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IMPROVEMENT OF ASSORTMENT POLICY BY THE PRODUCTION OF ICE
WINE
Lutskova V.,
Assistant of the Department of Commodity Studies and Customs
Odessa National Academy of Food Technologies
Odessa, Ukraine
The marketing of the wine-growing industry consists of all aspects of

production and promotion, including the study of consumer preferences, demand
forecasting, the development of assortment and the organization of service. It is
known that marketing processes should be based on the anticipation, planning,
organization and management of consumer goods satisfaction that customers obtain
using the purchased product. And taking this into consideration, businesses can earn a
profit in order to operate and develop sustainably [1, p. 1264].

Assortment policy plays an important role in increasing competitiveness, because
the product, its quality and the optimal range of products influence the competitive
position and success of the enterprise, including the winemaking. The main task of
assortment policy is to form the optimal product range of the winery and to develop
directions for its improvement, in particular, the production of new types of wines.
According to information [2, p. 48], some wine industry and wineries have become more
profitable when had started to produce ice wine, hereby developing its range.

Ice wine is a dessert wine made from grapes, which were frozen on a vine at
minus 8 °C and pressed at the same temperature to ensure a minimum sugar content

of 35 ° Brix on the scale [3, p. 1674]. Grape freezing naturally to obtain ice wine is a
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technological innovation, which is a non-standard process of grape processing
compared to the classic wine production.

It should be emphasized that such an organization of economic activity as
product differentiation is the basis of an innovative model of enterprise development,
which contributes to the formation of a new range of wines. High quality wines have
an appropriate classification that distinguishes them and shows the peculiarities of
production, for example, late-harvest wines, botrytized wines from grapes infected by
the mold Botrytis cinerea or noble rot, collectible wines, aged for a long time in
barrels or in bottles; wines obtained from frozen berries. In addition, consumer
satisfaction is often transferred to the framing of product packaging. Ice wine is
bottled in 0,375 | or 0,2 | that can distinguish the bottle from others and attract the
attention of the potential consumer.

The activities of wine enterprises must be adapted to the demanding consumer
market, taking into account marketing providing. That’s why viticulture and
winemaking marketing services are firstly necessary to determine accurate
information about the consumer’s requirements for quantity, quality, assortment and
price. The development of such services will allow navigating better the external and
internal markets, to study the tastes and demand of consumers and a competitive offer
in the market for similar products.

The introduction of ice wine in the Ukrainian market as well as development of
marketing service can lead to increasing of competitiveness of wineries. Also
including ice wine into assortment of enterprise, perhaps, can guarantee the
development of scientific and technical relations within industry because
investigations towards peculiarities of ice wine production and study of consumer
preferences are currently relevant.
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Jlist Hamioro yacy XapakTepHl KapJWHajibHI 3MIHH B MOJITHIl, €KOHOMIII,

CycnuIbHOMY XHTTi. Han3Bu4aitHo TuHaMIYHUN CBIT HABKOJIO HAC O1JIbIIE HIXK
Oynb-koJin TOTpeOye ePEeKTUBHOIO KEPIBHUIITBA B YCiX cdepax B3a€MO3AICKHOTO
KUTTS. Huni exoHomimi YKpaiHu 0coOJMBO HEOOXiJHI JIFOAM, 3/IaTHI MpPAIfOBaTU
AKTUBHO, 3aIlIKaBJIEHO, 3 BUCOKOI MPOQECIiHOI0 MaWCTEPHICTIO T4 HOBATOPCHKUM
niaxoaoM. BaximBuMm y 1boMy miiadi € (pOpMyBaHHS B MOJIOJIl HOBOTO HAyKOBOI'O
€KOHOMIYHOTO MMCJICHHS, TparHeHHs JO aHali3y pe3ysbTaTiB BIAcHOi Ta
KOJIGKTUBHOI Mpalii.

3MIHM B PO3BHUTKY NPOAYKTUBHHMX CHJI, EKOHOMIYHUX BIJIHOCHH BHMAararoTh
MOCTITHOTO OHOBJICHHS NUISAX1B, POPM 1 METOJIIB €KOHOMIYHOI OCBITH ¥ BHXOBaHHS

Mouofi. IloeqHaHHsl «HABYAHHS — OCBITa — MPALSH 3yMOBJIEHE CyYaCHUMHU YMOBAMHU
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