3epmmeyoin bipezetinici. Folnblmu HCAHANBIK KOMMYHUKAMUBMIK OACKAPY NPOYECiH dcemindipy 6oubiHua
20icmeMeniK YColHbIMOAp MeH NPAKMUKAIbIK YCbIHbICMApObl a3Ipaeyoer mypaobl.

3epmmey Homudicenepi. Anvinzan manimemmep Yummolk SKOHOMUKAHBIY Ke3-Kel2eH CANACLIHA AN HCIHE
JceKe Jicane OAIIAHBICIbL CANANAPEA MK JICAMNbL KASUOAMmMAapobl KAMMYbl KepeK MYPUIMHIY MYpaKmvl OdMyblH
bazanaydvly OipviHeal MICLUH Jcacay Kaxcemminiein Kepcemyee MYMKIHOIK 6epedi. OcwviHoai macindi
MYACOIPLIMOAYObIH 6ACMAMAUBLIAPSL SLILIMU KOLAMOACHbIK 00abin Madbliadbl, dll OPHBIKMbL 0aMyObl OAKbLIAY
MeH [cKe acblpy MiHOemmepin MeMIeKemMmIK HCaHe OHIPIIK OUNIK OPbIHOApbL teuLy2e muic.

Tyitin co30ep: mypusm, MypusMHiy MYpaKmel Oamybl, MYPaKmvl O0aMy NPUHYURMEDL, MYPUCTIK
pecypemap, HaKmvl MYpakmul mabwvlc, Kon eaumemMol macil, pecypcmuli 21eyem, OnKizy aeyemi.

COCTOSIHUE YCTOMYHMBOI'O PA3ZBUTHSI TYPU3MA U IT'OCYJAPCTBEHHOI'O
KOMMYHHMKATHUBHOI'O YIIPABJIEHUSI TYPUCTUUYECKOM NESATEJIBHOCTbHIO
B PECITYBJIMKE KA3BAXCTAH
AL Kynewes', /].A.I(yﬂauoeaz, KL Apan6aeea3, A.C. Tlunvoabexosa’
Yuusepcumem Mupac, [lvimkenm, Kazaxcman
231 Ivivkenmexuti ynusepcumem, 20pod lvivxenm, Kasaxcman
*Yuusepcumem Jlpyoic6l napooos umenu axademura A.Kyambexosa, ILlomvkenm, Kasaxcman
e-mail: alm.333.kup@inbox.ru

Pezrome. Cmamvs nocéaujeHa anauzy no0xX0008 K OyeHKe YCMOUYUBOCMU PA36UmUs Mypusma 8 pecuoHe.
CospemeHHbill ypogeHsb pazeumusi mypusma mpebyem oopamums GHUMAHUE HA PAYUOHATILHOE UCHOIb308AHUE CYUje-
CMBYIoWUX pecypcog 6 pecuoHax. Kax nokasvieaem npakmuxa, mypusm cooelicmsyem opmuposanuro baazonpusm-
HbIX SKOHOMUYECKUX YCI0BULL, OOHAKO UMeem U He2AmugHbvle NOCIe0CmeUs, MaK KaK yeeauyeHue mypucmceKkozo no-
MOKa 8edem K 3aSPA3HEHUI0 OKPYICcarouell cpedbl, HAHOCUM yiyepd 00veKmam mypucncKoz2o nokasd, nposoyupyem
coyuanbHule npobnemul. Ycmouuueocms 6 mypusme noopasymesaen NoI0ICUMeTbHbIl OAIAHC SKOI0SUYECKUX, COYU-
AILHO-KYIbIMYPHBIX U IKOHOMUHECKUX PECYPCOB 8 DECUOHE.

Opueunanbrocms ucciedosanus. Hayunas HosusHa 3akiouaemcs 8 paspabomke MemoOuyeckux peKomeH-
Oayutl 1 NPAKMUYECKUX NPEOTONHCEHUL 1O COBEPUIEHCIMBOBAHUIO NPOYECCA KOMMYHUKAMUBHO20 YNPAGIEHUS.

Pezynomamor uccneoosanus. Ilonyuennvie 0anHble nO36015A10M KOHCMAMUPOBAMs HEODXOOUMOCMb 8blpa-
6omKu e0uHo20 no0xX00a K oyenke YCMoUUUB020 pa3eumusl mypusma, KOmopbwlii 00JHCeH cooepaicams odujue npun-
yunvl, xapakmepmule O 10OOU OMPACIU HAPOOHO20 XO3AUCMSd, U cneyuguyeckue 0151 OMOETbHbIX U CMENCHBIX
ompacneil. Huuyuamopamu 6bipabomiiu NOOOOHO20 NOOX00A ABTAEMCSL HAYYHOe CO0DUeCms0, a 3a0a4u KOHMpPOTs U
peanuzayuu YCmoudueo20 pazeumusi O0JIHCHbL PeamvCsi 20CYOaApPCMEEHHbIMU U PESUOHATLHLMU 6lIACHAMU.

Knrouesnvie cnosa: mypusm, ycmoiiuusoe pasgumue mypusma, RPUHYUNbL YCMOUYUBO20 PA3EUMUSL, MYPUCHI-
CcKue pecypcul, (paxmuyecKuil yCcmouuugslil 00X00, MHO2OKPUMEPUATbHBIU NOOX00, PECYPCHbIIL NOMEHYUAT, NPONYCK-
HOLL HOMEHYUAL.
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MECHANISM FOR IMPLEMENTING THE COMPANY'S PRODUCT POLICY
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Annotation. Search for the most advanced schemes and models of the Corporation's product policy, selec-
tion of tools and mechanisms for their adaptation to the conditions of a particular market. The importance of justifying
marketing decisions for the development of such a policy is of increased interest to researchers in this issue.
Originality of the research. Scientific novelty consists in the development of methodological recommenda-
tions and practical proposals for improving the product policy at the enterprise.
Research result. The conceptual framework of market research studies and the role of product policy in the
marketing development Corporation; the specificity of marketing researches for specific food market; conducted mar-
ket analysis of market conditions and formulates the algorithm of development of commercial policy on the selected
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segment; modeled the mechanism of implementation of managerial decisions of the Corporation in the sphere of
commercial policy in its implementation.
Key words: marketing, product policy, implementation, implementation mechanism, market.

Basic provisions. The analysis of individual elements of product policy of the company and the principles of
systematization of data for subsequent forecasting of economic processes in the enterprise, this practical
recommendations for the use of the stored information; defines the tasks of economic analysis and economic
diagnostics in conditions of uncertainty of many economic processes, which are the logical conclusion of the
development of commercial policy, i.e., to assess its impact on the overall performance of the enterprise.

Introduction. The main goal of commercial activity-making a profit by meeting customer demand-requires
attention and an adequate response to changes in the market. The selection and sale of products is necessary to ensure
the highest possible level of profitability; minimize trade risks; stability of the trading enterprise in the market and
strengthen confidence in it from other market participants. Effective commercial activity ensures a stable financial
condition of the enterprise and its competitiveness.

To ensure the competitive advantages of products and services, it is necessary to develop and implement var-
ious business and marketing solutions. Such decisions in marketing usually relate to four areas: product, price, distri-
bution, sales, and communication policy.

The ability of a company to focus on the main positions of its product range can be an important factor in
achieving a competitive advantage in the market. The role of management is to skillfully coordinate the financial man-
agement of the enterprise with its product policy, which ensures the growth of turnover and profit.

The carefully developed product policy of the company focuses on the direction in which the company
should go, which in turn will allow the company’s employees to focus their work on effective areas. Choosing the right
product policy ensures that profitable opportunities are not allowed. The scale of the enterprise should be as wide as
possible.

Materials and methods. The theoretical and methodological basis of the research is the works of domestic
and foreign scientists in the field of theory and practice of evaluating and determining product policy strategies, as well
as legislative acts, Decrees of the President of the Republic of Kazakhstan, government Resolutions on the product
policy of enterprises, etc.

Results and discussion. Creation, development and effective sale of goods are the main components of the
company's product policy, which, in turn, determine its content. Therefore, the result of the implementation of the
company's product policy should be the development and formation of an optimal product range, the production of
which would provide profit to the manufacturer and meet the needs of consumers. In accordance with this goal, the
development of an effective product policy by manufacturers requires solving the following tasks:

- development of a strategy for the company's behavior in the market;

- selection and optimization of the product range;

- development of measures to improve the competitiveness of the product range;

- determining the rate of product renewal for the whole enterprise and for individual types of products, taking
into account the product life cycle (PLC);

- determining the time of entering the market with new products and removing old ones (innovation policy of
the enterprise);

- determining the time of modification and modernization of goods;

—analysis and forecasting of prospects of the product portfolio;

- assessment of the reality and prospects of the manufacturer's position in the market.

Systematization and analysis of information on the development of product strategies of the enterprise al-
lowed us to create an algorithm for implementing the company's product strategy in the framework of product policy
formation, which is shown in figure 1.

At the initial stage, the company's activities are analyzed based on the results of marketing research.

Modern analysis should begin with the study and analysis of the product and market. To develop and imple-
ment an effective product policy, all product characteristics are also analyzed: reliability, usability, functionality, dura-
bility, ease of maintenance, aesthetics, guarantees, instructions, packaging, etc.

Another important point is the focus on a segmented group of consumers. Without a clear focus on a narrow,
pre-identified target group of potential consumers, there can be no success in a market economy.

This will become relevant for our enterprises as soon as the market receives a sufficiently clear impulse to
self-organization and stability. Product policy occupies one of the key places in the company's strategy and studies
measures to improve the competitiveness of products, primarily their quality characteristics that meet the needs of end
users, create new products, optimize the range, lengthen the life cycle.

Crarucruka, yuer u ayaut, 1(80)2021
64 http://sua.aesa.kz/, http://www.aesa.kz/



Consumer evaluations are of strategic importance at all stages, from conceptualizing a new product and test-
ing it, to positioning it, designing it, manufacturing it, setting the price level, advertising it, marketing it, financing it,
and maintaining it.

Therefore, the product policy includes conducting systematic research at all these stages, and their object is
not the product itself, in isolation from specific markets and specific consumers, but the consumer with his requests in
relation to this product, his response to various activities at each stage of product promotion from the manufacturer to
the consumer.

The company, implementing its product policy, aims to produce such products that will be a priority when
choosing a consumer in the market and will have high competitiveness and high quality. The consumer effect depends
not only on the main, but also on additional properties of products.

The main properties of a product are determined by the purpose for which it was created, and additional
properties are determined by the consumer's attitude to the product. The functionality of the product is determined by
its technical and technological characteristics (reliability of operation, durability, availability of repairs), and also im-
plies ease of use, high aesthetic level.

Conducting marketing research and
collecting information

L

Conducting a comprehensive analysis of
the company's activities

A/“\

Segmentation analysis of the Analysis of production Assessment of the
market situation capabilities and efficiency company's competitiveness

— =

Defining the company's
mission and goals

- development of an

v
assortment concept:

_ evaluation of the PLC Development of product strategies and
product: | tactics of enterprise behavior
- determining the position of
the product on the market v

Product planning

Figure 1. Algorithm for implementing the company's product strategy

In General, the formation of an assortment is a problem of specific goods, their individual series, determining
the relationship between «old» and «new» goods, commodity units and serial production, «knowledge-intensive» and
«ordinary» goods, embodied goods and / or licenses and «know-how» [1,2].

Therefore, before proceeding directly to the formation of the product range, it is necessary to develop an as-
sortment concept. It should be aimed at building an optimal assortment structure and product offer, while taking as a
basis the consumer requirements of certain groups, the need to ensure the most efficient use of the main types of re-
sources by the enterprise in order to produce products with low costs.

The criteria of optimality are the requirements of consumers to the range and quality of goods, resource op-
portunities, social attitudes, which are determined in the course of forecasting the structure of the assortment.

But the main thing in the forecast should not be detailing the range by consumer properties, but the optimal
variety of the range for certain characteristics with calculations for specific groups (segments) of consumers. There-
fore, only the trend of product range development should be predicted [3,4,5].
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The assortment concept should reflect the following points:

- characteristics of current and future needs of customers, analysis of how to use these products and features
of consumer behavior in the relevant target markets;

- evaluation of existing competitors ' products and analysis of the competitiveness of products produced by
the enterprise;

- analysis of production opportunities for new or improved products, taking into account the issues of prices,
cost and profitability;

- solution of questions: what products should be included in the assortment; what should be the width and
depth of the assortment; how and in what direction will the assortment change over time; what batches should be pro-
duced;

— basic recommendations regarding quality, style, price, name, packaging, service, etc.;

- recommendations regarding the creation of new products, production technology, storage, transportation,
sales methods and promotion;

— list of marketing research necessary for successful assortment management and methods of their implemen-
tation - methods of assortment management and control.

The assortment concept is one of the most important decisions in terms of marketing, which must be taken
very seriously, since in the future correcting errors will cost the company dearly. There are four main alternatives to a
product strategy:

- undifferentiated marketing;

— concentrated marketing;

— segmentation (positioning) of the product;

- product differentiation.

Undifferentiated marketing involves the production of a standardized homogeneous product range that is sold
in the same way in all markets.

Concentrated marketing is the production of standardized products, but only for one market segment. Product
segmentation involves the production of various product lines that have a multidirectional nature, that is, each product
is aimed at meeting the individual needs of the corresponding market segment with its own market conditions.

Product differentiation involves the production of basically one product for all markets, but with minor
changes, including in the organization of sales. The choice of the preferred alternative is based on an analysis of the
interaction of market opportunities, the company’s tasks and its resources.

Nevertheless, the main reference point in the formation of a product strategy is (for all the importance of oth-
er categories) to achieve a competitive advantage of the enterprise in the long term.

Selecting a particular alternative product strategy, the firm should "fill"* the content for the relevant product or
product range, that is, the group of products, closely related to at least one of the signs: joint application, common
segment, common distribution channel, similar price range [6].

The product range is a dynamic set of nomenclature items (models, brands) of products that are in potential
demand in the market and ensure the survival of the enterprise in the long term. From the point of view of product
preferences, it is important that over a long period provides an excess of profit over financial needs in order to maintain
the competitiveness of the company.

An important role in evaluating the company's product strategy is assigned to the product rating. The product
rating refers to the place occupied by a particular nomenclature position in the ranked row of all positions in the prod-
uct range [7].

In strategic terms, the company's product policy should be based on the concept of PLC, that is, on the fact
that each product has a certain period of market stability, characterized by the volume of its sales over time.

The transition from one stage of PLC to another is smooth, so the marketing service should carefully monitor
changes in product sales volumes in order to timely grasp the boundaries of stages and, accordingly, make recommen-
dations to the company's management for making changes to the product policy of redistributing marketing resources
and efforts. An important element of the product policy is the timely introduction of changes to the product that in-
crease its consumer value or expand the circle of its possible buyers (modernization or modification of the product).

Another strategic approach to product policy, aimed at maintaining or even increasing market share, is to cre-
ate and introduce new products to the market to replace those that have exhausted their life cycle without significant
changes in the technological processes characteristic of this enterprise.

This policy is designed for a certain segment of the market, which has formed a circle of buyers who have
gained confidence in the company's brand and the company as a whole.

Since market (final) success is now the main criterion for evaluating the activities of enterprises, and their
market opportunities are predetermined by a properly developed and consistently implemented product policy, it is on
the basis of studying the market and its development prospects that the enterprise receives initial information for solv-
ing issues related to the formation, planning of the assortment and its improvement.
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Each product offered on the market has its own specific life cycle, or the period during which it finds its cus-
tomers. Distinguish between the stages of the product's life cycle (its sale on the market).

Each stage has its own tactics and strategy. Depending on the stage of the life cycle, market participants re-
ceive different profits. The life cycle period depends on many factors.

This is due to the large size and weight of the products. This specificity should be taken into account when
making decisions in the field of packaging development for specific types of goods. In most cases, packaging is an
important tool for advertising, generating demand and stimulating it [8].

In modern marketing, special attention is paid also product brand refers to name, sign or a combination of
both, allowing customers to identify and distinguish the goods of one seller from goods of competitors [9].

According to D. I. Kostyukhin, a service is (a set of services related to the sale and use of machinery, equip-
ment and other industrial products and ensuring their constant readiness for highly efficient operation».

The demand for services generated by the demand for the product, and good service — demand for serviced
products. The high competitiveness of a product is largely determined by high-quality service. A good service can be
an important source of revenue.

In world practice, it is believed that investments in service bring twice as much profit as investments in the
production of this equipment, since prices for spare parts and components can be set much higher than these compo-
nents cost as part of the product itself. The budget of the company's product policy is based on the costs of all activities
and actions related to the formation of the product policy, the creation of new products and their introduction into the
life cycle.

Almost all the leading specialists and management of the company participate in the budget discussion, since
the development and production of new products affect all the main divisions of the company.

The objects of control are: the range of products; the quality of goods and services; the cost of creating new
products; activities carried out within the framework of the product policy, and their effectiveness; methods and results
of marketing research. Preparation of the control plan is carried out in the following stages:

1) determine the areas of control of the company's product policy;

2) the objects and parameters that need to be monitored are listed in detail, and control maps are drawn up;

3) responsible persons exercising control are selected and their powers are determined;

4) determine the timing, frequency of control and form of presentation of control results.

A well-thought-out product policy not only allows you to optimize the process of updating the range, but also
serves as a guide for the company's management of the General direction of actions, allowing you to adjust the current
situation.

The absence of a General, strategic course of action of the enterprise, without which there is no long-term prod-
uct policy, is fraught with incorrect decisions, dispersion of forces and resources, refusal to launch products into produc-
tion at a time when everything is ready for their serial or mass production. Naturally, this type of error is costly for manu-
facturers. However, the product policy is not only the purposeful formation of the product range and its management, but
also the consideration of internal and external factors affecting the product, its creation, production, promotion and sale,
legal support for such activities, pricing as a means of achieving strategic goals of the product policy, etc.

Thus, in the context of the need to attract more and more resources to solve production, sales and other tasks,
as well as the uncertainty of the final commercial results, a thorough study of the entire range of issues included in the
product policy is required.
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KOCIITOPHIHHBIH TAYAP CASICATBIH ICKE ACBIPY TETIT'T
AK. Kynewega', IY. Bexmanosd’, I.T. Tanaéaesa’, A.A. T ypaviberosa’
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e-mail: kup_aigul@mail.ru
Tyiiin. 3epmmey maxcamel. Kopnopayusmnoly mayap cascamuinbly ey 03blK CXeMAlapbl MeH MOOelbOepiH
i30ey, onapowl Oeneini Oip Hapwvlk KHcazo0aunapviHa Oellimoey Kypanoapvl MeH memikmepin mayoay. Mynoai
cascammyl dcacay yuiin MapKemuHemix wewimoepoi He2iz0eyoin ManbI30bLIbIebL 3epmmeyuinepoiy 0cbl Maceneze
OezeH Kbl3bleyUbLIbIZbIH APMmMblpaobl.
3epmmey nomuoicenepi. Hapvlkmol KOHBIOHKMYpaHbl 3epmmeyoiy MyAHCbIpbLMOAMAIbIK He2i30epi JHcaHe
KOPNOpAyUusiHvly MapKemuHemix a3ipaemenepi Jcytiecinoesi mayap cascamvinvly poi;, a3vlK-MmyiK mayapiapuliblly
HAKMbL  HAPBIZLIHOARLL  MAPKEMUHSMIK — 3epmmeynepoiy — epexuienizi  aHblKmanobl,  HApPbIK — HCAR0AUbIHA
KOHBIOHKIMYPANbIK, Manoay AHcypeizindi oicone manoanean ce2MeHmme mayap CAascamvli 3ipney aneopummi
KaIbINmMacmulpuliobl, OHbl iCKe Acbipy Ke3inoe mayap cascamyl CanacblHOagbl KOPNOpayUsAHblY 6acKapy uewimoepin
icke acvipy memiei MOOenbOEHOI.
Tyiiin co30ep: mapkemune, mayap cascamsl, Camy, Camy MexaHu3mi, HapbIx.

MEXAHM3M PEAJIM3ALIMA TOBAPHOM NOJUTUKHU ITPEJNPUATUSA
AK. I(ynemesal, LY. Bexmanoed’, I T. Tanaéaesa’, A.A. T ypﬂbtﬂekoea4
YWnusepcumem opyorcovr napodos umenu axademuxa A. Kyambekosa, Illvivkenm, Kazaxcman
HAO FOacno-Kasaxcmanckuii yrusepcumem um. M. Ayesosa, [lvimkenm, Kazaxcman
$lvimkenmexui ynusepcumem, 20pod Llsivxenm, Kasaxcman
*FOKTTIY, 20pod lvimkenm, Kasaxcman
e-mail: kup_aigul@mail.ru

Peztome. [env uccnedosanus. Ilouck naubonee npooguHymuIx cxem u Mooeneli mogapHou NOJUMUKU KOPNO-
payuu, 8bl00pa UHCMPYMEHMOE8 U MEXAHUIMO8 UX A0anmayuu K YCio8UsIM KOHKPEMHO20 PbIHKA. 3HAUUMOCHb 000C-
HOBAHUS. MAPKEMUHEO0BIX pelteHull O paspabomKu makol NOAUMUKU 8bl3b16aen NOGbIUEHHbII UHMePeC UCCLe00-
eameiell K 3moti npodiemamuxe.

Pesynomamor uccredosanus. Konyenmyanvhvie 0CHO8bI UCCACO008AHULL PLIHOYHOU KOHBIOHKIMYPbL U POIb
MOBAPHOU NOUMUKU 8 CUCTeME MAPKEMUH208bIX Pa3pabOmoK KOpnopayul,; 8bia61eHd CHeyUhuKa MapKemuH206bIxX
UCCNIeO0BAHUL HA KOHKPEMHOM DbIHKe NPOO00BOIbCIMBEHHBIX MOBAPO8, NPOBEOEH KOHBIOHKMYDHbIN AHANU3 COCMOS-
HUSL PbIHKA U COOPMYIUPOBAH ANCOPUMM PA3PAOOMKU MOBAPHOU NOIUMUKYU HA USOPAHHOM Ce2ueHme; CMOOeNUpO8aH
MeXaHu3M peanu3ayuu YnpasneH4eckux peuteHull Kopnopayuu 6 cgpepe mogapHoul NOIUMUKY NPU ee Pedtu3ayuu.

Kniouegvie cnosa: mapxemune, moeapHas nOIUMUKaA, peanusayus, MeXauu3m peaiu3ayuu, poiHok.
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