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Abstract 

The paper develops a new approach for estimating a marketable efficiency of an assortment of 

products in a particular market. It includes measuring and evaluating several economic 

parameters of a product in the conditions of cross-elasticity (supplementary and 

complementary) environment. New economic parameters are presented to evaluate the overall 

state of a particular good. New concepts are introduced: the Direct Factors - demands with 

index coincided with the certain index of the price of the i-th item, Indirect Factors - other 

demands dj (i≠j; j=1,2,…,m) influencing the i-th item, Resultant Factor - the sum of indirect 

factors that formally can vary without any bounds.) etc. By using these three concepts the model 

goes further and results in introducing several other new conceptions like:  optimal structure of 

an item, range of profitability, economic feasibility, marketable portrait and marketable space of 

an item, index of marketable risk, marketable efficiency etc. Analysis show the strong 

connection between the resultant and the other economic parameters of the product like the 

sustainability of the product, profitability, economic feasibility, marketable efficiency etc. The 

complex application of the given parameters finally functions as an effective supportive 

decision-making tool in business process.  

 

Keywords: Marketable efficiency, assortment of products, multi-product pricing, marektability, 
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INTRODUCTION 

In a real market, managers face the problems where the complex analysis must be carried out 

in order to fulfill their business goals successfully. They need to evaluate several economic 

parameters of a product or mostly of the assortment of products simultaneously to evaluate how 

marketable and profitable is the environment in which the business is operating. In case of 

price-optimization they need to make pricing decision by considering several products at the 

same time. By doing so, decision makers can control for substitution effects and benefit from 

potential synergies between the products (Goic, 2011).Companies sell several products, and in 

addition to determining the quantity of orders should also determine the selling price of each 

product sold, whereas the main component of determining the price - the demand, for each 

product is of conditional nature and depends on the demand of other products. The price 

optimization models for one product are well known, but they cannot be used in the mult i-

product case, because of an effect of a cross-elasticity interaction among the products (Gallego 

& Wang, 2014). The latter leads to complicate mutual correlations among products’ prices and 

demands, and therefore requires usage of alternative approaches. Multi Product Price 

Optimization (MPPO) problem requires developing new approaches for its solution. The main 

purpose of the study is to develop models and corresponding algorithms for solution of this 

problem that will allow, basing on the accumulated statistical data of the prices and demands of 

the products, to obtain comprehensive analysis of economic, financial and managerial states of 

the enterprise and to function as a supportive managerial decision-making tool for evaluating 

the marketable efficiency of a product/assortment of products in a specific market. The model 

can be applied for large, medium and small industries. 

 

METHODOLOGY  

We consider the following MPPO model. Given m items in stock1, that is 2m observed random 

variables (m prices and m demands, with n observations each), MPPO model is based on an 

evident assumption that each of demand potentially can be dependent on all/part of price 

variables.  
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, (1) 

Where;   pi – price of the item i;    di - demand of the item i; 

εi - normally distributed random variable with zero mean corresponding to observations of item i.  

                                                
1
The goods or merchandise kept on the premises of a business or warehouse and available for sale or distribution. 
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Observe, that γij(i, j=1,2,…,m) may have positive or negative signs2, as demands can be in 

different relations (substitute or complement) with different prices.   

(1) can be represented in more economic, matrix, format 

𝑝 = Γ𝑑 + 𝑏 + 휀, (2) 

Where;  d and p - m×1 vectors of demand and prices; 

b- m×1 vector of intercepts; 

Γ – m-order matrix, with entries γij equal to coefficients in(1) and subject to identification. 

휀  - random m×1 vector, contained normally distributed random variables with zero mean and 

covariance matrix Σ , which completely defines statistical nature of the system of equations in 

(2), and therefore their identification method.  

Objective function of the MPPO model (total revenue of the stock) can be represented as an 

inner product of variables p and d 

𝑇𝑅𝑀 =  𝑝𝑖𝑑𝑖
𝑚
𝑖=1  (3) 

Substituting (3) into (2) implies (after simple transformations) 

𝑇𝑅𝑀 = 𝑝𝑇𝐾𝑝 + (𝑝, 𝑏), (4) 

Where;  𝐾 − simmetricmatrix with entries𝑘𝑖𝑗 =  
𝛾𝑖𝑗             𝑖𝑓 𝑖 = 𝑗

 𝛾 𝑖𝑗 +𝛾𝑗𝑖  

2
   𝑖𝑓 𝑖 ≠ 𝑗 

 (i=1, 2,…,m). 

Now the MPPO problem seems have been reduced to the maximization problem of the 

objective function (4) (which is a quadratic form with symmetric matrix K) with constraints𝑝𝑖 ≥ 0 

(i=1, 2,…,m). Unfortunately, economic nature of the problem - complicate substitute and 

complement relationships among stock items, represented as entries of the matrix Γ does not 

allow to assume it. In the article (Lekishvili, 2018) it has been shown that the maximum of the 

MPPO problem may not exist which is internal property of Multi-Product case being 

consequence of economic laws. The second methodological problem bounded with the MPPO 

model is the identification of entries of the matrix Γ. In (Lekishvili & Datuashvili, 2018) it has 

been shown that identification of the entries of the matrix Γ in (2) requires using of Generalized 

Least Squares (GLS) techniques, but if the matrix of the regressors is identical for all the 

regression equations (for all dependent variables pi (i=1,2,…,m)), the GLS method can be 

reduced to classical LS and one can estimate regressions equations of the system (2) 

independently. The latter means that one has right to use multivariable regression analysis 

technique, and consider price of each item of goods as a function of m demands, including 

proper demand. But the latter, in turn, allows using maximization methods separately for each 

estimated regression equation.  

                                                
2
In multivariable regression models regression coefficients, in general, do not inherit signs of paired equations coefficients. 
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RESULTS 

Indirect Factors, Resultant and Optimal Structure of the Item of the Assortment 

Considering the demands as factors impacting the process, we introduce the following terms: 

Direct factors- demands with index coincided with the certain index of the price of the i-th item 

are called direct factors. 

Indirect Factors- other demands dj (𝑖 ≠ 𝑗;  𝑗 = 1,2, … , 𝑚)) are called indirect factors. 

Resultant factor- The sum of indirect factors  σi =  γij dj
m
j=1,j≠i  is called resultant of indirect 

factors or just resultant factor, which is a liner function (linear form)of m-1 variables 𝛾𝑖𝑗  

(j=1,2,…,m; 𝑗 ≠ 𝑖)and formally can vary without any bounds. 

Let’s consider now separately one equation i from the system (2) 

𝑝𝑖 = 𝛾𝑖1𝑑1 + ⋯ + 𝛾𝑖𝑚 𝑑𝑚 + 𝑏𝑖 + 휀𝑖  .  

Using the resultant term, the equation can be rewritten as following  

𝑝𝑖 = 𝛾𝑖𝑖 𝑑𝑖 + σi + bi + 휀𝑖  . (5) 

Further, assuming estimation (by means of classical LS )all the parameters 𝛾𝑖𝑗 ( i, j = 1,2, … , m), 

one can rewrite (5) without random term  

𝑝𝑖 = 𝛾𝑖𝑖 𝑑𝑖 + σi + 𝑏 i ,   (6) 

Where;  𝑝𝑖  and 𝑏 i -are estimated (predicted) price and corresponding intercept. 

Now (6) can be used for optimization. 

Total Revenue of an item i can be represented now as 

𝑇𝑅𝑖 = 𝑏 𝑖𝑑𝑖 + σi𝑑𝑖+𝛾𝑖𝑖 𝑑𝑖
2 = (𝑏 𝑖 + σi)𝑑𝑖+𝛾𝑖𝑖 𝑑𝑖

2. (7) 

One can call the (7) the second order parametric multinomial, because the term 𝛿i is the 

function of m-1 indirect factors.  

It is easy to obtain values of prices and demand which provide maximum of Total Revenue of 

item I, by using conventional calculus methodology.  

Optimal demand value of i-th item which maximizes i-th Total Revenue function. 

𝑑𝑖
𝑜𝑝 = −

𝑏 𝑖+σi

2𝛾 𝑖𝑖
; (8) 

optimal price of i-th item 

𝑝 𝑖
𝑜𝑝

=
𝑏 𝑖+σi

2
,  (9) 

and Total Revenue maximum 

𝑇𝑟𝑖
𝑚𝑎𝑥 = −

(𝑏 𝑖+σi ) 2

4𝛾 𝑖𝑖
 .  (10) 

The obtained expressions require comments. All the values depend on the resultant of the 

indirect factors 𝛿𝑖, so they are actually functions of m-1 indirect variables. It is clear, they are 

critically dependent on the resultant: as the value of the resultant can be equal to any real 
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number (depending of the certain combination of all of the indirect factors and corresponding 

regression coefficients), the optimal values(8), (9) and (10) can become negative: the values, 

estimated without considering indirect factors, may be actually unacceptable. 

The next step is including the costs in the model. 

The total cost function of the i-th item can be represented by means of straight-line equation 

𝐶𝑖
𝑇 = 𝐶𝑖

𝐹 + 𝑐𝑖
𝑣𝑑𝑖, (11) 

Where;  𝐶𝑖
𝐹-fixed cost of the i-th item; 

and 𝑐𝑖
𝑣  – variable cost of the i-th item. 

Now we solve optimization problem with respect to Profit function  

𝑃𝑟𝑡𝑖 = 𝑇𝑅𝑖 − 𝐶𝑖
𝑇 = (𝑏 𝑖 + σi)𝑑𝑖+𝛾𝑖𝑖 𝑑𝑖

2 − 𝐶𝑖
𝐹 − 𝑐𝑖

𝑣𝑑𝑖.  (12)  

Especial interest has the question about a range of profitability of the i-th item, which is defined 

by means of break-even points. They are defined as roots of the following quadratic equation 

(𝑏 𝑖 + σi)𝑑𝑖+𝛾𝑖𝑖 𝑑𝑖
2 − 𝐶𝑖

𝐹 − 𝑐𝑖
𝑣𝑑𝑖 = 𝛾𝑖𝑖 𝑑𝑖

2 + (𝑏 𝑖 + σi − 𝑐𝑖
𝑣)𝑑𝑖 − 𝐶𝑖

𝐹 = 0. 

The latter is a simple quadratic equation (with respect to unknown 𝑑𝑖), which can be easily 

solved  

π1,2
i =

−(b i +σi−c i
v )± (b i +σi −c i

v )2+4C i
F γ i i

2𝛾 𝑖𝑖
.  (13) 

Let’s call a value  

∆=  𝛑𝟏
𝐢 − 𝛑𝟐

𝐢   (14) 

 range of profitability. 

Reason of this is very clear: for any 𝑑𝑖such that min π1
i , π2

i   ≤ 𝑑𝑖 ≤ max π1
i , π2

i  , 𝑃𝑟𝑡𝑖 ≥ 0. 

Note again, that ∆is a function of m-1 indirect variables, via indirect’ resultant δi, and the interval 

may not exist for some values of resultant δi. Even in OPPO model existence of ∆depends on 

values of bi , ci
v , Ci

F  𝑎𝑛𝑑 γii , but now (13) reveals new factor –indirect resultantσi.  

Also, it is easy to calculate the rest of optimal parameters. The method is the same as it was in 

OPPO model. Differentiating (12) with respect to 𝑑𝑖  gives 

𝑝𝑖
𝑜𝑝 = −

𝑏 𝑖+σi +𝑐𝑖
𝑣

2𝛾 𝑖𝑖
, (15) 

𝑑𝑖
𝑜𝑝 =

𝑏 𝑖+σi −𝑐𝑖
𝑣

2
, (16) 

and 

𝑃𝑟𝑡𝑖
𝑚𝑎𝑥 = −

(𝑏 𝑖+σi )2−(𝑐𝑖
𝑣)2

4𝛾 𝑖𝑖
. (17) 

One can see that all of the above expressions are also functions of indirect variables.  

We call (8) ÷ (10) and (13) ÷ (17) optimal structures of i-th item.  
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For certain combinations of indirect factors, it can be equal to zero 

σi =  γij dj
m
j=1,j≠i =0. (18) 

In this case equation (6) degenerates into one-dimensional equation. 

𝑝𝑖 = 𝛾𝑖𝑖 𝑑𝑖 + 𝑏 i.  (19) 

 

Impact of Indirect Factors’ Resultant on the value of the Optimal Structure of the i-th item 

Considering indirect resultant as a generalized price, allows obtaining interesting characteristic 

of i-th item. The expression in (18) represents m-1-dimensional hyperplane in m-dimensional 

space of factors. We call it the hyperplane of the latent impacts of indirect factors. The 

hyperplane crosses origins and divides the m-dimensional space of both direct and indirect 

factors into two areas: 

I. σi =  γij dj
m
j=1,j≠i > 0 (20) 

and 

II.  σi =  γij dj
m
j=1,j≠i < 0.                 (21) 

(18), (20) and (21) can be used as characteristics of economic environment of the i-th item: area 

I shows that environment has substitutable  nature, since indirect resultant is positive, whereas 

area II shows that environment has complementary nature, since indirect resultant is negative; 

and at last, (18) shows that environment is neutral, since substitute and complementary effects 

compensate each other, but the indirect factors are still present, and due to mutual 

compensation, their impact is latent. Nevertheless, the presence of the factors is manifested by 

means of the fact that the parameters of the paired equation  

𝑝𝑖 = 𝑏𝑝 + 𝛾𝑝𝑑𝑖𝑖 + 휀𝑖  

and (19) are different. 

The optimal structure of the i-th item is represented above by means of expressions (8) ÷ (10) 

and (13) ÷ (17). Total revenue max is a function of σ (indirect factors resultant), and the function 

is a parabola. It has a minimum at the point 𝜎 = −𝑏𝑖, since the second derivative of (10) is 

positive 

𝑑2𝑇𝑟𝑖
𝑚𝑎𝑥

𝑑𝜎2
= −

1

2𝛾𝑖𝑖
> 0  

and the global minimum is equal to zero. It crosses the vertical axe at the point (0, −
𝑏 𝑖

2

4𝛾 𝑖𝑖
), that is 

at the point where impact of indirect factors vanishes. Graphically it is represented in the figure 

1. 
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Figure 1.  𝑇𝑟𝑖
𝑚𝑎𝑥  as the function of indirect resultant 𝜎 

 

Note that for all values of 𝜎𝑖<−𝑏 𝑖 optimal structure of the i-th item does not exist, as demand and 

price for the interval become negative (see (8) and (9)). 

Let’s call any interval for which optimal structure of the i-th item exists economically 

feasible area of item i. 

The figure 1. shows three important intervals: 1. total economically feasible area of the i-th item 

(−𝑏 𝑖 , +∞) , where optimal structure of the i-th item exist; 2. (−𝑏 𝑖 , 0) -area of complementarity 

environment where  𝜎𝑖 < 0, and 3. (0,+∞) – area of substitution environment where 𝜎𝑖 > 0. We 

did not include point (0, −
𝑏 𝑖

2

4𝛾 𝑖𝑖
), as it is mapped to the hyperplane of the latent impacts of indirect 

factors and represents separate area of neutral environment. Note that within substitute 

environment values of  𝑇𝑟𝑖
𝑚𝑎𝑥  exceed its values in complementary environment. 

 

Marketable Portrait of the Assortment 

Marketable Profitability and Risk 

In this section we are introducing important conception of i-th item’s marketable sustainability.  

Let 𝑛𝑖
𝑝
 be a number of the values of the observed demand of the i-th item that fall within the 

range of profitability (14)  

π1
i < 𝑑j

i < π2
i  (j=1,2,…,𝑛𝑖

𝑝
).  (22) 

We used strict inequalities, because we consider that the cases when the observed demand 

value equals to the one of the end points of the range of profitability  dj
i = π1

i  𝑜𝑟 dj
i = π2

i   is not 

interesting for analysis. 
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If 𝑛𝑖  is total number of observations of the demand of the i-item (direct factor of i-th item), then 

𝑛𝑖 − 𝑛𝑖
𝑝
 – number of observations fall out of the range of profitability.  

Definition 1. Index of marketable profitability (IMP) of the i-th item is the ratio 

𝜼𝒊 =
𝑛𝑖

𝑝

𝑛𝑖
. (23) 

The definition implies that     0 ≤ ηi ≤ 1. (24) 

One can consider index of profitability as an empirical probability that i-th item will remain within 

the range of profitability.  

Definition 2. Index of marketable risk (IMR) of the i-th item is the value 

𝜌𝑖 = 1 − 𝜼𝒊. (25) 

When ηi=1 the item i is profitable or riskless because 𝜌𝑖 is equal to zero.  

From the Definitions 1 and 2 it follows that IMR of the item i is low or zero only and only if 

majority or all of observations are allocated within the range of the profitability. One must 

underline the following. The measure of risk uses two different, by their nature, objects: the 

value of the range of profitability (14), which is based on the estimated parameters of regression 

equation (6) and values drown from the sample of the demand observations. The latter means 

that correctness of the (23) and (24) is dependent on the adequacy of the regression (5) and 

hereafter we use (23) and (24) assuming that (5) is adequate.  

Let’s 0 < 𝜌𝑖
𝑐 ≤ 1 denote critical value of the IMR of the i-th good. The value cannot be detected 

formally, it should be chosen individually for each item, but it seems that the most reasonable 

(from item’s marketable reliability point of view) value can be less than 0.5. It should be 

underlined once again that choosing the critical value is absolutely dependent on the managers’ 

preferences. 

If we substitute the values of demands in the expression of resultant with their average 

(expected) values 𝑑 
𝑗 , we will get the expected value of the resultant 

𝜎 𝑖 =  𝛾𝑖𝑗 𝑑 
𝑗

𝑚
𝑗=1,𝑗≠𝑖 .  

Substituting the latter and the average values of the direct factor in the expression for profit (12) 

we have expected values of Total Revenue, Total Costs and Profit 

𝑃𝑟𝑡𝑖
      = 𝑇𝑅𝑖

     − 𝐶𝑖
𝑇    = (𝑏 𝑖 + σi )𝑑𝑖

 +𝛾𝑖𝑖 𝑑𝑖
2   − 𝐶𝑖

𝐹 − 𝑐𝑖
𝑣𝑑𝑖
 . 

Definition 3. The ratio  

𝜇𝑖 =
𝑇𝑅𝑖          

𝐶𝑖
𝑇     (26) 

is an expected rate of return of the i-th item. 

From the definition follows that 𝜇𝑖 ≥ 0. It is clear, that the item can be considered sustainable 

from marketological point of view if µi>1.  
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Marketable Efficiency and Marketable Portrait  

Definition 4. Let’s call a two-dimensional vector (𝝁𝒊,𝝆𝒊) a Marketable State 𝑺𝒊 of the i-th item.  

𝑆𝑖  can be represented as a point in the 2-dimensional plane S (Fig. 2), which we call 

Marketable Space of the item. 

The variable 𝜇𝑖 , represented horizontal ax, is bounded from below and changes in the interval [0, 

+∞], the variable 𝜌𝑖 is bounded from both sides below and above and changes in the interval [0, 1]. 

The conception of Marketable State 𝑺𝒊implies a method of evaluation of the Marketable 

Efficiency of the given item.  

Definition 5. The Item is:  

 Marketably Efficient if𝜇𝑖 > 1 𝑎𝑛𝑑 𝜌𝑖 < 𝜌𝑖
𝑐  

 Marketably Partially Efficient if µi>1 and 𝜌𝑖 ≥ 𝜌𝑖
𝑐 ; 

 Marketably Inefficient if 𝜇𝑖≤1 and 𝜌𝑖 ≥ 𝜌𝑖
𝑐 . 

The economical sense of such evaluations of the Marketable Efficiency is evident. 

The idea of the state of the item leads to the conception of Marketable Portrait of Assortment.  

Definition 6. We call a set of the state points 𝑺𝒊 (i=1, 2,…,m) Marketable Portrait of the 

Assortment.  

The possible configurations of the States 𝑆𝑖 in the Marketable Portrait of the Assortment are 

represented in the figure 2.  

 

 

Figure 2.  Marketable Portrait of an Assortment (𝜌i
c =0.5). Group 1 - items with low risk and low 

rate of return; Group 2- items with high risk and low rate of return; Group 3- items with high     

risk and high rate of return; Group 4- items with low risk and high rate of return 
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The marketable portraits of the assortment can be used as an instrument to design optimal 

structure of an Assortment: Marketably Inefficient items should be excluded from the 

assortment. It is clear, the latter makes the Assortment economically more efficient and less 

risky. Again, one must note that the critical values of both, rate of return and risk cannot be 

defined formally and should be determined on the base of concrete considerations for each item 

of the assortment. Thus, the Marketable Portrait of an assortment can be considered as a 

heuristic support tool for managerial decision making. 

 

DISCUSSION 

To illustrate theoretical results a specially generated set of data were used. The generation of 

demand variables was realized by means of especially developed approach (Datuashvili & 

Lekishvili, 2019)so that they turn out to be bound by means of predefined paired correlation 

coefficients represented in correlation matrix 𝑅𝑑𝑑  in table 1. Paired correlation coefficients 

among prices and demand variables are represented in table 2. 

 

Table 1. Correlation Matrix Rdd 
Items 1 2 3 4 5 

1 1 -0.2 -0.18 0.2 0.15 

2 -0.2 1 -0.2 -0.07 -0.05 

3 -0.18 -0.2 1 -0.1 -0.12 

4 0.2 -0.07 -0.1 1 0.55 

5 0.15 -0.05 -0.12 0.55 1 

 

Table 2. Matrix of Vectors Rpdi (i=1, 2,…,5) 
 Pr1 Pr2 Pr3 Pr4 Pr5 

D1 -0.7 0.21 0.17 -0.2 -0.28 

D2 0.3 -0.6 0.2 0.09 0.15 

D3 0.25 0.3 -0.7 0.07 0.12 

D4 -0.2 0.09 0.06 -0.55 -0.2 

D5 -0.1 0.07 0.1 -0.33 -0.66 

 

The data allowed to estimate regression equations (1), coefficients of which are represented in 

table 3. Note that calculated values of F-criteria indicate that all of the estimated equations are 

adequate and therefore their coefficients can be used for estimating needs. The results of the 

calculations according to results of the previous sections are represented in table 4. The figure 
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3. represents last two rows of table 4, and is the graphical illustration of the Marketable Portrait 

of the Assortment (table 1.). 

 

Table 3. Prices vs Demands regression equations coefficients and F-calc 
Regressions Coefficients\ Items A k1 k2 k3 k4 k5 F-calc 

1 49.75 -0.62 0.10 -0.01 -0.07 -0.09 186.75 

2 55.99 0.26 -0.51 0.03 0.03 0.09 158.04 

3 79.10 0.29 0.24 -0.57 -0.03 0.07 129.46 

4 70.13 -0.12 0.05 -0.03 -0.23 0.18 25.91 

5 69.49 0.13 0.05 -0.04 -0.07 -0.86 81.25 

 

Table 4. Data for Marketable Portrait of the Assortment (𝜌𝑖
𝑐 = 0.5) 

 
Item1 Item2 Item3 Item4 Item5 

Variable Cost, Cv 11.19 19.35 27.18 18.12 18.39 

Fixed Cost , Cf 275.69 937.43 1449.20 2507.60 547.58 

Expected Costs 723.31 1711.60 2586.50 3559.30 1706.50 

Expected Resultant -6.38 18.78 23.89 7.57 2.27 

Risk 0.50 0.00 0.00 0.42 1.00 

Rate of Return 0.98 1.49 1.68 2.02 0.81 

 

The Portrait clearly shows that items 2 and 3 are marketably efficient (low risks and high rate of 

returns), items 1 and 5 are marketably inefficient because of the high risk and low rate of return, 

and item 4 requires additional study (close to partially efficient products’ category): the highest 

level of the rate of return, but nonzero risk (0.42) close to chosen critical value –0.5. All the 

considerations should be used for final evaluation of the assortment. 

 

 

Figure 3.  Marketable Portrait of the assortment described by a  

system of regression equations (table 4) 
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To conclude, in this work new approach of estimating marketable efficiency of an assortment of 

products was introduced. A multi-product price optimization (MPPO) model was presented as a 

tool to optimize products economic parameters in a complex substitute-complementarity 

environment, where the demand for one product is of conditional nature and depends on the 

demands of other products. For the deeper analysis number of new variables were introduced, 

like direct and indirect factors and the resultant of indirect factors. Number of measuring 

techniques were introduced to evaluate the economic feasibility, profitability, marketable risk, 

marketable efficiency, marketable space, sustainability, and the overall marketable portrait of 

the particular assortment of products.  The complex application of these conceptions allows an 

efficient using of the forecasting of prices of assortment of products, creating the easy graphical 

method of evaluation of both - separate items and given set of the items (entire assortment), 

and therefore can also be used as new method of the managerial decision making, which allows 

improving of the marketable structure of the products’ assortment. Further studies and the 

development of the model can comprise the cluster analysis of the products in the given market. 

It can also expand to wider scale of analysis and work as a supportive tool for reconstruction of 

entire set of products of the enterprise for maximizing it’s revenues. 
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