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CONTEMPORARY CASES OF DIGITAL PRODUCT
ASSORTMENT MANAGEMENT IN AN INTERNET SHOP

Within the outlined research, the main focus is on economic entities that operate not just as retail merchants but conduct
their activities through various types of Internet-shops. It has been proven that effective management of their product assortment
is crucial. While this process is characterized by the ability of the curated set of products or services to meet customer demand
over an extended period, what is critically important is precisely the effective management of their product assortment, which
distinguishes the ability of the curated set of products or services to satisfy customer demand over an extended period. Accord-
ing to the above, the purpose of the article is to specify and analyze contemporary cases of digital assortment management
across basic types of Internet shops. Within the study, attention is drawn to the fact that digital technologies are significantly
changing the paradigm of product assortment management in Internet shops and are providing new opportunities that open up
a wide range of strategies and approaches in this area.
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CYYACHI KEHCH TIU®POBOT'O YIIPABJIHHSA
TOBAPHUM ACOPTUMEHTOM INTERNET-SHOP

YV medncax oxpecnenoeo 0ocaiodicents 0CHOBHA Yy8aza 30cepeddicena Ha ¢y0 €EKmax 20Cnooapiosants, ki e npocmo 0iloma,
AK pO30pibHUL MOp2o6eyb, a peanizyiomy c6ol0 disnvbhicmb uepes Internet-shop pisnux munis. /Jogedeno, wjo sasxcausum € came
ehexmugne ynpaeninns ix mosaprum acopmumenmom. Xoua yeil npoyec upizHse 30amuicms cghopmMoB8ano2o Habopy npooyk-
mig abo nocye 3a00801bHAMU RONUM KIAIEHMIE NPOMALOM MPUBATO20 NEPIOJY HACY, KPUMUUHO 8ANCIUBUM € came edheKmusHe
VIPABNIHHSL IX MOGAPHUM ACOPMUMEHIOM, 5IKe GUPIZHAE 30AMHICMb CPOPMOBAH020 HADOPY NPOOYKMIE A60 NOCIye 3a00601bHS-
mu NONUM KIIEHMIE NPOMA2OM MPUBANO20 NePiody dacy. Bionosiono 00 suueHagedeno2o, Memow cmammi € KOHKpemu3ayis
Ma ananiz cynacnux Keucie yughpoeo2o ynpasiinta moeapHuM acopmumenmom 3a bazosumu munamu Internet-shop. ¥V medxcax
00CNI0IHCEHHSL 36EPHEHO Y8a2y HA MO (hakm, wjo Yyupposi MexHor02li Cymmeso sMiHIOIOMb NaApaoueMy Ynpasiints mosapHum
ACOPMUMEHMOM 8 THMEPHEM-MA2a3uHaAX Ma Haoaomy HOGi MOJICIUBOCMI, K] GIOKPUBAIOMb WUPOKULL CHeKmp cmpameitl ma
nioxooie y euznauenini niowuni. Taxka cneyughika cmae 6ce OinbuL 6apiamMueHo0 3a 3MICIOM, 34 PO3NOJLIOM Npiopumemis
YLIb0BO2O BNIUBY, A MAKONC 3d HADOPOM OOCMYNHUX MEMOOi68 ma MexHiK peanizayii. 3a3Hauumo, wo YiHHICMb 00CTIONCEHHS
nonseac y momy, wo agmop yepe3 HU3Ky Kelcig 3 YnpasiinHa mosapHum acopmumMeHmom Hagooums ap2yMeHmu ujooo 6adic-
AU0CMI IHOUBLOyanizayii npono3uyitl Oist KIIEHMIB, a MAKONC 6KAZYE HA 30LIbUEHHS 8aPIAMUBHOCHIL, WOOO BUKOPUCHIAHHS
AHATIMUKY OAHUX MA THCMPYMEHMI8 NPOSHO3YBAHHSA OIS Oilb MOYHOI I0eHmugbikayii nonumy ma mpenoie punxy. 3a pe3yiv-
mamamu O0CHIOHCEHHs 008E0EHA BANCTUBICMb ABMOMAMU3AYI] PYMUHHUX 3A60AHb MA eKCNePUMEHMYBAHHS 3 HOBUMU MO8aAp-
HUMU NPONO3UYIAMU, 8PAXOGYIOUY X NPAMULL BNIUE HA YPISHOMAHIMHEHHs cmpameziil ma nioxo0ie 00 YNpAaeiiHHi MOBAPHUM
acopmumeHmom. Y 00cniodnceHHi NiOKpecaoemvcs 3Ha4eH s, AKMUBHOI Ma eqheKMUBHOT MYIbMUKAHATbHOT 83A€MOOIT 3 KIIEH-
mamu, uepes pizHi KOMYHIKAYiliHi KaHanu. BionogioHo 00 ompumaHux pe3yibmamis, nepcnekmuu noOaibux 00CIONCeHb No-
JA2a10Mb Y GUEHEHHT CYHACHUX CNOCO0i6 onmumizayii npoyecie agmomamu3ayii ma eKCnepumMeHmy8ants 3 Memor 00CACHEeHH s
Kpawux pe3yibmamie 6 ynpasiinni acopmumenmom Internet-shop.

Kniwouosi cnosa: nonum, MynbmukananoHoi 63a€mMo0ii, KOHGEPCis, NPOSHO3Y8AHHS NONUNY, NAAHYE8AHHS ACOPIMUMEHNY.

Statement of the problem. Given that the focus of this
study is on businesses that operate not just as traditional
retailers but conduct their activities through various types
of Internet shops, effective inventory management is
crucial. This entails the ability of the established set of
products or services to meet customer demand over an
extended period. Considering the characteristics of the
product assortment in modern Internet shops (including
flexibility, dynamism, and diversity), it's worth noting
that meeting customer demand is focused on maximizing
the use of digital technologies and tools to optimize and
improve processes aimed at targeted influence on the
product assortment.
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Analysis of recent research and publications.
A generalized analysis of the peculiarities of product
assortment management in Internet shops is provided
in the works of contemporary Ukrainian scholars such
as Demchuk N.I., Filippov VY., Nesterenko A.M.,
Rumyantsev A.P., and Mikhaylova K.S. However, most
of these works highlight the question of how adding new
products influences increases in certain cost items such as
product proposition development, acquisition of necessary
equipment for storage, order processing, transportation,
and so forth. Given that managing the product assortment of
Internet shops is a variable process, it requires examination
through cases reflecting specific instances, situations, or
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practices. These cases are analyzed to identify important
aspects of planning, control, and product assortment
optimization.

Objectives of the article. The aim of the article is to
specify and analyze contemporary cases of digital inventory
management across various types of Internet shops.

Summary of the main results of the study. We
note that classical inventory management shares certain
commonalities in accomplishing tasks. However, in an
Internet shop, these commonalities disappear due to the
utilization of digital technologies (see Table 1). Such
specificity becomes increasingly variable in terms of
content, priority distribution of targeted influence, as
well as the pool of available methods and techniques for
implementation.

The features that distinguish digital inventory manage-
ment include enhanced personalization, extensive utiliza-
tion of data analytics and forecasting tools, and automation
of numerous routine processes. The effectiveness of such
management is evidenced by elements such as boosted
sales, heightened impulse purchases, enhanced conver-
sion rates, and increased average customer spending [3]
(Figure 1).

Overall, the effectiveness of digital inventory manage-
ment for an Internet shop lies in leveraging digital tech-
nologies to address tasks such as [4; 6]:

1. Planning assortment and individual product offerings
by creating distinctions in the offerings of different
product categories, identifying the most popular items to
be included in the product assortment, and considering
seasonal and regional variations.

2. Forecasting demand involves utilizing past sales
data to forecast demand for products. This process aims to
improve the accuracy of forecasting.

3. Personalizing the assortment by using customer data.

4. Monitoring and updating the assortment.

In some cases, inventory management tasks may include
areas such as inventory control (specifically minimizing the
risk of forming dependent demand and the risk of product
spoilage [4]) and several other quite specific tasks.

The specificity of digital inventory management is
most vividly outlined by modern case studies focused on
the general features of addressing the above-mentioned
tasks in various types of Internet shops, including General
Store, Niche Store, and Marketplace.

Introducing case studies of digital inventory manage-
ment for a General Store, it's worth noting that this type
of store offers a wide range of products, including elec-
tronics, clothing, home goods, sporting goods, and much
more. A characteristic example is the world's largest online
retailer, Amazon, which offers nearly any imaginable prod-
uct, including books, electronics, clothing, cosmetics, food
items, furniture, and much more. In fact, the General Store
caters to a diverse target audience, including people of dif-
ferent ages, interests, and financial means.

Therefore, the main focus of inventory management in
this case is on a wide range of products, sufficient to meet
the needs of a diverse target audience, as evident from the
characteristics outlined in Figure 2.

Amazon addresses the issue of planning a vast array of
products and its assortment offerings in conjunction with
demand forecasting through such basic steps as:

Customer purchases analyzing (in terms of volume,
determining popular items and new trends). In particu-
lar, Amazon gathers large volumes of customer purchase
data, including purchase history, product views, ratings,
and reviews. Internet shop experts utilize various analyti-
cal methods, including machine learning and statistical
analysis, to identify popular items, purchasing trends, and
changes in consumer demand.

Remote monitoring of changes in demand and mar-
ket trends for swift response. In addition to internal data,

Table 1
Digital technologies for managing the product assortment of Internet shops
Digital Technologies | Features of solving assortment management tasks irﬁ;i:izlez:::il:)lltnsof; (t):; ;l;:k Specificity
Utilizing data analytics to analyze purchases, views, . s
Data analytics search queries, and other interactions of customers Itoall?gsitiﬁ;dzgiéfg;;%n
. . u )
with products or services geﬁlan d and market tren dgs
Utilizing artificial intelligence to automate assortment as well as developing ’
Artificial intelligence planning p rocesses, suc.h as recommegd ation systems personalized offers
for determining the optimal product mix, demand for customers
for.e.ca.stlng, and a.ddressmg other tasks The impact
Utilizing electronic platform tools, such as becomes
. specialized programs for assortment management o increasingly
Electronic platform tools and electronic marketplaces for product sales, for It Znabglest'monlft(t)ll;lng ot ¢ diverse
centralized control and monitoring of the assortment aIllanlrllli)n a;lrelg Oitemz azjlsl?i ment, | iy content,
; : - W , AT
Studying and analyzing the assortment, offerings, p & prioritization,

Competitor analysis
tools

and strategies of competitors to determine one's
uniqueness and opportunities for improvement.

phasing out outdated inventory

Customer data
and profiles

Collecting and analyzing customer data to understand
their needs, preferences, and behavior

It helps determine which
products or services

are most important

to your target audience.

Planograms in
specialized software
and other visualization
technologies

Presenting the assortment in the most appealing
manner. The tools enable configuring effective
product displays, facilitating rotation, and managing
the assortment of goods

attracts the attention
of customers and motivates
them to make purchases.

and available
methods and
techniques for
implementation

Source: formed based on [1; 4; 5-6]
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Figure 1. Indicators of effectiveness in digital inventory management
for an Internet shop

Source: formed based on [3]

Amazon also utilizes external data and monitoring tools to
observe market trends and changes in demand. Marketers
utilize this data to understand general trends in consumer
behavior, the competitive environment, and other factors
influencing product demand.

The specifically outlined approach to problem-solving
allows for balancing different categories of products that
cater to various customer needs.

Amazon addresses the issue of personalizing the
product assortment for each customer through such basic
steps as:

— Developing a  system  of  personalized
recommendations for each customer based on their past
purchases, views, and interests. So, the sales platform
integrates automatic analysis technologies to examine data
on past purchases, product views, and individual customer
interests. Based on this data, personalized product
recommendations are automatically generated in user
interfaces, tailored to individual needs and preferences.
For instance, if a customer frequently purchases books
about cooking, Amazon may recommend new books on
this topic or kitchen appliances to them.

— Utilizing artificial intelligence to enhance
recommendation algorithms and provide more accurate
suggestions. Specifically, artificial intelligence continually
improves personalization algorithms to ensure they offer
more relevant recommendations for each customer.
Amazon's current assortment personalization algorithms
take into account not just purchases but also demographic
information and health interests;

— Testing products that are new to the market through
A/B testing methods to assess the effectiveness of new
items or product categories before their large-scale launch.

The outlined approach to solving the task of
personalizing the product assortment helps Amazon provide
each customer with individually tailored recommendations,
enhancing their satisfaction with their purchases.

Amazon addresses the issue of enhancing navigation
and search for customers, to increase their visibility and
sales, through basic steps such as:

— Grouping products into categories and subcategories.
Amazon organizes its product assortment into a large
number of categories and subcategories, which helps
customers find the items they need quickly and efficiently.
For example, home goods are divided into subcategories
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such as kitchen appliances, tableware, living room
furniture, and so on. This, along with search filters,
facilitates navigation for customers and assists them in
navigating through Amazon's extensive assortment [5].

Utilizing analytics to determine the optimal product
placement on the website, Amazon uses analytics data
to identify popular items, frequently purchased items
together, and products customers are searching for. Based
on this data, store managers optimize the placement of
products on the website by positioning the most popular
and profitable offers in prominent locations to increase
their visibility. For example, items with high ratings
or popularity are placed on the homepage or in the
"Best Sellers" section.

These approaches help Amazon, as well as a range
of similar Internet shops (including Alibaba, eBay, Best
Buy, etc.), create a convenient and efficient environment
for interacting with customers, facilitating search and
navigation, and increasing the likelihood of purchasing
products. An effective environment for interacting with
customers is one that meets their needs, offers comfort, and
encourages interaction.

Providing case studies of digital inventory management
for Niche Stores, we note that this store specializes in niche
product offerings. A characteristic example is the online
store of vegetarian products "VEGETUS," which sells
only tofu, hummus, and sausages for vegetarians. Niche
Store has a limited target audience, so the main focus of
inventory management is on specific product categories
or individual items, in quantities sufficient to meet the
specific needs of a limited consumer base, as evident from
the data in Figure 3.

The vegetarian products online store "VEGETUS"
addresses the challenge of assortment planning and
specialized offerings (in conjunction with demand
forecasting) through fundamental steps such as:

— Careful selection of vegetarian products that are
highly popular among the target audience. The ABC
analysis assesses each product's sales contribution, while
the XYZ analysis evaluates sales stability across products
or groups.

— Continuous assortment updates are based on trends
in vegetarian cuisine, popularity, and customer demands. It
involves product introduction and the removal of outdated
or low-demand items.
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Gle basic problem for Amazon: forming a product assortment to meet the diverse needs of its \

forecasting)

customers and to ensure competitiveness in the market.
Basic steps: assortment planning, including assortment propositions (integrated with demand

each customer

)

Utilizing data

Gdditional issue for Amazon: Personalizing the product assortment for \

Basic steps: Personalizing recommendations

analytics to
analyze customer
purchases in order
to identify popular
products and new
trends

Creating personalized
recommendation system

/Additional issue for Amazon - optimizing the \

based on customer history

-

assortment structure.

Basic steps include facilitating navigation and
search for customers to increase their visibility
and sales.

" Utilization of artificial
intelligence to enhance
recommendation
algorithms and provide

Remote monitoring

of changes in
demand and market

trends for prompt more accurate

Grouping products Using analytics to
into categories and Testing determine the best
subcategories to new placement of products
facilitate navigation market on the website to
and search for entries boost their visibility
customers* and sales*

N

\ suggestions

response

=

Figure 2. Digital inventory management case study of General Store exemplified by Amazon

Note

* The process can be initiated through these tools; marketing campaigns can be launched to promote popular items on the platform

and attract attention to new products
Source: formed based on [1; 3-4]

This approach to addressing the outlined task allows
the "VEGETUS" store to create a category matrix based
on various indicators (turnover, sales quantity, profit, sales
stability) and respond effectively to changes in the tastes
and preferences of the target audience. It helps maintain
a high level of customer satisfaction and adjust sales
volumes accordingly.

The online store of vegetarian products "VEGETUS"
addresses the issue of personalizing its product assortment
for each customer through fundamental steps such as [3]:

— Analyzing customer purchases and browsing history.
Specifically, the "VEGETUS" web analytics system tracks
each customer's purchases and website views. Based on
this data, an individualized food profile is created for each
customer, which includes their preferences and can be
linked to their purchase history.

— Generating  personalized recommendations of
vegan products that may interest the customer. These
recommendations can be displayed on the website's
homepage, under the "Recommended Products" section, or
sent to the customer as personalized email newsletters [2].

— Modifying the appearance and structure of the
interface or offerings based on previous interactions with the
customer. In essence, "VEGETUS" creates a personalized
interface experience for each user, displaying products and
services that are likely to be of interest to them.

These steps help the online store "VEGETUS" create
an individualized and personalized shopping experience
for each customer.

The online store of vegetarian products "VEGETUS"
addresses the issue of incorporating into its assortment
such quality products that meet the needs of its target
audience through basic steps such as:

— Continuous collaboration with suppliers to ensure
the availability of quality products. The "VEGETUS" store
carefully selects its suppliers, verifying their certificates
and reputation in the market.

— Continuous monitoring of product quality and
feedback from customers. It allows for the timely detection
of quality issues and taking measures to address them.

— Searching for new products and innovations to
introduce into the assortment if they meet the target
audience's needs. The store actively explores the vegetarian
product market to identify new trends and innovations.

These steps contribute to improving the quality level
of products in the "VEGETUS" online store. Overall, the
defined case is typical of most Niche Stores, making it
appealing to target customers.

Showing cases of digital inventory management for
Marketplaces, it's important to note that this is essentially
a platform where multiple or significant numbers
of independent sellers operate, wishing to sell their
products [4; 6].

Marketplaces, like General Stores, cater to a diverse
target audience, including people of different ages, interests,
and financial capabilities. A characteristic example
is ROZETKA, which offers a wide range of products
for home, kitchen, houschold, and other categories.
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ﬁhe basic issue for "VEGETUS" is curating a product assortment that caters to the specific
needs of a limited consumer base while ensuring competitiveness in the market.

O )

Thorough
selection of
vegetarian
products that are
highly popular
among the target
audience

| —h

Basic steps: assortment planning and specialized assortment offerings in conjunction with
demand forecasting

\

dditional issue for "VEGETUS" is personalizing the product

A
/assortment for each customer

Basic steps: Personalizing recommendations

~

KAdditional issue for "VEGETUS" -
integrating into the assortment product

p

offerings that meet the needs of

Analysis of customer :
audience.

purchases and views

suring quality an

Continuous

~

the target

d innovation.

updates involve |I\ _customer's interests*

( Generating N .
| personalized vegan collaboration
product with supplier{ Searching for
Continuous recommendations to ensure the| new products
assortment tailored to the quality of p~

g

introducing new
products and
removing
outdated or low-
demand items

with the customer )
./ \

Adapting the interface )
and suggestions based
on past interactions

o

products | innovations to ( Continuous
introduce into | monitoring of
the product product
range quality and

feedback from
customers /)

N

=2

Figure 3. Digital inventory management case study of Niche Store illustrated
by the online vegetarian product store "VEGETUS"

Note

* Customers can receive individualized offers and discounts based on their previous purchases and preferences, utilizing
adaptive interface design. This encourages customers to return to the store and make purchases that meet their needs

Source: formed based on [1-3]

For Marketplaces, the primary focus of inventory
management is oriented toward a wide but unique range of
products (sufficient to meet the needs of target audience),
as evident from the data in Figure 4.

ROZETKA addresses the challenge of planning a
wide range of product assortments and their offerings in
conjunction with demand forecasting through several key
steps:

— Studying the demand and preferences of different
segments of its target audience. Through automatic sales
analysis, customer feedback analysis, and marketing
research, ROZETKA forms a model of the preferences and
needs of platform visitors.

— Identifying the most popular products and their
categories. By tracking user actions on the website, such as
browsing electronic catalogs, actual purchases, and search
queries, ROZETKA can obtain a comprehensive picture of
product popularity and its categories.

— Studying and analyzing data on market trends and
competitors. ROZETKA utilizes data on competitors'
pricing policies as well as monitors new products and
industry trends to shape its assortment strategy and
offerings.

These steps enable ROZETKA to effectively plan its
product assortment by considering customer demand and
preferences.
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ROZETKA addresses the challenge of forming a
unique assortment through several key steps:

— Supporting brands and small manufacturers.
ROZETKA can actively promote products from brands and
small manufacturers, that have unique styles or products
that differ from mass producers. This can be achieved
through special sections on the website and highlighting
such products in advertising campaigns [3].

— Promoting unique product categories. ROZETKA
can actively promote and develop unique product
categories that may only be available on their platform.
These could include items produced exclusively by certain
manufacturers, limited edition exclusive products, or items
created specifically for ROZETKA.

— Visual merchandising. ROZETK A utilizes a service for
working with planograms to create assortment planograms,
and configure product displays, enabling platform sellers
to rotate and manage the assortment of goods.

These steps enable ROZETKA to create a unique and
diverse assortment of products offered on their platform,
allowing sellers to stand out among others and attract the
attention of various categories of buyers [5-6].

ROZETKA addresses the challenge of continuously
updating its assortment by considering changes in demand
and market trends through such fundamental steps as:
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ﬁudying the demand and preferences of different segments within your target audience

~

)

Experimentati
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new product

offerings

)
Additional issue for ROZETKA: forming an assortment of such \
Identifying uniqueness that will allow it to stand out among other sellers.
the most Basic steps: developing a unique assortment.
popular
products and
their i / . . . \
respective Eg{);srggg Addlt}onal issue for ROZETKA: (':ontlnuously'
categories small updating the assortment, considering changes in
manufacturers demand and market trends.
| Basic steps: optimizing offerings.
)
Attracting
unique
; product e
Studying and categories. Recommendatio || Recommendatio
analyzing data ns for sellers on || ns for sellers on
on market optimizing their adjusting their
trends and offerings to assortment
competitors maximize based on data
Visual conversion and || about changes in
merchandising customer demand and
\

-

satisfaction market trends
R —)

Figure 4. Case of digital management of product assortment in the ROZETKA Marketplace platform

Note

* Allows to formulate and maintain a strategy of personalization of offerings, which helps attract the attention of customers
to various propositions, send them personalized promotions and personalized content on the website, in emails, or in mobile

applications
Source: formed based on [1; 3]

— Providing recommendations to sellers on optimizing
their offerings to maximize conversion and customer
satisfaction. So, the platform automatically sends
recommendations regarding product assortment, pricing,
marketing strategies, and other aspects of the business.

— Recommendations to sellers for adjusting their
product offerings based on data about changes in demand
and market trends [3]. This may include suggestions to
remove outdated items, introduce new products, or change
the assortment to align with emerging trends or consumer
demand.

— Experimentation, specifically testing new product
offerings by introducing a limited quantity of items onto the
platform to determine their popularity and make decisions
about future strategy.

These steps enable ROZETKA to ensure that its product
assortment responds to changes in demand and market
trends, constantly updating according to consumer needs.

Conclusions. Within the study, attention was drawn
to the fact that digital technologies are significantly
altering the paradigm of managing product assortments in
Internet shops and providing new opportunities, thereby
opening up a wide range of strategies and approaches.
This specificity becomes increasingly diverse in terms of
content, distribution of priority in target impact, as well

as the pool of available methods and implementation
techniques. It has been concluded that several features
effectively diversify digital strategies and approaches to
managing product assortments:

1. It has been demonstrated that crafting personalized
offers diversifies strategies and approaches to inventory
management based on attention to each customer's unique
needs, preferences, purchases, and behavior. At the core of
this process are product recommendations, personalized
promotions, customized content on websites, email
newsletters or mobile applications, adaptive interface
design, and customer support through communication
channels.

2.1t has been demonstrated that leveraging data
analytics and forecasting tools diversifies strategies and
approaches to inventory management by more accurately
identifying product demand, considering market trends,
and adjusting inventory offerings accordingly.

3.1t has been demonstrated that automating many
routines, and repetitive processes diversifies approaches
to inventory management by introducing variable
components into inventory replenishment, pricing, and
product performance analysis processes.

4.1t has been demonstrated that experimentation
diversifies strategies and approaches to inventory
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management by providing opportunities for rapid testing
of new product offerings.

5.1t has been demonstrated that customer interaction
diversifies strategies and approaches to inventory
management through active and effective multi-channel
engagement (encompassing channels such as social

media, chatbots, emails, and other communication
channels).

Based on the obtained results, the prospects for
further research lie in exploring contemporary methods of
optimizing automation processes and experimentation to

achieve better outcomes in assortment management.

References:

1. Hnylyans'ka O. V., Karyy O. 1. (2023) Efektyvne vykorystannya internetu rechey (iot) v administratyvnomu menedzhmenti:
zavdannya ta mozhlyvosti dlya orhanizatsiy u suchasnomu biznes-seredovyshchi [Effective use of the Internet of Things (IoT) in
administrative management: tasks and opportunities for organizations in the modern business environment]. Pidpryyemnytstvo i
torhivlya, no. 39, pp. 58—66.

2. Demchuk N. I. (2009) Mekhanizm planuvannya stratehichnoho rozvytku na rivni sub”yektiv hospodaryuvannya [Mechanism of
strategic development planning at the level of economic entities]. Ahrosvit, no. 13, pp. 36—41.

3. PricewaterhouseCoopers database (2023) PwC report “The analysis of the trends in changes in accounting, management,
and marketing at both regional and global levels”. Available at: https://www.pwc.com/content/pwc/userReg/login.en
gx.html?redirectUrl=gGOV-55I1psw21J2UMY gbIH5ktcJLK2-lwWPau2GN84=&referrer=gGOV-5511psw21J2UMY gbIHSktcJLK 21w
WPau2GN84=&parentPagePath=/content/pwc/gx/en (accessed December 23, 2023).

4. Rumyantsev A. P., Mykhaylova K. S. (2011) Okremi aspekty formuvannya tovarnoho asortymentu kompaniyi [Individual
aspects of forming the company's product range]. Efektyvna ekonomika, no. 4. Available at: http://nbuv.gov.ua/UJRN/efek 2011 4 27
(accessed December 23, 2023).

5. Filippov V. Yu., Nesterenko A. M. (2014) Shlyakhy rozvytku torhovel'nykh pidpryyemstv [Ways of development of trade
enterprises]. Ekonomika: realiyi chasu, no. 2(12), pp. 203-207.

6. Chernyavs'ka M .K. (2017) Sutnist’ innovatsiy torhovel'noho pidpryyemstva [The essence of innovations of a trading enterprise].
Naukovyy visnyk Mukachivs'koho derzhavnoho universytetu. Seriya Ekonomika, no. 1(7), pp. 102-107.

CnucoK BUKOPHCTAHUX JKepeJI:

1. Tamnsaeska O.B., Kapuit O.1. EdexruBHe BUKoprcTaHHs iHTEpHETY peueil (10T) B aAMiHICTPaTHBHOMY MEHE/PKMEHTI: 3aBIaHHs
Ta MOKJIMBOCTI JJIsI OpraHizamiil y cydacHoMy Oi3Hec-cepenoBuii. [Tionpuemnuymeso i mopeiens. 2023. Bum. 39. C. 58-66.

2. lemuyk H.I. MexaHi3M IuIaHyBaHHS CTPATEriyHOTO PO3BHUTKY Ha PiBHI cy0’€KTiB rocrnofapioBanHs. Aepocgim. 2009. Bum. 13.
C.3641.

3. PricewaterhouseCoopers database PwC report “The analysis of the trends in changes in accounting, management, and market-
ing at both regional and global levels”, 2023 URL.: https://www.pwc.com/content/pwc/userReg/login.en _gx.html?redirectUrl=gGOV-
55Tlpsw21J2UMY gbIHS5ktcJLK2-lwWPau2 GN84=&referrer=gGOV-5511psw21J2UMY gbIH5ktcJLK21wWPau2 GN84=&parentPage
Path=/content/pwc/gx/en

4. Pymsanes A.Il., MuxaiinoBa K.C. Oxpemi acriekt ()opMyBaHHS TOBApPHOTO aCOPTUMEHTY KOMIIaHii. Eghexmuena exonomixa.
2011. Bum. 4. URL: http://nbuv.gov.ua/UJRN/efek 2011 4 27

5. @inimmos B.1O., Hecrepenko A.M. I1Inaxu po3BUTKY TOPTOBEIBHUX MiNPHEMCTB. Exonomixa: peanii uacy. 2014. Bum. 2(12).
C. 203-207.

6. Yepnsscbka M.K. CyTHiCTh iIHHOBAIIIH TOPTOBEIBHOTO MiANPUEMCTBA. Haykosuil sicnuk Mykauiecbko2o depicasrnoco yrieepcu-
memy. Cepis Exonomika.2017. Bum. 1(7). C. 102-107.

18



