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4 CREATING A PRODUCT RANGE MATRIX IN E-COMMERCE

Introduction

Modern retail is characterized by a high degree of competi-
tion. Therefore, one means of competitive struggle is the devel-
opment of a product assortment.

A stable product assortment requires the constant availabil-
ity of all product groups and subgroups, types, and varieties.
Key parameters characterizing the effectiveness of an assort-
ment are its flexibility and relevance. These reflect the ability of
the assortment to change to best meet customer needs, taking
into account their demand for key product items. Recently, the
popularity of healthy eating among consumers has grown, lead-
ing stores to expand their selection of fermented milk products,
vegetables, and fruits. Sometimes, stability is associated with
the length of time that certain types, varieties, and SKUs are
available for sale. In this case, assortment stability may depend,
firstly, on the presence of stable demand and the constant re-
plenishment of inventory for these products; secondly, on the
absence or insufficient demand for products that are languish-
ing in warehouses and on shelves; and thirdly, on the discrep-
ancy between inventory and sales capacity. Therefore, product
shelf life as indicators of assortment stability cannot be used
to determine the rationality of an assortment. It’s worth not-
ing that the principles of product assortment in e-commerce
are currently borrowed from traditional retailers, although the
depth and breadth of product assortment is greater.

Identifying the factors that shape customer choice among
online stores is crucial to improving the competitiveness of



