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Abstract. The major problems and perspectives of the modern international approaches to 
merchandizing systems development and management are considered in the article. Merchandizing 
systems are analyzed based on understanding that they are a vital part of marketing mix within 
enterprise which supports an effective consumer behavior managing process. Various areas and 
components of merchandizing systems are highlighted in the article; key trade forms and methods 
of merchandizing are summarized and evaluated. Leading international experience was analyzed 
and systematized pursuant to key theoretical concepts which enabled to develop recommendations 
regarding development and managing merchandizing systems in transition economies based on 
effective and successful global practices taking into account specific environmental features of 
Ukraine.
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Introduction. Global economic downturn, decrease of payment ability of population in various countries, 
growth if market competition, forming a new type of consumers’ value system and customer-oriented modern 
business environment, the problem of selling goods is becoming increasingly important for all businesses. 
According to a study, conducted by Point of Purchase Advertising International (POPAI), an independent 
business association in points of sales, consumers make 70% of total buying decisions directly in the store1. 
According to «Lіght promotіon» study, 30% of Ukrainian consumers’ purchases are planned in advance, 6% 
of purchases are planned in general, 4% – alternative purchases and 60% – impulsive purchases that is the 
decision on them is made directly in the store2. This justifies the high importance of in-store merchandising 
activities as well as branding or promotion. Merhcandizing efferts are undertaken directly in points of sale 
and provide a seller with a last chance to demonstrate goods before a purchase. All mentioned above causes 
an importance of international merchandising application in consumer behavior management to increase 
effectiveness of company’s sales policy.

Problem definition. Issues of marketing mix and effective merchandising systems development were 
investigated by leading marketing scientists, namely H. Armstrong, A. Velkhoff, Ph. Kotler, B. Kenneth,  
J.-E. Masson. Some Ukrainian scientists devoted studies to merchandising, for instance: L. Balabanova,  
Y. Mytrohina, E. Romat, V. Snegirova, K. Kanayan, M. Kotlyarenko, A. Starostina and others. Sales organization 
and merchandising are quite new fields for research with possibility of practical implementation, and it requires 
approbation and verification on transitional markets such as Ukrainian retail. 

Nowadays the majority of studies on the process of merchandizing can be used in developed countries. 
The issue of building an effective merchandising system in transition economies still remains poorly understood. 
In current paper the potential of merchandizing application in Ukraine will be investigated. Ukrainian market 
is one of the most attractive for world players within the retail industry. Taking into account political situation,  
instability of Ukrainian economics, objective internal factors that can influence methods of consumer’s behavior 
management should be considered. 

1 Market to the Institutional not the rational. Point of Purchase Advertising International. <http://www.popai.com/
industry-news-blog/market-to-the-instinctual-not-the-rational?A=SearchResult&SearchID=1789415&ObjectID=46607
97&ObjectType=35> (2015, November, 29)
2 Импульсивные покупки. BMG Ukraine. <http://www.bmgukraine.com/impulsivnyie-pokupki.html> (2015, 
November, 29).


