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Abstract The paper presents the current state of research in category man-
agement field based on structured literature review and defined three main
domains for further research development. The first domain devoted to vari-
ety of marketing tools widely used in category management, their usability
and effectiveness. The second analyzes retailer-supplier relationships in CM
process. The third one considers the impact of CM practices on stakeholders
while game theory is the key tool here for analysis.
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1. Introduction

Category management (CM) as a new approach to retail sales management emerged
in the early 1990s as a result of the ECR concept development. Traditionally the
joint work of Procter & Gamble and the world’s largest retailer Walmart in the
1990s is considered as the first CM case (E.C.R. Rus, 2009, p. 2). This project
first time presented the idea of joint management of a category by a retailer and a
supplier based on the assumption that a supplier knows consumers of goods of his
category better, and therefore understands what they need.

After that ideas of category management have been actively spreading on the
market and research companies are actively involved in such projects. So starting
from 1992 the consulting literature on this topic has evolved presenting many of
its theoretical foundations (Nielsen, 1992; Kurt Salmon, 1993). These works mainly
have a practical orientation and focused on the development of a practical method-
ology for conducting category management projects, methods for evaluating its
effectiveness and the tools used in them.

In 1994 the work of E. McLaughlin and G. Hawks (McLaughlin and Hawkes,
1994) an attempt was made for the first time to assess the distribution of category
management, its future development prospects and existing and potential difficulties
of its implementation based on a survey of players in the US retail market. The
results of surveys cited by researchers showed that, despite of the generally excellent
awareness of firms about the new practice of sales management, only a small part of
them managed to put this principle into practice. Among the factors that prevented
the implementation of the new approach were, among other things, the limitations
of information technologies, the need for employee training and, importantly, the
lack of verification of the concept itself.

Thus also the concept of category management, successes and failures of joint
projects of retailers and manufacturers were actively discussed in this field on the
pages of the American and European industry press (see, for example, American
newspapers and magazines Progressive Grosser, Discount Merchandiser, Conve-
nience Store News or the British magazine The Grosser).
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However the CM has become an object of close attention of the researchers
only in the late 1990s, when the first conceptual papers appeared (Hutchins, 1997;
Dussart, 1998; Johnson and Pinnington, 1998). These papers describe the developing
practice, evaluate the advantages and disadvantages of the new approach, attempt
to formulate research questions that are relevant for the new field. At the same
time, the first publications on separate tools of category management appeared
(Walters and Bommer, 1996; Anupindi et al., 1998; Chen et al., 1999). Over the
next twenty years CM steadily remains an actual topic , research on this subject
appears annually in leading academic journals, discussed at numerous scientific
and industry conferences, research centers dealing with category management are
opened, and numerous monographs on this topic are published.

2. Literature review on Category management

To identify the most actively developing areas of research in this area we analyzed
60 papers in leading international academic journals over the past ten years (from
2006 to 2017). On the basis of the results obtained, three areas of research in this
area were distinguished, differing primarily in the subject of analysis (see Table 1):

1. Marketing tools in category management.

2. A retailer-supplier relationships in the category management projects.

3. The impact of CM practices on stakeholders (retailers, category captains, other
suppliers in the category and consumers). Constant interest from researchers as
well as from the practitioners allows us to evaluate these areas of research as
the most relevant and actively developing now. Consider briefly each of them.

2.1. Marketing tools in category management.

As CM involves the joint management of the retailer and the supplier of four mar-
keting mix elements: the place as a retail space management, the product as an
assortment management in the category, the price as a pricing policy in the cat-
egory, the promo as a management of promotional activities in the category. Of
course the tools of marketing mix management in the context of retail sales have
been a scope of researchers for a long time. However these tools have been further
developed within the framework of category management, as a new approach to
meet the needs of the consumer based on a deep study of the buyers of a particular
outlet.

Most research in this area is aimed at developing information solutions for cat-
egory management that would allow more efficient use of the extensive marketing
information available to retailers (see, eg: (Cortinas et al., 2008; Hiibner and Kuhn,
2012; Sinha et al., 2013)). Modern information systems allow collecting and storing
a huge amount of data: the use of scan-systems and loyalty cards allows you to get
a very detailed description of the buyer and his purchases. However, this informa-
tion itself is not enough to determine on its basis what actions should be taken
by the seller in the product category in order to make it more responsive to cus-
tomer needs and, as a result, to ensure better business performance. To make such
decisions, tools are needed that allow, based on available data, to model consumer
behavior in a category and to predict its response to certain changes in the planning
and design of retail space, pricing, assortment and promotional activities (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 category management
projects.

The unique case of the relationship between the retailer and the supplier as their
joint category management has been of interest to researchers for a long time (see,
e.g.: (Gruen and Shah, 2000; Azimont and Araujo, 2007; Lindblom et al., 2009).
Indeed, interfirm relationships in the context of category management are charac-
terized by significant operational and informational integration between partners,
long-term cooperation, the need to organize crossfirm project groups, high require-
ments for the level of trust between the partners. Most often in these works are
studied the factors influencing the results of category management projects (see,
eg: (Morgan, Kaleka, Gooner, 2007)), as well as the organization of the work of the
units involved in these projects, and their mutual integration (Castaldo et al., 2009;
Pardo et al., 2013). Another actual research question in this area, which remains
relevant for a long time, is the assessment of the possible opportunistic behavior of
the manufacturer as a factor jeopardizing the effectiveness of the whole category
management concept (Nijs et al., 2014).

A lot of works in this field were published by a group of Finnish researchers
from Aalto University which analyze the role of a supplier in the implementation
of category management principles in retail networks in Finland and Sweden, the
degree of its influence on decision making in a category depending on various factors
(Lindblom and Olkkonen, 2006; Lindblom and Olkkonen, 2008; Lindblom et al.,
2009a; Lindblom et al., 2009b; Hyvénen et al., 2010).

2.3. The impact of CM practices on stakeholders.

Category management implies close cooperation of the retailer with one of its sup-
pliers - the category captain in the management of a category while there are also
other players in this category in addition to the category captain. The effects of this
cooperation remain the object of close attention from antitrust authorities in many
countries since the beginning of the 2000s. (Balto, 2002; Desrochers et al., 2003).
The development of the "captain of the category" concept, when the retailer dele-
gates to one supplier considerable power in decision making for the entire category
as a whole, i.e. actually transfers control of competitors’ products to the category
captain, caused another round of discussion about category management and the
consequences of its implementation and set many researchers questions. Does this
practice hurt free market competition? How should the "category captain" be cho-
sen? Will the category captain use the power given to him in his own interests? How
does the implementation of category management affect the welfare of customers?
Will other brands in the category suffer if they transfer control to the “category
captain’?

All these questions are closely considered in the works of a group of American
researchers consisting of M. Kurtulus, S. Nakkas and L. Toktay (Kurtulug and
Toktay, 2011; Kurtulug and Nakkas, 2011; Kurtulug et al., 2014).
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3. Conclusion

The presented above brief literature review of CM illustrates three main areas of
research, the relevance of each of which is supported by business practice. Thus, the
growing competition of retail chains for consumers requires more and more subtle
and individualized tools for managing retail sales. The use of category management
as a platform for establishing a dialogue between retailers and suppliers makes the
issue of managing inter-company relations in this area relevant, and the gradual
spread of the practice of choosing a "category captain" necessitates a more careful
analysis of its possible consequences.

References

AC Nielsen, Karolefski, J. Heller, A. (2006) Consumer-centric category management: how
to increase profits by managing categories based on consumer needs. Hoboken, NJ:
John Wiley & Sons.

AC Nielsen. (1992) Category Management: Positioning Your Organization to Win.
Chicago, IL: American Marketing Association and NTC Business Books.

Anupindi, R., Dada, M., Gupta, S. (1998). Estimation of Consumer Demand with Stock-
Out Based Substitution: An Application to Vending Machine Products. Marketing Sci-
ence, 17(4), 406-423.

Arkader, R., Ferreira, C.F. (2004). Category Management Initiatives from the Retailer
Perspective: A Study in the Brazilian Grocery Retail Industry. Journal of Purchasing
and Supply Management, 10(1), 41-51.

Azimont, F., Araujo, L. (2007). Category Reviews as Market-Shaping Events. Industrial
Marketing Management, 36(7), 849-860.

Balto, D. (2002). Recent Legal and Regulatory Developments in Slotting Allowances and
Category Management. Journal of Public Policy and Marketing, 21(2), 289-294.
Bandyopadhyay, S., Rominger, A., Basaviah, S. (2009). Developing a framework to im-
prove retail category management through category captain arrangements. Journal of

Retailing and Consumer Services, 16(4), 315-319.

Basuroy, S., Mantrala, M. K., Walters, R.G. (2001). The Impact of Category Manage-
ment on Retailer Prices and Performance: Theory and Evidence. Journal of Marketing,
65(4), 16-32.

Castaldo, S., Zerbini, F., Grosso ,M. (2009). Integration of Third Parties within Ezxisting
Dyads: An Ezxploratory Study of Category Management Programs (CMPs). Industrial
Marketing Management, 38(8), 946-959.

Brusset, X., Agrell, P.J. (2017). Intrinsic impediments to category captainship collabora-
tion. Journal of Industrial and Management Optimization, 13(1), 113-133.

Che, H., Chen, X., Yuxin, C. (2012). Investigating Effects of Out-Of-Stock on Consumer
Stockkeeping Unit Choice. Journal of Marketing Research, 49(4), 502-513.

Chen, Y., Hess, J.D., Wilcox, R.T., Zhang, Z. J. (1999). Accounting Profits versus Market-
ing Profits: A Relevant Metric for Category Management. Marketing Science, 18(3),
208-229.

Cortinas, M., Elorz, M., Mdgica, J. M. (2008). The Use of Loyalty-cards Databases: Differ-
ences in Regular Price and Discount Sensitivity in the Brand Choice Decision between
Card and Non-card Holders. Journal of Retailing and Consumer Services, 15(1), 52-62.

Cox, A. (2015). Sourcing portfolio analysis and power positioning: towards a "paradigm
shift" in category management and strategic sourcing. Supply Chain Management: An
International Journal, 20(6), 717-736.

Desrochers, D. M., Gundlach, G.T., Foer, A. A. (2003). Analysis of Antitrust Challenges
to Category Captain Arrangements. Journal of Public Policy and Marketing, 22(2),
201-215.



300 Alina Rucheva

Desrochers, D. M., Nelson, P. (2006). Adding Consumer Behavior Insights to Category
Management: Improving Item Placement Decisions. Journal of Retailing, 82(4), 357-
365.

Dhar, S.K., Hoch, S.J., Kumar, N. (2001). Effective Category Management Depends on
the Role of the Category. Journal of Retailing, 77(2), 165-184.

Dupre, K., Gruen, T.W. (2004). The Use of Category Management Practices to Obtain
a Sustainable Competitive Advantage in the Fast-Moving-Consumer-Goods industry.
Journal of Business and Industrial Marketing, 19(7), 444-459.

Dussart, C. (1998). Category Management: Strengths, Limits and Developments. European
Management Journal, 16(1), 50-62.

Gajanan, S., Basuroy, S., Beldona, S. (2007) Category Management, Product Assortment,
and Consumer Welfare. Marketing Letters, 18(3), 135-148.

Gooner, R. A., Morgan, N. A., Perreault, Jr. W.D. (2011). Is Retail Category Management
Worth the Effort (and Does a Category Captain Help or Hinder)? Journal of Marketing,
75(5), 18-33.

Gruen, T.W., Shah, R.H. (2002). Determinants and Outcomes of Plan Objectivity and
Implementation in Category Management Relationships. Journal of Retailing, 76(4),
483-510.

Giirhan Kok A., Xu, Y. (2011). Optimal and Competitive Assortments with Endogenous
Pricing under Hierarchical Consumer Choice Models. Management Science, 57(9),
1546-1563.

Han, S., Ye, Y., Fu, X., Chen, Z. (2014). Category Role Aided Market Segmentation Ap-
proach to Convenience Store Chain Category Management. Decision Support Systems,
57(1), 296-308.

Hogarth-Scott, S., Dapiran, G. P. (1997). Shifting Category Management Relationships in
the Food Distribution Channels In the UK and Australia. Management Decision, 35(4),
310-318.

Hong, S., Misra, K., Vilcassim, N. J. (2016). The perils of category management: The
effect of product assortment on multicategory purchase incidence. Journal of Marketing,
80(5), 34-52.

Hiibner, A.H., Kuhn, H. (2012). Retail Category Management: State-of-the-Art Review
of Quantitative Research and Software Applications in Assortment and Shelf Space
Management. Omega, 40(2), 199-209.

Hutchins, R. (1997). Category Management in the Food industry: A Research agenda.
British Food Journal, 99(5), 177-180.

Hyvénen, S., Lindblom, A., Olkkonen, R., Ollila, P. (2010). Ezploring the Effects of Man-
ufacturers’ Influence Strategies and Control on Category Performance in the Grocery
Goods Sector. International Review of Retail, Distribution and Consumer Research,
20(3), 311-333.

Kurtulug, M., Toktay, L. B. (2015). Category Captainship Practices in the Retail Industry.
Retail Supply Chain Management. Springer, Boston, MA. 147-174.

Yasin, A., Dotson, J. P., Kurtulug, M. (2017). On the competitive and collaborative impli-
cations of category captainship. Journal of Marketing, 81(4), 127-143.

Johnson, M. (1999). From Understanding Consumer Behavior to Testing Category Strate-
gies. International Journal of Market Research, 41(3), 259-288.

Johnson, M., Pinnington, D. (1998). Supporting the Category Management Challenge: How
Research Can Contribute. International Journal of Market Research, 40(1), 33-54.
Kamakura, W.A., Kang, W. (2007). Chain-Wide and Store-Level Analysis for Cross-

Category Management. Journal of Retailing, 83(2), 159-170.

Kurtulug, M., Toktay, L. B. (2009). Category Captainship Practices in the Retail Industry.
Retail Supply Chain Management. Santa Clara: Springer US, 79-98.

Kurtulug, M., Toktay, L.B. (2011). Category Captainship vs. Retailer Category Man-
agement under Limited Retail Shelf Space. Production and Operations Management,
20(1), 47-56.



Category Management: the State of Research 301

Kurtulug, M., Nakkas, A. (2011). Retail Assortment Planning under Category Captainship.
Manufacturing and Service Operations Management, 13(1), 124-142.

Kurtulus, M., Nakkas, A., Ulkii, S. (2014). The Value of Category Captainship in the Pres-
ence of Manufacturer Competition. Production and Operations Management, 23(3),
420-430.

Lindblom, A., Olkkonen, R. (2006). Category management tactics: An analysis of manufac-
turers’ control. International Journal of Retail and Distribution Management, 34(6),
482-496.

Lindblom, A., Olkkonen, R. (2008). An analysis of suppliers’ roles in category management
collaboration. Journal of Retailing and Consumer Services, 15(1), 1-8.

Lindblom, A., Olkkonen, R., Ollila, P., Hyv6nen, S. (2009). Suppliers’ control over cate-
gory management in Finnish and Swedish supplier-retailer relationships. International
Journal of Integrated Supply Management, 5(1), 1-18.

Lindblom, A., Olkkonen, R., Ollila, P., Hyvonen, S. (2009). Suppliers’ Roles in Category
Management: A Study of Supplier-Retailer Relationships in Finland and Sweden. In-
dustrial Marketing Management, 38(8), 1006-1013.

Manchanda, P., Ansari, A., Gupta, S. (1999). The “Shopping Basket”: A Model for Multi-
category Purchase Incidence Decisions. Marketing Science, 18(2), 95-114.

McLaughlin E. W., Hawkes, G.F. (1994). Category Management: Current Status and Fu-
ture Outlook. Food Industry Management Program, Department of Agricultural, Re-
source, and Managerial Economics, Cornell University.

Moorthy, S. (2005). A General Theory of Pass-through in Channels with Category Man-
agement and Retail Competition. Marketing Science, 24(1), 110-122.

Murray, C. C., Talukdar, D., Gosavi, A. (2010). Joint Optimization of Product Price, Dis-
play Orientation and Shelf-Space Allocation in Retail Category Management. Journal
of Retailing, 86(2), 125-136.

Nijs, V.R., Misra, K., Hansen, K. (2014). Outsourcing Retail Pricing to a Category Cap-
tain: The Role of Information Firewalls. Marketing Science, 33(1), 66-81.

Pardo, C., Ivens, B.S., Wilson, K. (2013). Assessing and strengthening internal align-
ment of new marketing units: An interpretative tool. Industrial Marketing Manage-
ment, 42(7), 1074-1082.

Pearce, A. M. (1996). Efficient Consumer Response: Managing the Supply Chain for "Ulti-
mate” Consumer Satisfaction. Supply Chain Management: An International Journal,
1(2), 11-14.

Pepe, M. S., Abratt, R., Dion, P. (2012). Competitive Advantage, Private-Label Brands,
and Category Profitability. Journal of Marketing Management, 28(1-2), 154-172.
Sheth, J.N. (2011). Impact of Emerging Markets on Marketing: Rethinking Ewisting Per-

spectives and Practices. Journal of Marketing, 75(4), 166-182.

Sinha, A., Sahgal, A., Mathur, S. K. (2013). Category Optimizer: A Dynamic-Assortment,
New-Product-Introduction, Miz-Optimization, and Demand-Planning System. Market-
ing Science, 32(2), 221-228.

Sloot, L. M., Verhoef, P.C., Franses, P.H. (2005). The Impact of Brand Equity and the
Hedonic Level of Products on Consumer Stock-Out Reactions. Journal of Retailing,
81(1), 15-34.

Sloot, L. M., Verhoef, P. C. (2008). The Impact of Brand Delisting on Store Switching and
Brand Switching Intentions. Journal of Retailing, 84(3), 281-296.

Spector, R. (2005). Category Killers: The Retail Revolution and its Impact on Consumer
Culture. Boston: Harvard Business Press.

Srinivasan, S., Pauwels, K., Hanssens, D. M., Dekimpe, M. G. (2004).Do Promotions Ben-
efit Manufacturers, Retailers, or Both? Management Science, 50(5), 617-629.

Subramanian, U., Raju, J.S., Dhar, S. K., Wang, Y. Competitive consequences of using a
category captain. Management Science, 56(10), 1739-1765.

Sudhir, K. (2001). Structural Analysis of Manufacturer Pricing in the Presence of a Strate-
gic Retailer. Marketing Science, 20(3), 244-264.



302 Alina Rucheva

Van Herpen, E., Pieters, R. (2002). The Variety of an Assortment: An Ezxtension to the
Attribute-Based Approach. Marketing Science, 21(3), 331-341.

Walters, R.G., Bommer, W. (1996). Measuring the Impact of Product and Promotion-
Related Factors on Product Category Price Elasticities. Journal of Business Research,
36(3), 203-216.



