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INCORPORATING SUSTAINABLE/ECO-FRIENDLY
PRODUCTS INTO THE RETAIL ASSORTMENT STRATEGY IN RESPONSE
TO EVOLVING CONSUMER DEMAND

Abstract. The full-scale war has radically transformed the lives and consumer priorities of Ukrainians,
compelling retail businesses to update their assortment policies by focusing on new trends and consumer
needs in an environment of uncertainty. Numerous studies indicate that modern consumers increasingly
choose goods that align with their values: personal health, ecology, animal welfare, transparency, trust,
and support for Ukrainian producers. Consequently, “green” products are gaining particular relevance and
represent a key contemporary trend. The purpose of this article is to define the steps and key aspects for the
successful integration of “green” products into the assortment policy of retail. As a result of generalizing
the obtained data, the steps, key aspects, and strategic decisions for the successful integration of “green”
products into retail assortment policies were determined. Furthermore, the experience of leading domestic
retailers in applying the “green” trend to their operations was described. This analysis revealed that the
“green” trend encompasses not only the product range but also comprehensive ecological solutions aimed at
reducing the operational impact on the environment, which positively influences consumer demand in these
chains. The main “green” trends integrated into retail both before and after the full-scale invasion were
presented, including measures for supporting consumer demand.

Keywords: “Green” products, consumer demand, retail, assortment policy, retail chains.

IHTEI'PALIISL «3EJIEHUX» TOBAPIB B ACOPTUMEHTHY HHOJUTUKY
PUTENJIY ¥ BIAITOBIAb HA 3MIHU CIHHOKUBYOI'O IIOIIUTY

Anomauia. I[loenomacuwimabne emopeHnenns pocii 6 YKpainy KapOUHANbHO 3MIHULA HCUMMA Ma
CHOJMCUBAYLKI NpIOpUumemu YKpainyie, wjo 3mycuio pumeis YOOCKOHANIO8AMU ACOPMUMEHMHY NONIMUKY,
OpPIEHMYIOUUCH HA HOBL MPEHOU Ma NOMPeOU CNONCUBAYIE 8 YMOBAX HegusHaueHocmi. HucieHHi 00cioxicenHs
NOKA3ANU, WO CYHACHT CROJCUBAY] 00UparOmb Mosapu, sAKi 8i0N08i0ar0OmMs iXHIM YIHHOCMAM: 81ACHe 300P08 5,
exonozis, 006pobym meapuH, nposopicms, 008ipa ma niOmpumka yKpaincvkozco eupoonuka. Came momy,
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«3eneniy mosapu Habysamy 0cobIUB0T AKMYATLHOCMI MA € KAIOYOBUM CYUACHUM mpenoom. Memoro cmammi
€ BU3HAYEHHA KPOKI6 ma KAHUYOBUX ACNEKMIE YCNIWHOI IHmespayii «3el1eHuxy moeapie 6 ACOPMUMEHMHY
nonimuxy pumeiny. B oocnioscenni suznaueno, wjo «3eneni» mogapu mpancghopmyroms Kynieenvhi 36UUKuU,
gionogioaroms cumyayii Ha pPuHKy i GUSIOHO I[HME2PYIOMbCs 6 ACOPMUMEHM pumelty, poonsidu 1o2o
npueadIusiUM OJis1 NOKYIYI6 ma onmumMaieHum 0 6iznecy. Bcmanoeneno, wo napasi cnocmepieaemucs
niosUWeHUll CyCniibHUl iHmepec 00, MakK 36AHO20, «3€1eH020» MPEHOY — eKONO2IYHO 8IONOBIOANIbHUX DileHb
Wooo moeapis, nociye, mexHonozit ma oiznec-npakmux. Hageoeno ocnogHi YuHHUKY 3pOCMAHHS NONUMY HA
eKono2iuny npooykyiro. Y pezynomami y3a2anvHenHs OMPUMAHUX OAHUX BUSHAYUEHO KPOKU, KIIOUO8I ACHeKmu
ma cmpameziuti piuleHHs 0Jisl YCRIWHOT iHmezpayii «3el1eHuxy moeapie 6 acopmumMenmHy noiimuKy pumetny.
B cmammi onucano 00cio npogioHux aimuusHAHUX pumeliiepie y HanpamKax inmezpayii «3e1eH020» MmpeHoy
8 ix OiANbHICMb, MA BU3HAYEHO, WO «3ENeHUL» MPEHO BKIIOYAE He Jue acopmumenm, a U KOMNJIEKCHI
eKoNI02iuHi pienHs OJid 3MEeHUEeHHs ONepayitiHo20 6NUBY HA O0BKIILIA, WO NOZUMUEHO GNIUBAE HA CNONCUBUULL
nonum 6 yux mepeosicax. Haseoeno ocnoeHi «3eneniy mpenou, AKi iHmezpyeanucs 6 pumeini 00 ma nicis
NOBHOMACUWMAOHO20 8MOPSHEHHSL 3 YPAXYBAHHAM 3AX0018 U000 NIOMPUMKU CRONCUBYO20 nonumy. J{oeedeno,
WO CROJNCUBYULL NONUM € BUBHAYANLHUM 6 IHmezpayii «3eleHuxy moeapie 6 acOPMUMEHMHY NONIMUKY
pumeilny. Iliocymosano wo 0ns ycniwiHoi OisbHOCMI pumel NOBUHEH He NPOCmo peazyeamu Ha NOnum,
a NpoaKmMueHo aoanmyeamu ceill acopmumenm, Mepuanoau3uHe ma cepsic, 8paxo8yiouu 6azamozpanHuil i
MIHIUBUL CRONCUSHULL NONUMN.

Knwuogi cnoea: «seneni» mosapu, cnoxcusuuii NOnum, pumetii, ACOpmMuUMeHmHa NoaimuKa, po3opioni
Mepedicl.

Formulation of the problem. The full-scale war has significantly altered the lives of Ukrainians,
compelling them to re-evaluate priorities not only in their personal lives but also in consumption and product
usage. This forces retail businesses to change their approaches to reviewing and improving assortment policy,
focusing on new trends, shifted values, and an understanding of consumer needs in an environment of extreme
uncertainty for all market participants.

Numerous studies conducted by both retailers and research organizations indicate that modern
consumers are choosing products that align with their values, such as: personal health, ecology, animal
welfare, transparency and trust in goods, and support for "green" products grown or manufactured in Ukraine.
Therefore, one of the contemporary trends in consumer demand is the so-called "green" products, which are
transforming purchasing habits, corresponding to the market situation, and successfully integrating into the
assortment of modern retail, making it more appealing to the consumer and optimal for the retailer.

Analysis of recent research and publications. Modern trends in the assortment policy of domestic
retail are a subject of scientific interest for a number of leading domestic researchers. O. Chyhryn [1] studied
the definition of the "green" consumer profile for the formulation of corresponding marketing strategies. S.
Kovalchuk [2] investigated how retail adapts to global changes and how to find a balance between eco-
friendliness, efficiency, digital technologies, and an emotional connection with customers. The authors I.
Taranenko, A. Mostova, and H. Shcholokova [3] in their research, identified the specific impact of green
marketing tools, particularly EU eco-labeling, on consumer behavior and substantiated the possibilities for the
effective implementation of green marketing practices. M.V. Zavyalova, N.V. Romanyuk, and G. V. Kovbas
[4] examined the interrelation between marketing product policy and the increasing consumer demand for
products and services that promote a healthy lifestyle within the creative economy. The article by Yu. Zaika
and T. Irikh [5] conducted a comprehensive analysis of the competitive environment in the retail sector,
as well as considering key market trends. L. Stepasyuk and V. Starominsky [6] proposed and substantiated
modern trends in the development of chain retail, considering the specifics of its operation during global crises
and war. V. Zhurilo and L. Shatalova [7] dedicated their research to the strategic analysis of the competitive
environment in the organic products market of Ukraine, where they determined that, amid the intensification
of environmental problems caused by human economic activity, the level of consumer eco-awareness
increases. The article by O. Pavlenko, Rozmaryny, and S. Chaban [8], analyzed the problems and prospects of
implementing ecological brands in Ukraine.

Considering the significant contribution of previous research on this subject matter, a relevant task
for retail’s assortment policy in conditions of extreme uncertainty is to account for consumer demand when
integrating "green" products into the assortment policy.

The purpose of this article is to define the steps and key aspects for the successful integration of
"green" products into the assortment policy of retail.

The main material presentation. Assortment policy is a key and purposeful activity of retail, the
main goal of which is to select, ensure, and constantly maintain an optimal set of product groups, types, and
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varieties that must accurately correspond to real consumer demand and socially necessary needs.

Numerous studies of consumer behavior and their motivations have shown that it is critically important
for retail to understand that consumer demand is formed under the influence of an extremely wide spectrum
of factors, consisting not only of external factors, such as the economy or trends, but also of deep individual
characterlst1cs—wor1dv1ew upbringing, and innate buyer traits.

Accordingly, the purchase decision-making process in retail is also constantly under the influence of:

- Psychological and personal factors, such as motivation, perception, and attitude;

- Sociocultural and situational inﬂuences—family, reference groups, and the moment of purchase;

- The complex of marketing strategies applied by both producers and, most importantly, the retailers
themselves.

This list of factors influencing consumer demand should be supplemented by knowledge of the specifics
of Generational Theory — one of the effective tools for understanding the motivations and behaviors of
consumers belonging to different generations.

According to this theory, formulated by American scholars W. Strauss and N. Howe in the last century,
people born within a specific time frame and having experienced characteristic events of that era (war, crisis,
economic or cultural boom, etc.) share similar life views and socio-psychological characteristics that influence
their market behavior [9, p. 14]. The concept suggests that such a similarity in life values shapes corresponding
consumer habits, attitudes toward purchases, use of technologies, and brands. In the opinion of [10, p. 78], this
provides the ability to predict consumer behavioral patterns and preferences.

As is known, satisfying consumer demand occurs by providing target segments with goods that
meet their needs, requirements, values, etc. According to the conclusions of research conducted by leading
research organizations [11-13], there is currently an increased public interest in the so-called "green" trend —
environmentally responsible solutions regarding goods, services, technologies, and business practices. This
trend encompasses a wide range of products — from organic food to renewable energy.

According to researchers [ 14-19] the demand for ecological products is growing due to three main factors:

1. Growing Environmental Awareness in Society — explained by the increased desire of consumers to
live in accordance with the principles of sustainable development and to minimize their own negative impact
on the environment.

2. Economic Benefits —although "green" technologies may require initial investment, they often provide
long-term economic efficiency (for example, through energy savings).

3. Government Support — governments actively stimulate the development of ecological business
through the provision of relevant subsidies and special programs that promote this development [14].

"Green" products are goods that, throughout their entire life cycle, from production to disposal, have a
minimal negative impact on the environment and human health. The most reliable indicator of this claim is the
presence of eco-labeling: in Ukraine, this is the "Green Crane", and in EU countries, the "European Ecolabel",
Organic, and so forth. This labeling confirms that the product complies with specific environmental criteria
established by independent certification bodies, and also indicates that these goods differ from others. These
goods differ from others in the following ways:

- Composition and Raw Materials. They are made from natural, organic, renewable, or recycled
materials, and do not contain harmful chemicals, toxins, aggressive pesticides, or GMOs;

- Production, which occurs with minimal consumption of natural resources, utilizes renewable energy
sources, and involves the minimization of production waste;

- Use of minimalistic packaging made from easily recyclable materials, with labeling information
indicating the possibility of recycling;

- They have the property of being reusable, biodegradable, or recyclable after use [15; 21].

For the successful integration of "green" products into retail’s assortment policy—an important and
multifaceted process reflecting the growing demand for environmentally friendly and sustainable products—it
is advisable to introduce the following steps with their inherent strategic decisions (Table 1).

Table 1
Steps and Key Aspects for the Successful Integration of "Green" Products into Retail Assortment Policy
Key Aspects of . . ..
Steps Successful Integration Strategic Integration Decisions
Assessment of Demand | Conducting research to understand the target audience’s readiness to purchase "green"
for «Green» Products products and their priorities: organics, recyclable packaging, local production, etc.
Selection of Setting Integration Increasing the share of "green" products in the overall assortment to a retailer-
the Integration Goals defined percentage.
Strate i
& ]I)eﬁmng the Role of Making eco-friendliness a central part of the retailer’s overall strategy.
ntegration
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Continued from Table 1
Ecological Procurement | Developing clear supplier requirements for product eco-friendliness: certification,
Criteria composition, packaging, and production processes.
Inclusion in the assortment:
A Search for and inclusion | ~ °T&aM¢ products; -
ssortment of «areems products in - products made from recycled or renewable materials;
Formation the agsso rtmle) Nt - products with minimal or ecological packaging;
- locally produced goods;
- products certified according to ecological standards.
Finding the Assortment | Ensuring an optimal balance between traditional and "green" products, considering
Balance price and demand.
Establishment of Clear formulation of ecological criteria and standards by the retailer, namely:
Ecolocical Criteria and | - clear requirements for the certification of "green" products;
Stan d§r ds - defining standards regarding composition (absence of certain harmful additives),
packaging, and production.
Search for - Conducting independent audits of production facilities to verify compliance with
Reliable Partners declared ecological practices; . .
who Share Supplier Audit - searching for small local companies that often have more sustainable and craft
PP products but require assistance with market entry;
- building long-term strategic partnerships with suppliers, collaborating on
improving product eco-friendliness.
Influence on Collaboration with suppliers to improve existing products: switching to ecological
P . packaging; replacing ingredients with organic or natural ones, etc. Risk management
roduct Ecological by planni d 1 based te f i fd d for "
Characteristios y planning order volumes based on accurate forecasting of demand for "green
products.
-Prioritizing "green" suppliers when forming orders and concluding long-term
. contracts;
]\E}ci)loglcal System of Incentives - developing a supplier evaluation system where sustainability and social
alues and Accountability responsibility indicators hold significant weight alongside price and quality;
- establishing a fair price for "green" products that guarantees supply stability and
quality.
Educational Campaigns Educating customers about the benefits of eco-products and the impact of their
choices.
Marketing and Merchandising Segregation and special labeling of "green" products within the retail space.
Communication | Avoiding Greenwashing | Clear and honest informing of consumers about the ecological benefits of products.
Integration of «Green» | - Determining the percentage of revenue from "green" products in total sales
: . volume;
gigggg dI rﬂ;ﬁ;&iﬁm - determining the percentage of SKUSs that hold recognized ecological labeling;
Evaluation - using analytical tools for continuous tracking of these indicators and comparing
them with established sustainability goals.
- Replacing traditional products with those that have a better ecological profile;
- introducing an internal evaluation system that assigns scores to each product
Accounting for Product | based on its ecological characteristics;
Life Cycle Stages - developing protocols for non-liquid "green" products: transfer for charity,
recycling, or, as a last resort, composting (for organics), instead of landfill disposal;
- return infrastructure (for containers or packaging).
- Thorough analysis and forecasting of demand;
- prioritizing orders from local suppliers, which reduces the transport footprint
Assortment Logistics Management | (CO: emissions) and delivery time;
Optimization - controlling adherence to the "First-In, First-Out" (FIFO) principle to minimize
and Management write-offs.
- Offering "green" products as an alternative to traditional ones in relevant
categories;
Category Management | _ creating clear zones or separate shelves for ecological products;
- using eco-labeling in the sales area to facilitate consumer choice.

Source: developed by the authors using [1; 4-8; 14; 18]

Thus, the integration of "green" products into retail’s assortment policy requires a strategic approach that
balances environmental standards, consumer demand, and commercial viability.

National retail chains have been implementing the integration of "green" products into their assortment
policy since the early 2010s. For instance, one of the largest Ukrainian retail chains, "Silpo," demonstrated
an interest in the "green" assortment through the active development of organic and local products by
implementing the "Lavka Tradytsii" (Shop of Traditions) project [19]. This ensured a broad representation of
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certified organic, farm, and local products within the chain.
It is also important to note that this specific retailer is implementing not only "green" products in its
operations but is also successfully developing other ecological services (Table 2).

Table 2
Directions of "Green" Product Integration in the "Silpo" Retail Chain
Direction Integration into the Chain’s Operations
A wide assortment of certified organic products under own import and from Ukrainian producers.
Organic Products Includes groceries, fresh vegetables, and fruits marked with the "Euroleaf," which signifies European

organic certification.
Own Farms and Local | Development of own farm projects, such as «Lavka Tradytsii», supplying stores with local, often

Products seasonal, products with a minimal logistics footprint.
Plant-Based Significant expansion of the assortment of vegan and plant-based alternatives, such as milk, cheeses, and
Alternatives meat substitutes, which contributes to reducing the climate impact associated with animal husbandry.
. Sale of coffee and tea certified by international eco- and social standards, such as Fair Trade or
Ethical Coffee/Tea . .
Rainforest Alliance.
Plastic Reduction Gradual phasmg out of single-use polyethylene bags. Introduction of reusable bags and nets for
vegetables/fruits.
Waste Collection and SilpoRecycling — a sorting station (currently in the Kyiv region) where customers can drop off sorted
Sorting secondary raw materials (plastic, paper, glass).
Collection of Hazardous | Collection points for used batteries in many supermarkets. Recycling is financed by the chain together
Waste with partner battery manufacturers (e.g., Panasonic, Duracell).

Implementation of energy-efficient technologies in new and renovated stores, such as: the use of freon-
free cooling, efficient LED lighting, and heat recovery systems.

Source: developed by the authors using [14-16;19-20]

Energy Efficiency

It should be noted that the "green" trend includes not only the direct inclusion of eco-products but also
the ecologization of packaging and infrastructure, which is a prerequisite for a sustainable assortment policy.
These initiatives often intertwine with energy efficiency and waste reduction, as this simultaneously lowers
operational costs and contributes positively to the environment.

The ATB chain primarily focuses its activities on environmental solutions in the field of packaging and
hazardous waste management. One of the chain’s most well-known initiatives is a large-scale project for the
collection and subsequent export for recycling of used batteries. Since the end of 2018, the chain has also
been known for its fight against plastic. The first step in changing the assortment of packaging materials sold
to customers was the introduction of bags with a special additive, d2w, for accelerated decomposition [21;
22]. Subsequently, biodegradable bags made from corn starch, marked with "Ok compost HOME," were also
offered to consumers as an alternative to conventional polyethylene.

The chain offers its consumers an ecological solution in logistics for the transportation and storage of
purchased goods: the use of cardboard boxes, which are fully recyclable, as an alternative to plastic crates.
ATB also views conducting tree-planting campaigns in forestry areas across various regions of Ukraine as part
of its environmental responsibility.

The NOVUS chain focuses on both infrastructure ecologization and assortment initiatives. In 2018, the
chain marked a strategic "green" step that subsequently influenced its assortment policy and logistics: the start
of construction of a "green" logistics distribution center. This center complies with the international ecological
standard BREEAM and utilizes freon-free and ammonia-free cooling systems, which significantly reduce the
environmental impact [23; 24].

Furthermore, at some facilities, the retailer uses more environmentally friendly gas generators instead
of diesel generators in its operations. These systems simultaneously generate electricity, heat, and industrial
cooling, enhancing efficiency and reducing emissions.

The NOVUS chain cooperates with recycling companies and transfers significant volumes of secondary
raw materials (paper, plastic, glass) for recycling, enabling projects for waste sorting and processing. Like the
other chains discussed above, NOVUS cooperates with the "Bateriyky, zdavaytes!" (Batteries, Surrender!)
project and collects used power elements for subsequent processing at European factories [24].

Thus, the provided examples of "green" trend integration demonstrate that the "green" policy of Ukrainian
retail includes not only the assortment but also comprehensive ecological solutions aimed at reducing the
operational impact on the environment, which positively influences consumer demand in these chains.

It should be specifically noted that Russia’s full-scale war against Ukraine has slowed down the speed
of integrating "green" products into assortment policies but has accelerated the localization trend and made
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energy and logistics resilience a new key dimension of the domestic retail’s "green" policy. Table 3 presents
the main "green" trends that were integrated into retail before and after the full-scale invasion, taking into
account measures to support consumer demand.

Table 3

Change in "Green" Trends in Domestic Retail, Considering Measures to Support
Consumer Demand During Wartime

Main Trends Prior to 2022

After 2022

Measures to Support Consumer Demand

Sustainable development,
plastic reduction in
packaging, expansion of
organic products

Main Trend in
Retail Operations

Energy Dependency,
Logistics Resilience.
Support for loyal producers

Ensuring Uninterrupted Retail Operations.
Ensuring the availability of basic assortment by
the retailer

Active expansion of
premium lines; import of
certified eco-products; food
waste reduction.

Eco-Products

Increase in the share of
products from Ukrainian,
especially small and micro,
producers that meet "green"
criteria.

Chains actively replace some products, including
those claiming "greenness" (e.g., phosphate-free
detergents, eco-packaging), with own brands
manufactured in Ukraine, which allows for
control over price and origin.

Implementation of
specialized niche projects
(e.g., farm products).

Locality

"Ecology" of support: focus
on the economic and social
resilience of communities.

Comprehensive  application of  measures
focused on information, accessibility, and
value confirmation, which will help transform
consumer demand for eco-products from a niche
to a mass market.

Expansion of sorting
stations, testing of bio-
bags; Replacement of
lighting with energy-
saving LED, optimization
of ventilation and air
conditioning systems in
new and renovated stores.

Eco-Initiatives

Preservation of critically
important eco-programs
(battery collection, basic
sorting), but a slowdown in
investment in new costly
eco-projects. Accelerated
implementation of solar
panels on the roofs of stores
and distribution centers.

Creating a separate, visually attractive space
for eco-products in retail to facilitate consumer
search. Providing additional bonuses or discounts
on eco-products for loyalty program members.
Implementation of secondary raw material
collection programs at retail outlets, often with
a charitable component (e.g., fundraising for the
needs of the AFU).

Source: developed by the authors using [2; 6;12;14;20-24]

Thus, before the full-scale invasion, domestic retail actively integrated global trends focused on waste
reduction and conscious consumption; global ESG criteria (Environmental, Social, and Governance)—such
as reducing plastic use and certification—also dominated.

After February 24, 2022, the focus shifted from the "ecology of comfort" to the "ecology of survival"
and support for resilience, concentrating on stability and independence. This involved integrating energy
efficiency (generators, solar power stations—SES) and localization as critically important elements of the
retailer’s "green" strategy.

Conclusions. Thus, consumer demand is crucial in the integration of "green" products into retail’s
assortment policy. Successful retail must not merely react to demand but proactively adapt its assortment,
merchandising, and services, taking into account the multifaceted and fluctuating nature of consumer demand.

Further scientific research plans to analyze the motivations for product selection among consumers
belonging to different generations. This will allow retail to predict consumer behavioral models and form a
rational assortment.
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