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Abstra
t The paper presents the 
urrent state of resear
h in 
ategory man-

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

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

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

and e�e
tiveness. The se
ond analyzes retailer-supplier relationships in CM

pro
ess. The third one 
onsiders the impa
t of CM pra
ti
es on stakeholders

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

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

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

joint work of Pro
ter & 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 proje
t

�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 a
tively spreading on the

market and resear
h 
ompanies are a
tively involved in su
h proje
ts. So starting

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

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

have a pra
ti
al orientation and fo
used on the development of a pra
ti
al method-

ology for 
ondu
ting 
ategory management proje
ts, methods for evaluating its

e�e
tiveness and the tools used in them.

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

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

management, its future development prospe
ts 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 resear
hers showed that, despite of the generally ex
ellent

awareness of �rms about the new pra
ti
e of sales management, only a small part of

them managed to put this prin
iple into pra
ti
e. Among the fa
tors that prevented

the implementation of the new approa
h were, among other things, the limitations

of information te
hnologies, the need for employee training and, importantly, the

la
k of veri�
ation of the 
on
ept itself.

Thus also the 
on
ept of 
ategory management, su

esses and failures of joint

proje
ts of retailers and manufa
turers were a
tively dis
ussed in this �eld on the

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

newspapers and magazines Progressive Grosser, Dis
ount Mer
handiser, Conve-

nien
e Store News or the British magazine The Grosser).
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However the CM has be
ome an obje
t of 
lose attention of the resear
hers

only in the late 1990s, when the �rst 
on
eptual papers appeared (Hut
hins, 1997;

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

pra
ti
e, evaluate the advantages and disadvantages of the new approa
h, attempt

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

time, the �rst publi
ations 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 a
tual topi
 , resear
h on this subje
t

appears annually in leading a
ademi
 journals, dis
ussed at numerous s
ienti�


and industry 
onferen
es, resear
h 
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 a
tively developing areas of resear
h in this area we analyzed

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

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

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

1. Marketing tools in 
ategory management.

2. A retailer-supplier relationships in the 
ategory management proje
ts.

3. The impa
t of CM pra
ti
es on stakeholders (retailers, 
ategory 
aptains, other

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

well as from the pra
titioners allows us to evaluate these areas of resear
h as

the most relevant and a
tively developing now. Consider brie�y ea
h 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 pla
e as a retail spa
e management, the produ
t as an

assortment management in the 
ategory, the pri
e as a pri
ing poli
y in the 
at-

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


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

been a s
ope of resear
hers for a long time. However these tools have been further

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

meet the needs of the 
onsumer based on a deep study of the buyers of a parti
ular

outlet.

Most resear
h 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 
olle
ting and storing

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

a very detailed des
ription of the buyer and his pur
hases. However, this informa-

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

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

tomer needs and, as a result, to ensure better business performan
e. To make su
h

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

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

and design of retail spa
e, pri
ing, assortment and promotional a
tivities (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

proje
ts.

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

joint 
ategory management has been of interest to resear
hers 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 proje
t groups, high require-

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

studied the fa
tors in�uen
ing the results of 
ategory management proje
ts (see,

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

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

Pardo et al., 2013). Another a
tual resear
h question in this area, whi
h remains

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

the manufa
turer as a fa
tor jeopardizing the e�e
tiveness of the whole 
ategory

management 
on
ept (Nijs et al., 2014).

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

from Aalto University whi
h analyze the role of a supplier in the implementation

of 
ategory management prin
iples in retail networks in Finland and Sweden, the

degree of its in�uen
e on de
ision making in a 
ategory depending on various fa
tors

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

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

2.3. The impa
t of CM pra
ti
es 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�e
ts of this


ooperation remain the obje
t of 
lose attention from antitrust authorities in many


ountries sin
e the beginning of the 2000s. (Balto, 2002; Desro
hers et al., 2003).

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

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

as a whole, i.e. a
tually transfers 
ontrol of 
ompetitors' produ
ts to the 
ategory


aptain, 
aused another round of dis
ussion about 
ategory management and the


onsequen
es of its implementation and set many resear
hers questions. Does this

pra
ti
e 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�e
t 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 Ameri
an

resear
hers 
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. Con
lusion

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

resear
h, the relevan
e of ea
h of whi
h is supported by business pra
ti
e. 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 pra
ti
e of 
hoosing a "
ategory 
aptain" ne
essitates a more 
areful

analysis of its possible 
onsequen
es.

Referen
es

AC Nielsen, Karolefski, J. Heller, A. (2006) Consumer-
entri
 
ategory management: how

to in
rease pro�ts by managing 
ategories based on 
onsumer needs. Hoboken, NJ:

John Wiley & Sons.

AC Nielsen. (1992) Category Management: Positioning Your Organization to Win.

Chi
ago, IL: Ameri
an Marketing Asso
iation and NTC Business Books.

Anupindi, R., Dada, M., Gupta, S. (1998). Estimation of Consumer Demand with Sto
k-

Out Based Substitution: An Appli
ation to Vending Ma
hine Produ
ts. Marketing S
i-

en
e, 17(4), 406�423.

Arkader, R., Ferreira, C. F. (2004). Category Management Initiatives from the Retailer

Perspe
tive: A Study in the Brazilian Gro
ery Retail Industry. Journal of Pur
hasing

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). Re
ent Legal and Regulatory Developments in Slotting Allowan
es and

Category Management. Journal of Publi
 Poli
y and Marketing, 21(2), 289�294.

Bandyopadhyay, S., Rominger, A., Basaviah, S. (2009). Developing a framework to im-

prove retail 
ategory management through 
ategory 
aptain arrangements. Journal of

Retailing and Consumer Servi
es, 16(4), 315�319.

Basuroy, S., Mantrala, M.K., Walters, R.G. (2001). The Impa
t of Category Manage-

ment on Retailer Pri
es and Performan
e: Theory and Eviden
e. Journal of Marketing,

65(4), 16�32.

Castaldo, S., Zerbini, F., Grosso ,M. (2009). Integration of Third Parties within Existing

Dyads: An Exploratory Study of Category Management Programs (CMPs). Industrial

Marketing Management, 38(8), 946�959.

Brusset, X., Agrell, P. J. (2017). Intrinsi
 impediments to 
ategory 
aptainship 
ollabora-

tion. Journal of Industrial and Management Optimization, 13(1), 113�133.

Che, H., Chen, X., Yuxin, C. (2012). Investigating E�e
ts of Out-Of-Sto
k on Consumer

Sto
kkeeping Unit Choi
e. Journal of Marketing Resear
h, 49(4), 502�513.

Chen, Y., Hess, J. D., Wil
ox, R.T., Zhang, Z. J. (1999). A

ounting Pro�ts versus Market-

ing Pro�ts: A Relevant Metri
 for Category Management. Marketing S
ien
e, 18(3),

208�229.

Corti�nas, M., Elorz, M., M�ugi
a, J.M. (2008). The Use of Loyalty-
ards Databases: Di�er-

en
es in Regular Pri
e and Dis
ount Sensitivity in the Brand Choi
e De
ision between

Card and Non-
ard Holders. Journal of Retailing and Consumer Servi
es, 15(1), 52�62.

Cox, A. (2015). Sour
ing portfolio analysis and power positioning: towards a "paradigm

shift" in 
ategory management and strategi
 sour
ing. Supply Chain Management: An

International Journal, 20(6), 717�736.

Desro
hers, D.M., Gundla
h, G.




T., Foer, A.A. (2003). Analysis of Antitrust Challenges

to Category Captain Arrangements. Journal of Publi
 Poli
y and Marketing, 22(2),

201�215.



300 Alina Ru
heva

Desro
hers, D.M., Nelson, P. (2006). Adding Consumer Behavior Insights to Category

Management: Improving Item Pla
ement De
isions. Journal of Retailing, 82(4), 357�

365.

Dhar, S.K., Ho
h, S. J., Kumar, N. (2001). E�e
tive 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 Pra
ti
es 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, Produ
t 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 E�ort (and Does a Category Captain Help or Hinder)? Journal of Marketing,

75(5), 18�33.

Gruen, T.W., Shah, R.H. (2002). Determinants and Out
omes of Plan Obje
tivity and

Implementation in Category Management Relationships. Journal of Retailing, 76(4),

483�510.

G�urhan K�ok A., Xu, Y. (2011). Optimal and Competitive Assortments with Endogenous

Pri
ing under Hierar
hi
al Consumer Choi
e Models. Management S
ien
e, 57(9),

1546�1563.

Han, S., Ye, Y., Fu, X., Chen, Z. (2014). Category Role Aided Market Segmentation Ap-

proa
h to Convenien
e Store Chain Category Management. De
ision Support Systems,

57(1), 296�308.

Hogarth-S
ott, S., Dapiran, G. P. (1997). Shifting Category Management Relationships in

the Food Distribution Channels In the UK and Australia.Management De
ision, 35(4),

310�318.

Hong, S., Misra, K., Vil
assim, N. J. (2016). The perils of 
ategory management: The

e�e
t of produ
t assortment on multi
ategory pur
hase in
iden
e. Journal of Marketing,

80(5), 34�52.

H�ubner, A.H., Kuhn, H. (2012). Retail Category Management: State-of-the-Art Review

of Quantitative Resear
h and Software Appli
ations in Assortment and Shelf Spa
e

Management. Omega, 40(2), 199�209.

Hut
hins, R. (1997). Category Management in the Food industry: A Resear
h agenda.

British Food Journal, 99(5), 177�180.

Hyv�onen, S., Lindblom, A., Olkkonen, R., Ollila, P. (2010). Exploring the E�e
ts of Man-

ufa
turers' In�uen
e Strategies and Control on Category Performan
e in the Gro
ery

Goods Se
tor. International Review of Retail, Distribution and Consumer Resear
h,

20(3), 311�333.

Kurtulu�s, M., Toktay, L. B. (2015). Category Captainship Pra
ti
es in the Retail Industry.

Retail Supply Chain Management. Springer, Boston, MA. 147�174.

Yasin, A., Dotson, J. P., Kurtulu�s, M. (2017). On the 
ompetitive and 
ollaborative impli-


ations of 
ategory 
aptainship. Journal of Marketing, 81(4), 127�143.

Johnson, M. (1999). From Understanding Consumer Behavior to Testing Category Strate-

gies. International Journal of Market Resear
h, 41(3), 259�288.

Johnson, M., Pinnington, D. (1998). Supporting the Category Management Challenge: How

Resear
h Can Contribute. International Journal of Market Resear
h, 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.

Kurtulu�s, M., Toktay, L. B. (2009). Category Captainship Pra
ti
es in the Retail Industry.

Retail Supply Chain Management. Santa Clara: Springer US, 79�98.

Kurtulu�s, M., Toktay, L. B. (2011). Category Captainship vs. Retailer Category Man-

agement under Limited Retail Shelf Spa
e. Produ
tion and Operations Management,

20(1), 47�56.



Category Management: the State of Resear
h 301

Kurtulu�s, M., Nakkas, A. (2011). Retail Assortment Planning under Category Captainship.

Manufa
turing and Servi
e Operations Management, 13(1), 124�142.

Kurtulu�s, M., Nakkas, A.,

�

Ulk�u, S. (2014). The Value of Category Captainship in the Pres-

en
e of Manufa
turer Competition. Produ
tion and Operations Management, 23(3),

420�430.

Lindblom, A., Olkkonen, R. (2006). Category management ta
ti
s: An analysis of manufa
-

turers' 
ontrol. International Journal of Retail and Distribution Management, 34(6),

482�496.

Lindblom, A., Olkkonen, R. (2008). An analysis of suppliers' roles in 
ategory management


ollaboration. Journal of Retailing and Consumer Servi
es, 15(1), 1�8.

Lindblom, A., Olkkonen, R., Ollila, P., Hyv�onen, S. (2009). Suppliers' 
ontrol over 
ate-

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., Hyv�onen, 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.

Man
handa, P., Ansari, A., Gupta, S. (1999). The �Shopping Basket�: A Model for Multi-


ategory Pur
hase In
iden
e De
isions. Marketing S
ien
e, 18(2), 95�114.

M
Laughlin E.W., Hawkes, G. F. (1994). Category Management: Current Status and Fu-

ture Outlook. Food Industry Management Program, Department of Agri
ultural, Re-

sour
e, and Managerial E
onomi
s, Cornell University.

Moorthy, S. (2005). A General Theory of Pass-through in Channels with Category Man-

agement and Retail Competition. Marketing S
ien
e, 24(1), 110�122.

Murray, C.C., Talukdar, D., Gosavi, A. (2010). Joint Optimization of Produ
t Pri
e, Dis-

play Orientation and Shelf-Spa
e Allo
ation in Retail Category Management. Journal

of Retailing, 86(2), 125�136.

Nijs, V.R., Misra, K., Hansen, K. (2014). Outsour
ing Retail Pri
ing to a Category Cap-

tain: The Role of Information Firewalls. Marketing S
ien
e, 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.

Pear
e, A.M. (1996). E�
ient Consumer Response: Managing the Supply Chain for "Ulti-

mate" Consumer Satisfa
tion. 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 Pro�tability. Journal of Marketing Management, 28(1-2), 154�172.

Sheth, J. N. (2011). Impa
t of Emerging Markets on Marketing: Rethinking Existing Per-

spe
tives and Pra
ti
es. Journal of Marketing, 75(4), 166�182.

Sinha, A., Sahgal, A., Mathur, S.K. (2013). Category Optimizer: A Dynami
-Assortment,

New-Produ
t-Introdu
tion, Mix-Optimization, and Demand-Planning System. Market-

ing S
ien
e, 32(2), 221�228.

Sloot, L.M., Verhoef, P. C., Franses, P.H. (2005). The Impa
t of Brand Equity and the

Hedoni
 Level of Produ
ts on Consumer Sto
k-Out Rea
tions. Journal of Retailing,

81(1), 15�34.

Sloot, L.M., Verhoef, P. C. (2008). The Impa
t of Brand Delisting on Store Swit
hing and

Brand Swit
hing Intentions. Journal of Retailing, 84(3), 281�296.

Spe
tor, R. (2005). Category Killers: The Retail Revolution and its Impa
t on Consumer

Culture. Boston: Harvard Business Press.

Srinivasan, S., Pauwels, K., Hanssens, D.M., Dekimpe, M.G. (2004).Do Promotions Ben-

e�t Manufa
turers, Retailers, or Both? Management S
ien
e, 50(5), 617�629.

Subramanian, U., Raju, J. S., Dhar, S.K., Wang, Y. Competitive 
onsequen
es of using a


ategory 
aptain. Management S
ien
e, 56(10), 1739�1765.

Sudhir, K. (2001). Stru
tural Analysis of Manufa
turer Pri
ing in the Presen
e of a Strate-

gi
 Retailer. Marketing S
ien
e, 20(3), 244�264.



302 Alina Ru
heva

Van Herpen, E., Pieters, R. (2002). The Variety of an Assortment: An Extension to the

Attribute-Based Approa
h. Marketing S
ien
e, 21(3), 331�341.

Walters, R.G., Bommer, W. (1996). Measuring the Impa
t of Produ
t and Promotion-

Related Fa
tors on Produ
t Category Pri
e Elasti
ities. Journal of Business Resear
h,

36(3), 203�216.


