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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.
Keywords: retail, food industry, efficiency evaluation, digitalization, business analytics, competi-
tiveness, consumer behavior, logistics, e-commerce.
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ІННОВАЦІЙНІ ПІДХОДИ ДО ОЦІНКИ РОЗДРІБНОЇ ЦІННОСТІ
ДЛЯ ПРОМИСЛОВИХ ПІДПРИЄМСТВ

У статті представлено комплексне дослідження оцінки роздрібної торгівлі як
стратегічного інструменту підвищення ефективності підприємств харчової
промисловості. Враховуючи сучасні виклики, такі як цифровізація бізнесу, загострення
конкуренції та зміна поведінки споживачів, особлива увага приділяється аналізу взаємодії
підприємств з роздрібними мережами. Роздрібна торгівля сьогодні є ключовою ланкою в
ланцюжку поставок харчових продуктів, що вимагає від виробників оптимізації процесів
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співпраці для забезпечення стабільних продажів, розширення ринку та конкурентних
переваг. Розглянуто сучасні методологічні підходи до оцінки роздрібної торгівлі,
включаючи застосування економіко-математичних моделей, аналітичних інструментів
для моніторингу та прогнозування продажів, а також використання великих даних для
аналізу поведінки споживачів. У дослідженні визначено основні критерії оцінки
ефективності співпраці з роздрібними мережами, що охоплюють фінансові показники
(рентабельність, рівень маржі, логістичні витрати), операційні показники (точність та
своєчасність поставок, рівень запасів) та маркетингові аспекти (частка ринку,
впізнаваність бренду, лояльність клієнтів). Особлива увага приділяється впливу
цифровізації на розвиток роздрібної торгівлі. Проаналізовано роль електронної комерції в
трансформації роздрібного сектору, зокрема інтеграцію онлайн-платформ з
традиційними каналами збуту. У дослідженні досліджується автоматизація процесів
управління ланцюгами поставок, використання CRM-систем для встановлення
довгострокових партнерських відносин з клієнтами та застосування алгоритмів
машинного навчання для прогнозування попиту. На основі аналізу розроблено практичні
рекомендації для підприємств харчової промисловості. До них належать адаптація
асортиментної політики до змін уподобань споживачів, впровадження інструментів
бізнес-аналітики для оптимізації управління продажами та вдосконалення логістичних
процесів для забезпечення швидкого реагування на запити роздрібних торговців. Крім того,
підприємствам рекомендується розвивати власні канали збуту, такі як створення
інтернет-магазинів, для диверсифікації ризиків та зменшення залежності від великих
роздрібних мереж. Результати дослідження спрямовані на підвищення
конкурентоспроможності підприємств харчової промисловості в умовах швидких змін на
ринку. Впровадження запропонованих рекомендацій оптимізує бізнес-процеси, покращить
співпрацю з роздрібними торговцями та забезпечить довгострокову стійкість ринку.
Ключові слова: роздрібна торгівля, харчова промисловість, оцінка ефективності,
цифровізація, бізнес-аналітика, конкурентоспроможність, поведінка споживачів,
логістика, електронна комерція.

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], Височина І. [2], Kashchena N. [3], Naumova T., Kyrylieva
L., & Lemeshko Y. [4], Наторіна А. О. [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,

МЕНЕджМЕНТМЕНЕджМЕНТ202

АКТУАЛЬНІ ПРОБЛЕМИ ЕКОНОМІКИ № 7 (289), 2025



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.
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