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Abstrat The paper presents the urrent state of researh in ategory man-

agement �eld based on strutured literature review and de�ned three main

domains for further researh development. The �rst domain devoted to vari-

ety of marketing tools widely used in ategory management, their usability

and e�etiveness. The seond analyzes retailer-supplier relationships in CM

proess. The third one onsiders the impat of CM praties on stakeholders

while game theory is the key tool here for analysis.
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1. Introdution

Category management (CM) as a new approah to retail sales management emerged

in the early 1990s as a result of the ECR onept development. Traditionally the

joint work of Proter & Gamble and the world's largest retailer Walmart in the

1990s is onsidered as the �rst CM ase (E.C.R. Rus, 2009, p. 2). This projet

�rst time presented the idea of joint management of a ategory by a retailer and a

supplier based on the assumption that a supplier knows onsumers of goods of his

ategory better, and therefore understands what they need.

After that ideas of ategory management have been atively spreading on the

market and researh ompanies are atively involved in suh projets. So starting

from 1992 the onsulting literature on this topi has evolved presenting many of

its theoretial foundations (Nielsen, 1992; Kurt Salmon, 1993). These works mainly

have a pratial orientation and foused on the development of a pratial method-

ology for onduting ategory management projets, methods for evaluating its

e�etiveness and the tools used in them.

In 1994 the work of E. MLaughlin and G. Hawks (MLaughlin and Hawkes,

1994) an attempt was made for the �rst time to assess the distribution of ategory

management, its future development prospets and existing and potential di�ulties

of its implementation based on a survey of players in the US retail market. The

results of surveys ited by researhers showed that, despite of the generally exellent

awareness of �rms about the new pratie of sales management, only a small part of

them managed to put this priniple into pratie. Among the fators that prevented

the implementation of the new approah were, among other things, the limitations

of information tehnologies, the need for employee training and, importantly, the

lak of veri�ation of the onept itself.

Thus also the onept of ategory management, suesses and failures of joint

projets of retailers and manufaturers were atively disussed in this �eld on the

pages of the Amerian and European industry press (see, for example, Amerian

newspapers and magazines Progressive Grosser, Disount Merhandiser, Conve-

niene Store News or the British magazine The Grosser).



296 Alina Ruheva

However the CM has beome an objet of lose attention of the researhers

only in the late 1990s, when the �rst oneptual papers appeared (Huthins, 1997;

Dussart, 1998; Johnson and Pinnington, 1998). These papers desribe the developing

pratie, evaluate the advantages and disadvantages of the new approah, attempt

to formulate researh questions that are relevant for the new �eld. At the same

time, the �rst publiations on separate tools of ategory management appeared

(Walters and Bommer, 1996; Anupindi et al., 1998; Chen et al., 1999). Over the

next twenty years CM steadily remains an atual topi , researh on this subjet

appears annually in leading aademi journals, disussed at numerous sienti�

and industry onferenes, researh enters dealing with ategory management are

opened, and numerous monographs on this topi are published.

2. Literature review on Category management

To identify the most atively developing areas of researh in this area we analyzed

60 papers in leading international aademi journals over the past ten years (from

2006 to 2017). On the basis of the results obtained, three areas of researh in this

area were distinguished, di�ering primarily in the subjet of analysis (see Table 1):

1. Marketing tools in ategory management.

2. A retailer-supplier relationships in the ategory management projets.

3. The impat of CM praties on stakeholders (retailers, ategory aptains, other

suppliers in the ategory and onsumers). Constant interest from researhers as

well as from the pratitioners allows us to evaluate these areas of researh as

the most relevant and atively developing now. Consider brie�y eah of them.

2.1. Marketing tools in ategory management.

As CM involves the joint management of the retailer and the supplier of four mar-

keting mix elements: the plae as a retail spae management, the produt as an

assortment management in the ategory, the prie as a priing poliy in the at-

egory, the promo as a management of promotional ativities in the ategory. Of

ourse the tools of marketing mix management in the ontext of retail sales have

been a sope of researhers for a long time. However these tools have been further

developed within the framework of ategory management, as a new approah to

meet the needs of the onsumer based on a deep study of the buyers of a partiular

outlet.

Most researh in this area is aimed at developing information solutions for at-

egory management that would allow more e�ient use of the extensive marketing

information available to retailers (see, eg: (Corti�nas et al., 2008; H�ubner and Kuhn,

2012; Sinha et al., 2013)). Modern information systems allow olleting and storing

a huge amount of data: the use of san-systems and loyalty ards allows you to get

a very detailed desription of the buyer and his purhases. However, this informa-

tion itself is not enough to determine on its basis what ations should be taken

by the seller in the produt ategory in order to make it more responsive to us-

tomer needs and, as a result, to ensure better business performane. To make suh

deisions, tools are needed that allow, based on available data, to model onsumer

behavior in a ategory and to predit its response to ertain hanges in the planning

and design of retail spae, priing, assortment and promotional ativities (see, for

example: (Sloot et al., 2005; Sloot and Verhoef, 2008; Chen and Yuxin, 2012)).
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2.2. A retailer-supplier relationships in the ategory management

projets.

The unique ase of the relationship between the retailer and the supplier as their

joint ategory management has been of interest to researhers for a long time (see,

e.g.: (Gruen and Shah, 2000; Azimont and Araujo, 2007; Lindblom et al., 2009).

Indeed, inter�rm relationships in the ontext of ategory management are hara-

terized by signi�ant operational and informational integration between partners,

long-term ooperation, the need to organize ross�rm projet groups, high require-

ments for the level of trust between the partners. Most often in these works are

studied the fators in�uening the results of ategory management projets (see,

eg: (Morgan, Kaleka, Gooner, 2007)), as well as the organization of the work of the

units involved in these projets, and their mutual integration (Castaldo et al., 2009;

Pardo et al., 2013). Another atual researh question in this area, whih remains

relevant for a long time, is the assessment of the possible opportunisti behavior of

the manufaturer as a fator jeopardizing the e�etiveness of the whole ategory

management onept (Nijs et al., 2014).

A lot of works in this �eld were published by a group of Finnish researhers

from Aalto University whih analyze the role of a supplier in the implementation

of ategory management priniples in retail networks in Finland and Sweden, the

degree of its in�uene on deision making in a ategory depending on various fators

(Lindblom and Olkkonen, 2006; Lindblom and Olkkonen, 2008; Lindblom et al.,

2009a; Lindblom et al., 2009b; Hyv�onen et al., 2010).

2.3. The impat of CM praties on stakeholders.

Category management implies lose ooperation of the retailer with one of its sup-

pliers - the ategory aptain in the management of a ategory while there are also

other players in this ategory in addition to the ategory aptain. The e�ets of this

ooperation remain the objet of lose attention from antitrust authorities in many

ountries sine the beginning of the 2000s. (Balto, 2002; Desrohers et al., 2003).

The development of the "aptain of the ategory" onept, when the retailer dele-

gates to one supplier onsiderable power in deision making for the entire ategory

as a whole, i.e. atually transfers ontrol of ompetitors' produts to the ategory

aptain, aused another round of disussion about ategory management and the

onsequenes of its implementation and set many researhers questions. Does this

pratie hurt free market ompetition? How should the "ategory aptain" be ho-

sen? Will the ategory aptain use the power given to him in his own interests? How

does the implementation of ategory management a�et the welfare of ustomers?

Will other brands in the ategory su�er if they transfer ontrol to the �ategory

aptain�?

All these questions are losely onsidered in the works of a group of Amerian

researhers onsisting of M. Kurtulu�s, S. Nakkas and L. Toktay (Kurtulu�s and

Toktay, 2011; Kurtulu�s and Nakkas, 2011; Kurtulu�s et al., 2014).
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3. Conlusion

The presented above brief literature review of CM illustrates three main areas of

researh, the relevane of eah of whih is supported by business pratie. Thus, the

growing ompetition of retail hains for onsumers requires more and more subtle

and individualized tools for managing retail sales. The use of ategory management

as a platform for establishing a dialogue between retailers and suppliers makes the

issue of managing inter-ompany relations in this area relevant, and the gradual

spread of the pratie of hoosing a "ategory aptain" neessitates a more areful

analysis of its possible onsequenes.
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