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INNOVATIVE APPROACHES TO RETAIL VALUATION
FOR INDUSTRIAL ENTERPRISES

The article presents a comprehensive study of retail evaluation as a strategic tool for enhanc-
ing the efficiency of food industry enterprises. Considering modern challenges such as business dig-
italization, intensified competition, and changing consumer behavior, special attention is given to
the analysis of enterprise interactions with retail chains. Retail today represents a key link in the
supply chain of food products, requiring manufacturers to optimize collaboration processes to
ensure stable sales, market expansion, and competitive advantages. Modern methodological
approaches to retail evaluation are examined, including the application of economic and mathe-
matical models, analytical tools for monitoring and forecasting sales, and the use of Big Data to
analyze consumer behavior. The study identifies the main criteria for evaluating the efficiency of
cooperation with retail chains, encompassing financial indicators (profitability, margin levels,
logistics costs), operational indicators (accuracy and timeliness of deliveries, inventory levels), and
marketing aspects (market share, brand recognition, customer loyalty). Particular attention is
paid to the impact of digitalization on retail development. The role of e-commerce in transforming
the retail sector is analyzed, particularly the integration of online platforms with traditional sales
channels. The study explores the automation of supply chain management processes, the use of
CRM systems to establish long-term customer partnerships, and the application of machine learn-
ing algorithms for demand forecasting. Based on the analysis, practical recommendations were
developed for food industry enterprises. These include adapting assortment policies to changes in
consumer preferences, implementing business analytics tools to optimize sales management, and
improving logistics processes to ensure a swift response to retailer demands. Additionally, enter-
prises are advised to develop their own sales channels, such as creating online stores, to diversify
risks and reduce dependence on large retail chains. The study results aim to enhance the competi-
tiveness of food industry enterprises in the face of rapid market changes. The implementation of the
proposed recommendations will optimize business processes, improve cooperation with retailers,
and ensure long-term market resilience.
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THHOBAIIVIHI ITIJIXO1 10 OIIIHKU PO3JAPIBHOI IITHHOCTI
JJIA ITIPOMUCJIOBUX ITITAITPUEMCTB

Y cmammi npedcmaeaeno komnaexche 0ocaidxceHHsi ouinku po3opionoi mopeieai Ak
cmpamecziunoeo iHcmpymenmy nideuujeHHs eghekmueHocmi nionpuemcme xXap4o6oi
npomucaoeocmi. Bpaxosyrouu cywacni euxauku, maki sk wyugposizauis 0Oiznecy, 3azocmpeHHs
KOHKYPeHuii ma 3miHa noeediHKu Cnoxcueauis, 0cooausa yéaza npudiiicmovca anaaizy 63aemooii
nionpuemcme 3 po3opionumu mepexcamu. Po3dpiona mopeieas cb0200Hi € Ka10408010 A1AHKOIO 8
AGHUIONHCKY NOCMABOK XAPHO6UX NPOOYKMIi8, Wo eumdazde 6id eupoonukie onmumizauii npouecie
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202 MEHEL)XMEHT

cnienpaui 041 3aGe3neveHHss cMabiAbHUX NPOOAXNCIE, POZUWUPEHHS PUHKY MA KOHKYPEHMHUX
nepeeaz. Pozeasnymo cyuacni memooonoziuni nioxoou 0o ouinku po3opionoi mopeieii,
GKAIOUAIOMU 3ACMOCYBAHHS EKOHOMIKO-MAMEeMaAmu1Hux mooeieli, AnalimuiHux iHcmpymenmie
0451 MOHIMOPUH2Y MA NPOCHO3YBAHHSL NPOOANCI8, A MAKONC GUKOPUCHIAHHS 6EAUKUX OAHUX 0451
anaaizy noeedinku cnoxcueauié. Y 00CAiONCeHHI GU3HAYEHO OCHOBHI Kpumepii OWiHKU
ehexmuenocmi cnienpaui 3 po30piGHUMU Mepexcamu, W0 OXONAI0I0Mb (DIHAHCOBI NOKA3HUKU
(penmabeavricmo, pieenv mapici, 102icmudHi eumpamu), onepayiini NoKasHuKu (mounicmo ma
CBOEHACHICMb NOCMABOK, pi6eHb 3andacie) ma MmapkKemunz08i acnekmu (4acmKa pUHKY,
éniznasanicmo Opendy, aosaavhicmov Kaienmig). Ocobauea yeaza npudiiiemovcs 6nAuUGy
uughposizauii na pozeumox po3opionoi mopeieai. Ilpoanaiizoeano poav eaeKmponnoi Komepuii 6
mpancgopmauii  po3opibnozo cexmopy, 30kpema iHmezpauiro OHAQUiH-nAGM@Opm 3
mpaoduuitinumu Kanaiamu 30ymy. Y 00Cai0nceHHI 00CAIOHCyeEmMbCa asmomamuszayiss npouecie
ynpaeainna aanuroeamu nocmaegox, euxopucmanus CRM-cucmem 0asa eécmanogienus
00820CMPOKOBUX NAPMHEPCOKUX BIOHOCUH 3 KAIEHMAMU MA 3ACMOCYBAHHS AA20PUMMIG
MAWUHHO20 HAGHAHHA 043 npocHo3yeannsi nonumy. Ha ocnosi anaaizy pospobaeno npaxmuyni
pexomendauii 0as nionpuemcme xap4o6oi npomucaoéocmi. Jlo Hux Haiexcamv aoanmavis
acopmumenmnoi noaimuxu 00 3MiH ynodo6awv cnoxdcuéauis, 6npo6adyNCceHHs. IHCHpPYMeHmie
Oi3Hec-anarimuku 045 onmumizauii ynpaeainHs npooaxcamu ma 600CKOHAACHHS A02ICHIUMHUX
npouecie 045 3abe3nevenns wWeuoK020 peazy8ants Ha 3anumu po3opionux mopzosuie. Kpim moeo,
nionpuemcmeam peKoMeHOYEMbCst PO3GUGAMU BAACHI KAHAAU 30ymy, MAKi AK CMEOPeHHs
iHmepnem-mazazunie, 04 ousepcuiKauii puzuKie ma 3MeHWIEHHS 3AAeHCHOCMI 6i0 GeAUKUX
po30pionux  mepexc. Pesyibmamu  docaidwcenns — cnpamoeami Ha  NiOGUULEHHS
KOHKYPEHMOCNPOMONCHOCHI RIONPUEMCIIG XAPHOB0I NPOMUCA0B0CHIL 6 YMOBAX WEUOKUX 3MIH HA
punky. Bnposaodicenns 3anpononosanux pexomenoauyii onmumisye GisHec-npouecu, NOKPausumo
cnienpauro 3 po3opiGHuUMuU Mop2osuAMU ma 3abe3neuums 00620CMPOK08Y CHIUKICHb PUHKY.
Karouosi caosa: posdpibna mopeiens, xapuoea NpoMUcA08icMmb, ouinka egekmugHocmi,
yugposgizayis, 0i3HeC-aHANIMUKA, KOHKYPEHMOCHPOMONCHICMb, NOBCJIHKA CNOJNCUBAYIs,
N02icmuKa, eneKkmpoHHa Komepyis.

The article is aimed at studying methodological approaches to retail assessment
and developing practical recommendations to improve the efficiency of cooperation
between food industry enterprises and retail chains. This includes the analysis of cur-
rent retail trends, the definition of key performance criteria, the assessment of the
impact of digitalization on the retail sector and the development of strategies for opti-
mizing business processes, increasing competitiveness and adapting to changes in the
market environment.

The analysis of recent studies and publications indicates that modern research
pays more and more attention to the development of the retail sector and its impact
on the efficiency of food industry enterprises. In particular, scientific works Antonyuk
Y., & Shindyrovsky I. [1], Bucouuna 1. [2], Kashchena N. [3], Naumova T., Kyrylieva
L., & Lemeshko Y. [4], Hatopina A. O. [5], Poruchynska I., Poruchynsky V., &
Slachchuk A. [6], Savytska N., Chmil H., Hrabylnikova O., Pushkina O., Vakulich
M. [7], Cherepa O.G. [8], Cherepa O.G., Kotserubi A.V. [9, 10] focused on analyz-
ing the role of retail in the formation of supply chains, developing methods for opti-
mizing cooperation between manufacturers and retail chains, and introducing digital
technologies into sales management processes.

Research by Western authors emphasizes the importance of integrating innova-
tive technologies such as Big Data, CRM-machine learning systems and algorithms,
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to forecast demand, analyze consumer behavior and improve the accuracy of inven-
tory management. At the same time, considerable attention is paid to the transfor-
mation of retail in the context of the rapid development of e-commerce and automa-
tion of logistics processes.

However, despite the significant interest in the topic, the issues of a comprehen-
sive assessment of the effectiveness of cooperation with retailers, the development of
universal evaluation criteria and the adaptation of management methods to rapid
changes in the market environment remain insufficiently researched. Thus, there is a
need to develop new approaches that would take into account current trends in digi-
talization, globalization and changing consumer priorities.

Problem statement: Modern conditions of the market economy, in particular
globalization, digitalization of business and increased competition, require food
industry enterprises to constantly improve the mechanisms of product sales. Retail, as
a key link in the supply chain, plays an important role in ensuring the access of pro-
ducers to the end consumer. However, interaction with retail chains is accompanied
by a number of problems, such as unequal distribution of profits between manufac-
turers and retailers, high requirements for the range and quality of products, logistics
costs, as well as dependence on large retailers.

In addition, the rapid pace of digitalization is changing traditional approaches to
retail management. The introduction of e-commerce, automation of logistics
processes and the use of business intelligence tools create new opportunities, but at
the same time pose enterprises to the need to adapt to new conditions.

The scientific problem is the lack of an integrated approach to retail valuation
that would take into account modern challenges and needs of food industry enter-
prises. The task is to develop universal criteria for assessing the effectiveness of coop-
eration with retailers, optimize business processes in interaction with retail chains
and integrate digital technologies to increase competitiveness.

Presentation of the main material. Optimization of cooperation between food
industry enterprises and retailers requires the introduction of the latest technologies
and adaptation to changing market conditions. Digital technologies play a key role in
optimizing business processes, allowing you to significantly increase production effi-
ciency, reduce costs, and improve inventory management. The integration of
resource management systems, the use of big data analytics and artificial intelligence
helps enterprises better predict demand, optimize supply chains and improve the
accuracy of goods delivery. Additionally, using CRM systems to personalize customer
interactions and integrating with e-commerce platforms allows manufacturers to
respond faster to changes in consumer preferences.

Developing your own online sales channels is an important strategy for diversify-
ing sales and expanding markets. Many food businesses use e-commerce platforms to
sell directly to end consumers, which avoids some problems with traditional retailers,
such as changes in contract terms or instability in demand. Own online channels give
companies more control over the assortment and pricing policy, as well as allow them
to create direct contact with end consumers, which increases the level of loyalty.

Improved interaction with retailers is also possible through joint marketing ini-
tiatives, which may include joint advertising campaigns, promotions, or the develop-
ment of new products focused on specific consumer needs. Such measures allow food
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industry enterprises and retailers to more effectively meet the needs of end con-
sumers, stimulate demand and increase sales. In addition, working together to
increase consumer loyalty through loyalty programs or bonus systems can help
improve long-term relationships between all market participants.

Evaluating the cost-effectiveness of implementing new technologies and strate-
gies is a prerequisite for making informed decisions about investing in digital tools,
expanding online sales, or improving marketing practices. Food industry enterprises
must carefully analyze the costs of new technologies and assess their impact on
increasing profits, reducing costs and improving overall business efficiency. This
allows us to maintain competitiveness and ensure the sustainability of cooperation
with retailers, which is a key factor for long-term development in the market.

Conclusions. Several key aspects have been identified that determine the effec-
tiveness of interaction between food industry enterprises and retailers and affect the
development of the retail sector in the context of modern economic and technologi-
cal changes. One of the main results is confirmation that digitalization is significant-
ly changing the way sales management and communication between manufacturers
and retailers. The use of Big Data and CRM systems allows enterprises to make a
more accurate demand forecast, manage inventory more efficiently and personalize
offers to end customers. The introduction of online platforms and the expansion of e-
commerce allows food industry enterprises to reduce their dependence on tradition-
al retail chains and expand their audience.

It has been determined that the main criteria for the effectiveness of cooperation
are not only financial indicators (profitability, margin, logistics costs), but also oper-
ational and marketing aspects, such as the accuracy of order fulfillment, inventory
levels, market share, brand awareness and customer loyalty. It was also found that in
order to increase the efficiency of cooperation with retailers, it is important to take
into account factors that directly affect the requirements for the range and quality of
products, as well as the speed of delivery of goods.

1. Antonyuk, Y., & Shindyrovsky, 1. (2019). Trends of retail development in Ukraine.
Entrepreneurship and Trade, (24), 22—30. https://doi.org/10.36477/2522-1256-2019-24-03

2. Vysochyn, 1. (2023). Adaptive development of online retail in the conditions of European inte-
gration of Ukraine. Economy and Society, (51). https://doi.org/10.32782/2524-0072/2023-51-48

3. Kashchena N. Corona virus economic transformations and their impact on the economic activ-
ity of retail enterprises. In The impact of COVID-19 on national security, the socio-economic environ-
ment of the country and the health of the population, 2022. Sumy: Sumy State University. pp. 129-141

4. Naumova T., Kyrylieva L. & Lemeshko Y. Transformation of Ukraine network retail market in
the conditions of global crises and war. Economy and Society, 2023 (56). https://doi.org/10.32782/2524-
0072/2023-56-136

5. Natorina A. O. Digital-transformation of enterprise activity. Economy and the State. 2017. Ne 4.
P. 90-93. URL: http://nbuv.gov.ua/UJRN/ecde 2017_4 20 .

6. Poruchynska I., Poruchynsky V., & Slachchuk A. Current network retailing development trends:
Ukrainian and worldwide experience. Scientific Works of Interregional Academy of Personnel
Management. Economic Sciences, 2023, 2 (69) https://doi.org/10.32689/2523-4536/69-8

7. Savytska N., Chmil H., Hrabylnikova O., Pushkina O., Vakulich M. Behavioral Models for
Ensuring the Security of Functioning and Organizational Sustainability of the Enterprise. Journal of
Security & Sustainability Issues. 2019. Vol. 9. No. 1. Pp. 63—76. http://doi.org/10.9770/jssi.2019.9.1(6)

8. Cherep O.G. Marketing: Teaching. posobn. Kyiv: Condor Publishing House, 2021. 728 p.
URL: https://condor-books.com.ua/ekonomichna-literatura/marketynh-navchalnyy-posibnyk-dlya-
zdobuvachiv-stupenya-vyshchoyi-osvity

AKTYAIJIbHI TIPOBJIEMU EKOHOMIKUW Ne 7 (289), 2025



MANAGEMENT 205

9. Cherep O.G., Kotseruba A. V. Formation of the system of marketing product policy. Formation
of a system of marketing commodity policy. Bulletin of Khmelnytskyi National University. Series
"Economic Sciences" 2021, Ne 1. p. 320- 323. URL: https://journals.khnu.km.ua/vestnik /?p=6941

10. Cherep O.G., Kotseruba A. V. Marketing pricing in a free market. Bulletin of Khmelnytskyi
National University. Series "Economic Sciences" 2021, Ne 2. p. 140- 144 URL: http://library-serv-
ice.com.ua:8080/kvdbuy/Document Description;jsessionid=C2C8BF39D534DF771DB237218002C
974?docid=KvDBU.2952568

1. Antonyuk, Y., & Shindyrovsky, 1. (2019). Trends of retail development in Ukraine.
Entrepreneurship and Trade, (24), 22—30. https://doi.org/10.36477/2522-1256-2019-24-03

2. Vysochyn, 1. (2023). Adaptive development of online retail in the conditions of European inte-
gration of Ukraine. Economy and Society, (51). https://doi.org/10.32782/2524-0072/2023-51-48

3. Kashchena N. Corona virus economic transformations and their impact on the economic activ-
ity of retail enterprises. In The impact of COVID-19 on national security, the socio-economic environ-
ment of the country and the health of the population, 2022. Sumy: Sumy State University. pp. 129-141

4. Naumova T., Kyrylieva L. & Lemeshko Y. Transformation of Ukraine network retail market in
the conditions of global crises and war. Economy and Society, 2023 (56). https://doi.org/10.32782/2524-
0072/2023-56-136

5. Natorina A. O. Digital-transformation of enterprise activity. Economy and the State. 2017. Ne 4.
P. 90-93. URL: http://nbuv.gov.ua/UJRN/ecde 2017_4 20 .

6. Poruchynska I., Poruchynsky V., & Slachchuk A. Current network retailing development trends:
Ukrainian and worldwide experience. Scientific Works of Interregional Academy of Personnel
Management. Economic Sciences, 2023, 2 (69) https://doi.org/10.32689/2523-4536/69-8

7. Savytska N., Chmil H., Hrabylnikova O., Pushkina O., Vakulich M. Behavioral Models for
Ensuring the Security of Functioning and Organizational Sustainability of the Enterprise. Journal of
Security & Sustainability Issues. 2019. Vol. 9. No. 1. Pp. 63—76. http://doi.org/10.9770/jssi.2019.9.1(6)

8. Cherep O.G. Marketing: Teaching. posobn. Kyiv: Condor Publishing House, 2021. 728 p.
URL: https://condor-books.com.ua/ekonomichna-literatura/marketynh-navchalnyy-posibnyk-dlya-
zdobuvachiv-stupenya-vyshchoyi-osvity

9. Cherep O.G., Kotseruba A. V. Formation of the system of marketing product policy. Formation
of a system of marketing commodity policy. Bulletin of Khmelnytskyi National University. Series
"Economic Sciences" 2021, Ne 1. p. 320- 323. URL: https://journals.khnu.km.ua/vestnik /?p=6941

10. Cherep O.G., Kotseruba A. V. Marketing pricing in a free market. Bulletin of Khmelnytskyi
National University. Series "Economic Sciences" 2021, Ne 2. p. 140- 144 URL: http://library-serv-
ice.com.ua:8080/kvdbuy/Document Description;jsessionid=C2C8BF39D534DF771DB237218002C
974?docid=KvDBU.2952568

ACTUAL PROBLEMS OF ECONOMICS, # 7 (289), 2025



