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METOAU 3A BSEMAHE HA PELLEHUA
3A POPMUPAHE U PA3SBUTUE HA
NMPOAOYKTOBUA MUKC

a-p N. xaspgapmoB

Pe3srome: PeweHunsarTa, CBbp3aHu c
dopMMpaHETO M C pa3BUTUETO Ha MPOAYKTOBMS
MMKC, Ca CIIOXHW N PUCKOBU. 3a B3eMaHeTO Ha
TO3N TWUM pelleHMs He CbluecTByBa MeToAuKa,
KOATO [Oa ocurypsiea TOYHO onpedensiHe Ha
ObaewmnTe NOCTbNNEHMS W pasxoanm  OT
NPOU3BOACTBOTO M TbProBusiTa C OMpeaeneH
npoaykt. ToBa Hanara W3NON3BaHETO Ha
pasnM4YHN METOAM 3a EKCMEePTHO OLEeHsIBaHe Ha
MapKeTUHropata Lenecbobpas3HOCT OT u3bopa
Ha KOHKPETEH MPOaYKT.

aymu:
MMUKC,

Knroyoeu MeToau, peLleHus,
NpoOayKTOB puckoBe daktopu,
BEPOSATHOCTU, pas3xoaun, MeponpuaTusi, nasapeH
ycnex

[MasapHuAT ycnex Ha egHa oupma 3aBuUcKH
B HaW-ronsma cteneH oT npasBuHUA nsbop
Ha NpoAYKTUTE, KOUTO ce npousBexnar u
npegnarat Ha  nasapa. PeweHudarTa,
CBbp3aHn C¢ (popMmpaHeTo N C pasBUTUETO
Ha nNPOAYKTOBUA MMUKC, Ca CrOXHU U

METHODS FOR DECISION
MAKING FOR FORMATION AND

DEVELOPMENT OF THE PRODUCT

MIX
P. Djandarmov, PhD

Abstract: Decisions relating to the
formation and development of the
product mix are complex and riskovi.
For making this type of decision, there
is no methodology to provide accurate
determination of future revenues and
expenses from the production and
marketing of certain produkt. This
requires the use various methods for
expert evaluation of appropriate
marketing by choosing a particular
product.

Keywords: methods, decisions,
product mix, risk factors probabilities,
costs, events, market success

The market success of a company
depends to a large extent on the
correct choice of products that are
produced and pazara. Resheniyata
related to the formation and
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puckoBn. 3a B3eMaHETO Ha TOo3uM Tun
peleHns He CbLecTByBa MeToAuKa, KOSATO
Aa ocurypsiBa TOYHO oOnpedensHe Ha
6boewmTe nocTbnneHna u pasxogu oT
NpoOn3BOACTBOTO M TbProBuaTa ¢ onpeneneH
npoaykt. ToBa Hanara W3non3BaHeTO Ha
pasfiMyHM MEeToan 3a eKCNepTHO OueHABaHe
Ha MapkeTuHroBata LUenecbobpasHOCT OT
n3bopa Ha KOHKPETEH NPOAYKT.

MHoro 4ecto npoBanbT Ha MNPOAYKTUTE,
BKIMOYEHN B MPOAYKTOBUSA MUKC, € pesynTaT
oT HebnaronpuaTHu N3MEHEHNS Ha
MapKeTuMHroBaTa Makpo cpega. ToBa Hanara
Ja ce Hanpasw npefBapuTenHa nposepka:

* KaK LWWe pearmpa npogykra npwu
HacCTbNBaHE Ha PUCKOBM CbOUTUS;

* MOXe nn pupmaTta ycnewHo fa um
npoTuBOAENCTBA.

lMpoBepkaTta Ha npoaykTa 3a
YyBCTBUTENHOCT KbM pUCK, npeanonara
N3BBPLLBAHETO Ha CrieaHnTe npoueaypu.

1. OnpepensHe Ha puckosus akTop,
KOWTO NpeacTaBrisiBa Hav-ronsmaTta 3annaxa
3a npoaykTa.

2. Cneuundumumpare Ha puckoBuTe
cbbuTMA B MapkeTUHroBata Makpo cpena,
KOUTO ca npegnocraBka 3a MNposiBNEeHne Ha
pUCKoBUS dpakTop.

3. OueHka Ha BEPOATHOCTTAa  3a
HacTbNBaHe Ha puUCKOBUTE CbOUTUA MO
npeaBapuTenHo onpegeneHa ckana. Ham-
4yecTo Ce npunaraT ABYCTEMNEHHW Unn
TPUCTENEHHU ckanm, oLeHsiBaLm
BEPOATHOCTTA KaTO ronama v mManka wunu
CbOTBETHO - rofngama, cpefHa v marika.

4, OnpepensHe Ha  cTeneHta  Ha
BMUSSHAE Ha PUCKOBOTO CbbUTUE BBHPXY
puckoBmsi daktop No  npegBapuTesiHO
onpegeneHa ckana. LlenecvobpasHo e
M3MNOM3BaHETO Ha cKanaTa, MO KOATO ce
OLeHsiBa BEPOATHOCTTa OT HACTbMBAHETO Ha
PUCKOBOTO CbbuTME.

5. OnpepensHe Ha cbbutnaTta, KOUTO ca
Han-onacHuM 3a Ou3Heca, T.e. KOUTO umart
HaW-CUSTHO HeraTMBHO BIWAHME W  Hau-

development of the product mix are
complex and riskovi. For making
this type of decision does not exist
methodology to ensure accurate
determination of future revenues
and expenses from the production
and marketing of certain produkt.
This requires the use of different
methods for expert evaluation of
appropriate marketing by choosing
a particular product.

Very often, the failure of the
products included in the product mix
is the result of adverse changes in
macro marketing environment. This
having to do a preliminary check:

e how the product will react in
case of risk events;

e Does the company
successfully counteract them.

Product checks for sensitivity to
risk imply the following procedures.

1. Designation of the risk factor,
which represents the biggest threat
for the product.

2. Spetsifitsirane risk  events
marketing macro  environment
which are a prerequisite for
manifestation of the risk factor.

3. Otsenka veroyatnostga of the
occurrence of risk events in a
predetermined skala. Nay often
apply two-stage or three-stage
scales assessing the likelihood of a
large or small and accordingly
larger, medium and small.

4.Determination the degree of
influence of risk event on the risk
factor predetermined case.
Tselesyobrazno is using the scale
at which to evaluate the probability
of occurrence of a risky event.

5. Set the events that are the most
dangerous for businesses i.e..
which have the greatest negative
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ronsiMa BepOATHOCT 3a NMposiBrieHne.

6. CneuucvumpaHe Ha [OenCTBUATA,
KOUTO MoraT [Ja HamanaT HeraTuBHUTE
nocrneguuM OT HacCTbMBaHE Ha PUCKOBUTE
cvbutns.

7. OnpepensHe Ha  CTeneHTa  Ha
npoTuBogencTBmE Ha dupmata no
npegBapuTenHo ornpegeneHa ckana. N B
TO3M Cfny4al ca noaxoaswy OBYCTEMNEHHU
WA  TPUCTEMEHHW CKanu, nNpu  KOWUTO
oLeHKaTa e KayecTBeHa.

8. OueHka Ha BbB3MOXHOCTUTE Ha
dmpmaTa Oa OCbLIECTBUM aHTUPUCKOBUTE
MEepPONpPUATUA MO NpueTaTa ckana 3a OueHKa
Ha CTeneHTa Ha NPOTUBOAENCTBUE.

9. ®opmynupaHe Ha  3aKIOYUTENHU
M3BOOM OTHOCHO 4yBCTBUTESTHOCTTA Ha
npoaykta KbM MNpoOMeHuTe Ha ©6usHec
cpefaTta M Bb3MOXHOCTUTE Ha dupmarta 3a
ycneLwHo NpoTUBOAENCTBUE.

Cb3gaBaHeTo M noaabpXaHeTo  Ha
Ao6bp NPOAYKTOB MUKC O3Ha4aBa He caMo
BKIMOYBAHE Ha MeYenuBLUM NPOAYKTU, HO U
onpegernsHe Ha onNTUMasiHW CbOTHOLLEHUS B
obemnTe Ha nMpPOM3BOACTBO W/MNK Ha
npoaaxbun, Taka Yye Han-BMCOK OTHOCUTENEH
Aan  ga nonydat  Hau-neyenuelunTe
NPOAYKTMW.

KoHuenuus “)XKu3HeH yuKkb Ha npodykma’

[MpoaykTUTe MMaT CBOW XU3HEH LMKBLI,T.€
NPOAYKTUTE MMAT onpefeneHn rpaHuuM Ha
XMBOT, OT MOMEHTa Ha Bb3HWKBAHE Ha
noeta 3a HOB MPOAYKT A0 MOMEHTa Ha
oTnagaHe ot npodaxba. KoHuenuusaTta XKL
€ BaxHa B MapKeTuHra, 3awoTo Jdaea
3agbnboyeHa npeacrtaBa 3a AMHaMmMKaTa Ha
npoaykta. KoHuenumata >XM3HEH UUKbIT Ha
npogykta MoXxe [da Cce onuwe Taka:
NpoayKTUTE  UMaT  OrpPaHUYEeH  XXMBOT,
npogaxbute Ha NpoAykTUTE MUHaBaT npes
To4Ho onpegeneHn etanu ot XKL, Ha Bceku

eTan npoaykTUTe  U3UCKBaT  pasnunyHu
MapKETUHIOBK, MNPOM3BOACTBEHN W ApYrM
cTpaTteruu.

impact and the greatest probability
of occurrence.

6. Spetsifitsirane of actions that
can reduce the negative
consequences of the occurrence of
risk events.

7. Determination of the degree of
counteraction of the company at a
predetermined case. And these
cases are suitable two-stage or
three-stage rocks where the
assessment is qualitative.

8. Otsenka the capabilities of the
company to implement antiriskovite
events adopted scale of the level of
countermeasures.

9. Formulirane of final conclusions
regarding susceptibility to changes
in the business environment and
the ability of the company to
successfully counter.

Creating and maintaining a good
product mix means not only turn
profitable  products, but also
determine the optimal ratios in the
volumes of production and / or
sales, so the highest share to get
the most profitable products.

Concept "Product Life Cycle"

The products have a life cycle, ie
the products have a certain range of
life, from the time when the go for a
new product until leaving sale.
Kontseptsiyata ZHTSP is important
in marketing because it gives
insight into the dynamics of the
product. The concept of product life
cycle can be described as: products
have a limited life product sales go
through specific stages. ZHTSP at
every stage products require
different marketing, production and
other strategies.

ZHTSP is divided into four
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YKUIM ce pasgens Ha 4eTupu eTana:

« [MbpBu eTtan: BueexgaHe - nosiBa Ha
npoaykTa Ha nasapa, NOCTENEHHO
HapacTBaHe Ha obema Ha npogaxburte,
neyanba HAma, 3awWoOTO pasxoguTe 3a
BbBEXAAHETO Ha NpoAyKTa ca ronemu,

s Btopu etan: Pactex -
npyemaHe Ha npogykta oOT
nevyanbaTa HapacTBa;

s Tpetn etan: 3psnoct — 3abassHe
pactexa Ha npogaxbute, nedyanbata e
cTtabunHa nnm Hamansiea nopagu
yBeNMYEeHNe Ha MapKeTUHrOBUTE pa3xoam 3a
NpOMOUUS Ha NPOAYKTA;

O6bp30
nasapa,

% YerBbpTM etan: Cnag -— pssko
cnagaHe Ha npogaxobuTte n neyanbaTa.
EtanbT Ha BbBeXxaaHe 3ano4ysa C

MyCKaHeTO Ha HOBUS NPOAYKT Ha nasapa.
BaxHa xapaktepuctvka Ha TO3M eTan e
BMCOKM pa3xoam 3a npomouums. Mpogaxbute
BCE OLle Cca HWUCKWM, a pas3xoauTte 3a
NHOpMMpaHe Ha noTeHumanHuTe
notpebutenn 3a HOBUS NPOAYKT Ca BMCOKMW.
KOHKYpEHTM NoYTU HAMa MNM ca Masnko Ha
Gpon.

Bb3aMoOXHUTE cTpaTerm 3a BbBeXAaHeTo
Ha HOB NPOAYKT Ca YeTupu:

s CrpaTterusata Ha 6bp30 “obupaHe Ha
Kanmaka” - pasyuMTa ce Ha BMCOKa LeHa Ha
NpoAyKTa M BUCOKO paBHULLE Ha pasxoguTte
3a npomMmouus.

% CrtpaTternara Ha 6aBHO “0bupaHe Ha
Kavmaka” - HUCKW pas3xoau 3a npoMoLuMA.
ToBa e gonycTtumMo, KoraTo rnasapbT € Masnbk
no obem n ronsma 4yact oT notpebutenute
ca ocBedOMEHM 3a npoaykta u npuemat
BMCOKaTa LeHa.

s Crpaterusata Ha 6bp30 NPOHMKBAHE
Ha nasapa - NyCKaHeTO Ha HOBUS NPOAYKT Ha
HUCKa LeHa C uen 3aBnagsBaHe Ha Haw-
ronsiM nasapeH asn.

s Crtparterusta Ha 6aBHO NPOHMKBaHE
Ha nasapa - npegnonara HUCKW pasxoau 3a
NPOMOLINA C HUCKA LieHa Ha npoayKTa.

MapkeTUHroBu ctpaTtermm, nogxoasLwm 3a

stages:

% First stage: Launching
appearance on the market, a
gradual increase in sales volumes,
profits will because the cost of
product introduction are great;

s Second stage: Growth -
rapid adoption of the product from
the market, profit increases;

% Third stage: Maturity -
slowing growth in sales, profits
stable or decreased due to an
increase in marketing costs to
promote the product;

« Fourth stage: Decline - a
sharp drop in sales and profit.

The stage of implementation
began with the launch of new
product on the market. Vazhna
feature of this stage is the high cost
of promotion. Sales are still low and
the cost of informing potential
customers for the new product are
high. Konkurenti almost no or few.

Possible strategies for the
introduction of a new product are
four:

e strategy  quickly  "cream-
skimming" - relies on the high price
of the product and a high level of
expenditure on promotion.

o Strategy  slowly  "cream-
skimming" - low cost promotion.
This is permissible when the
market is small in size and many
consumers are aware of the
product and accept the highest
bidder.

» The strategy of rapid
penetration of the market - launch
of the neww product at a low price
in order to conquer the largest
market share.

» The strategy of
penetration pazara imply

slow
lower
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noaabpxaHe Ha 6bpP3 NasapeH pacTex ca:

% nopobpsiBaHe Ka4yecTBOTO Ha
NPOAYKTA;

% 3aBrnagsiBaHe Ha HOBW NasapHu
CermMeHTy;

X/

% npemMuvHaBaHe KbM MNO-UHTEH3UBHA
ANcTpubyums, T.e. HOBWU KaHanw;

< HamansiBaHe Ha LuUeHuTe, C Uuen
npuBAM4YaHe Ha crnegealljata npocrionka
noTpebutenn, KOSTO € No-4yBCTBUTENHA KbM
ueHarta

X/

% pPeKnamata Be4Ye He uennm camMo

nHpopmauus, a ybexnaBaHe Ha
notpeburenuTe.
MapkeTnHroBn cTpatermm 3a 3penus
NPOAYKT:

s Moaunumkauus Ha nasapa -
yBenuyaBaHe pasMepa Ha nasapa 4pes3
yBenvyaBaHe Ha ©Oposi noTpebutenu wu
yecToTaTa, C KOATO Te KynyBaT [afeHus
NPOAYKT;

< MoamMdmkauus  Ha  npoaykta —
nogobpsiBaHe Ha KayecTtBOTO C  Uuen
nosuLlaBaHe Ha PYHKUNOHAIHOCTTa;
nogobpsiBaHe Ha XapakTepucTuknTe

(nobaBaHe Ha HOBW);
BbHLUHUS BUA,;

< MoamMdmKauua Ha  MapKeTUHroBus
MUKC — MOOVMUKALNA HA €ONH UM HAKOSKO
enemeHTa.

MapkeTuHroBn ctpatermm B eTana Ha
cnag:

% CeneKTUBHO HamansaBaHe Ha
WHBECTULMNTE N CbCPeaoTOoYaBaHETO MM B
NO-N3rogHN HULLW;

s “obupaHe Ha pekontaTa”’ Ha
WHBECTULMNTE 4Ype3 MOCTENEHHO U3TernsHe
Ha npoAykTa M HamansaBaHe pasxoguTe 3a
JenHocTTa;

% Obp30 nukBMamMpaHe Ha GusHeca npu
MUHUManHu 3arybu Ha neyanba, nepcoHan u
KNUEeHTH.

MaTpuuyaTta nasapeH pbCcT-nasapeH asn,
MOXe [a Ce M3non3sa 3a NpPaBUIIHOTO

CTPYKTypUpaHe Ha NpoayKTOBMSI MUKC.

nogobpseaHe Ha

costs for promotion, low price of
the product.

Marketing
appropriate to
market growth are:

» improve product quality;

e conquer new market
segments;

* shift towards more intensive
distribution, ie new channels;

* reduce prices in order to
attract the next class consumers
which is more sensitive to price;

» advertisement no longer
targets only information but
convincing consumers.

Marketing strategies for mature
products:

* modification of the market -
increased market  size by
increasing the number of users
and the frequency with which they
buy the product;

* modification of the product -
improving quality in order to
increase functionality; improved
characteristics (add new); improve
appearance;

* modification of the marketing
mix - a modification of one or more
elements.

Marketing strategies in stage
fall:

* selectively reduce investment
and focus them more profitable
niches  "skimming crop"  of
investments by gradually
withdrawing the product and
reducing operating costs;

e rapid liquidation of the
business with minimum loss of
profit, staff and customers.

Matrix market growth, market
share can be used for the proper
structuring of the product mix.

strategies
maintain  rapid
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Cxema Ne 1 Scheme Ne 1
BKI™ MaTtpuua BKG Matrix
Ma3apeH gan Market share
ronsam great Manbk small
MasapeH pbCT [onam reat "3ge3gn” "Stars" "Bbnpocn” "Issues"
market growth | Manbk small ﬂgzw gg\?vzm "ky4eTa™Dogs"

MasapHuUAT pbCT onpenens AvHamukaTta
B obema Ha npogaxbwute Ha onpegeneH
NPOAYKT Ha KOHKPETEH Lienesn nasap.

MasapHusaT pgan onpepens  gena  Ha
npogaxbute Ha pupmata B o6wma obem Ha
npogaxobute Ha onpegeneH npoaykT Ha
KOHKpPETEH Lenesu nasap.

B 3aBMCMMOCT OT CbOTHOLLUEHMETO Ha
CTOMHOCTUTE Ha  gABaTa  nokasaTtens
NPOAYKTUTE Ce AENAT Ha YeTUpu Buaa:

e [pogyktTn "3Be3gu" - wMaT BUCOK
nasapeH Asn Ha NepcrnekTMBEH, pa3BuBall
ce nasap. Te3u NpoaykTM wumaTt BUCOKA
HOpMa Ha nedanba, p[ob6bp nasapeH
noteHumMan n dupmaTta e 3auMHTepecoBaHa
Aa UM ocurypy ctabunHo npucbCcTBME B

NPOAYKTOBUSA MUKC. MapkeTuHrosaTa
cTparterusd 3a npoaykturte "3Be3gn”
akueHTupa BbpXYy No-HATATbLUHOTO

paswupsBaHe Ha nasapHus OAn 3a cMmeTka
Ha npuBNUYaHe Ha HOBUTE noOTpebuTennu,
KOUTO Ce BKMYBaT B paswmpsasBawims ce
nasap. MapkeTuHroBata cTparterus e
ycnewlHa, Korato ocurypsisa npeBpbLiaHeTo
Ha BcdKa"3Be3ga'B "AovHa Kpasa".

* [Mpoayktn "OONHU KpaBW” - Te MMaT BUCOK
nasapeH an Ha nasap, KOMTO Beye e crpsn
Aa pacte, Ho ce e crabunuampan npu
AOCTaTbYyHO BMCOK 0Bem Ha npopaxbure.
"[dovHNTE KpaBW" ca HanW-NoNes3Hn 3a
dmpmaTa, 3alloTO ocurypsaBaTt Hau-ronisima
mMaca nedanba. He ce HyxgasTt oT ronemu
pa3xoaM 3a peknama M CTUMynupaHe Ha
npoaaxbuTe, T.K. ca yTBbPAEHM Ha Nasapa u
HAMa HOBM noTpebutenu, kouto aa Gvaar
npuBnuyanun. [MpounsBoacTBeHUTE pasxoam

The market determines the growth
dynamics in the volume of sales of a
product to a specific target market.

Market share determined share of
the company's sales in the total
sales volume of a product to a
specific target market.

Depending upon the ratio of the
values of the two indicators products
are divided into four types:

* Products "stars" have pre-high
market share perspective,
developing market. This products
have higher profit margins, good
market potential and the company is
interested to provide them with a
stable presence in the product mix.
The marketing strategy for products
"stars" focuses on further expansion
of market share at the expense of
attracting new users to be included
in an expanding market. The
marketing strategy is successful
when it provides conversion of any
"star" to "cash cow."

» Products "cash cows" - they have
a high market share in a market that
has already stopped growing, but
has stabilized at a high enough
volume of sales. "Cash cows" are the
most beneficial to the company
because they provide the greatest
mass profit. Do not require large
expenditures on advertising and
sales promotion, since validated the
market and no new users can be
attracted. Production costs are
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BeYye ca ONTMMU3MPaHM, 3alloTo nepuoabT
Ha NPOM3BOACTBEHO YCBOSIBAHE € OTMUHANM U
HeobxoanmnTe KOHCTPYKTUBHM 7
TEXHOMOIMYHN TMNPOMEHM Cca HanpaBeHMW.
Yeunuarta TpsbBa ga ce  KOHUeHTpupar
BbpPXY 3anas3BaHEeTO Ha nasapHus Osn, vpes
6opba c upmeHnTe KOHKypeHTU. CunHm

cpeancrtea B Tasu 6opba ca
mMoaudmumpaHeTo Ha npoaykTa,
yBenMyaBaHeTo Ha obema n

pasHoobpas3siBaHETO Ha  ycnyraTa Ha
KNMUeHTa, KOCBEHOTO HamMarsiBaHe Ha LieHuTe
ype3 npegocTtaBdHe Ha  AOMbIHUTENHU
6eannaTtHn ycnyrmn u gp. MNMpoayktute "0onHu
KpaBu" TpsibBa 4Oa wmMaT  Han-BUCOKO
OTHOCUTENHO TEerno B NPOAYKTOBUA MMUKC,
3aW0TO C 4acT OT nedvanbarta OT TsAxHaTa
peanu3auna ce duHaHcupaT pasxoguTte 3a
noaaobp)XaHeTo Ha npoAyKTuTe'Bbnpocu™m
3a pa3BUTMETO Ha NpoaykTuTe "3Be3an”.

* [poayktn  "BbMpocu” MMaT  HUCHK
nasapeH O4n B yCroBuaTa Ha pas3BuBalLl ce n
nepcnekTueeH nasap. Yact ot "Bbnpocu”
MoraT ga ce npeBbpHaT B "3Be3an”, ako ce
OTKPUAT U OTCTPAHAT NPUYMHUTE 3a HUCKaTa
MM KOHKYypeHTHO-cnocobHocT. Te moraT fa
O6baaT CBbp3aHW, KaKTO C XapaKTepPUCTUKUTE
Ha camuTe NPOAYKTU, Taka U C YCroBuATa, B
kouto paboTn dwmpmata, U C HenHute
NPOM3BOACTBEHN n MapKeTUHIroBu
Bb3MOXHOCTU. [NogabpkaHeTo Ha "Bbnpocu’”
€ CBbpP3aHO CbC 3HAYUTESTHN OOMbIHUTENHN
pa3xoan. Bbnpekn toBa He ce npenopbyBa
Te Ja ce M30CTaBAT, Npeau Oa ce JoKaxe

obekTuBHaTa HEBBb3MOXHOCT 3a
npeeBpbLAHETO UM B "3Be3an”. B npoTuBeH
cnyyamn dupmaTa npornycka LueHHa

Bb3MOXHOCT aa ce HacTaHu Ha
nepcnektueeH nasap. [logabpxaHeTo Ha
"BbMNpocn” e orpaHu4eHo OT pecypcute, C
Kouto pasnonara dupmara. Hawn-o6uwo
npaBuno e, 4e 6posaT Ha "BbApocu" He
TpsibBa ga 6bage no-ronsm OT 6pos Ha
"3Be3auTe"unn Ha "gonHUTE Kpasun'™.

* [lpoaykTn "Kyyeta" - UMaT HUCHLK NasapeH

already optimized because the
period of production utilization is
over and the necessary constructive
and technological changes are
made. Efforts should concentrate on
maintaining  market share by
combating corporate competitors.
Strong tools in this struggle are
modifying the product increased
volume and diversification of service
to the customer, indirect price
reduction by providing additional
frees services and more. Products
"cash cows" should have the highest
density in the product mix, because
a portion of the profits from their
realization finance the cost of
maintaining the products' issues "and
the development of products” stars ".
e Products "questions" have pre
low market share in Slovenia on
developing and promising market.
Chast of "questions" can become
"stars" if you identify and remove the
causes of their low competitiveness.
They can be connected, as the
characteristics of the products
themselves, as well as the conditions
in the which the company operates,
and its manufacturing and marketing
capabilities. Maintaining the "issues"
involves significant additional
expenditure.  However, is not
recommended they be abandoned
prior to proving the objective
impossibility of turning them into
"stars". In Otherwise, the company
missed a valuable opportunity to
settle a  prosperous  market.
maintaining the "issues" is limited by
the resources available firmata.Nay
general rule is that the number of
"issues” should not be greater than
the number of "stars" or"cash cows'."
* Products "dogs" - have a low
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0san B nasap, KOWTO He ce pa3BuMBa,
ctabunmanpaH € Ha HUCKO paBHULLE Ha
obema Ha npogaxbute M TeHAEeHUUUTE KbM
Nno-HaTaTblUHO HamansiBaHe Ha npogaxouTte
B MepcrnektMBa ca ACHO u3paseHu. Hapuuar
M "KyyeTa”, 3aW0TO m3sxaart nevyanbarta ot
"3Be3guTe"n'gonHnTe kpasu”, 6e3 ga uma
BEPOSATHOCT HHAKOra fa ce npeBbpHaT B
nevyenuelIM NpoaykTu. [lpucbcTBMEeTO Ha
"KyyeTa'B NpPOAYyKTOBUA MWKC e
HeXxenatenHo, HO HsaAMa dupma, KoATO €
ycnana HanbfHO da ce cnacum OT  TsX.
[MosiBaTa Ha "kyyeTa” B NpOOYKTOBUS MUKC €
HOpManHa, Korato B pes3ynTtaT Ha npoMsHa
Ha nasapa nnm HamansiBaHe Ha
KOHKYpeHTHOCnocobHoCTTa Ha  dhupmarTa,
HAKOM OT npoaykTute" [OOoWHW Kpasu'n'"
BbMpocu'ce npespbLiaT B "KyyeTta’. B TO3M
cnydanm e Heobxoaumo dupmata ga ru
n3Bagn OT CBOHA [MPOOYKTOB MWKC BbBB
Bb3MOXHO Han-KpaTbK CPOK. HeonpaBgaHo e
BHeOpsABaHETO Ha  "Ky4yeTa"kato  HOBU
NPOAYKTU B NMPOAYKTOBUSA MUKC.

TbW KaTO NPOAYKTOBUSA MUKC € OMHaMU4YHA
KaTteropusi, Ton TpssbBa HenpekbCHATO Aa ce
pa3BMBa M agantvpa KbM MNPOMEHUTE Ha
LuenesuTe nasapu 1 Ha gpyrute KOMMOHEHTU
Ha genosarta cpega. ToBa Hanara CUCTEMHO
OCbLLIECTBABAHE Ha NpoLeC Ha NPoayKToBa U
nasapHa gmsepcudunkaums.

lMpogykToBaTa n nasapHara
AvBepcudukaumna morat ga ce peanusumpar C
NnoMoLLTa Ha YeTUPU OCHOBHW CTpaTeruu:

Cxema Ne2
Matpuua "lMpoaykT-nasap'/MaTpuua Ha AHcodp/

market share in a market which is
not developed, stabilized at a low
level of sales volumes and trends to
further reduce sales outlook clearly
expressed. Narichat them "dogs"
because they eat profit by "stars"
and "dairy cows" not likely to ever
become profitable products.
Prisastvieto of "dogs" in the product
mix is undesirable, but there is no
company that has managed to
completely escape from them. The
emergence of “dogs" in the product
mix is normal, as a result of the
change in the market or reduce the
competitiveness of the company,
some of the products "cash cows"
and "issues" become "dogs" .In this
case the company to get them out of
their product mix in the shortest
possible time. Neopravdano is the
introduction of "dogs" as new
products in the product mix.

Since the product mix is dynamic
category, it must constantly evolve
and adapt to changes in target
markets and other components of
the business environment. This
requires a systematic
implementation process of product
and market diversification.

Product and market diversification
can be achieved with the help of four
main strategies:

Scheme Ne2
Matrix "Product-Market" /Matrix Ansoff/

Masap market

ctap old

HOB new

Mpoaykr cTtap lNpoHnkBaHe Ha nasapa

[OvBepcndmkaums Ha nasapa

Product diversification

product old Market penetration Market penetration
HOB [OnBepcundmkaums Ha MpoaykToBO-NasapHa
new npoaykTa aneepcudmkauus

Product-market diversification
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3a aa ns3bepem KOHKYpEeHTHa
MapKeTUHroBa cTparterusi, Tpsbsa NbpBO Aa
ce 3arno3Haem c 0CobGeHOCTUTE Ha YeTupuTe
cTpartermu.

Crtpartervs 3a passButne Ha NpoOAyKTOBMS
MUKC 4Ype3 npoOHMKBAHe Ha Mnasapa B
AbnboynHa ce npunara, Korato NpoAayKTute
He ca HaBnesann BbB (asata Ha
CcTapocTTa 1 nasapbT MMa BMCOK NoTeHumarn.
Llenta e pa ce paswupu nasapHUST
aoan, ©6e3 pa ce CMeHAT nasapbT U
NPOAYKTUTE, @ Ype3 NpMBMMYaHe Ha YacT oT
KNMEHTUTE Ha KOHKypeHTuTe. [lpenopbuyBa
ce Ja He ce TbpCcuM MOBULIABAHETO Ha
KOHKYPEHTHOCNOCOBHOCTTa camo Ha
OoCHOBaTa Ha efuH akTtop, a HoBUTe
notpebutenn ga ce  npuBAMYaTr  C
KOMMMEKCHO MapKeTMHIOBO Bb3AENCTBUE
(pa3HoobGpa3sBaHe Ha acopTUMEHTa C HOBU
mMoamMduKauuKn, KOHKYPEHTHU  LEeHu, no-
LUMPOKa rama oT YCNyru, U3rogHyn CXeMu Ha
nnawaHe 3a KnneHTa u T.H.).

M3nonsBaHa nuTtepartypa:

To choose a  competitive
marketing strategy, we must first
get acquainted with the peculiarities
of the four strategies.

Strategy for development of the
product mix by market penetration
in depth apply where the products
are not entered in the phase of
old age and the market has a high
potentsial. The aim is to expand
market share without changing
markets and products, and by
attracting some of
customers  konkurentite. It is
recommend not seeking raising
competitiveness based only on one
factor, but new users to attract a
complex marketing impact
(diversification of the assortment
with new modifications, competitive
prices, wide range of services,
affordable payment plans for
customers, etc.).
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