goals of 

the enterprise. The main provisions of the existing scientific methodology require further elaboration with 
the aim of creating concrete practical tools. 

 
The direction of the further development of the methodological concept of creating and managing an 

assortment should be the practical implementation of a holistic method of forming the assortment policy of 
the enterprise.  
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