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INTRODUCTION

Relevance of research. Economic development in all countries is dependent
on the availability of commodities. Commodities are basic requirements for
nutrition, housing, transport and industrial production.

Entrepreneurial activity is effective when the product produced by a company
finds demand in the market. It is necessary to implement a multitude of
entrepreneurial and marketing decisions for the product or service provided
competitiveness.

There is such concept as product strategy with the rational management of
which it is possible to take enterprise to a new level. Product strategy involves a
certain set of actions or premeditated methods and activity principles due to this the
purposefulness of measures for the formation and management of goods range is
ensured.

Our century is considered the century of consumers and number of enterprises
Is increasing. Therefore, it can be possible to conclude that the problem of product
strategy management at the enterprise is an actual issue.

There are number of scientists whom this topic was researched. And all of
them have their own descriptions with similar judgments. According to foreign
researchers: A. Ansofa, P. Kotler, P. Gempbel, B. Berman, P.R. Dixon, T. Ambler,
product strategy includes such elements as work with new goods, service,
assortment, price and commodity policy, work with packaging and trademarks.

Ukrainian and Russian scientists such as N.B. Tkachenko, V.D. Kucherenko,
G.L. Bagiev complement elements of foreign product strategy by ensuring the
competitiveness and quality of goods choosing target markets, managing the product
life cycle, pricing policy and product positioning. Depending on these two
approaches it was considered the general indicators both foreign and domestic

researchers.



Object of research is a product strategy formation system at the enterprise.

Subject research is theoretical and methodical aspects of product strategy
formation system at the enterprise.

The purpose of research is formulated in accordance with the topic and
involves practical guidelines development for ensuring rational management of the
product strategy formation at the LLC “Alfa Servis Pivden” based on its activities.

There are necessary tasks for implementation of the set aim:

to determine commodity policy role in product strategy system;

- to study assortment formation process at the LLC *“Alfa Servis Pivden”;

- to distinguish the main methods and criteria for assessing commodity policy
and product strategy formation;

- to get acquainted with financial-economic condition and organizational
structure of the LLC “Alfa Servis Pivden”;

- to analyze product strategy at the LLC “Alfa Servis Pivden”;

- to offer recommendations for improving product strategy formation process at
the Alfa Servis Pevden;

- to evaluate proposed measures at the LLC “Alfa Servis Pivden”.

Research methods. Methods for analyzing market situation, methods of
economic assortment analysis and methods for demand determination were applied.
Such methods allow identifying factors related to the market situation and determine
the degree of their impact on the enterprise's activities. In the economic analysis was
used analysis of solvency coefficients at the enterprise, financial stability ratios,
enterprise business activity indicators, profitability indicators of the enterprise.

Information base of study consisted of: economic literature and periodicals,
analytical data on various areas of small business activity, materials of the state
statistics bodies of Ukraine, programs for the enterprise development as well as the
results of research carried out by the author.

Practical significance. Conclusions and recommendations of the work can be

found in the concrete implementation in the activity of LLC "Alfa Servis Pivden" in
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part with proposals for implementation of company management system in context
of product strategy formation.

Partially the results of research are given in the form of scientific article
(appendix A).

Structure of paper. Final qualifying paper has 3 parts: part with theoretical
data, part with analysis of enterprise activity and recommendation part with
conclusions, appendixes and references. Volume of work is equal to 56 pages. Paper

has 2 figures and 27 tables and 20 pages of appendicies.



PART 1
THE THEORETICAL ASPECTS OF PRODUCT STRATEGY
FORMATION AT THE ENTERPRISE

1.1 Commodity policy in the system of product strategy

All great products start with a clear strategy that is customer and market-
driven. Strategy defines the direction of product and what company wants to
achieve. A product strategy is the foundation for the entire product life cycle. And it
can be described as development of directions of product line optimization and
definition of products range the most priority for successful work in the market [1].

Strategy is comprised of three parts (figure 1.1):

Market and needs

Product
strategy

Business
oals

Key Features,
Differentiators

Fig. 1.1 Product strategy structure [2]

Market describes target customers and users of product; people who are likely
to buy and to use it. Needs comprise the main problem company's product solves or
the primary benefit it provides. The key features and the differentiators are those
aspects of product that are crucial to address the main problem or create the primary
benefit and that make people choose it over competing offers. The business goals
capture how product is going to benefit company. Being clear on the business goals
allows company to select the right key performance indicators and to measure

product’s performance.
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Product strategy of the company is developed in perspective and can include
three strategic directions to improve the attractiveness of its product mix. So, it is

necessary to describe all product strategy types (table 1.1).

Table 1.1
Characteristics of product strategy types
Type Characteristics Purpose
It means a program for the To increase  product

development and introduction | competitiveness, to increase
of new products. This strategy | the attractiveness of goods
Product innovation strategy | applies when the company | through taking into account
begins to produce additional | the features of individual
products that are planned to be | markets or market segments,
offered to new markets. consumer preferences.

It makes product more
uniform, complex and
convenient. Due to product
variation company forms the
image of firm-innovator which
allows it to expand the scope of
its activities in the market.

To increase the duration
of maturity stage of goods in
the life cycle, to expand the
scope of existing goods and to
attract new buyers for their
purchase.

Variation of functional
properties

It finds “aging” products,
develops measures for the firm
to operate in a downturn,
removes goods from range and
continues to operate with
assortment that has remained.

The allocation of such
goods, which appear to be
questionable in terms of
further attractiveness for the
market.

Elimination strategy

Note: based on materials of [2]

There are several types and subtypes of product strategies but it was
highlighted the main three. Because they contain the main characteristics of
product strategy in a whole.

It is necessary to consider concept of commodity policy as the main
component of product strategy for a full analysis of enterprise activities.

Commodity policy of the enterprise is the thought out consecutive actions
which improve economic indicators. It can be called a branched algorithm for all
occasions of the firm. This definition has a general meaning, but we should to

consider the notion of “commodity policy” in the context of management [3].
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It is necessary to take into account rational management in decisions making
and their implementation. Well thought-out commodity policy not only allows
optimizing the process of updating product range but also serves as a guide for the
enterprise management as a pointer to the general direction of actions that can
correct current situations. The absence of general course can lead to wrong
decisions, to dispersion of forces and means and to refusal to launch products into
production [4].

Conditions for the development and commodity policies implementation:

1. aclear understanding of production purposes and marketing for the future;
2. the existence of a corporate strategy for long-term perspective;

3. good knowledge of the market, its requirements, prospects;

4. clear understanding about the own capabilities and resources.

In circumstances of mobilization ever larger resources for the production
solution and marketing with uncertainty of commercial results, a thorough study of
the entire issues that are part of commodity policy is required. Commodity policy

essence can be represented in the form of a scheme (figure 1.2).

Fig. 1.2 Commodity policy structure of the enterprise

Note: research made by the author by using [5]

It is necessary to consider all of components.
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1) One of the basic commodity policy concepts is the commodity. With
regard to this term the tasks of marketer are to individualize the product range of
enterprise and to develop innovative products for firm. Another task is the
development of trademark and goods packaging.

By commodity in a broad sense is understood a product or everything that is
associated with it that can satisfy need and is offered on the market [6].

One of the most important areas in the study of commodity (commodity
policy) is 5 levels of goods (proposed by P. Kotler) [7]:

- key value (product idea);
- the main (real goods);

- expected goods;

- improved goods;

- potential goods.

This classification is the basis for the formation of company's commodity
policy. But for understanding the general picture it is necessary to examine three
more classifications. Diversification will help to more accurately form an
understanding of the product, its structure and how to promote it.

Depending on the purchase rhythm all goods can be divided into (table 1.2):

Table 1.2

Purchase rhythm classification

Type Characteristic

Goods that consumer buys often, without hesitation and

Fommoqiies otyiaiy qeqidad with minimal effort to compare with other products.

Goods that consumer in the process of selection and
Pre-selection goods purchase as a rule compares among themselves in terms of
availability, quality, price and appearance.

Are acquired without any preliminary planning and
Goods of impulse purchase | searching. Typically, such products are sold in many places and
therefore consumers almost never specifically look for them.

Goods for emergency cases Are bought in case of acute need in them.

The end of the table 1.2
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Type Characteristic

Products with unique characteristics and / or individual
Special demand goods branded goods, for the sake of which a significant number of
buyers are ready to spend additional efforts.

Goods that consumer does not know or knows, but usually

W : .
883 V&-900as does not think about buying them.

Note: based on materials of [8]

By the degree of inherent goods durability goods can be divided into:

- Durable goods - material products, which usually withstand repeated use.

- Short-term goods - tangible goods that are fully consumed for one or more
use cycles. Services are also included to the goods of short-term use [9].

The next characteristic of the product is its division into new and old goods. It
IS necessary to determine the nature of novelty: is it really a new product or just
improved. In addition, it is necessary to determine the moment when goods will
cease to be evaluated as new.

So, four classifications above should be taken into account in the formation
and rational management of the enterprise’s commaodity policy.

2) Due to identification of the commodity classification group it can be
determined the actions for commodity policy from marketing. Also it is necessary to
consider the life cycle of goods which will help determine the actions for the
commodity policy from the economy direction [10].

A new product progresses thought a sequence of stages from introduction to
growth, maturity and decline. This sequence is known as the product life cycle. The
product revenue and profits can be plotted as a function of life-cycle stages [11].

The understanding of a product’s life cycle can help company to understand
and realize when it is time to introduce and withdraw a product from a market, its
position in the market compared to competitors and the product’s success or failure.

3) Services are closely related to the products. In the world economy, there is
a steady increase in the share of services in total GDP. Now it is about 75% of its
total volume. And this substantially exceeds the share of material production sphere
[12].
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Services are used different classifications and groupings, which allow giving
their in-depth characteristics. We use a general characteristic of services related to
the promotion of goods (table 1.3).

Table 1.3

General characteristic of services

Services Explanation

Is a process or set of activities/sales normally carried out before customer is
Pre-sale acquired though sometimes presales also extends into period the product or
service.

When customer makes a purchase, the manufacturer or seller makes an

Warrant 1 . 4
y important promise to stand behind the product.

Refers to an important period of a product guarantee and defined by the
Post-warranty | timeframe immediately following the warranty period in which the
manufacturer may still repair an item for a fee.

Note: made by the author by using sources [13, 14, 15]
4) Another important component of commodity policy is the trademark.

Trademark is any sign that individualizes the goods of a given enterprise and
distinguishes them from the goods of its competitors. List of all possible trademark
options are presented in appendix B.

Trademarks are protected by law in order to serve this source-indicating
function and prevent public from being confused about the source of goods or
services. The major law governing trademark issues is the Law of Ukraine on the
Protection of Rights to Trademarks and Service Marks, in force since July 1 1994,

5) Marking is a necessary attribute of any product. Modern marking allows an
effective identification and accounting of goods at the stages of their production,
transportation, storage, marketing and subsequent use. Marking serves to provide a
set of necessary information about a product. Information contained in the labeling,
may be unique or duplicate information in the shipping documents [16].

6) Packaging now is regarded as an essential component of our modern
lifestyle and the way business is organized. Due to increasing self-service and

changing consumers’ lifestyle the interest in package as a tool of sales promotion
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and stimulator of impulsive buying behavior is growing increasingly. Package must
attract consumer’s attention and transmit adequate value of product to consumer in
the short period right in the place of sale [17].

Packaging can be attributed to the internal factors of the company that affect
the product policy within the company. For better understanding of this sentence it
IS necessary to consider types of factors that influence on decision-making to
promotion of company's products [18].

The enterprises’ commodity policy is developed on the basis of a number of
factors. In the scientific literature, marketing factors are divided into two groups:
internal and external. In this context internal factors reflect the limitations associated
with making decisions on the formation of commadity policies. External factors are
opportunities for choosing a particular strategy and tactics. Each of these factors
groups are represented by two more subgroups. Their classification is conveniently
presented in appendix C.

In the structure of external factors influence singles out macro and
microenvironment factors which are outside the control of the firm. However, any
firm can exert a certain influence on the microenvironment factors [19].

Factors peculiarity of internal environment is that they are under the control
of the firm and have a direct relationship to marketing [20].

So, internal and external factors, commodity policy has both economic and
social significance. Economic significance - effective commodity policy can ensure
the implementation of financial and economic goals as well as create favorable
conditions for the company to further develop it in a competitive environment. The
social importance of commodity policy is determined by its ability to form demand
and manage demand in the market, create new needs, facilitate the promotion of
socially significant ideas and attitudes which is a direct impact on the environmental

factor as consumers.
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1.2 Assortment formation at the enterprise

One of the most important conditions for the quality supply of retail trade
network and provision of a sufficient customer service level is the creation of the
most optimal goods assortment that will satisfy the various requests of end user.

Therefore, one of the main commercial activity directions of trading
enterprise is assortment formation.

Assortment formation is carried out constantly in all links - from production
to consumption; it is connected with a specific enterprise and is determined by the
assortment policy of the enterprise.

The main directions of assortment formation are (table 1.4):

Table 1.4
Directions of assortment formation
Indicator Characteristics
. Is applied at reduction of demand, low profitableness or
Reduction . o\
unprofitableness at realization of the goods.
\ Is used with increasing demand or high profitability in the sale of
Expansion
goods.
Stabilization Is used with a stable demand for goods mainly daily consumption.
Is applied at the changed demand, the appearance of new goods,
needs. A quantitative and qualitative change in the set of goods is
Renewal \ \ ]
carried out as well as the replacement of obsolete goods, stimulation
of demand.
Is used to satisfy needs of different consumers™ groups; a
Improvement qualitative and quantitative change in the set of goods is carried out to
improve its rationality.
Harmonization Is used for specialized stores and individual sections.

Note: based on materials of [21]

Nomenclature or commodity assortment is the whole set of products produced
by the enterprise. It includes different types of goods. The type of goods is divided

into assortment groups (types) in accordance with functional features, quality and
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price. Each group consists of assortment items (varieties or brands) forming the
lowest classification level [22].

Product range is characterized by the breadth (the number of assortment
groups), the depth (the number of positions in each assortment group) and
comparability (the ratio between the proposed assortment groups in terms of
consumers community, end use, distribution channels and prices). The completeness
of assortment is understood as providing the buyer a wide choice of varieties of
goods and under the stability - ensuring the continued availability of certain types of
goods on sale. The assortment analysis should be conducted in the store as a result
of which the most promising goods are identified [23].

Formation of a commercial assortment taking into account the behavior of
goods in the market is based on the following division of goods into groups:

introduced,

"leaders™, "locomotives", "attracting", "tactical,

outgoing" [24].
The behavioral characteristics of each group are given below (table 1.5). It is
desirable that the most part of a commodity assortment was necessary for the goods-

"locomotives", usually being at stage of "maturity".

Table 1.5
Behavioral characteristics of products on the market
Nomination Characteristics
Determine the success of the enterprise, provide a
"Leaders" broad clientele, profit. Usually, these are novelty

products of well-known manufacturers.

"Draw" for the other products of the enterprise
"Locomotives" contribute to the approval of the brand. Often these are
goods that used to be "leaders".

They attract buyers with their cheapness - they are
well-known goods that are sold at lower prices than
elsewhere. Their low prices are distributed by the buyer
to other enterprise goods.

"Attracting”

The end of the table 1.5

Nomination Characteristics
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“Tactical” Complement the existing range (so that the client
does not appeal to a competitor) are cost-effective.
They are needed at support and in favorabl
"Introduced" y PP A (aergble
moment to enter the market.
. Supported goods that require modification or
"Outgoing” _ pp g q
withdrawal from the market.

Note: based on materials of [24]

So, company must clearly understand its leading product and its
complementary products. In this case, attention will be focused on goods that bring
the greatest profit. The main forces will go to solution of the paramount issues
concerning leader's goods. Recently, companies use this approach. They focus their
attention on one or two main products. This will improve quality of the product as
well as its recognition.

Formation of commercial assortment with regard to its age structure
presupposes a harmonious balance between old and new goods. If the range is
"obsolete™ it will be less and less in demand; if it is too "young" it will take a long
time to reach sufficient demand and the costs of producing and selling goods will
cover profits [25].

Based on information in appendix D it can be offered the following structure
of commercial assortment analysis.

Such scheme helps to quickly understand the assortment concept and further
disassemble it into components for a complete analysis. Each point is the following
and complementary step to the previous one. Such scheme is convenient, practical,
and it should be used in the analysis and also in assortment formation

So, formation and implementation of assortment are especially important in
the presence of choices’ freedom at some sphere and at direction of activity. In
order to form commodity policy information about characteristics of markets
segments, goods, purchasing preferences, price dynamics is required; these data are
necessary for determination conditions for break-even operation and for

management of total profit for taxation optimization. Basically, commodity policy
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formation of enterprise is taken into account the fact that each product in the range

to some extent influences the financial condition of the enterprise.

1.3 Methods and criteria for assessing commodity policy and product

strategy

The main product strategy goal of manufacturing and commercial enterprises
is the definition of a set of commodity groups that most fully satisfy consumers’
needs and ensure the effective firm operation.

To date, there are practically no multi-product enterprises on domestic
markets; all enterprises are specialized in producing a certain product. In this regard,
the essence of assortment management is to offer goods that the buyer would like to
purchase. At the same time, an optimal correlation is established between the
simultaneous presence in the market of both new products and goods in the stages of
maturity and recession.

The most important classification characteristic of product groups depending
on the strategic zones of management is the rate of change in demand, the market
share ratio of a given firm's product to the corresponding share of the main
competitor and the amount of profit. At the present time, various assortment
analysis models have been developed that can be useful for evolving strategic
decisions of the firm. At the same time, specialists have difficulty in choosing a
specific assortment management tool that would best solve the problems of
assortment formation [25].

Methods® choice for managing assortment depends on level when the
management process is carried out - on a strategic or tactical one. At the strategic
level decisions are related to selection of assortment management strategy in
accordance with market conditions. At the tactical level selection of specific
assortment items is based on the level of demand and economic indicators for each
item [26].
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As another indication of classification factors affecting the assortment of the
enterprise can be used: factors related to market situation, factors related to
enterprise object and factors related to the resources of the enterprise [27].

Thus, based on above criteria for classifying methods of assortment
management in the enterprise a typology of these methods was developed by
Doctor of Economics - Belenov O.V. and Candidate of Economic sciences -

Bugayeva T.M [28]. This classification is shown in the table 1.6.

Table 1.6
Methods of assortment managing at the enterprise
Methods of assortment management \ Types of methods of assortment management
Strategic methods of assortment management
- SWOT-analysis
Methods for analyzing market situation | - Product life cycle
Methods of forming assortment - Ansoff Matrix
management strategy - Abell Three Dimensional Business Definition Model
Methods of optimization of assortment | - BCG matrix
management strategy
Tactical methods of assortment management
Methods for demand determination - Experts method
- Statistical methods
Methods of economic assortment - ABC analysis
analysis - XYZ analysis

Note: based on materials of [28]

Methods used to analyze market situation allow to identify factors related to
market situation and determine degree of their impact on the enterprise's activities as
well as to provide a general qualitative assessment of current market situation and to
identify possible prospects. [29].

The most common tools used for this purpose are SWOT analysis and
concept of the product life cycle.

SWOT analysis (or SWOT matrix) is a strategic planning technique used to
help a person or organization identify strengths, weaknesses, opportunities and

threats. Using environmental data to evaluate the company position SWOT analysis
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determines what assists firm in accomplishing its objectives and what obstacles it
must overcome or minimize to achieve desired results [30].

Concept of product life cycle has been described in the first subparagraph of
this part therefore this model does not require special consideration. It should be
clarified that this concept is not only a goods™ characteristic but also a method for
analyzing and planning assortment at the enterprise.

The next group of strategic methods includes methods that allow formulating
alternatives to the assortment strategy based on the enterprise's targets. These
include the product-market matrix of I. Ansoff [31] and its modifications proposed
by D. Abel [32].

The Ansoff Matrix is a strategic planning tool that provides a framework to
help executives, senior managers and marketers devise strategies for future growth.

The Abel matrix is a three dimensional tool most often is referred to as the
three dimensional business definition model. The model is used to analyze the scope
of operation for a business.

It is necessary to consider the next group of methods - for optimizing
management strategy of assortment. The purpose of this group of methods is to
optimize the product range not only in relation to the external environment and
goals of the enterprise but also its resources and capabilities [33].

BCG can be attributed to this group of methods.

The Boston Consulting group’s product portfolio matrix (BCG matrix) is
designed to help with long-term strategic planning, to help a business consider
growth opportunities by reviewing its portfolio of products to decide where to
invest, to discontinue or develop products. It's also known as the Growth or Share
Matrix [34].

The Matrix is divided into 4 quadrants based on analysis of market growth

and relative market share, as shown in the table below (table 1.7).

Table 1.7
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Components of growth or share matrix

Type of products Explanation

Dogs Products with low growth or market share.

ion marks or R )
Qusst Products in high growth markets with low market share.

Problem Child
Type of products Explanation
Stars Products in high growth markets with high market share.
Cash cows Products in low growth markets with high market share.

Note: based on materials of [34]

Summarizing the review of strategic management practices it is important to
note the key issues with the use of this whole group of tools. It is necessary to
determine precisely the boundaries of the markets on which each product line of the
company competes. Inaccurate definition of boundaries will lead to an inadequate
forecast of market development as well as an unclear understanding of the
competitive advantages of product lines and the prospects for their development.

The tactical methods of managing an assortment of an enterprise can be
divided into two groups: methods of determination of demand, methods of
economic analysis of assortment [35].

To determine the demand for products, methods are used expert and statistical
methods. The method of expert evaluation is based on the use of experience and
knowledge of qualified specialists, scientists and practitioners who are deeply aware
of prospects of consumer development and the state of market concept.

Statistical analysis is a component of data analytics. In the context of business
intelligence (BI) statistical analysis involves collecting and scrutinizing every data
sample in a set of items from which samples can be drawn. [36].

After analyzing this group of methods it can be concluded that statistical
forecasting methods are preferable if there is a large amount of data and thus, no
major changes are expected. In the event that the volume of sales has changed
dramatically in recent times, it is better to use methods of studying intentions of

consumers and expert methods. In addition, the choice of the method for
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determining demand depends on the stage of the life cycle, on which the product is
located and the ability to collect data.

Among methods of economic analysis assortment are tools such as ABC
analysis, XYZ analysis. The most simple and universal methods for analyzing
assortment of organization is ABC analysis. The idea of the ABC analysis method is
based on the Pareto principle: "for the most possible results a small number of
reasons are answered" or "rule 20 to 80". This method of analysis has received great
development due to its diversity and efficiency. Using the ABC analysis method, the
product group is broken down by the degree of influence on the overall result:

Goods A - the most important goods, bringing the first 50% of the result;

Goods B - "average" in importance, bringing another 30% of the result;

Goods C - "problem™ goods, bringing the remaining 20% of the result [37].

The XYZ analysis is a way to classify inventory items according to variability
of their demand (table 1.7).

Table 1.8
XYZ analysis of goods

Indicator Characteristics

X items are characterized by steady turnover over time. Future

X — Very little variation .
y demand can be reliably forecast.

Although demand for Y items is not steady, variability in demand
can be predicted to an extent. This is usually because demand
Y — Some variation | fluctuations are caused by known factors, such as seasonality,
product lifecycles, competitor action or economic factors. It's more
difficult to forecast demand accurately.

Demand for Z items can fluctuate strongly or occur sporadically.
Z — The most variation | There is no trend or predictable causal factors, making reliable
demand forecasting impossible.

Note: based on materials of [38, 39]
Based on the analysis of the economic evaluation assortment methods it can be

concluded that the complex methods of economic analysis show the necessity of

considering a whole group of indicators of the efficiency of the assortment.
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Thus, such typology of assortment management techniques at the enterprise
includes five groups each of which is intended for decision-making in the range of
products depending on the level of management and functional area of a specialist
dealing with assortment management. The advantages of this typology are that it
shows the methods of managing the assortment in the complex and also allows you

to see the relationship between them.
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PART 2
ANALYSIS OF PRODUCT STRATEGY AT THE ALFA SERVIS PIVDEN

2.1 Organizational and financial-economic analysis of the enterprise

Organizationally-separated business entity, namely LLC "Alfa Servis Pivden"
- an enterprise that was created in 1999 and it is actively working in our time.
Company is located in Mykolayiv and has 3 branches: in Kyiv, Odessa and AR of
Crimea. LLC “Alfa Servis Pivden™ is engaged in the distribution of household
chemicals. So, it provides wholesale services.

Address: 54000 Mykolaiv city, Primiyskaya street, 15.

The purpose of LLC "Alfa Servis Pivden™ is selling goods and services of the
highest quality and consumer value that improve the lives of present and future
generations around the world.

Subject of activity is:

1. Sale of mass consumption household chemicals, sale of workers™ social and
economic needs on the basis of profit received, creation of safe working conditions;

2. conservation on a contractual basis of mobilization capacity;

3. foreign economic activity;

4. commercial, intermediary, trade and other types of economic activities, that
are not prohibited by applicable law.

Company has a well-developed organizational structure, which has 40
specialists. LLC “Alfa Servis Pivden™ has 8 departments with certain
responsibilities. Work mode: 5-day working week, 8-hour working day. The names
of professions involved in the enterprise are given in appendix E.

Strategic level involves goals development, strategies and missions of the
organization that take into account the long-term interests of the enterprise.

Company has several branches thus product strategy formation begins with the head
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office in Mykolayiv city. There is coordination of marketing processes and
trademark promotions are provided at the national level.

There is no special departments responsible for product strategy formation at
LLC “Alfa Servis Pivden™”. So, there is marketing department that interacts with
other departments and structures of the enterprise in process of implementing this
strategy. It main tasks are research and enterprise competitiveness increasing,
expansion of market share, providing of stable profit.

Tactical competitiveness control involves implementation of certain tactical
objectives. At this level marketing department interacts with commercial
department, logistics and others. In implementation of planned measures to achieve
tactical goals, special tasks are being formed that are directed to senior management
— category manager of all assortment, head of marketing department, director of
logistics and commercial director. After viewing task descend directly to the line
manager of the company's departments.

When carrying out the marketing policy of positioning goods on the market
the branding elements - the direction of marketing communications specializing in
the development of coherent corporate identity and its elements for the formation
and strengthening of unique image feature of commodity producer and its products
are used.

Company property consists of fixed assets and working values as well as
values is reflected in the company balance. LLC “Alfa Servis Pivden” has an
independent balance, settlement, currency and other accounts in banks' institutions,
a stamp with its name and trade mark.

Company profit is formed from revenues generated as a result of economic
activity after covering material and equivalent costs. Company introduces taxes and
other payments to the budget provided by the legislation of Ukraine.

Net profit received after these calculations remains at disposal of the

company.
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Company carries out operative and accounting of activities results as well as
conducts statistical reporting and submits in accordance with established procedure
and volume of state statistics bodies.

It is necessary to select several indicators (appendix F) for analysis of
LLC “Alfa Servis Pivden™ results. It will give a general picture of company's
ability to maintain its niche. Analysis of enterprise solvency (financial stability) is
carried out by calculation of such indicators (coefficients): cash ratio, quick ratio

and absorption rate (table 2.1).

Table 2.1
Analysis of enterprise solvency of LLC “Alfa Servis Pivden”
Deviation
Indicators| Formulaand Calculations for the
standard values 2017 2018 period
(+/-)
<N 604398 3322
S;?Q 58515 + 657871+ 2985 81056 + 359356 +1812 0,598
Cash ratio >0,2 | = 984 S
231050 + 61354 + 3542 + 604398| 220492 + 81525 + 3322 + 635801
Quick — 58515 + 657871 + 2985 81056 + 359356 +1812 0,877
ratio 21.28 =2.13
0,7 <Quick ratio<1
2754184
Absorption ~= 58515 + 657871 + 2985 2544428 _575 1,925
rate _ _383 81056 + 359356 + 1812
Absorption rate >2 :

Note: CE — Cash Equivalents; CL — Current Liabilities; LA — Liquid Assets; Current Assets

Cash ratio is characterized by the ratio of cash and short-term securities to

current liabilities. Coefficient was more than 0.2 both 2017 and 2018 years. This

means that the current debt does not exceed the amount of own funds. Situation in

2018 is better and has a tendency to improve.

Quick ratio in 2017 and 2018 indicates that the company’s solvency is

improving and turnover of its own funds invested in stocks is accelerating.
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Absorption rate in both years exceeds 2. That indicates a sufficient solvency
of the enterprise. But coefficient is more then 3, so there are doubts about using
efficiency of current assets.

Financial stability analysis — is securely guaranteed solvency, balance
between own and borrowed funds, independence from market and partners
randomness, creditors and investors credibility, availability of such profit value

that would provide self-financing (table 2.2) .

Table 2.2
Analysis of financial stability ratios of LLC “Alfa Servis Pivden”
Deviation
Indicators| Formula and Calculations for the
standard 2017 2018 period
values (+/)
Debt -2 1000 n = YA
ratio ? 100% ? = 83,33 ? = 88,38 5,048
Debt ratio >50%
— 13471 =0,199 442224 -0,076
Funding 3613143 =0123
Acid test — 7 100 % L = K659 —— =1,088 5,71
ratio
Coefficient
of current - - AL v <\ 0
debt
Ccd >1
Coefficient
of equity e = 0,56 = 0,59 0,03
maneuver-
ability Cem>0,1

Note: E — Equity; A — Assets; LE — Loan Equity; CD — current debt; NWC — Net working Capital
Debt ratio shows organization independence from lenders. In both years
company had a debt ration more than 50%. This means that company is less
dependent on borrowing financing.
Funding ratio indicates which part of activity is funded at its own expense.

In both years ratio is less than 1. This indicates a small investment amount in the
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enterprise. There are two options: either company has enough own funds, or only

few entities want to invest money in LLC “Alfa Servis Pivden”.

Acid test ratio both 2017 and 2018 has low values. It means that a large part

of enterprise assets is financed by borrowed funds. But analysis of debt ratio shows

that company does not depend on borrowing financing.

The value of current debt ratio is equal to 1. This indicates that company did

not return the borrowed funds.

The value of maneuverability factor of less than 0.1 indicates that equity and

funds are intended to finance non-negotiable assets.

Analysis of business activity allows dissecting an effectiveness of enterprise

main activities, characterized by the speed of financial resources rotation of the

enterprise.

To analyze business activity and profitability of LLC “Alfa Servis Pivden” it

IS necessary to calculate average values (table 2.3):

Table 2.3
Average values of LLC “Alfa Servis Pivden” indicators
Indicators Calculations
2017 2018
Assets i 4335812+ 4289502 _ 4312657 il 4289502+4065412 _ 4177457
C | T~
:SI;I(;?[;\ CAl— 2754184+ 2555908: 2655046 CAD— 2555908+ 2544428 _ 9550168
CtIJ\Irorg;\t NA— 1500+1200+ 20+1550+1180+ 25: 27375 N2 = 1550+1180+ 25+1600+1170+ 30: 277T
2 2
assets
L A AN
cag?[gl [Cl— 719371+ 567075 643223 LCo— 567075+ 442224 5046495

Note: based on materials of appendix F

After calculating the average values it is necessary to pass to evaluation of

enterprise business activity indicators.

Business activity analysis of enterprise is carried out by calculation of such

indicators (coefficients): assets turnover ratio, turnover period, current assets

turnover ratio, turnover period of current assets, capital turnover ratio (table 2.4).
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Table 2.4

Analysis of LLC “Alfa Servis Pivden” business activity indicators”

Indicators

Formula

Calculations

2017

2018

Deviation
for the
period

(+/-)

Assets
turnover
ratio

Sales

Average total sale

=0,%5

= 0,64

0,09

Turnover
period,
days

n

327

— =281

Current
assets
turnover
ratio

—=0,89

R —cN,05

Turnover
period of
current
assets,
days

— =201

— =172

Capital
turnover
ratio

—=0,55

= 0,64

0,09

Equity
turnover
ratio

—=0,65

=0,73

0,08

Equity
turnover
period,
days

— =278

— = 246

Debt
capital
turnover
ratio

= 3,69

1,61

Debt
capital
turnover
period,
days

— =488

== 3895

-14,84

Note: n- quantity; ATR — Assets turnover ratio; TrofCA — Current assets turnover ratio; ETR —

Equity turnover ratio; DSTR — Debt capital turnover ratio

It should be noted that there is no standard value in table 2.4. Because the

given indicators have no clearly defined values for which attention should be paid.

Most of indicators are calculated in turnover period. So, it is necessary to observe
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that in deviation for the period indicator all values are negative. Company has

accelerated turnover of funds since 2018.

Table 2.5
Analysis of profitability indicators of LLC “Alfa Servis Pivden”
Calculations Deviation
Indicators| Formula and for the
standard values 2017 2018 period
(+/-)
Return
on ? 100 ?100=1,6 ? 100=5,42 3,74
assets, %
RA>1
Return
on non- ? 100 ?100=4,6 ? 100 = 14,87 10,24
current
assets, % RNCA > 1
Return
on ?
current | 10q 2100=2,7 2100 = 8,88 QR
assets, %
RCA>1
Return
on ? 100 ? 100 =1,98 ? 100 =6,19 421
equity,
% RE > 1
Return
on debt ? ? 100=11,30 ? 100 = 44,89 33,59
capital, | 109 '
%
RDC >1
Return
on 2 100 ? 100 = 3,06 ? 100 = 8,47 5 40
turnover,
%: RT>1
Return
on ? i 6,35
operating | 10q
expenses ?100 = 3,21 ? 100 = 9,56
, % ROE > 1

Note: NC Assets — Non-current assets; Op - operational
In the case of profitability indicators standard values should be greater than 1.

The essence of such indicators is: the higher value means the better position of the
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enterprise. As it can be seen in table 2.5 all indicators are higher than 1. Situation in
2018 is even better.

After analyzing LLC “Alfa Servis Pivden™” activity it is possible to conclude
that company is able to fulfill its current obligations in accordance with highly
liquid assets. The overall coverage ratio has shown that enterprise is able to pay off
its current liabilities in case of its difficult financial position when there is no
possibility to sell stocks. Analysis of capital structure indexes indicates high level
of enterprise financial independence (debt ratio exceeded 80% during period). So,
company finances its activities mainly through own capital. At the same time,
almost full equity was invested in non-current assets: coefficient of equity
maneuverability was 56,32 % and 58,51% at the beginning and at the end of the
year. Turnover coefficient value of all assets showed effectiveness of working assets
usage. Indicator rises from 0,55 to 0,64 and it characterizes increasing efficiency of
current assets usage in company as a whole. Reducing of turnover period of equity
capital is a positive factor because funds invested in circulating assets or their
components are more quickly accept monetary form. Indicators of profitability fully
reflect the current state of enterprise management has taken the right course for its

welfare.

2.2 Analysis of product strategy of the enterprise

For general and complete analysis of product strategy situation at LLC “Alfa
Servis Pivden” it is needed to examine situation of market of goods that company
offers.

Consumption of household chemicals in Ukraine from the beginning of the
crisis decreased by 9%. Buyer chooses only a necessary products and pays attention
to the price, whereas before one of the main decisive factors in choosing product

was a brand. New players appeared on the market and Ukrainian producers managed
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to increase their share. In coming years situation in the market will not change
significantly, experts predict [40].

Last year 366.6 million tons of household chemicals worth 22.55 billion UAH
were sold in Ukraine, according to an international research company Euromonitor
International. The main sales are occupied by washing powders, means for cleaning
solid surfaces and washing dishes. Absolute leaders are international companies
Procter & Gamble, Henkel, Unilever and SC Johnson, which produce about 69% of
all products [41].

According to Euromonitor International research sales decline slows from
2016. This was influenced by the improvement of consumer confidence. People
began to spend more than in 2015. But not as much as before the crisis standard of
population living is still low.

On the market 63% of all household chemical products are domestically
produced. The main countries supplying household chemicals to Ukraine are: Russia
(more than 40% of all supplies), Poland, Austria, Hungary, Bulgaria, the Czech
Republic and Israel. The main importing companies are Procter & Gamble
(importing products from a subsidiary of Procter & Gamble Novomoskovsk) and
Henkel. Products from the United States and the Netherlands were imported under
the Amway brand.

SK Johnson, Procter & Gamble and Henkel also export in large volumes.
More than 50% of all exports were carried out to Russia, Turkey, Belarus,
Kazakhstan and Moldova [42].

Problem of quality and competitiveness is universal in the modern world. So,
it is necessary to assess the firm's competitiveness. Therefore, it is advisable to
conduct a comparative analysis of the main constituent factors concern leading
competitors.

The main competitors of LLC *“Alfa Servis Pivden” as a distributor of
household chemicals are such large companies as:

- LLC “Product Alphabet” — distributor of non-food products group;
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- LLC “Galicia Group” — distributor a household chemicals, cosmetics and
hygiene products;

- PE “Eclipse Plus” - supplier of household chemicals for entrepreneurs,
enterprises and organizations of any form of ownership.

There is in LLC “Alfa Servis Pivden” measurements of its shares compared
with other competitors. It is necessary for making managerial decisions that have a
direct impact on the competitiveness of a company's products, as well as the
division of the market on types and a circulation of household chemicals.

Assess competitiveness of LLC "Alfa Servis Pivden" using a method which
involves a comparison of evaluation object with group of companies - competitors
and determination it place in competition environment.

This method involves determination of companies -competitors place for
each key indicator of competitiveness potential by ranking achieved values of
indicators.

Total sum of ranks across all key indicators allows identifying the enterprise-
leader of the study group, the level of competitiveness which is the highest on the
criterion of minimum (maximum) ranks, and groups™ outsiders, which ranked last in
terms of competitiveness. This method is quite simple and does not require use of
special mathematical apparatus. Table 2.6 shows quantitative performance of
competitors and further reflects quality indicators in table 2.7.

Table 2.6

The main competitors characteristic of LLC “Alfa Servis Pivden”

Companies - competitors

Indicators Product Alphabet Galicia Group Eclipse Plus
Services quality, point 4,8 4,3 4,2
Location according to

4 33
consumer estimates, 5 4
point

Labor productivity of
personnel, thousand UAH 64,2 15,9 11,2
/ person.
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The end of the table 2.6

Companies - competitors

Indicators Product Alphabet Galicia Group Eclipse Plus
Cost-effectiveness, % 12 3,1 2,8
Financial risk coefficient 0,08 0,23 0,31

General liquidity

coefficient 2,1 0,98 0,86

Note: made by the author by using the financial statements (appendix F)

The analysis has not been yet fully completed. But it is already possible to
note about the good situation of LLC “Product Alphabet”. This company overtakes
the other two in all directions instead financial risk coefficient.

Table 2.7

Results of competitiveness assessment of companies — competitors

Companies - competitors
Indicators Product Alphabet Galicia Group Eclipse Plus
Services quality, point 2 3 4
Location according to 1 9
consumer estimates, point 4
Labor productivity of
personnel, thousand UAH 1 4 5
/ person.
Cost-effectiveness, % 1 3 4
Financial risk coefficient 1 X 4
General _I|(_1U|d|ty 1 4 5
coefficient
mpetitiven =
Co petltlvg ess - 19 26
> ranking
Place in a competitive
P 1 3 5
market

Note: made by the author by using the financial statements (appendix F)

Summing up the places (ranks) of competitor companies in all indicators of
evaluation, it is founded the most competitive enterprise according to the criterion of
ranked ranks minimum. This company became LLC “Product Alphabet” which

distributes non-food products group.
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Product strategy formation involves an analysis of existing commodity
positions. Firstly, it is needed to understand how deployed is the assortment in
investigated enterprise. Therefore, it is necessary to calculate such indicators as
width, depth and severity of assortment.

LLC “Alfa Servis Pivden” presents a huge variety of brands. Product range at
the enterprise is presented in Appendix G. Company provides information and data
Is based on sales reports performed monthly by category managers.

In order to calculate the indicators it is need to get acquainted with
commodity classification of household chemical goods. This classification was
chosen as the basic criterion for comparison with enterprises™ assortment.

Household chemicals include glues, abrasives, laundry and detergents,
cleaning products, paint and varnish goods, home care products, household items,
garden and others.

Appendix G provides full range of company products. Each commodity
classification unit is identified. Therefore, with a general comparison of product
ranges with approved classification, it can be determined that the range of
LLC “Alpha Services Pivden” is unsaturated. There are no such goods as glues,
painted goods, abrasives and others.

For the exact analysis it is necessary to calculate each position using
mathematical indicators. It should be noted that the data are only selected for 2018.
For comparison was chosen product range of the most important competitor —
LLC “Product Alphabet” (table 2.8).

Table 2.8
Assortment measures of LLC “Alfa Servis Pivden”
Indicators Formula Calculations
Breadth coefficient B=—"2 100 % D=—?100=40%

Depth coefficient D=—2 100 % W =——7? 100 = 29,98 %
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The end of the table 2.8

Indicators Formula Calculations
Novelty coefficient Cn=—17 100 % Cn=—12?100=4,83 %
Stability factor Q=—17100% Q=—"2100=6,87%

Note: Wa - actual number of subgroups and product categories in homogeneous product
group; Sb - the basic number of subgroups and product categories in homogeneous product
group; Pd - number of species, varieties, names available on sale; Pb - the basic number of
species, varieties, product names; N - number of new types and goods names; Cd - number of
species and goods names that are in constant demand.

Consequently, all indicators are sufficiently small. A breadth index of
assortment has been verified mathematically. So, LLC *“Alfa Servis Pivden”
assortment is narrow. New directions need to be added for attracting new customers.

Compared to breadth, range of products is quite deep. Existing assortment
groups represent a sufficient number of goods types. But the assortment depth of
LLC “Alpha Service Pivden” is poorer than assortment indicators of the main
competitor.

Indicator of novelty has the lowest value. Products are almost not updated.
As enterprises’ assortment belongs to such classification group of non-food products
as household chemistry this situation precisely should be expected. Currently, only
27 products have a stable demand. This situation again depends on goods
classifications.

The next and very important stage — understanding of strengths and
weaknesses in established product range. In this case, double ABC XYZ analysis is
used.

Product range is too large, so it is expedient to output the main positions in
table on both ABS and XYZ analysis. In this way it will be selected goods which
should be paid special attention to the further formation of a product strategy
(table 2.9).
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Table 2.9
ABC analysis of LLC “Alfa Servis Pivden” assortment

Product name Share in total sales ABC
Ariel washing powder 15000 g 2,52 A
Tide washing powder 9000 g 2,36 A
Ariel washing powder 6000 g 1,88 A
Ushastuii Nyan™ washing powder 9000 g 1,83 A
Ariel washing powder 4500 g 1,67 A
Savex washing powder 2400 g 0,46 B
Tide washing powder 1500 g 0,46 B
Turbo detergent against mold and mildew 450 ml 0,45 B
Galinka washing powder 2400 g 0,45 B
Pronto for floor 750 ml 0,44 B
Lazuria gel detergent toilet bowls 0,16 C
Bref detergent 0,16 C
Santri — Econom detergent 1000 ml 0,16 C
Duru gurme soap 5*75 0,16 C
Duru laundry soap 4*125 g 0,16 C

Note: made by the author by using the Alfa Servis Pivden assortment (appendix G)
As it can be seen in the table 2.10 company's greatest profit comes from

washing powders. In addition, these goods are in demand according with their large
volume. Products such as s are part of products group bring small profit but make up

a sufficient quantity among the entire range.

Table 2.10
XYZ analysis of LLC “Alfa Servis Pivden” assortment

Products name Coefficient of variation XYZ
Ace powder amp 9% X
Milam chlorine free stain cleaner spray 750 ml 9% X
Tide washing powder 4500 g 9% X
Milam detergent spray for carpet and fabric 9% X

surfaces 750 ml

Flower — shop soap 5 | 10 % X
Detergent Limon — Fresh 5 | 11 % Y
Avriel washing powder 1500 g 11 % Y
San Clean detergent for panels 11 % Y
Silver spray for suede 11 % o
Pervol washing powder 900 ml 11 % Y
Chistyunya detergent for glass 500 ml 26 % Z
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The end of the table 2.10

Products name Coefficient of variation XYZ
Shuk soap 3*125 g 26 % Z
Blitc Sofi rinse 1 1 26 % Z
Fairy detergent 500 ml 26 % Z
Chisto Prosto washing powder 400g 26 % Z

Note: made by the author by using the Alfa Servis Pivden assortment (appendix G)

According with table 2.10. it possible to identify products with unstable
customer demand. Products of Z groups are needed to fully analyze and take
measures to change the current situation. Interestingly, products with constant
demand (X group) make up only 2,5 % of the total demand.

Company state depends on how successfully it is able to respond to various
external influences. Analyzing the external situation it is necessary to single out the
most significant factors for a specific period of time. The interrelated consideration
of these factors with the capabilities of the company allows solving emerging
problems (table 2.11).

Table 2.11
SWOT analysis of LLC *“Alfa Servis Pivden”

Nomination Description

Strengths

A positive image for company that creates

1) Experience of more than 10 years ) |
) ReFEncgRitmoge e 104 "reliability” and "experience" for advertising.

2) Wide range of products Ability to attract more buyers.

1. Ability to expand a range

3) Collaboration with more than five suppliers 2 \ieperdéncs Trofdelivedies

Weakness

Lack of employee interest in increasing sales

Demotivated employee compensation system \ .
ploy P y and expanding the client base.

Rare assortment redevelopment No new customers involved.

Small warehouse Product status "under the order".

Opportunities

Provides great opportunities for increasing

Market unsaturation
trade turnover.

Improving living standards Dictates the necessity to introduce more
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The end of the table 2.11

Nomination Description

Improving living standards expensive goods and margins increasing.

Threats

A presence of competitors who takes potential

Competitors
P buyers.

Dangerous goods frightens not only future but

Dependence on product safety s
also previous customers

Note: based on information provided “Alfa Servis Pivden

So, such brief description of the main strengths and weaknesses, threats and
capabilities allows you completely analyzing the state of company's product
strategy. In this case, it is necessary to pay attention to such aspects as employee
compensation systems, assortment updates, competitors, size and number of
warehouses. Disadvantages in these company's areas do not allow to increase sales
of goods. Instead, it is necessary to support development of strengths indicated in
this analysis. A responsible person is assigned to each item, which will have the task
of reinforcing existing deficiencies.

Currently, household chemicals are beginning to strengthen their position in
the market of proposed non-food items. After 2013 situation has improved
significantly. Customers can afford to purchase product at a higher price. With
increasing demand increases supply. More and more distributors of household
chemicals appear on the Ukrainian market. Some of the main players at the moment
are: LLC “Product Alphabet”, LLC “Galicia Group” and PE “Eclipse Plus”. That is
why work was used to assess competitiveness of the enterprise. In accordance to this

in the next part is paid a significant attention to this indicator.
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PART 3
RECOMMENDATIONS ON THE PRODUCT STRATEGY FORMATION
AT THE ALFA SERVIS PIVDEN

3.1 Improvement of product strategy formation process at the

enterprise

It is proposed implementation of product strategy formation program at the
enterprise. It reveals components of long-term development course and strategic
intentions on national market. Program for product strategy formation at the
enterprise of household chemicals is specified in the following documents: strategic
plan of enterprise development and plan of enterprise adaptive restructuring.

Strategic development plan of enterprise is document containing the basic
measures for the enterprise development in the future [43].

Strategy acts as a tool for the rationale, development and implementation of
long-term goals and objectives of scientific, technical, economic, organizational and
social nature. It is a means of communication with the enterprise’'s external market
environment. Strategic development plan presents the vision of development,
mission, goals, adaptive restructuring strategy and action plan, timing and
methodological tools for assessing indicators. The main directions of enterprise
strategic development plan are developed in perspective on the conditions of
knowledge increase and potential optimization (table 3.1).

Table 3.1
The main directions of strategic plan of LLC “Alfa Servis Pivden”

development

The main directions Explanation

Intention of company senior manager to implement

Vision of enterprise development . .
P P product strategy formation at the enterprise;
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The end of the table 3.1

The main directions

Explanation

Enterprise mission

Ensuring rational formation of company' product strategy

Enterprise goals

Objectives of the functional level: present in the field of
investment, marketing, organizational, innovation and production

Objectives of the business sector: are developed for decision-
makers responsible for the implementation of the restructuring
strategy in ensuring the competitiveness of the enterprise's
potential.

Objectives of the linear level: present in the divisions of the
enterprise, provided that the decisive role in the realization of the
goals belongs to the management of the organization.

Strategy of enterprise
development

The key strategy of development in the permanent process of
strategic management is the strategy of adaptive enterprise
restructuring as a complex of measures that ensure the change of
internal environment and adapt to changes in the external
environment of the enterprise without cost transformations.

Note: made by the author by analyzing strategy of other companies

For accurate building of strategic plan of enterprise development it is

necessary to break this plan into stages. (table 3.2):

Table 3.2

The main stages of strategic plan of LLC “Alfa Servis Pivden”

development

Stage Explanation
Mission clarification and objectives of product strategy formation based on
competitiveness assessment of enterprise and its compliance with market
conditions;
4 Obijectives of functional level are aimed at ensuring the competitiveness of
First stage

resource, investment, marketing, innovation and production potential;

Achievement of goals and employees involvement in the process of
implementation of adaptive restructuring strategy of the enterprise;

Improvement assortment formation at the enterprise.

Assessment enterprise potential;

Assessment of the competitiveness of the enterprise potential;

Second stage Assortment assessment potential;

Optimization of enterprise potential;

Competitive benchmarking of the company's potential.

Forecasted scenario of product strategy formation of the enterprise;

Third stage

Plan of adaptive restructuring of the enterprise

Note: made by the author by analyzing strategy of other companies
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The Program of Action of the organization is aimed at implementation of

measures for ensuring competitiveness of the potential in the strategy of adaptive

restructuring of the enterprise (table 3.3):

Table 3.3

Program of action to achieve goals

Blocks of *"Organizational-
managerial changes'

Explanation

The first block
"Assortment changes"

Improvement of assortment structure in organization
for the purpose of product strategy formation;

The second block
"Organizational-managerial
changes™:

Adaptive restructuring of management functions by the
nature of their implementation (transition to a functional
management structure);

Improvement of administrative structure functions on a
product basis (transition to a divisional structure);

The third block "Formation of the
right and responsibility of
enterprise divisions":

The transition to the rearrangement of managerial
functions (transition to a combined structure).

Forming a group of non-recurring units;

Formation of a group of self-supporting units financed by
the enterprise;

Formation of "centers of financial responsibility™ (self-
financing and self-government);

Allocation of subsidiaries, affiliates.

Fourth block "Change in asset
structure™:

Exemption from unused assets;

Ensuring the effective use of assets.

Note: made by the author by analyzing strategy of other companies

Concern the implementation of action program of the organization confirms

the list of documentation:

acts works acceptance and accounting documents are sent for signature for

approval or motivated refusal of works acceptance;

- pre-term performance of action program of the organization is accepted in

case of agreement of the responsible parties;

- Inappropriate further work on the action program of the organization should

be in the protocol of agreement for the termination purpose;

- failure to perform or improper performance of work under the action

program of the organization entails liability in accordance with the contract.
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Company operation for household chemicals by LLC “Alfa Servis Pivden” in
a highly competitive market requires improved research on the competitive situation
on the market. In order to achieve this goal it is necessary to improve the quality of
research, since their results serve as the basis for making decisions when developing
certain strategies, developing new types of services, determining production
volumes, modernizing technologies, strategic and ongoing planning and so on.

Market research at LLC “Alfa Servis Pivden” should include a whole range
of issues: the forecast of market conditions, the definition of its capacity, the
assessment of supply and demand, the analysis of competitors and buyers, etc.
Before starting the research it is necessary to determine the period of time for which
the situation and competitors will be analyzed. It is also necessary to determine the
level of specification of the analysis and the forecast, which is planned to be carried
out. On the basis of such a preliminary work, the scope and nature of the required
resources should be clarified.

Analyzing the dynamics of household chemicals production it is necessary to
identify the main reasons for increasing the volume of sales of these products by
LLC “Alfa Servis Pivden” (development of new products, increased demand, etc.).

On the basis of period analysis and taking into account existing estimates one
can determine the degree of influence on the market formation of household
chemicals of such leading factors as the scale and intensity of range update of
assortment and level of demand for new products.

Great importance in the research of product strategy formation is the
thorough examination LLC “Alfa Servis Pivden” competitiveness. It is desirable to
find out:

- structure of the proposal, the degree of services range renewal by competitors.
Similar information can be obtained from dealers and intermediaries serving
the competitors, as well as by direct study market offer of competitors;

- the price level of goods for competitors of different companies and the

features of their pricing policy throughout the year. This information can be
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obtained by examining the prices of competitors' services, as well as from

dealers and intermediaries, through "guerrilla marketing"” or with the presence

of a site and a price list through the Internet.

Product structure formation effectiveness is estimated by analyzing financial
(reports, audit results) and market information (market share); competitiveness;
production and sales opportunities of LLC “Alfa Servis Pivden” (analysis of
information on the purchase of expensive equipment (energy saving equipment), the
hiring of qualified personnel. To summarize the information received and to
evaluate the prospects of the development of the offer taking into account the impact
of all of these factors.

All work on collecting data about LLC “Alfa Servis Pivden” activities should
be carried out systematically at least once a quarter. In the future it needs to be
organized in such a way and to have data not only about the changes and also about
enterprise competitiveness that are being prepared in the near future. It should also
analyze the financial position of major competitors, their ability to lower prices;
implement additional quantities of goods for key customers, changes the conditions
of service delivery and so on.

Detection of existing and potential competitors can be done on the basis of
assessing the requirements that are satisfied on the market by the main competing
firms. With this approach the following main groups of competitors should be
distinguished:

- firms that sell household chemicals on the same market segments;

- firms servicing other segments of the market but the output of which for this
segment is probable;

- firms that offer products of substitutes and are able to push the product of

Alfa Servis Pivden from the market.

But a simple comparison of factors does not allow taking into account all

aspects competition in the field of household chemicals. To assess the level of
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competition more precisely it is expedient to consider the existing and probable
competition that is related:
- with price breakthroughs associated with technological breakthroughs (leading
to a reduction in the cost of home-grown goods an increase in their quality);
- the choice of a particular strategy;
- the emergence of new competitors, etc.
For more detailed analysis of competitors it is recommended to use the matrix
of the competitive profile (table 3.4).
Table 3.4

Competitive profile matrix of LLC “Alfa Servis Pivden”

Company Companies-competitors

Factor "
faf‘grs assesm | o el;\I/_igPi'\A/\(ljf:n" :IL()::;; Galicia Group Eclipse Plus

Al Rank Mark | Rank | Mark | Rank | Mark Rank Mark
Market 0,1 4 0,4 3 0,3 Y, 0,2 d 0,1
share
Product 0,3 4 1,2 3 0,9 2 0,6 1 0,3
quality
Assortment 0,1 4 0,4 2 0,2 1 0,1 3 0,3
wideness
Price 0,2 4 0,4 3 0,3 1 0,2 2 0,2
flexibility
Supply 0,05 3 0,15 4 0,2 1 0,1 1 0,05
discipline
Enterprise 0,2 3 0,6 4 0,8 2 0,4 1 0,2
financial
capabilities
Parthners 0,05 3 0,15 4 0,2 1 0,5 2 0,1
loyalty
Total: 1 3,30 2,9 2,00 1,25

Note: based on internal companies research

As in the previous comparison the high competitiveness indicators has
LLC “Product Alphabet”. One of the conditions for the effectiveness of the

implemented measures to ensure the competitiveness of the company LLC “Alfa
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Servis Pivden” should be the systematic and consistent nature of such measures.
Measures to ensure the product strategy of LLC “Alfa Servis Pivden” are proposed
to be carried out in the following areas (table 3.5).

Table 3.5

Measures for product strategy formation at “Alfa Servis Pivden™”

Step

Determination

Improving marketing
activities

Increase the cost of marketing research and advertising. Develop a
marketing plan for the firm to go ahead with certain positions and
increase the sales of household chemicals. For this purpose, it is
proposed to carry out all kinds of promotional measures to increase not
only product sales, but also support the image of the enterprise.

Increase of "service"
parameters

In this direction it is necessary to improve the terms of payment for
services by distributing sales of goods with a greater delay of payment
(more than 14 days). This measure will help attract more middle and
small retailers who will make a certain volume on the sale of the goods.

Improvement of the
personnel
management system

As in any enterprise, the turnover of staff, especially young
specialists, who seek a higher salary, is not excluded in the future.
Therefore, it is necessary to provide a system of motivation (increase
bonuses and salaries), which would stimulate all employees. Ensure the
attraction of highly skilled specialists and coordinate training and
professional development of specialists with the emergence of new
responsibilities and functions in the system of competitiveness of LLC
“Alfa Servis Pivden”

Reduced production
cost

It is necessary to find ways to reduce the cost of production of
household chemicals. First of all, it is the search for such firms that are
engaged in the implementation of consumables of impeccable quality,
but at a cheaper price than the regular suppliers. The best option is to
do without intermediaries and to establish direct contacts directly with
manufacturers.

Improvement of
organizational
structure

Ensure optimal correlation of centralization and decentralization of
functions on product strategy formation management at an enterprise.
Functions review of individual units in order to more clearly respond to
external and internal changes.

Improve the mechanism of coordination of work and functions
between departments of LLC "Alfa Servis Pivden".

Improvement of the
assortment formation
system

Improve capital structure of the firm. To carry out a complex of
measures for updating and optimization of enterprises’ assortment.
Therefore, it is necessary to introduce new services that will be in
demand in the future.

Note: made by the author by analyzing strategy of other companies
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Each of the above-mentioned areas and measures to enhance product structure
formation at the LLC “Alfa Servis Pivden” in case of implementation needs to be
elaborated and presented in the form of a plan or program. Also, some other
measures aimed at increasing the competitiveness LLC “ Alfa Servis Pivden” will
not be overwhelming. In particular, the latest analysis of the market for synthetic
household chemicals has found that more popular usage of products with natural
ingredients.

Further improvement is required by the pricing policy. After all, the price of
LLC “Alfa Servis Pivden” directly affects its product strategy formation.

In the future LLC “Alfa Servis Pivden” product prices are better developed in
stages. The first stage: the cost calculation for the production of goods, including
additional costs for the formation of demand for these services and the promotion of
their implementation. The second stage: an analysis of the level of market prices
and their fluctuations, as well as factors that determine the volume of supply and
demand, the impact of competition on prices. The third stage: the establishment of
price limits - the upper and lower. Fourth stage: conclusion based on the analysis of
price limits for the estimation of sales volumes of services. The fifth stage: the
calculation of services for customers taking into account the objectives of price
policy. The sixth stage: costing the pricing structure - the determination of the share
in the cost of production services and turnover, as well as other components of the
price. Seventh stage: the definition of specific prices for products, including

payment terms, material costs, transport costs, etc.

3.2 Evaluation of the proposed measures

So, it will be analyzed the effectiveness of the proposed measures to improve

the financial condition and it is necessary to evaluate changes in the financial

condition of the organization.
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It was prepared the forecast balance sheet and the profit and loss account of
the organization for 2019-2020 taking into account the following conditions
(changed annually):

- increase of revenue by 30% due to application of increase of "service"
parameters;

- growth of money resources by 20% at the expense of growth of proceeds;

- reduction of the cost of purchasing consumables for production by 5%
annually by concluding long-term supply contracts with regular suppliers;

- reduction of the balance of finished products at the expense of increase of
sales volumes - by 20%;

- gradual decrease in the volume of loans and loans of the organization, due to
increase in cash;

- growth of goods turnover by 15% annually due to the introduction on an
ongoing basis of advertising measures for retail chains. To do this, we need to
carefully plan which networks will participate in these activities, which products
will be distributed by the company more than the norm, which part of the money
will go to pay for the work of the advertising agency, and what proportion to buy a
stimulating product, that is, a gift for the purchase.

It should be noted that the presence of payables and receivables in the balance
of the organization - a phenomenon is normal, as the economic activity is a
continuous process of circulation of funds. That is, the main thing here is to prevent

overdue debts, to take measures in its timely manner in time (table 3.6).

Table 3.6
Forecast balance of LLC “Alfa Servis Pivden”
\ <, . Forecast for the Forecast for the
Balance articles Beginning of 2018 beginning of 2019 | beginning of 2020
ASSETS
Residual value of fixed assetg 1404457 1404457 1404457
Residual value of intangible 1221 1221 1291
assets
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The end of the table 3.6

Balance articles Beginning of 2018 FOT ec{ﬁt {gryhe Forec(?lst TOF TR8
beginning of 2019 | beginning of 2020
Long-term financial 43 43 43
Investments
Total non-current assets 1520984 1520984 1520984
Production stocks 133147 109180,54 89528,0428
Unfinished production 253401 253401 253401
Reserves of finished products 679612 543689,6 434951,68
Accounts receivable for
goods, works, services (net 220492 231516,6 243092,43
realizable value)
Accounts receivable on 81525 81525 81525
settlements
Other receivables 3322 3322 3322
Monetary assets 635801 762961,2 915553,44
Total current assets 2544428 2162763,8 1838349,23
Total assets 4065412 3683747,8 3359333,23
PASSIVE
Equity 3593035 3593035 3593035
Long-term liabilities and 30153 30153 30153
collateral
Short-term payables for
goods, works and services 81056 77003,2 73153,04
Current settlement 359356 287484.8 229987,84
obligations
Other current liabilities 1812 1812 1812
Total capital 4065412 3683747,8 3359333,23

Note: made by the author according with proposed changes

In the assets of organization somewhat decreased the share of current assets,

the share of non-current assets remained unchanged. Nevertheless, as a positive

moment in the change in the structure of assets, we note the growth of funds by

44%, reducing the balance of finished products by 10.3%. By reducing loans and

loans, the organization will optimize the structure of sources of funds, that is,

increase the share of own funds and reduce the volume of borrowed sources, this

factor is a key to strengthening the financial sustainability of the organization.

Optimizing the structure of capital is the most important and complex task that is

solved in the process of managing the finances of the organization. In this case,
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proposed measures will lead to optimization of funds sources structure which can be
considered a positive factor in the work of organization. The following table is a

forecast profit and loss account (table 3.7).

Table 3.7
Forecast profit and loss statement for LLC “Alfa Servis Pivden” 2018-2019
Absolute values
Balance articles | Beginning of | Forecast for the | Forecast for the | Changes (2020-
2018 beginning of 2019| beginning of 2020 2018)
Net income from
sales of goods 2372735 2965918,8 3707398,44 1334663,44
(goods, works,
Services)
Cost of sold 1771509 1682933,6 1598786,87 -172722,128
products (goods,
works, services)
Gross profit 601226 631287,3 662851,665 61625,665
Other operating 57713 62330,04 67316,4432 9603,4432
income
Administrative 386996 387092,75 387189,522 193,522187
expenses
Selling expenses 106053 109234,59 112511,628 6458,6277
Other operating 117512 121037,36 124668,481 7156,4808
expenses
Financial result 99897 125870,22 158596,477 58699,4772
before tax: profit
Income from 27190 33984,959 42821,0488 15631,0488
income tax
Profit 72707 91885,261 115775,428 43068,4284

Note: made by the author according with proposed changes

It will be conducted an analysis of the forecast financial condition based on
the forecast financial statements.

Thus, it is expected that the following changes will occur in the structure of
assets and liabilities, as well as revenue, expenses, profit organization:

- revenue growth will be 1334663.44 thousand UAH. by 2017 in relation to
2015, or by 20% annually;

- increase in the share of expenses by 3% annually;

- respectively, it is expected that the profit before tax will increase by 59%
and net profit by 56.7%.
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The analysis of the structure shows that this increase will have a positive
effect on the structure of capital: there will be an increase in the share of own funds
by 3.6% and a decrease in the share of borrowed sources by 3.6%. The reduction of
borrowed funds will occur due to reduced payables.

These changes will undoubtedly positively affect the financial position of the
organization, it will increase financial stability, liquidity, profitability.

Let's consider changes in profitability indicators to evaluate the organization's
performance. Then we calculate the profitability of the organization (table 3.8):

Table 3.8
Profitability indicators for LLC “Alfa Servis Pivden” 2018-2020

Indicators Beginning of 2018 FQRgCast [pLifte F%‘:iiii:‘or;? e Eharges4¢e20;
g g beginning of 2019 g g 2018)
2020
Profitability of
sales (turnover) on 0,029 0,032 0,033 0,004
net profit
Regegror, 1 0,023 0,031 0,041 0,018
Assets
BLhitanigy uf 0,036 0,054 0,056 0,020
current assets
Return on equity 0,026 0,032 0,036 0,010

Note: made by the author according with proposed changes

Thus, based on the results of calculating the effectiveness of measures to
Improve the process of managing the competitiveness, it can be concluded that Alfa
Servis Pivden proposed a strategy for optimizing the financial condition, describes
the tasks and strategies for implementing the strategy. The main recommendations
were: the use of the system of discounts for buyers, the conclusion of long-term
contracts for the supply of products with manufacturers of products the use of
advertising. The calculation of the effectiveness of the proposed measures showed
that they are effective, as a result of their organization will be able to reduce costs,
Increase revenues, cash, optimize the structure of capital. Forecasted indicators of

liquidity, profitability indicate an improvement in financial condition.
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CONCLUSIONS AND RECOMMENDATIONS

The formation of a product strategy is the cornerstone of commercial activity
of trading company, since it directly affects its competitiveness which is the basis of
its successful activity. Carrying out of a product strategy is a long and uninterrupted
management process that requires a high level of management skills and the use of
special tools.

The objectives of the product strategy are realized through the formation of a
specific commodity policy that would most accurately reflect the specifics of the
internal and external factors of the business environment where an enterprise
operates. Based on the natural relationship between these concepts, in order to
improve the competitive position of an enterprise it was considered its product
strategy and commodity policy in their complex and interconnection.

Following the chosen commodity policy the company gets the opportunity to
form, manage and analyze its assortment, which is the basis of successful
commercial activity. Assortment and its formation are the main factors of
commercial success of a trading enterprise and it was analyzed in accordance with
LLC “Alfa Servis Pivden” activities.

This paper consists of number of methods using for product strategy
analyzing at the “Alfa Servis Pivden”: financial measures for enterprise assessment
effectiveness; ABC XYZ analysis, assortment measures and SWOT analysis.

The background of a quality product strategy formation of the company is to
conduct a detailed study of the target market conjuncture, provide detailed
calculation and analysis of financial and economic indicators, as well as, to perform
indicators of the assortment.

This paper provides recommendations for the formation of the product
strategy of the enterprise as a way to increase the overall level of enterprise
competitiveness.

After analyzing the financial and economic activities of LLC “Alfa Servis

Pivden” there is conclusion that company is able to fulfill its current obligations at
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the expense of highly liquid (easily convertible into money) assets. The overall
coverage ratio has shown that an enterprise is able to repay its current liabilities in
the event of its difficult financial position when there is no possibility to sell stocks.
The analysis of capital structure indicators indicates a high level of financial
independence of the enterprise. That is, the company finances its activities mainly
through own capital. Reducing the period of the turnover of equity capital is a
positive factor since funds invested in working assets or their components are more
likely to accept monetary form.

Having evaluated the competitiveness and competitive position of LLC “Alfa
Servis Pivden” in the market of household chemicals with the help of constructing a
competitive market map a number of interconnected tasks were solved: a specific
feature of the development of product strategy formation according to
competitiveness was determined. In assessing the competitiveness of difference
method it is concluded that LLC “Alfa Servis Pivden” need to pay attention to the
quality of services (to introduce measures to improve the logistics system, as well as
to encourage distribution companies to realize more profitable product names for
companies), and to analyze the financial risk factor.

When forecasting the effectiveness of the proposed measures to improve the
current state of the company, profitability indicators were calculated. As a result of
the analysis, it turned out that in the assets of the organization somewhat decreased
the share of current assets, the share of non-current assets remained unchanged. By
reducing loans and loans, the organization will optimize the structure of sources of
funds, that is, increase the share of own funds and reduce the volume of borrowed
sources, this factor is a key to strengthening the financial sustainability of the

organization.
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COMMODITY POLICY OF THE ENTERPRISE

KADUK A., 5 course FEMP KNUTE,
specialization «Trade management»

Y emammi poskpumo ocosi sumozu 00 8usHANEHHS MOBAPHOT NONTMUKY NIORPUEMCIBA.
IIpoananizosano cucmesy YRpaguinuL acoPMuMeHmoM, AneOpumM  npoyecy acopmumMeHmuol
nonimuxy.  Haoano Oe@piniyii nowammam moeap, acopmumMenm, RAaHYEAHHS. acopmumenny.
Posananymo n'ame susnavenux pignis mosapy.

This article discloses the main requirements for the definition of enterprise’s commodity
policy. The assortment management system and algorithm of assortment policy process are
analyzed. Definitions of goods, assortment, assortment planning are provided. An article describes
five specified levels of product.

Relevance of research consists in dependence of high financial-economic analysis
indicators of the enterprise on a permanent presence at the sale of wide and stable range of goods.

Commuodity policy is the life-blood of companies engaged in trade. The main component of
this policy is the assortment. Therefore, in the modern terms, competition market determines
necessary assortment. Thus, the task of companies is satisfying demand more effective, than it
could be done by competitors. There is a decline of both potential and real level of profit at the non-
optimal assortment structure, loss of competition positions on perspective consumer, commodity
markets and, as a result of it, there is a decline of enterprise’s economic stability. That is why, the
formation of commodity policy that promotes profit optimization, preserving desired profit for a
long period, is very important for enterprises seeking to be competitive.

The aim of article is studying a commodity management system at the enterprise, its
components, definition of products’ concept and conditions for assortment formation at the enterprise.

There are necessary tasks for implementation of the set aim:

"® to determine the essence and constituents of the commodity policy;
® to characterize the process and mechanism of assortment management at the enterprise;
38
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The object of our research is theoretical and methodic aspects of commodity and assortment
management system at the enterprise.

Review of recent papers. In the modern literature theoretical problems of commodity
policy are being studied extensively, but the authors have not reached a consensus on the definition
of assortment and commodity policy. The definitions of these concepts are revealed in the works of
foreign researchers: T. Artuyhova, R. Cooper, S. Edgett, P. Kotler, P. Ratajzyk, B. Sojkin and
others.

Various aspects of firm’s commodity policy were subjects of scientific works of such
Ukrainian researches as V. Apopii, N. Butenko, E. Didenko, S. Garkavenko and others.

Result of research.The activity of any enterprise is effective when goods produced by this
entity have demand at the market, and satisfaction of buyer’s needs brings profit.

In order for product to be in demand at the consumer market, it is necessary to implement a
variety of decisions related to business and marketing.

In order for any enterprise to be stable on market, have a good and constant profit, a wide
range of products, it is necessary to make and manage of organization commodity policy. If
company does not have a commodity policy, it will lead company to an unstable assortment
structure, loss of control over competition and competitiveness.

Commodity policy is inherently linked with the planning of activities that are aimed at
improving of enterprise’s competitiveness.

A commodity policy must meet certain requirements:

o objectives of organization and further production development must be defined;

e the need to have a corporate strategy for action;

e knowledge of market segment;

e opportunities of enterprise and its resources.

A commodity policy, first of all, provides solution of following tasks:

e the specific weight of any product in production;

e calculdtion of market share for which goods are planned to be introduced;

o assortment control, product quality, removal of rejects and conditions provision for product
renewal [2, p. 40-47].

Commodity policy carries a certain order of actions or any decisions, methods and principles
that ensure the continuity and purposefulness of measures for the formation and assortment
management. The absence of such actions leads to instability of enterprise’s assortment, to failures.
Current decisions of management in such cases are often half-hearted, based on intuition, and not
on a calculation that takes into account long-term interests [5, p. 103-111].

That is why, it is determined a certain objectives concerning to the commodity policy. This
can be seen in table 1.

Table 1
Objectives of commodity policy
Indicators Characteristic
Survival The primary objective of a company is to keep itself in the market. An

effective commodity policy aims are following strategies to keep the
products in the market

Growth Commodity policy is formulated in such a manner so that it provides
development of marketing operations according to long-term planning of the
company

i Flexibility It could be changed according to new consumer expectations and needs,
{ government rules and regulations
Maximum resource utilization Commodity policy is designed and changed in such a manner that the

company can efficient utilize its various resources, for example, utilization

of surplus funds, full production up to installed capacity, etc.
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_ So, well-developed commodity policy allows improving process of updating assortment, as
well as it is oriented for direction of actions to improve product production at the enterprise.

All goods produced by organization determine the subsequent development of market and
the entire economic policy of manufacturing enterprise. The whole complex of these measures
related to product, occupies a central place in all activities of manufacturer [1, p. 66-87].

One of the basic commodity policy concepts is the commodity. With regard to this term, the
tasks of marketer are to individualize the product range of enterprise and, in particular, to develop
innovative products for firm. Another task is the development of a trademark and goods packaging.

By commodity, in a broad sense, is understood a product, or everything that is associated
with it, that can satisfy need, and is offered on the market [8. p. 1].

One of the most important areas in the study of commodity (commodity policy) is 5 levels
of goods: this can be seen in fig. 1.

potential
product

Fig. 1. Five levels of goods defined by Kotler [9]

1. Key value (product idea): the way to solve a problem or the main benefit according to
consumer purchases goods. This is the basic level, the core of commodity concept as a whole,
answers the question: what does the buyer actually acquire?

The task of marketer is to disclose needs hidden behind any output and to sell not the
propertzes of this product, but the benefits that buyer will receive after acquiring it.

Then, based on goods, it is necessary to create goods in real implementation.

2. The main (real goods) has 5 characteristics [4, p. 1]:

.- level of quality;

- a set of properties;

- branded name;

. - specific design (design);

- certain packaging.

“They collectively determine benefit of acquiring the basic commodity. Then it is necessary
to build up goods according to the plan and goods in real performance with commodities and
reinforcements. Goods with strengthening are additional services and advantages for consumers that
are provided by developer to buyer. Such product includes: supply and lending, installation, after-
sales service, guarantees, price [9, p. 273-276].

For buyer, these reinforcements become an important part of product as a whole. A
competition between manufacturers today occurs mainly at the level of goods reinforcement. Each
reinforcement costs money, a marketer must decide whether the consumer will be able to pay so
much to recover these additional costs.

Moreover, the additional benefits soon turn into expected.
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This means that competitors, in order to stand out among the rest, will have to look for even
more new benefits and characteristics.

3. Expected goods determine all aspects the customer anticipates to get when they purchase
a product.

4. Improved goods — meets the needs beyond ordinary expectations.

Today in developed countries, competition is usually at the level of improved goods, and in
less developed countries — at the level of expected goods.

5. Potential goods - is associated with those improvements and transformations that are
possible to undergo existing product in the future. At this level new ways of satisfying consumers
and improving market offers are being sought [9, p. 278-208].

Key indicators of goods — is the assortment, which determines differences between goods of
different types and denominations. Assortment is a set of goods (and conductive with them
services), which are (or will be) offered by particular company on market. In the literature we can
meet other, different name, which are used to stipulate assortment: range, product portfolio, offer of
products, product-mix, and set of goods. The assortment management means a dynamic process,
consisting in activity shaping present and future relations among both company products (present
and future) and competitors™ products. [10, p. 503]. It takes place by the decisions about monitoring,
verification, aims settled and prioritization of product / project innovation, introduction, testing,
modification, revitalization, etc. In the result of these actions there is created a selective, dynamic,
coherent with company’s strategy and appropriate to market commodity management.

Variables, which can be used to describe and manage assortment, are as follows [10, p. 504]:
e length of assortment;

e width of assortment;
e depth of assortment;
e coherence of assortment.

Common factors affecting the formation of industrial and commercial assortment are
demand and-profitability. 3

Demand is the determining factor of assortment formation; in turn, it depends on the
consumers segment. :

Profitability of production and sales is determined by the cost, production and circulation
costs, to the extent that state measures to support domestic manufacturers express certain influence
(preferential taxation, customs tariffs, etc.) [7, p. 10].

A crucial step of category management is assortment planning. Such plans should always
consider the larger business strategy and set of goals preliminarily by retailer. Assortment planning
allows the retailer provide a more consecutive product offering, most profitable mix of products,
and pleasant shopping experience to the consume [2, p. 59-63].

An analysis performed in methodology terms makes it possible to highlight the fundamental
elements of sustainable retail system of assortment creation: this can be seen in fig. 2.

- Creatinga
tearn of market
1esearch
spectalists

Monttoring
competitors

Fig. 2. System elements of creating retail assortment [3]
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As it can be seen in Fig. 2 creating a team of market research specialists introduced in the
activities of store is a basic system studied element. Professionally trained specialists can refine
retail priorities of the company, analyze the data obtained on consumers’ needs and make appropriate
decisions for the inclusion of new assortment positions or exclusion of some assortment positions.

Another element of the system studied is defining the current and prospective customers.
Defining needs has a significant importance for realization of sales. Supply of seught products with
specific consumer features and competitive advantages is one of the main retailer objectives. This
business activity helps on formation over the years of a stable assortment corresponding to the
consumer needs [6, p. 65-76]. ‘

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

The fourth element integrated in the system of sustainable retail assortment creation is
related to evaluation of retail assortment. This assessment involves excluding or including in
assortment of new stock units, taking into account both importance for customer satisfaction and
importance for the commercial enterprise [3, p. 19-21].

Conclusions, If company does not have a commodity policy, it is fraught with wrong
decisions, dispersion of forces and means, refusal to launch products into production at the moment
when everything is ready for their serial or mass production. Such mistakes in the enterprise cannot
be tolerated; this can result in a loss of profit and deterioration in competitiveness of enterprise.

Using of methodological tools enables highlighting the main system elements of creating
sustainable retail assortment, making it an immediate dynamic processes measure of business
conducted. In terms of discussed problems it can be concluded that advantages of using effective
approaches in the retail assortment creation and sustainable development find expression in the
creation of sought competitive commercial enterprises advantages.
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Appendix B
Law of Ukraine [44]
On the protection of rights to trademarks for goods and services
Avrticle 6. Grounds for refusal to provide legal protection

1. According to this Law, they can not receive legal protection symbols
depicting or immitating:

N state emblems, flags and other state symbols (emblems);

[ official names of states;

[ emblems, abbreviated or full names international intergovernmental
organizations;

O official control, warranty and sample marks, seals;

[ awards and other honors.

Such notation may be included in the mark as elements that are not protected,
If this is the consent of the competent authority body or their owners. The competent
authority regarding the name of the state is Collegiate body formed by the Office.

2. According to this Law, they can not receive legal protection also
designations which:

N usually have no distinctive ability and have not acquired such as a
result of their use;

N consist only of symbols that are commonly used as designation of
goods and services of a certain type;

[ consist only of symbols or data that are descriptive of use of goods
or services specified in the application or at in particular, indicate the type, quality,
composition, quantity,

[ properties, purpose, value of goods and services, place and time
manufacture or sale of goods or provision of services;

O are misleading or misleading as to goods, services or person who
produces goods or renders a Sservice;

[ consist only of symbols that are commonly used symbols and terms;
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O reflect only the form due to the natural state the product or the need
to obtain a technical result, or which provides the goods with essential value.

O Indications indicated in the paragraphs of the second, third, fourth,
sixth and seventh of this item may be added to the mark as Unsafe items if they do
not occupy the dominant one position in the image of the sign.

3. Can not be registered as signs of the designation that are identical or similar
to such an extent that they can be confused with:

N signs previously registered or filed for registration at Ukraine on
behalf of another person for the same or related to them goods and services;

N signs of other persons, if these signs are protected without
registration on the basis of international treaties to which Ukraine is a party, in
particular signs recognized as well-known in accordance with the article 6 bis of the
Paris Convention for the Protection of Industrial Property (995 123);

N brand names that are known in Ukraine and belong to other persons
who were entitled to them before the date of submission institution applications for
the same or related products and services;

O qualified indications of origin of goods (including alcohols and
alcoholic beverages) protected in accordance with Law of Ukraine "On Protection
of Rights to Indicate Origin goods "(752-14). Such designations can only be
elements, which are not protected, signs of persons who have the right to use the
indicated indications;

[ conformity marks (certification marks), registered in the established
order.

4. Not registered as signs of the designation reproduced:

[ industrial designs, the rights of which belong to other countries in
Ukraine persons;

[ names of works of science, literature and art known in Ukraine or
quotes and characters from them, works of art and their fragments without consent

of copyright holders or their successors;
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O surnames, names, pseudonyms and derivatives from them, portraits
and facsimile of persons known in Ukraine without their consent.
5. They can not receive legal protection and can not be are registered as signs

that are contrary to the requirements of the part
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Appendix F
Table F.1

Koa no:I:rOK Ha .KiHeub A Aﬁﬂ:gﬁ;ﬁ?y R
Ay psigka | 3BiTHOro SBTHRR cTaHOapTm
nepioay RO cpiHaHCOBOI 3BITHOCTI

1 2 3 4 5
|. Heo6opoTHi akTuBM
HemartepianbHi aktusu: 1000 2162 1774 1221
nepBeicHa BapTiCTb 1001 5878 5878 4980
Hakornu4yeHa amopTusadlis 1002 3716 4104 3759
HesaBepLueHi kaniTanbHi iHBeCTULUIT 1005 56074 40358 105219
OcHoBHI 3acobu: 1010 1494685 1639192 1404457
nepsicHa BapTiCTb 1011 2686641 2974774 2321693
3HOC 1012 1191956 1335582 917236
IHBECTULINHA HEPYXOMICTb: 1015 160 1487 169
nepsicHa BapTiCTb 1016 332 2507 332
3HOC 1017 172 1020 163
[oBroctpokoBi 6ionorivHi akTUBK: 1020 0 0 0
nepsicHa BapTiCTb 1021 0 0 0
Hakornu4yeHa amopTusadlis 1022 0 0 0
OosrocTpokoBi diHaHCOBI iHBECTNLI:
AKi OOMIKOBYIOTbCSI 32 METOAOM Y4acTi B KaniTani iHwmx nignpuemcte | 1030 0 0 0
iHWi dpiHaHCOBI iHBeCcTULT 1035 43 43 43
NosroctpokoBa aebitopcbka 3aboproBaHicTb 1040 0 0 0
BigcTtpoyeHi nogaTkoBi akTUBY 1045 0 0 0
“yoBin 1050 0 0 0
3igcTpoYeHi akBi3nLUiiHI BUTpaTu 1060 0 0 0
3anuLIOK KOLUTIB Y LLIeHTpari3oBaHMX CTPaxoBUX pe3epBHUX hoHAax 1065 0 0 0
HLi HeOBOPOTHI aKkTMBM 1090 28149 50385 9875
ysBoraadposhinoy | 1095 [1581273  |1733239 1520984
|. O6opoTHI akTUBMK
3anacwu 1100 1064515 986213 679612
31MpobHuyi 3anacu 1101 196875 204584 133147
He3aBepLueHe BUPOOHMLTBO 1102 433747 369445 253401
“oTOBa NpPOAYKUis 1103 433567 411911 292800
ToBapu 1104 326 273 264
JloToYHI GionorivHi akTuem 1110 0 0 0
Jeno3nTn nepecTpaxyBaHHs 1115 0 0 0




70

3ekceni ogepxaHi 1120 0 0 0
JebiTopcbka 3ab0OproBaHicTb 3a NPOAyKLit0, ToBapu, poboTu, nocnyru 1125 231050 336951 220492
JebiTopcbka 3ab0OproBaHicTb 3a po3paxyHkamu:
3a BUAAHMMKN aBaHCaMu 1130 61354 50052 81525
3 GropxeToM 1135 42880 22271 33299
/ TOMY YuMCri 3 nogaTky Ha NpubyTok 1136 16673 0 0
3 HapaxoBaHWUX [OXOAiB 1140 0 1885 0
3 BHYTPILLHIX pO3paxyHKiB 1145 0 0 0
HLIa MoTovHa AebiTopcbka 3aboproBaHicTb 1155 3542 3214 3322
TloTouHi piHaHCOoBI iHBECTMLT 1160 746445 860468 890084
“poLui Ta iX ekBiBaneHTu 1165 604398 294720 635801
“oTiBKa 1166 9 3 15
PaxyHku B 6aHkax 1167 604389 294717 635786
3utpatn manbyTHiX nepioais 1170 0 0 0
HacTka nepecTpaxoBuka y CTPaxoBMX pe3epBax 1180 0 0 0
/ TOMY YumCni B:
Ye3epBax JOBrocTpokoBuMx 3060B’A3aHb 1181 0 0 0
besepBax 36uTkiB abo pe3epBax HanexHux BunnatT 1182 0 0 0
be3epBax He3apobneHnx npemin 1183 0 0 0
HLLWX CTPaxoBuUX pesepBax 1184 0 0 0
HLLi 0BOPOTHI aKTMBM 1190 0 134 293
ycboro 3a pospinom i 1195 2754184  |2555908 2544428
Il. Heo6opoTHI aKTUBK, yTPMMYyBaHi Ans npoaaxy, Ta rpynyu BUOYTTsS 1200 355 355 0
Bdnayc 1300 4335812 |4289502 4065412
no:laa'rOK Ha_KiHeub I-_Ia pary ne:pexony Ha
Macue Kon psgka 3BITHOMO 3BIT!-IOFO Ml)!(uaponm“c'ra_unap'ryl
nepioRY nepiogy cbiHaHCOBOI 3BITHOCTI
. BnacHwui kanitan
3apeecTpoBaHuii (ManoBui) kanitan 1400 89326 89326 89326
3HECKM 0O HE3apEeECTPOBAHOro CTaTyTHOroO Kanitany 1401 0 0 0
{aniTan y goouiHkax 1405 0 239808 0
JogaTkoBuiA kanitan 1410 2444777 2367151 2222010
=MicCiiHMIA goxin 1411 0 0 0
HakonuyeHi KypcoBi pisHuLi 1412 0 0 0
2e3epBHUIA kaniTan 1415 22331 22331 22331
deposnoginexnii npubyTok (HEMOKPUTUIA 3GMTOK) 1420 1056709 1009414 1259368
deonnaveHni kanitan 1425 0 0 0
3unyyYeHunn kanitan 1430 0 0 0
HLWi pe3epBu 1435 0 0 0
ycworo 3a po3ainom | 1495 3613143 (3728030 3593035




|. JoBrocTpokoBi 3060B’A3aHHA | 3a6e3neyYeHHs1

3incTpoyeHi nogatkoBi 3060B’A3aHHSA 1500 3298 2986 30153
“leHcilnHi 3060B’A3aHHs 1505 0 0 0
JoBrocTpokoBi kpeanTn 6aHkiB 1510 0 0 0
HLUi JOBroCTPOKOBi 3000B’i3aHHSA 1515 0 0 0
JoBroctpokoBi 3abe3neyeHHs 1520 0 0 0
JoBrocTpokoBi 3a6e3neyveHHs BUTpaT nepcoHarny 1521 0 0 0
linboBe dhiHaHCyBaHHSA 1525 0 0 0
SnarogiiHa gornomora 1526 0 0 0
CTpaxoBi pe3epBu, y TOMY YUCHIi: 1530 0 0 0
>e3epB [OBroCcTPOKOBMX 3060B’A3aHb; (Ha NoYaTokK 3BIiTHOro nepioay) 1531 0 0 0
be3epB 30UTKIB ab0 pe3epB HanexHUx BUnnaT; (Ha noyYaTok 3BiTHoro nepiogy) | 1532 0 0 0
be3epB He3apobneHnx Npemiit; (Ha MoYaTok 3BITHOro nepioay) 1533 0 0 0
HLUi CTPaxoBi pe3epBu; (Ha MOYaTOK 3BITHOrO Nepioay) 1534 0 0 0
HBECTULVHI KOHTPaKTK; 1535 0 0 0
“lpn3oBuin hoHA 1540 0 0 0
2e3epB Ha BUMMaTy AXeK-NoTy 1545 0 0 0
P 2/poaaliioaL il 1595 3298 2986 30153
Il. MoTo4Hi 3060B’A3aHHA | 3a6e3neyeHHsA

{OpOTKOCTPOKOBI KpeanTn GaHkiB 1600 0 0 0
3ekceni BuaaHi 1605 0 0 0
TloToYHa KpeanTopcbka 3aboproBaHicTb:

32 JOBIFOCTPOKOBMMU 30060B’A3aHHAMM 1610 0 0 0
3a ToBapu, poboTtu, nocnyru 1615 58515 69088 81056
32 po3paxyHkamu 3 OrooKeToM 1620 9091 17263 30883
32 y TOMY Yuchi 3 nogaTky Ha NpubyTok 1621 0 8589 0
32 po3paxyHkamu 3i CTpaxyBaHHS 1625 21525 22249 15790
3a po3paxyHkamu 3 onnatu npadi 1630 39251 36340 32341
3a ogepXxaHuMu aBaHcamu 1635 585546 407609 267473
3a po3paxyHkamu 3 y4acHuKamu 1640 2458 2977 12869
3 BHYTPILLHIX pO3paxyHKiB 1645 0 0 0
32 CTPaxoBOI0 AifNbHICTIO 1650 0 0 0
“loToyHi 3abe3neveHHs 1660 0 0 0
Joxoamn manbyTHix nepioais 1665 0 0 0
3inCTpOYeHi KOMICIliHIi JOXOAM Bif NepecTpaxoByKiB 1670 0 0 0
HLUi NOTOYHi 3060B’A3aHHSA 1690 2985 2960 1812
{Cuoro aglpRIAinomi 1695 719371 | 558486 442224
V. 3060B’s13aHHA, NOB’A3aHi 3 HEOGOPOTHUMM aKTUBaMu, yTPUMYBaHUMM

A npoAaxy, Ta rpynamu BubyTrs 1700

V. YucTa BapTicTb aKTMBIB HelepXXaBHOrO NeHcilHoro hoHay 1800

paraHc 1900 4335812 4289502 4065412
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Table F.2
Bananc (3BiT npo ¢inancoBuii cran)
2018
|. PIHAHCOBI PE3YIIbTATU
CrarTa Kon psioka 1 niBpivyusa 2 niBpivysA

HdncTun goxia Bia peanisauii npoaykuii (ToBapis, pobiT, nocryr) 2000 2675465 2372735
HncTi 3apobrieHi cTpaxosi npemii 2010 0 0
lpewmii nignucani, Banosa cyma 2011 0 0
lpewmii, nepefaHi y nepectpaxyBaHHsi 2012 0 0
3MiHa pe3epBy He3apobreHnx Npemiii, Banosa cyma 2013 0 0
3MiHa YacTKM NepecTpaxoBuKiB Y pe3epBi He3apobneHnx npemiv 2014 0 0
CobiBapTicTb peanisoBaHoOi NpoAykLii (ToBapi, pobiT, nocnyr) 2050 -1846611 -1771509
HnCTi NoHeceHi 36UTkM 3a CTpaxoBMMK BUMNIaTamMmu 2070 0 0
3anoBui: NpubyTok 2090 828854 601226
3anosui: 36UTOK 2095 0 0
Joxig (BMTpaTK) BiA 3MiHM y pe3epBax JOBrOCTPOKOBUX 3060B’A3aHb 2105 0 0
Joxig (BMTpaTK) Bif 3MiHU iHLLMX CTPAXOBUX pe3epBiB 2110 0 0
3MiHa iHLWMX CTPaxoBMX pe3epsiB, BanoBa cyma 2111 0 0
3MiHa YaCTKM NepecTpaxoBMKiB B iHLIMX CTPaAXOBMX pe3epBax 2112 0 0
HLUI onepauiviHi goxoan 2120 48826 57713
Joxiz Big 3MiHV BapTOCTi akTMBIB, sIKi OLHIOIOTLCS 3a ClpaBeaSIMBOK BapTICTO 2121 0 0
Joxia Big NepBiCHOTO BU3HAHHS BiONOriYHMX akTUBIB i CiNMbCbKOroCnoAapchbKoi NPOAYKLii 2122 0 0
A\QMmiHiCTpaTuBHI BUTpaTH 2130 -404465 -386996
3utpatun Ha 36yT 2150 -117951 -106053
HLWi onepauinHi BUTpaTn 2180 -131158 -117512
3uTparT Bif 3MiHM BApTOCTi aKTUBIB, AKi OLLIHIOITbLCS 3a CrpaBeAIMBOI0 BapTICTIO 2181 0 0
31TpaT Bif NepBiCHOro BM3HaHHS BionoriYHMX akTUBIB i CiNlbCbKOrocnopapcbKoi MPoAy Kuii 2182 0 0
DiHaHCOBMIN pe3ynbTarT Big onepauiiHoi AiANbHOCTI: NpubyTOK 2190 224106 48378
DiHaHCOBMIN pe3ynbTaT Bif onepauiiHoi AiSnbHOCTI: 36MTOK 2195 0 0
Joxig Big yyacTi B kanitani 2200 0 0
HLWi cpiHaHCOBI foxoan 2220 67892 58921
HLWi goxoaun 2240 15685 12364
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Joxig Big 6GrnaroaiHoi gonomoru 2241 0 0
DiHaHcoBI BUTpaTtn 2250 0 0
3TpaTtu Big yvacTi B kanitani 2255 0 0
HLi BUTPaTH 2270 -20749 -19766
TlpnbyToK (36MTOK) Bif BNAMBY iHpNSLii HA MOHeTapHi cTaTTi 2275 0 0
DiHaHCcOBMIN pe3ynbTaT A0 onodaTKyBaHHSA: MpUbyToK 2290 286934 99897
DiHaHCcOBMIN pe3ynbTaT A0 onodaTKyBaHHNA: 36MTOK 2295 0 0
3utpatu (Aoxia) 3 nogaTky Ha npubyTok 2300 60391 27190
IpnbyTOK (36MTOK) Bif MPUNMHEHOI AiANBLHOCTI NiCNs onofaTKyBaHHs 2305 0 0
4ncTun ciHaHcoBMI pesynbTaT: NpubyTok 2350 226543 72707
HdncTun diHaHcoBMI pesynbTaT: 36UTOK } 2355 0 0
Il. CYKYMHUW poxia
CrarTA Koa psigka 1 niBpivusa 2 niBpivyA
JoouiHka (yuiHKka) HeOBOPOTHMX aKTUBIB 2400 0 0
JoouiHka (yuiHka) dhiHaHCOBMX IHCTPYMEHTIB 2405 0 0
dakonuyeHi kypcoBi pi3HuLi 2410 0 0
HacTka iHLWOoro CykynHoro foxoay acouifioBaHVX Ta CrifbHUX NiAMPUEMCTB 2415 0 0
HLLUWI CYKyMHWUIA JOXif, 2445 0 0
HLUWIA CYKYNHWUI AoXiO 00 onogaTkyBaHHS 2450 0 0
“logaTok Ha NpuBYTOK, MOB’A3aHMI 3 IHLUMM CYKYNMHUM [O0XOA0M 2455 0 0
HLUMIA CYKYMHWUIA OOXiA Nicns onofaTkyBaHHsS 2460 0 0
CyKkynHui goxia (cyma psagkis 2350, 2355 Ta 2460), 2465 226543 72707
IIl. ENEMEHTW ONEPALIMHUX BUTPAT
CrarTa Kop psigka 1 niBpivyusa 2 niBpivyA
MaTepianbHi 3aTpatu 2500 1253516 1075583
3uTpaTtu Ha onmary npawi 2505 684876 698906
3ippaxyBaHHs Ha couianbHi 3axoau 2510 248070 254132
AmMopTu3aLis 2515 152703 168305
HLi onepauinHi BUTpaTu 2520 189305 221082
2asom . 2550 2528470 2418008
IV. PO3PAXYHOK MOKA3HWKIB MPUBYTKOBOCTI AKLIIN
CepenHbopivHa KinbKiCTb NPOCTUX aKLin 2600 223314 223314
CKopuroBaHa cepefiHbopiYHa KinbKiCTb MPOCTMX aKL i 2605 223314 223314
HncTuin npubyTok (36MTOK) Ha OAHY NMPOCTY aKLiito 2610 1014.46 325.58
CKOPUroBaHUM YUCTUIN MPUBYTOK (3GMTOK) Ha OAHY MPOCTY aKLito 2615 1014.46 325.58
dvBigeHan Ha ogHy NPOCTY akLito 2650 0 500
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Appendix G
Table G.1

HaumenoBanue TOBapoB

Morwuwue cpeocmea

Motomnree cpeactso Craft Magik 5 kanuctpa

Motomuree cpenctBo Festa S00mn

Moromee cpenctBo Gold Cytrus 1500mn

Moromee cpenctBo Gold Cytrus 500mn

Motomiee cpeactBo bpkinka S00MI 1uist AyXOBOK U TPHIIS

Motomiee cpenctBo bpkinka S00mit y1s KOBpOB M MSITKOH MeOenn

Motomniee cpenctBo bpkinka 700mit 11t OKOH € pacil.

Motomiee cpeactBo bpkinka S00miI IMMOH,I0JI0KO0

Motomiee cpenctBo bpkinka 750mMi caHUTapHBII

Motomiee cpenctBo buo 500mit comier

Moroiee cpenctBo bpu3 skomak 51 CuHsSI KAHUCTpA

Motomiee cpenctBo [Nayia 1000ma

Moromiee cpeactso ["asa 1000ma Butamun E, HexHble pyuku

Motomiee cpencrpo [Nara 500mut acc.

Moromiee cpeactso ['asta 500mn Buramus E,HexxHble pyuku

Motomniee cpenctso st moja Muctep Ilponep S00mu

Motormiee cpenctBo juist mojia Muctep [Ipomep 750min

Moromiee cpenctBo Jomunuk 2,01 acc.

Moromiee cpeactBo Jomunauk 520ma acc.

Moromiee cpencto JlomuHuK 51 acce.

Moromee cpenctBo EBpo Bunnos i okon S00mia Tpurep

Moroniee cpencrso EBpo BHHIOB /Uil OKOH 3amac

Motomiee cpenctBo Knun st okon 500mut 3anacka 3 Buja

Motomiee cpenctBo Kinuz qist okoH ¢ pacn. 500mu acc.

Motomiee cpenctBo KpucranbHbiid 6sieck S

Moromee cpenctBo Kimm Si

Moromiee cpeactBo Jlumon-@pemr 1500ma

Morouiee cpeactBo Jlumon-@pemr S00mi

Moromee cpenctBo JIumon-@Opemn Si

Moromiee cpeactso Make 9KOHOM 500man

Motomiee cpesictBo Make 500mut 1y1st cTeksia paci

Moromiee cpeactBo Mucrep Myckyin i1 BAHH KypOK

Moroiee cpenctBo Muctep MyckyJt i1l KyXHH KypOK

Moromee cpenctBo Mucrtep Myckyil 111 KyXHH CMEHKa

Moromee cpenctBo Mucrep MycKyJn Jiist CT€KJIa KPYTJIbIii acc.

Moromiee cpeactBo Muctep Myckyil ij1sl CTEKJa ¢ pacil. acce

Moroiiee cpenctBo Mucrtep MycKyin sl CTeK1a CMEHKA

Motomiee cpenctso Mucrtep Yucrep 650mna pacti. st akpuia

Motomiee cpenctBo Mucrtep Yucrep 650mi pact. st KyXHU
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Mbuino

Msuio Florisens 51 po3a

Mputo AHTHIISITUH

Meio ['orenbHoe 151p

Msuio anan-¢pytu 150rp

Msuio [Jertsproe 140rp

Msuto JlertsipHoe 4*100rp

Msuio luso 70rp accopt

Msuio dypy 1+1 4*100rp

Msuto lypy rypme 5*75 3Buna

Mpio [ypy Ilyp 4*100rp accopt

Msuto ypy @pemr 4*125mp

Msuto ypy x03, 2*125rp

Msuio ypy x03, 4*125rp acc

Mpeuto xxunnkoe buo 111 3anacka acc

Mpeuto xunkoe bro 500mut maker acc

Mpzuto xunkoe biar 1o ace

Mpeuto xuakoe biur S00mn

Mb10 xkuakoe b 511 kBagpaTHas KaHUCTPA

MBpuio xujkoe BkycHbie cexperbl 460Mi

MBpuio xxujkoe Bkycusle cekpersl S00Ma B comere

Masuio xuakoe Jdertsapruoe 300m

MBeuio xwuikoe 3ereHast anTeka ¢ 103aTop, ace

Mbeuto xunnkoe Kimmm S5i

Mbe1o xxuakoe Hesxxnoe 5n kpyrias kauuctpa

Mpeuto xunkoe [Tanmomms 300M

Mb10 xuakoe Oosep-mon S

M0 xuakoe PoBep-mon acc

Mb1o xuakoe Puosep-1on JleTcKkoe ¢ 103aTOpoM

Mbe10 xuakoe PoBep-1ion 3armac acc,

Msuio xuakoe @unosep-mon MHTUM-Tensb € 103aT0poM

MBpuio xuakoe @pem Jxyc 460mi 103 acc.

MBpuio xugkoe @penr-mxyc S00Mia maker

Msuio Kameit 100rp acc.

Mpeuto Jlena sxxuakoe 1

Msuio MeutoBapennsie Tpaauiuu 180 rp

Mpsuio Hesckoe 100rp Bazenunosoe

Msuio Hesckoe 100rp I'muiiepuHoBoe

Msuio Hesckoe 100rp JlanonuHoBOE

Mpuio [Tanmonus 90rp acc.

Mpuio [Tanmmonus 9k0,5%75 accopr

Msuio Perenitel [Tpupoas! mranmer 3*100rp acce

Msuio Penenitor [Ipuposst ox0 4*75rp ace

Mo Capma 140rp x03.

Mpuio Ceitdrapa 100rp acc.

Mpeuto xunkoe CHiibBUs St

Mpsuio TuAmo-kpem 140rp acc
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Hopowku u np. 0153 cmupkKu

TORTILLA maTHOBBIBOAATEND TS [BETHBIX Berei 200 r

Ace orGenuBarens 1

Ace orGenuBareipb rejib-aBToMar 11

Ace nuacwioBad nopomrka ouo+kucerb 200rp acc.

Ace nuacuiIroBay nopomka ouo+kucerb SO0rp acc.

benmsna Kanymanka 900 rp.

benusna Toprmmia 850Ma 6e3 xopa

benmnszua Munam 11

benmnsna Onukce 1,7vn

bemnzua Onuke 950mi

benusna Cama 1

Benusna Tesza 850 ma

Banum ais koBpoB 381 400rp acc.

Banui a5 koBpoB 1 Moromux nbuiecocoB 400rp acc.

Banwnm Oxi 30rp comrer acc.

Banwnm or6enus,xux 1000Mmir acc.

Banwu oroenmus,xua 11 OJIJT

Banwnm otoenus,xnm,450Mi acc.

Banum Oxi 250rp acc.

Bawnumr comrer 100Mut acc.

Kasnron 500rp

Kamemup 350rp neaukar comer Jyist MepCTu

OmnonackuBarens biaun Codu 1a

OmnonackuBarens biun Codu 31

Omnonackuarens bycrep 4

Omnoxackusarens Bemon 11

Omnonackusarens E 1000Mmt acc.

Omnonackusarens E 450Mi acc.

Ononackuarens Jlenop Konr 1 acc.

Omnonackuarens Jlenop Konnentpar 0,51 acc.

Omnomackusarens Crman 1000mit

Omnonackusarens Crtan 500mMi acc.

OmnoackuBarens YIUIOH 41

Omnomackuserens Casexc 1

Ot6enuBarens boce 500rp

OtoenuBarens boce 500MT KUAKUI

Ot6enuBarens bocct+ 200rp

Oro6enuBareiis boce+100Mi1 renb

Cona 700rp kanbI

CpenctBo ans noakpaxm. Jlyra 0,51

CpenctBo mnst noakpaxm. Jlyra 1u

Crupanbnbiii mopomok Crystal yausepcan 10kr

Crupanbnblii nopomok Power Wash rexns 4

Crupanbsbrii nmopomok Praktik 10xr komop

Crupansnsblii nopomok Praktik 4,4kr kosop

Crupanbabiii nmopomok Praktik 400rp xomop
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Yucmawue cpeocmea

Yucrsimee cpeactso Lazuria renp st yHUTa30B 1

Yucrsimiee cpeactBo Lazuria juist yautazos 1

Yuctsmee cpenctBo Sarma renb 700MI1 11l CaHTEXHUKA

Yucrsimee cpeactso bumi 1/BanH S00mn

Yucrsimee cpenctBo biuir g/kyxau S00MI1 Kypok

Yucrsimee cpeacto biui i/4ucTky yHUTa30B 750Mi

UucTtsiee cpenctro baun kpem yausepcan S00mi

UYuctsmee cpenctBo bped ayo aktus 60mu acc.

Uucrsmee cpencteo bped OB acc.

Yucrsimee cpeactso bped mapuku

Yucrsimee cpeactso bped-rens mist yaut 400mi kop3. acc.

Yucrsiee cpeacrso N'ana OB 500rp acc.

Uucrsimee cpenctso st mojga Muctep IIponep 400rp acc.

Yucrsiee cpeacrso Jomecroc 1000mi acc.

Yuctsiee cpeacrso Jomecroc 500mi acc.

Yucrsiee cpeactro JloMecroc cTukep ji/yHuTasa

Uuctsiee cpencto Epm st kyxau S00mi yietpa

Yucrsamee cpenctso Epur oT pakaBUMHBL M M3BECTKOBOI'O HAJIETA

Yuctsamee cpeacrtso Kapangam aiist YUCTKH yTIOTOB

UYucrsmee cpencrso Komer 500rp B acc.

Yucrsiee cpeacrso Komer reas 500mi acc.

Yucrsimee cpeactso Komer renp jg/yauraza S00Ma

Yucrsimiee cpeactso Komer renp g/yaurasza 750ma

Yucrsiee cpeacrso Komer iumon 400r maker

UYucrsimee cpenctBo Komer crpeit S00mi baeck apdext

Yuctsimee cpeacto Kpot ans Tpy6 3omymika

Yucrsimee cpeactso Kpot mst Tpy6 Onmkce 1

Yucrsmee cpenctBo Kpot st Tpy6 [Masmorpan 1

Uncrsimee cpeactBo Mucrep Myckya st Tpyo

Yuctsiee cpeactBo Mpuibla-BKIa bl 1J1s YHUTA3a acc.

Uuctsimee cpenctso [lacta ABro-mactep 1000rp

Uucrsimee cpenctro [lacra ABro-mactep S00rp

UucTtsiee cpenctso Cama 500rp

Uuctsimee cpenctBo Cama Juts akpuil BaHH. Tyn1.kaouaa S00Mi pacn

Uuctsimee cpencrso Cama nst kyxau S00mu pacn

Uuctsimee cpenctso Can Knua nist akpuoBbIX BaHH ¢ pacn.650mi

Yuctsimee cpeactso Can Knna uis T 6e3 pacn. 750mi

Yucrsimee cpeactBo Can Knun g mumt 6e3 paci.S00min

Yucrsiee cpencrso Can Knun s it ¢ pacn. 750Ma

UucTtsiee cpenctso Can KinH 1i1s cTeKIIOKepaMUKH ¢ pact. 650mi

UucTtsiuree cpenctBo Cana CaHTpy YHUBEpPCATbHbIN 111

Yucrsiiee cpeactBo CaHTUK JUlsl CaHTEXHUKU S00MI

Yucrsimee cpeactBo CaHTHK 15l CAHTEXHUKHU 0e3 paci. 650mir

Yuctsuiee cpeactBo CaHTUK JUIsl CAHTEXHHUKH C pact. 650ma

Yucrsmee cpeactBo CaHTUK 0T HaKUIM S00MI

Yuctsiee cpeactBo Cantpu-OkoHoM 1000w




\ Yucremee cpeactso Cantpu Muitam laut

/8




