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Abstract

In the course of the evolution of financial management objectives, the organizations have undergone
significant changes over the past decades, both from the establishment of financial control, the establishment of
operational and organizational control, operational improvement (business process reorganization), to the formation
of a new model for increasing efficiency.

Operational financial decisions taken by the distribution company are aimed at solving tasks such as:
assessing and maximizing the value of business, reorganizing the company and ensuring long-term financial
planning, working capital and cash flow management, and providing timely information on decision-making for
diagnosing and identifying financial improvement of the company.

This work considers the development and implementation of the entire complex of operational financial
solutions in the management of the product range of the organization.

The paper analyses the types of financial solutions and market strategies illustrated by an example of
product assortment management at a distributor company using modern methods of market positions diagnosing and
financial instruments.

The studied approaches in the pricing and product range management of the company in question are
considered taking into account the sales volume and the final margin profit based on the “Marcon” matrix, which
allows to assess the success / failure of individual products and adjust the assortment policy. The main stages of the
matrix construction are considered in the paper: the creation of a database, the definition of binary codes
characterizing the economic result, the construction of the "Marcon" matrix for the analysis of homogeneous groups
of goods, the determination of the position of goods in homogeneous groups, the analysis of the position of
assortment positions, and the decision-making based on the analysis.

The analysis carried out by the financial service of the company is the source of basic information for the
sales department, whose management takes fully weighted decisions regarding the marketing support of the goods.

The analysis of Delta's product range illustrates graphically the effectiveness of the presented approach in
making decisions on managing working capital and cash flows of the company, which at the present stage is a key
factor in the company's competitiveness on the market.

Keywords: financial management, financial solutions, distribution, product assortment, price formation,
Marcon matrix, marginal profit

1. Introduction

In a market economy, the state is not responsible for business performance of economic entities. In
this regard, one of the most important tasks of businesses is to ensure effective financial
management. This requirement is put forward as the most important for companies applying for
authorization as an official importer and distributor. The recipient of such rights from brands well-
known in the global market must ensure professional application of a wide range of financial
instruments for successful promotion of the proposed product range.
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2. Degree of investigation of the problem at present, aim of research

The company Delta, considered by us, is a distributor of a number of well-known brands
represented on the territory of the Republic of Moldova. The company considers its financial
activities proceeding from the logic of developing financial management objectives, including the
establishment of control over commodity and financial flows (including the establishment of
operational and organizational control), the formation of a new holistic approach to improving the
effectiveness of financial activities aimed at sustainable behavioral changes of Delta.

The purpose of research is to conduct an analysis of the company's policy in the field of pricing
and product range management using the Marcon matrix as a toolkit and to develop some
recommendations for improving the efficiency of operational financial decisions on the product
range of the Delta distribution company.

3. Methods and materials applied. Results obtained and discussions

Strategic: how to evaluate and maximize the value of a business by means of financial and non-
financial solutions; how to create a tree of goals and reorganize a company; how to ensure long-
term financial planning and growth. Financial management of an organization provides a forecast
when adopting one or another strategy/tactics to solve strategic issues. Methods for strategic
analysis of the company's development are known marketing techniques: SGM (sustainable
growth matrix), FSM (financial strategies matrix), and DuPont model [2].

Operational solutions: for floating capital and cash flow management; income and expenses
management; ensuring liquidity and solvency.

Methodical techniques for operational analysis of the company include: Marcon matrix, ABC
matrix, BCG matrix [1].

Financial solutions: solutions involving search of financial resources at acceptable cost; solutions
for optimization of capital structure; for capitalization and dividend policy.

Investment solutions: involving decisions on capital investments and selection of perspective
types of assets; portfolio (projects) management; management of project and financial risk.

Analytical solutions: how to support the decision-making process with adequate information; how
to carry out diagnosis and identify ways of financial recovery. An analytical approach helps to
identify problems associated with the profitability (efficiency) of the capital used, as well as an
indicator of the business monetary return.

Based on the types of financial solutions described above and applied by businesses, we would
like to focus on operational solutions and illustrate their effectiveness by example of Marcon
matrix application for analysis of the product assortment of Delta company. Since 2007, Delta
company (The Republic of Moldova) is the exclusive importer and distributor of cosmetics of
global brands. Initially, the product portfolio included: decorative cosmetics, mass market
cosmetics, middle market cosmetics and cosmetics for beauty salons.
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The status of general distributor and official importer does not guarantee competitive advantages
for the company, because most of the consumer market regards price as a motive for buying rather
than quality and authenticity of the products. As a result, most of the budget for the promotion of
goods "goes" to the regions and the release price from the importer's warehouse is formed within
the cost of production. Using a competitive price formation strategy, the company retains its
positions throughout the territory of Moldova. When making decisions on pricing and product
promotion, the company takes into account the terms of contracts with supermarkets, in
accordance with which the level of trade margin remains unchanged, regardless of the market's
sensitivity to the price. Thus, all costs for product promotion and pricing are borne by the
distributor; the decrease in the release price from the warehouse by the distributor does not ensure
a reduction in the final price for products, because, in accordance with the concluded contracts, the
intermediary shop retains its retail margin regardless of the situation on the market. Such a
"winning" position of supermarkets is possible due to the oversaturation of the market with
competitive goods. Another factor that significantly influences the choice of strategy of price
formation is the supplier's binding of the purchase price to the exchange rate, which is quite
unstable in the Republic of Moldova, which also predetermines the need for variation and
adaptation of prices to the market of Moldova.

In order to make key decisions in the sphere of price formation and management of the product
assortment of Delta company, taking into account the volume of sales and the final marginal profit,
the authors resorted to the use of Marcon matrix, which helps to assess the success / failure of
individual products and adjust the assortment policy.

After decomposition of the assortment according to the matrix, the goods are named: white giants;
red giants; white dwarfs; blue dwarfs; satellites; black holes.

Three parameters are used to construct the Marcon matrix [3]:
1. Total gross margin, marginal revenue or marginal profit (MCA):
MCA = PxQ-CxQ (1);
where:
P — unit price;
C — average variable costs per unit price;
Q — number of units sold.
2. Gross margin per commodity unit (MCU):
MCU=MCA/Q (2).
3. Gross margin percentage (MCI):

MCI=MCA/ (PxQ) (3).

To build a matrix, one needs to go through several stages:

1. Compilation of database.
Definition of binary codes characterizing the economic result.
Construction of Marcon matrix for analysis of homogeneous groups.
Determination of products positions in homogeneous groups.
Analysis of positions of assortment items.
Decision-making.

o gk wh

97



ISSN 2345-1424

http://jrtmed.uccm.md

E-ISSN 2345-1483

The first stage: compiling a database for the reporting period (2016) (Table 1).

Table 1. Basic data on commodity groups of Delta company for the year 2016

C-

nu?n ber | e hes ml\g(r:gliJnal s?l/la?e! of

Item of units P N O | el margl_nal profit marginal

(pcs) HCE () COStS. Bl per unit | profitin

sold pe;€u)n|t © price the price

1 | Deodorants 76 052 1.65 1.23 31732 0.42 25.31%
2 | Decorative cosmetics 1 13374 8.22 6.60 21585 1.61 19.64%
3 | Decorative cosmetics 2 29938 4.10 3.16 28 051 0.94 22.85%
4 | Hairdye 1 166 499 1.64 1.32 53 384 0.32 19.60%
5 | Hair dye 2 66 327 1.98 1.60 25179 0.38 19.21%
6 | Hairdye 3 9136 3.32 2.65 6 085 0.67 20.08%
7 | Hair dye 4 13 586 4.79 3.99 10 884 0.80 16.71%
8 | Hairdye5 11 279 4.46 3.10 15 343 1.36 30.50%
9 | Hair dye 6 3798 6.13 4.97 4 389 1.16 18.85%
10 | Men's series 1757 4.40 3.47 1628 0.93 21.05%
11 | Solar series 9682 6.11 4.80 12 695 1.31 21.46%
12 | Hair stylers 4424 2.26 1.86 1798 0.41 17.95%
13 | Hair care products 1 80 691 2.57 2.07 40 147 0.50 19.40%
14 | Hair care products 2 42 757 2.04 1.64 17 214 0.40 19.73%
15 | Hair care products 3 53531 154 1.27 14 534 0.27 17.66%
16 | Face care products 1 18 600 5.52 4.43 20 305 1.09 19.79%
17 | Face care products 2 48 678 2.82 2.23 28 603 0.59 20.84%
18 | Body care products 1971 241 1.97 849 0.43 17.90%

In addition to the data presented, the information is also estimated regarding the shares of sales (in

sales and profit) of the above mentioned product groups (Figures 1, 2).
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Figure 1. Sales structure of Delta company in 2016 (units)

98




ISSN 2345-1424 http://jrtmed.uccm.md E-ISSN 2345-1483

® Hair dye 1
= Hair dye 2

Hair dye 3
Hair dye 4

7%

~
V

= Hairdye 5

= Hair dye 6
® Hair care product 1
m Hair care product 2
: 2% )
® Hair care product 3
4%
= Deodorant
m Face care product 1

2%
m Face care product 2

Decorative cosmetic 1
Decorative cosmetic 2

Other

Figure 2. Sales structure of Delta company in 2016 (euro)

At the second stage of the matrix construction, binary codes are assigned (1" or "0") to products
relative to the weighted average for all groups, where "1" means "profit" and "0" means "loss".
The "0" code is assigned if the value for a product shown in Figure 1 is less than the average value
for the entire assortment, otherwise code "1" is assigned. This condition must be applied to all
values, this can be illustrated by an example of "Hair dye 1" item (Table 2):

Table 2. Table with assigned binary codes to commodity groups of Delta company

Item MCA | MCU | MCI Q P C AUl | QPC
Hair dye 1 1 0 0 1 0 1 100 | 101

The third stage: constructing matrix for analysis of homogeneous groups. Here the obtained values
shall be inserted from Table 2 into the Marcon's grid (Figure 3). The obtained data are fit into the
matrix (Figure 4).

White giants: - face care products 2 — profit share 8.55%, margin 20.84%.

Products with stable / growing demand bringing the main profits to the company thanks to high
sales and high gross margin. These products are self-repaying, which profit is used to develop
sales of other products, as well as to support those that lag behind.

Red giants: hair care products 1 — profit share 12.01%, margin 19.40%; deodorants — profit share
9.49%, margin 25.31%; hair dye 1 — profit share 15.96%, margin 19.60%; hair dye 2 — profit share
7.53%, margin 19.21%.

These products are also characterized by great "energy" although relatively less than that of "white
giants". They bring a large share of profits. However, these products are not at the stage of growth,
but at the stage of maturity. These products are self-repaying. If a company does not monitor the
cost and does not expand the purchased assortment of a "red giant™, than it can turn into a "black
hole" over time.
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The fourth stage: determination of products' positions in homogeneous groups.

Blue dwarfs: decorative cosmetics 2 — profit share 8.39%, margin 22.85%; face care products 1—
profit share 6.07%, margin 19.79%; decorative cosmetics 1— profit share 6.45%, margin 19.64%.

Products characterized by significant profitability, but with low sales. This is the sale of upscale
goods with high quality (high prices and variable costs, but low demand).

White dwarfs: hair dye 5 — profit share 4.59%, margin 30.50%; solar series — profit share 3.80%,
margin 21.46%; man's series — profit share 0.49%, margin 21.05%; hair dye 3 — profit share
1.82%, margin 20.08%; hair dye 6 — profit share 1.31%, margin 18.85%; hair dye 4 — profit share
3.25%, margin 16.71%.

Products have a certain margin of profitability, but still or no longer bring significant revenue.
Decrease in profitability leads to the "white dwarf" conversion into "satellite”, while in case of
errors in assessing the product's potential and in the absence of cost control it turns into "black
hole". With more successful development, depending on the type, "white dwarf" can become a
"red giant” or a "blue dwarf".

Satellites: hair stylers — profit share 0.54%, margin 17.95%; body care products — profit share
0.25%, margin 17.90%.

Products do not bring high profits because they are not bought in large volumes. Often these
products are "unpromising” in terms of profit, but necessary for the company for some other
reasons (prestige, advertising, traditions, social significance).

Black holes: hair care products 2 — profit share 5.15%, margin 19.73%; hair care products 3 —
profit share 4.35%, margin 17.66%.

This is a product that absorbs a large amount of resources, but does not bring returns in the form of
gross margin. Such products must either be abandoned, or, if they still have sales potential, their
profitability must be increased to convert them into supernovae "hot stars".

The fifth stage: analysis of the position of assortment items according to the above characteristics.
The author conducted an analysis of the product groups, taking into account the extent to which
the sales of the product group should grow so that the marginal profit would not decrease, if the
price is lowered by n%.

This can be illustrated by an example of "Hair dye 1" item (Table 3).

Table 3. Analysis by product group "Hair dye 1"
Item Q MCA MCU MCI
1 | Hair dye 1 166 499(un) 53 384(¢€) 0.32 19.60%

Lowering the price by 5% gives the margin (MCI) 14.60%; hence, the profit per unit (MCU) will
fall to 0.23 euros. In order to maintain marginal profit (MCA) for the group, it is necessary to
increase sales in units by 41.1%.
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4. The recommendations for product assortment

Such an analysis carried out by the company's financial service is the basic information for the
sales department, which management makes detailed balanced decision regarding the marketing
support of products (decision on assortment, price, promotion and distribution). Based on the
analysis performed, the following approaches are recommended for the product assortment
management (Table 4).

Table 4. Recommendations for product assortment management in Delta company

ltem Recommendations and Comments

1 2 3

1 | Face care products 2 White giants. The supplier lowered prices for some products, and raised
prices for others; the company did not change prices. Average margin has
not changed.

Recommendation — adjust prices in accordance with competitors' prices.

2 | Hair care products 1 Red giant. Recommendation — do not change prices to avoid drop of
sales and marginal profit.

3 | Deodorants Red giant. The supplier lowered prices for some products, but the
company did not.

Recommendation — possibly lower prices by 2%, if sales can be increased
by 15%, if growth is not possible — prices shall not be changed!

Perform promotional activities using marketing budget to increase sales.

4 | Hair dye 1 Red giant. Recommendation — do not change prices to avoid drop of
sales and marginal profit.
5 | Hair dye 2 Red giant. Very near to a "black hole".

Recommendation — raise the price by 3-5%. A drop in sales (in pcs) by
15% is allowed at 3% rise, by 20% at 5% rise.

6 | Decorative cosmetics 2 | Blue dwarf. Recommendation — do not change prices; rising of prices
will lead to sales drop, while lowering prices will mean the need to
increase sales by at least 20%.

7 | Face care products 1 Blue dwarf. Recommendation — since the product is in VIP zone, adjust
prices in accordance with competitors' prices.

8 | Decorative cosmetics 1 | Blue dwarf. Recommendation — since the product is in VIP zone, adjust
prices in accordance with competitors' prices.

9 | Hairdye5 White dwarf. Recommendation — do not change prices; lowering prices
by 5% will mean the need to increase sales by at least 27% to reach the
profit of 2016.

10 | Solar series White dwarf. Sales increased significantly (seasonal product).

Recommendation — do not change prices, rising prices will mean drop in
sales, while price lowering by at least 2% will necessitate increase in
sales by at least 15%.

11 | Men's series White dwarf. After price increase, sales fell sharply.

Recommendation — lower prices by 3%, sales shall be increased by at
least 15%, if growth is not achieved — withdraw from assortment of
products.
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1

2

3

12

Hair dye 3

White dwarf. After price increase, sales fell slightly.
Recommendation — do not change prices. Increase sales.

13

Hair dye 6

White dwarf. After price increase, sales fell.
Recommendation — do not change prices. Increase sales.

14

Hair dye 4

White dwarf. Prices were not raised. Sales dropped.
Recommendation — rise prices by 5% => convert to VIP. A drop in sales
(in pcs) by 15% is allowed.

15

Hair stylers

Satellite. After price increase, sales fell slightly.

Recommendation — rise prices by 5%. In case of sharp drop in sales
withdraw from assortment of products. A drop in sales (in pcs) by 15%
is allowed.

16

Body care products

Satellite. After price increase, sales fell sharply.

Recommendation — lower prices by 3%, sales shall be increased by at
least 15%, if growth is not achieved — withdraw from assortment of
products

17

Hair care products 2

Black hole. Sales are high, but the profit per pcs is low.
Recommendation — rise prices by 5% to get out of "black hole". A drop
in sales (in pcs) is allowed by 20%.

18

Hair care products 3

Black hole. Sales are high and did not fall. But profit per product unit is
low, since high sales are achieved by means of stimulation of customers,
average discount is 4.5%.

Recommendation — rise prices by 5%, or provide discounts through
promotions covered by marketing budget to get out of "black hole”. A
drop in sales (in pcs) by 20% is allowed.

5. Conclusions

Thus, the following decisions are advisable based on the above recommendations: maintaining the
established price level; product offers shall be accompanied by active advertising and promotion
(if price lowering is recommended), namely:

e prices for products which fell into the "white dwarfs" category shall be changed according to
recommendations, except for products for which price lowering is possible;

e concerning products that fell into the "black hole" category it was decided to negotiate with
the supplier about additional discount or about additional support of advertising actions;

e concerning "satellite” products the decision was made to withdraw them from the assortment.

Analysis of Delta company's product assortment clearly illustrates the effectiveness of presented
approach in making decisions on the management of floating capital and cash flows that is a key
factor in the company's competitiveness in the market nowadays.
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Rezumat

Pe parcursul evolutiei obiectivelor managementului financiar, organizatiile au suferit schimbdri
semnificative in ultimele decenii, atdt de la stabilirea controlului financiar, stabilirea controlului operational si
organizational, imbunatatirea operationala (reorganizarea proceselor de afaceri), pana la formarea unui nou model
de cregstere a eficientei.

Deciziile financiare operationale, luate de compania de distributie, vizeaza rezolvarea unor sarcini precum:
evaluarea si maximizarea valorii afacerii, reorganizarea companiei §i asigurarea planificarii financiare pe termen
lung, gestionarea capitalului circulant si a fluxului de numerar, precum si furnizarea oportund de informatii pentru
luarea deciziilor privind diagnosticarea si identificarea cdilor imbundtatirii situatiei financiare a companiei.

Lucrarea in cauza are ca scop abordarea crearii si implementarii tuturor deciziilor financiare operationale
necesare gestionarii sortimentului de marfuri in cadrul organizatiei.

In articol sunt analizate tipurile solutiilor financiare si strategiilor de piata utilizate, avind ca exemplu
gestionarea unui sortiment de marfuri al unei companii de distributie cu utilizarea metodelor moderne de
diagnosticare a pozitiilor de piata si a instrumentelor financiare.

Sunt analizate abordarile in domeniul stabilirii preturilor si gestionarii sortimentului de marfuri, avind in
vedere volumul de vanzari si profitul marginal total bazat pe matricea ,,Marcon*, care permite a evalua succesul /
non-succesul mdrfurilor concrete si de a ajusta politica de sortiment. In lucrare sunt analizate principalele etape de
constructie a matricei: formarea unei baze de date, identificarea codurilor binare ce caracterizeazd rezultatul
economic, construirea matricei ,,Marcon* pentru analiza grupurilor omogene de marfuri, determinarea pozitiei
marfurilor in grupurile omogene, analiza situatiei pozitiilor sortimentale, luarea deciziei in baza analizei efectuate.

Efectuarea unei astfel de analize de catre serviciul financiar al companiei este sursa informatiilor de baza
pentru departamentul de vinzari, conducerea cdreia ia decizii pe deplin ponderate cu privire la suportul de
marketing al marfurilor.

Analiza sortimentului marfar al companiei "Delita” ne prezintd eficacitatea abordarii prezentate in luarea
deciziilor privind gestionarea capitalului circulant si a fluxurilor de trezorerie ale companiei, care in prezent este un
factor cheie al competitivitdatii firmei pe piata.

Cuvinte-cheie: management financiar, solutii financiare, distributie, sortiment de marfa, formarea pretului, matrice
“"Marcon”, profit marginal

Annomauusn

B npoyecce ssomoyuu yeneil ynpaeienus QuHancamu opeaHuzayuu 3a NOCAeOHUe OecAmuienmus
npemepnenu Cyujecmeertbie U3MEeHeHUs, O YCMAHOBIeHUs (QUHAHCO8020 KOHMPOJISL, YCMAHOBIEeHUs ONEePAYUOHHO20
U Op2aHU3AUUOHHO20 KOHMPOTs, ONEPAYUOHHO20 COBEPUICHCMBOBAHUS (peopeaHu3ayus OusHec-npoyeccos) 00
Gopmuposanus HOBOU MOOeIU YEeTUYEeHUS IPDEKMUSHOCTU.

Onepayuonnvie uHancosvie peuienus, NpuHuMaemvle OUCMpPUdBLIOMOPCKOU KOMNAHUEU, HANpasienbl Ha
pewienue maxkux 3a0ay KAK: OYEHKA U MAKCUMU3AYUS CMOUMOCMU OusHecd, peopeanu3ayus KOMHAHUU U
obecneueHue 00120CPOUHO20 PUHAHCOBO20 NIAHUPOBAHUA, YNpABNeHUe 0OOPOMHBIM KANUMALOM U OEHeHCHbIMU
nomokamu, a makdce obecneueHue C80EBPEMEHHOU UHGOpMayuel NpuHsmue peulenuti no NPoeedeHuUIo
OUACHOCIUKY U GbIAGILEHUI0 NyMell (PUHAHCOB020 0300POBNIEHUSL KOMIAHUU.

Jannas paboma paccmampueaem paspabomky u 6HeOpeHuUe 8ce20 KOMNIEKCA ONEPAYUOHHBIX QUHAHCOBbIX
pelieHull npu YnpasieHul moeapHuLM acCoOPMUMEHmMoM OP2aHU3AyUL.

B cmamve paccmampuearomes 6udvl QUHAHCOBbIX peuteHull U NPUMEHSEMbIX DbIHOYHBIX cmpamecull Ha
npumepe ynpagieHus mosapHviM ACCOPMUMEHMOM OUCMPUOLIOMOPCKOU KOMAAHUU C UCNOIb308AHUEM COBDEMEHHBIX
MEMO008 OUASHOCIUKYU PLIHOYHBIX ROZUYUL U (PUHAHCOB020 UHCTNPYMEHMAPUSL.
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Ipoananusuposanvr nooxoodsi 8 cgepe YeHOOOPA308aHUA U YHPABIEHUL MOBAPHLIM dACCOPMUMEHINOM
paccmampusaemou upmsl ¢ yuemom 0o6vema npooaxc u umo2080U MAPICUHATLHOU NPUOBLIU HA OCHO8E MAMPUYbI
«Mapxowny, Komopas nosgoisem OYeHUms YCNeUHOCb/HeYCRewHOCMb  OMOeIbHO  83AMbIX  MO08APO8 U
CKOPPEeKmupo8amys  accopmumMenmuylo noaumuxky. B pabome paccmompenvl ocHosHble >manvi nocmpoeHus
mampuywvl: dopmuposanue 6azvl OAHHLIX, OnpedeneHue OBOUYHBIX KOO0, XAPAKMEPUIYIOWUX IKOHOMUUECKUL
pesynbmam, nocmpoenue mampuysl «Mapkony 0151 ananusza 0OHOPOOHBIX SPYNN TOBAPO8, ONpedeleHue NOAONCEHUS
moeapa 6 0OHOPOOHBIX ZPYNNAX, AHANU3 NOLONCEHUS ACCOPMUMEHMHBIX NOUYUL, NPUHAMUE PeuleHUll Ha OCHOGe
NnpOBeOeHHO20 aHAU3A.

Ilposedenue nodobHo2o amanuza QUHAHCOBOU CAYIHCOOU KOMNAHUU AGIAEMCA UCHOYHUKOM 0A3080U

unopmayuu 0 omoera npooadxtc, PyKo8OOCMBO KOMOPO2O NPUHUMAEN BCECOPOHHE 636EUleHHbIE pPeUeHUs
OMHOCUMENbHO MAPKEMUH208020 CONPOBONHCOCHUS MOBAPA.
IIposedennvili ananuz MosapHO20 AccoOpmuMenma KOMNanuu «/lenvmay Ha2iaoHo uiiocmpupyem 3@@exmusHocms
NpeoCcmasieHH020 N00X00d 8 NPUHAMUU peleHUll No YNPAeieHUul0 O0DOPOMHbIM KANUMAIOM U OeHe’CHbIMU
NOMOKAMU KOMAAHUU, YO HA COBPEMEHHOM 3mane 8biCmyndem KiYe8biM QaKxmopom KOHKYPEHMOCNOCOOHOCU
@upmvl Ha puiHKe.

Knrouesvie cnosa: gpunancosoe ynpasienue, PuHAHCO8bIE peuteHust, OUCPUObIOYUS, MOBAPHbIIL ACCOPMUMEHM,
yenoobpazosanue, mampuya «Maprony, mapoicunanvbras npubdbLLL
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