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Abstract

Merchandising involves strategies for promoting a product or service using the senses, seduction, and
management. This article presents a methodology for determining the degree of merchandising application in
different companies, specifically in the state of Yucatan. The research was quantitative and exploratory. An
evaluation instrument was designed and applied to 18 out of 107 municipalities (17% of the total) with a 90%
confidence level. Subsequently, the degree of merchandising application was calculated using three levels: low
(results below 50%), medium (above 50% and below 80%), and high (above 80%). The results concluded that the
degree of merchandising application in Yucatan is medium, with Mani, a designated Pueblo Magico (Magical
Town), having the highest level and Mayapan, located in the southern part of the state of Yucatan, an area of
municipalities with medium poverty, having the lowest.

| Merchandising gradation model: anélisis of management, seduction and presentation dimensions in Yucatan |

| Objectives | | Methodology | | Contribution |

To propose a methodology that measures The resarch is quiantitative and exploratory. Degree of merchandising application

the degree  of application of An instrument was created to measure Low (less than 50%)
merchandising through a case study 1) Presentacién merchandising Medium  (Between 51% and 80%)
applied in the state of Yucatan 2) Management merchandising High (Gerater tan 80%)

3) Seduction merchandising

Marketing, Advertising, Merchandising
Resumen

El merchandising involucra estrategias de promocion de un producto o servicio empleando sentidos, seduccion y
gestion, el presente articulo presenta una metodologia para determinar el grado de aplicacion del merchandising
en diferentes empresas, se aplico en el estado de Yucatan. La investigacion fue cuantitativa y exploratoria, para
ello se disefio un instrumento de evaluacion aplicado a 18/107 municipios (17% del total) con un nivel de confianza
de 90%; posteriormente se determind el grado de aplicacion del merchandising mediante en tres niveles: bajo
(resultado inferior al 50%), medio (superior a 50% y menor a 80%) y alto (superior al 80%). Los resultados
concluyeron que el grado de aplicacion del merchandising de Yucatan es medio resaltando que el mayor grado es
Mani considerado Pueblo Magico y el de menor grado es Mayapan que se ubica en la zona sur del estado de
Yucatan, considerado una zona de municipios en pobreza media.

| Modelo de gradacién del merchandising: andlisis de dimensiones de gestién, seduccion y presentacion en Yucatan |

| Objetivos | | Metodologia | | Contribucién |

Proponer una metodologia que mida el La investigacion es cuantitativa y| | Grado de aplicacion del merchandising
grado de aplicacion del merchandising, exploratoria. Se cred un instrumento que Baja (menor al 50%)
mediante un estudio de caso aplicado en el mide: Media (entre 51% a 80%)
estado de Yucatan 1) Merchandising de presentacion Alta (mayor a 80%)

2) Merchandising de gestion
3) Merchandising de seduccién
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Introduction

Merchandising is a key tool in the world of marketing and advertising, designed to optimise the
presentation and promotion of products at the point of sale. Its impact on consumer behaviour and
business profitability is undeniable.

This article will examine the extent to which merchandising is used in Yucatan, analysing its
importance in the local market, the challenges it faces, and the opportunities it offers to improve the
shopping experience and business performance in this region. The list of municipalities studied for this
research includes: Valladolid, Rio Lagartos, Telchac Puerto, Ticul, Tekom, Tizimin (Las Coloradas),
Progreso, Mani, Temozon, San Felipe, Dzilam de Bravo, Oxkutzcab, Chichimild, Tinum, Uayma, Teabo
and Izamal; these were classified into three groups: colonial municipalities, municipalities with
archaeological sites, and municipalities with cenotes and coastlines.

The aim of the research was to determine the extent to which merchandising is applied in
businesses located in 17 municipalities of Yucatan, considering the three types of merchandising involved
in the study. Firstly, display merchandising, which concerns the way in which products are displayed at
the point of sale. Appropriate presentation is crucial for attracting consumers’ attention and sparking their
interest in the products. Some of the key techniques include shop design, such as shelf layout, lighting
and product placement, which play an important role in the customer experience. A well-designed shop
can influence the time a customer spends inside and their willingness to make purchases. The course also
covers merchandising management, which refers to the planning and organisation of products at the point
of sale to ensure that products are available, correctly labelled and restocked efficiently. This aims to
maintain the freshness of perishable goods and reduce the obsolescence of seasonal products, as well as
preventing empty shelves. Supply chain management and communication with suppliers are essential to
ensure that products are available at all times. On the other hand, seduction merchandising involves
strategies designed to emotionally attract customers and persuade them to make purchases. To this end,
elements such as music, scent, colours and product layout are used, as these can influence customers’
moods and make them feel comfortable and relaxed.

Theoretical framework

Merchandising is an essential tool in the retail industry, encompassing product presentation, management
and seduction. Appropriate presentation attracts consumers’ attention, efficient management ensures
product availability, and seduction creates a pleasant and persuasive atmosphere. Combining these
strategies can make all the difference to a business’s success and customer satisfaction.

Merchandising has the ability to make businesses visually appealing and provide a quality service
that meets the needs, expectations and demands of society; therefore, it is essential to have a benchmark
on how these strategies affect each business. Following the pandemic, many businesses have had to
evolve and innovate to remain in the market, as the current environment is constantly changing.

It is hoped that this research will serve as a useful tool for governments at all levels to consider
the impact that the implementation of this technique would have on their various promotional campaigns.

The fundamental reasons underpinning the relevance of this study on determining the extent of
merchandising implementation in Yucatan are: the optimisation of commercial strategies within
Yucatan’s highly competitive business environment; it is considered that the application of
merchandising strategies plays a vital role in attracting and retaining customers; and understanding how
merchandising is applied in the region will enable businesses to adapt and improve their strategies, which
could lead to an increase in sales and profitability. It also contributes to an impact on the regional
economy, as Yucatan is characterised by its economic diversity, with sectors ranging from tourism to
agribusiness, which will help improve the performance of the regional economy. Similarly, the research
will help improve competitiveness, as merchandising is a key factor in the competitiveness of businesses
at both local and regional levels; by understanding the extent to which merchandising is applied in
Yucatan, businesses can identify opportunities to improve their market position and strengthen their
competitive advantage.
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In summary, the study on the extent of merchandising application in Yucatéan is justified due to
its potential to provide crucial information that benefits both local businesses and the regional economy
as a whole. Furthermore, it will contribute to the advancement of knowledge in the field of marketing
and commerce in a unique and constantly evolving region.

The concept of merchandising derives from ‘merchandise’ and the suffix ‘ing’, which indicates
action or movement; strictly speaking, it is understood as ‘the movement of goods towards the consumer’
(Palomares, 2021). From the manufacturer’s perspective, merchandising involves effectively promoting
their products at the point of sale through packaging design and point-of-sale advertising, primarily with
the aim of attracting the end customer’s attention to their product on the shelves where it is displayed; in
the case of the retailer or distributor, it is the set of techniques and tools that enable the strategic
management of the developed shelf space, with the aim of achieving a certain level of profitability whilst
satisfying their key clientele.

Merchandising is a set of techniques aimed at making products available to the consumer, thereby
achieving a return on the investment made in the establishment. This means that, wherever there is retail
sales, the aim is to generate certain profits (Gonzalez, 2008).

Merchandising is a marketing tool that encompasses all activities aimed at guiding purchasing at
the point of sale (Bonta & Faber, 2002). Other authors suggest that it is a function carried out at the point
of sale by the manufacturer and the retailer from different perspectives and with varying degrees of
collaboration.

Another definition states that it is the set of methods and techniques designed to give the product
an active role in sales through its presentation and its surroundings, in order to optimise profitability
(Welhoff & Masson, 2005). Merchandising is, above all, a thorough understanding of the point of sale.
The French Institute of Merchandising defines it as: “A set of studies and applied techniques
implemented, either separately or jointly, by distributors or manufacturers, with a view to increasing the
profitability of the point of sale through continuous adaptation and the appropriate presentation of
goods.” (Macana & Masson, 2005).

The function of merchandising is to increase sales; first by attracting shoppers into the shop
through the appeal of the shop window, and then through the arrangement of goods inside. All of this
should encourage them to stay in the shop, make a purchase and enjoy a positive experience that makes
them return; for others, it is a strategic element and operational tool encompassing a range of techniques
for presenting and designing the appearance of premises (Zorrilla, 2004).

Most authors agree that merchandising influences consumers’ purchasing decisions; however,
applying these principles within a municipality, by utilising them in its shops, can have a significant
impact on tourist visits to a particular town. For a municipality, effective merchandising can generate
significant economic benefits, as factors such as colours, scents and product presentation encourage
people to stay in a specific area and even increase the likelihood of them recommending those venues.

Presentation merchandising refers to the way in which items are displayed in a shop, making it
easier for the customer to make a purchase. It can also be considered as visual merchandising; it fulfils
three objectives: conveying the image of what the shop is and what it sells, generating a targeted flow of
customers, and encouraging impulse purchases (Palomares, 2011). The techniques developed for this
type of merchandising aim to present products in the best possible visual and accessible conditions in
order to secure a sale, utilising everything that can make them more attractive and persuasive; in short,
to make them more marketable. Other authors note that “Visual merchandising is what the shop presents
as a product to a target audience to offer tangible and intangible products (Welhoff & Masson, 2005).
However, this type of merchandising could be summarised as the first impression that shops make on
end consumers, as it refers to the facade of a building. Presentation merchandising also involves the
tidiness with which a business—aor, in this case, a municipality—is presented, as this factor influences
whether people stay or leave a particular place.

Management merchandising bases its decisions on four key areas: market analysis, commercial
policy, assortment management and communication policy, which in turn are subdivided into very
specific functions or activities to achieve very concrete objectives:
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Satisfying key customers and maximising profitability at the point of sale, which refers to the
profitability of retail space, product turnover and profit per product family or category; this therefore
encompasses assortment management, promotion and advertising, so that products come to life on the
shelves (Palomares, 2011). Management merchandising encompasses the strategic decisions a company
makes over its competitors to sell its products and ensure customers return to buy them again thanks to
the satisfaction they derive from the product and the shop; this type of merchandising refers to the internal
workings of shops, the way in which they present and arrange their products, and even the tools they use
for this task (Ramirez and Alférez, 2014). This type of merchandising helps to align the internal workings
of the business with its external image, and to unify the essence of the products or services they offer.
For a local authority, management merchandising would enable the correct presentation of signage and
colours for its businesses, as it establishes parameters for organising products or presenting services; in
other words, it ensures that what is sold matches the way it is presented to the public.

Seduction merchandising, by definition, is that which takes place where the consumer is, using
virtual media, flooding homes and offices with advertisements and offers via websites, where the
customer chooses the products and services and these are sent to their home; It also refers to other internal
business factors, such as the smell or ventilation in the premises, a key factor in ensuring customers stay
or return (Prieto, 2010).

Through research and relevant data, we examined how merchandising is being implemented in
Yucatan and what impact it is having on the industry and consumer perception of it. This analysis will
shed light on the adaptation of merchandising strategies within a specific cultural and economic context,
offering valuable insights for those seeking to optimise their marketing and sales strategies in this region.

Methodology

The research is quantitative and exploratory, as it aims to determine the degree of application of the three
types of merchandising considered as variables: presentation, management and seduction. To this end,
an evaluation instrument comprising 14 items divided into the three variables (types of merchandising)
was designed, as presented in Table 1.

Table 1
Items categorised into three categories (types of merchandise)

Dimensions of Items noted
merchandising

=

Whether the route taken by customers to access the premises is feasible.

Promotional Whether the company name is clearly visible.

merchandise. 3. Whether the products are properly arranged so that customers can easily identify them both
inside and outside the premises.

1. Shops should ensure their stock is arranged in an orderly manner, i.e. organised into sections.

2. The furniture used should be made of a single material, i.e. the design should be clear and
functional for the business.

3. That the order in which products are placed does not obstruct the passageway and does not
overwhelm the view, so that all available products can be appreciated.

Management 4. Related to the previous point, it was observed that the business has a structure that consistently

merchandising. reflects what it sells.

5. The colours used were identified and compared to determine whether they were consistent

with what the company wishes to represent.

Whether they used appropriate elements for their line of business to display their products,

such as mannequins or other objects to ensure the product is displayed correctly.

The state of hygiene and cleanliness of their premises.

Ensure that the décor of your premises reflects the concept of your business.

Whether the business uses scents or fragrances to make itself stand out.

Seduction The type of lighting used by the business, to check that it is suitable, so that customers can

merchandise. clearly see the details of its products.

4. Whether any form of ventilation is in place to protect its products, or to provide a more

pleasant environment for its customers

N

e

WM PN

Source: Own
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The population is the set of all elements of interest in a study, whilst the sample is a subset of the
population (Anderson, Sweeney, Williams, Caam & Cochran, 2019). In the case of the research presented
here, the population was defined as “the number of businesses located in the municipality; the sample
size was 18 municipalities out of a total of 107 in the state of Yucatan, representing 17%, which were
selected based on a 90% confidence level. The method used to select the municipalities was non-
probabilistic, employing the technique known as ‘researcher convenience sampling’ due to cost
considerations. In total, 162 businesses were observed, an average of approximately 9 per municipality
studied.

Table 1
Research population and sample

To identify the | To determine the wuse of
municipalities merchandising

Population 21 5,708

Exhibition 18 municipalities 162 business

Source Special tourism programme - | DENUE
SECTUR

Source; Own

The method used to determine the extent to which each business utilises merchandising is the
percentage calculation obtained using Equation 1

. . I l
Extent of merchandising implementation = nStrumﬁt reswit + 100 (1)

The results obtained for each business were then listed, initially categorised by municipality;
within each city studied, the simple average was calculated to determine the extent to which
merchandising was applied in each case; this result was compared with the scale to determine the extent
of merchandising application in accordance with Table 3.

Table 3
Scale for determining the extent of merchandising implementation

Extent of merchandising implementation | Grading scale

Low Less than 50%
Medium Between 51% and 80%
High More than 80%

Source; Own


https://www.academia.edu/36415689/Estad%C3%ADstica_para_negocios_y_econom%C3%ADa
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Results

The results of the merchandising initiative in each municipality are shown in Figure 1.

Box 4

Tekom - 55%
Tekax - 59%
Valladolid - 60%
Uayma - 67%%
Dzilam de Bravo - 68% Tinum -
Teabo - 70% Progreso
Mayapan - 36% Cantamayec - 71% Temozon -
Chichimila - 73% lzamal -
Telchac Puerto - 74% Mani - 94%
Chicxulub - 75%
Oxkutzcab - 76%
Sotuta - 79%

Figure 1

Results regarding the extent of merchandising implementation

Source: Own

The overall results indicate that the level of merchandising implementation stands at 72% across
all the municipalities studied, suggesting that implementation is at an average level.

The main authors identify the techniques to be employed within the variables of presentation,
seduction and management; however, no methodology is provided for calculating the impact in
qualitative terms, although the results are consistent with the size of the municipalities

Conclusions

The results obtained indicate that the level of merchandising in the state of Yucatdn is moderate, given
that the municipality with the highest level of merchandising is Mani, designated a ‘Pueblo Magico’
(Magical Town), whilst the municipality with the lowest level of merchandising is Mayapan, located in
the southern part of the state of Yucatdn, which is considered an area comprising municipalities with
moderate levels of poverty. The municipalities with a high level of merchandising application are: [zamal
with 93.75%, Mani with 93.65%, Temozdon with 88.39%, Progreso with 82.54% and Tinum with 81.75%.
With regard to the results obtained in the research on the application of merchandising types such as
presentation, management and seduction, it is concluded that the degree of application is 72% in the
municipalities studied. This indicates that the Yucatecan community has a basic understanding of
merchandising techniques and is constantly seeking to implement new ways to attract new customers or
encourage repeat business. They therefore make good use of merchandising, as it is a fundamental
strategy in the marketing of products and services, given that it helps them improve the customer
experience, increase sales and strengthen the relationship between the brand and its consumers.
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It is also important to note that the municipality with the lowest level of application is Mayapan,
accounting for 5% of the total municipalities studied. It is worth mentioning that this municipality is
located in the south of the state of Yucatan, at km 45 of the Mérida-Acanceh road, in the same direction
as the so-called Route of the Convents, which implies that it is isolated from the major cities of the state
of Yucatdn. Furthermore, as it is a small municipality, there may be a perceived lower need for
merchandising strategies, due to limited competition or a small market; this is why it has a low index
regarding the application of merchandising techniques. On the other hand, the municipalities with a high
index are Izamal, Mani, Progreso, Temozon and Tinum, representing 28% of all municipalities. This
remains a low percentage; however, these areas stand out due to their significant growth in tourism, as
they possess major tourist attractions, which, given the competition, compels them to maintain a high
standard of presentation for their establishments. It is worth noting that these municipalities are well-
located, which ensures good access to them. Finally, it is important to mention that the municipalities of
Cantamayec, Chichimila, Chicxulub, Dzilam de Bravo, Oxkutzcab, Sotuta, Teabo, Tekax, Tekom,
Telchac Puerto, Uayma and Valladolid have a medium level of application, accounting for the largest
percentage at 67%.
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