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RESUME

In terms of high competition in the retail market,
companies are looking for new and effective ways
to attract customers’ attention. The supermarket
managers need to explore the buyers closer how they
are “shopping” in the supermarkets, what are their
preferences and what catches their attention. The
consumer choice is also determined by the buyer’s
standing position towards shelf, which makes a
significant impact on its final product choice. As a result
based on the researches conducted about consumer’s
buying behavior, has revealed that less consumer is
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looking for a product and compares prices, quicker they
make buying decisions. The article describes how the
Merchandisers should place products on the shelves
to make subconscious influence on consumers and to
facilitate their choice. It emphasizes how the customer’s
standing position can influence on its final choice helps
retailers to consider the nuances of product positioning
on the shelves.
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