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Abstract

As products and services improve over time, new directions for better process
management emerge. Today, due to the abundance of these services and products, the
main task for companies is not only to provide information about their products to
consumers, but also to provide this information correctly, in a targeted manner and
differently from competitors. Accordingly, merchandising becomes very important.
More specifically, the main research issue of the paper is - what is the impact of
merchandising on consumer behavior at the local level? What activities do the
companies carry out? What practical or theoretical knowledge is used for
merchandising? And to what extent does the user perceive and react to all this?

The research was conducted using both quantitative and qualitative methods. As part
of the research, 4 leading companies and 240 consumers were interviewed. The
research format for the companies was qualitative, with semi-structured questions in
a direct interview format. And consumer research was entirely quantitative, serving
to capture the consumer's perception of merchandising components in a real
environment. As a result of the survey, it was revealed to what extent merchandising
tools influence the purchase decision, and specifically what tools stimulate and in what

dose.



