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Abstract

The hypermarket sector leverages innovative marketing strategies
to optimize product arrangements, enhance customer experience,
and drive sales. Product placement is a cornerstone tactic,
strategically grouping complementary items to encourage impulse
purchases and improve convenience. For instance, aligning festive
goods like sweets at entry points during cultural celebrations fosters
impulse buying. Similarly, health-focused sections showcasing
fresh produce or dairy appeal to niche customer segments. This
study explores how the 7 Ps of marketing—Product, Price, Place,
Promotion, People, Process, and Physical Evidence—intersect with
these strategies. Hypermarkets excel by synchronizing promotions
with thoughtful physical layouts, such as discounts prominently
displayed alongside essential goods. The bundling of related items,
such as beverages and snacks, exemplifies cross-selling while
maintaining a visually appealing, easy-to-navigate space boosts
customer retention. Through a detailed analysis of hypermarket
layouts, this research underscores the role of innovative product
arrangements in enhancing sales performance. As shopping
patterns evolve, hypermarkets can further integrate technology,
such as digital signage and personalized promotions, to amplify
their competitive edge. Ultimately, effective product arrangements,
aligned with customer behavior insights, represent a pivotal
element in the success of hypermarket marketing strategies.
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1. Introduction

In a rapidly evolving retail environment, hypermarkets face the dual challenge of standing
out in a competitive market while catering to increasingly discerning consumers. Product
arrangement has emerged as a key differentiator, influencing consumer behavior and
driving revenue growth. More than just an organizational necessity, strategic placement
transforms shopping spaces into curated experiences that align with customer needs,
preferences, and behaviors. Retail stores are very carefully arranged keeping in mind few
strategic decisions taken by the store manager. There are several methods used in reality
to arrange the retail stores such as: Grid layout, Free-style layout, Diagonal layout etc.
Market basket analysis is used to determine the important products which are to be placed
together to look more appealing to the customers. Sometimes a deep mystery shopping
assignment is done to understand how the store functions Raja, A. S. M. (2017), Raja, A. S.
M. (2020), In store experience plays an important role in the retail industry. An article by
Muralidhar, A., & Raja, A. S. M. (2020) says that Centennials value qualities over price and
find in-store shopping and free shipping more attractive. Hence the retail stores have to
know how and what has to be displayed to attract the store visitors. The concept of product
placement finds its foundation in marketing psychology, focusing on how visual cues and
convenience affect purchasing behavior. For instance, displaying complementary goods
together, such as beverages and snacks, streamlines the decision-making process and
encourages multi-item purchases. Seasonal or festive displays evoke emotional responses,
fostering impulse buying during holidays. By incorporating the 7 Ps of marketing into
product arrangements, hypermarkets can create comprehensive strategies that go beyond
the transactional to build lasting relationships with customers. This article aims to explore
the impact of innovative product arrangements in hypermarkets, examining how deliberate
placement and promotional tactics influence customer behavior and sales performance.

2. An Overview on Product Arrangement

Product arrangement as a marketing strategy has been extensively studied in the context of
retail environments. Research highlights its role in influencing customer decision-making,
increasing the average basket size, and improving store navigation. Key findings include:

1. Complementary Product Placement: The grouping of related products—such as
milk and cereals—encourages consumers to buy both, enhancing the overall shopping
value.

2. Emotional Appeals through Displays: Thematic arrangements, such as festive deco-
rations, evoke nostalgia and emotional resonance, increasing the likelihood of impulse
purchases.

3. Promotional Placements: Discounts and deals prominently displayed drive value per-
ceptions, particularly for budget-conscious customers.

4. Health-Oriented Sections: As consumer focus shifts toward wellness, clear segmenta-
tion of organic, fresh, and health-related products caters to a growing demographic.
The highlights from the observation:
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Product: Variety and quality drive customer interest.

Price: Transparent and competitive pricing affects purchasing decisions.

Place: Store layout and accessibility enhance customer convenience.

Promotion: Discount tags and special offers encourage impulse buys.

People: Attentive staff play a supportive role in the shopping journey.

Process: Smooth checkout and efficient assistance ensure a seamless experience.
Physical Evidence: Cleanliness, lighting, and signage reinforce brand trust and
satisfaction.

3. Objectives of this Research Work

1.

Understand how innovative product arrangements influence consumer behavior in
hypermarkets.

Explore the role of the 7 Ps of marketing in shaping product placement strategies.
Identify key factors that enhance customer experience and maximize sales through
strategic arrangements.

4. Data Collection

Observations were conducted at a large departmental store, focusing on various product

arrangement techniques:

Festive Displays: Sweets prominently showcased at the entrance during the Ganpati
festival to capitalize on seasonal demand.

Health-Conscious Sections: Fresh fruits and produce arranged to appeal to health-
focused consumers.

Promotions and Discounts: Detergent shelves featuring both the MRP and discounted
prices to create a value perception.

Complementary Product Groupings: Snacks and beverages displayed together to
encourage unplanned purchases.

Convenience Sections: Dairy and frozen goods consolidated in refrigerated sections
to streamline shopping for essentials.
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5. Findings

Findings: Consumer Engagement by Product Arrangement Strategies

Convenience-Driven Layouts

Festive Displays

Complementary Groupings

Health-Conscious Sections

Promotions and Discounts

| Impact of Prqduct Arrangement Strategies on Sales .

Impact on Sales (%)

Festive Displays Health Sections Promotions Groupings Convenience
Strategies
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Targeting by Strategy Across Consumer Segments

Strategies
Festive Displays
Health Sections
Promotions
Groupings
Convenience

Targeting (%)

Impulse Btigarsh-Conscious Shopyedie Seekers  Cross-Sellers  Time-Savers
Consumer Segments

Frequency of Impulse Purchases by Product Arrangement Strategies

Frequency

20 25 30
Number of Impulse Purchases
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Sales Influence (%)

Sales Trends by Strategy Over Time

60 Strategies
Festive Displays
Health Sections
Promotions
50 Complementary Groupings
Convenience Layouts
40
30
20
10
Jan Feb Mar Apr May Jun

Months

6. Data Interpretation

The graphs illustrate how different product arrangement strategies influence consumer
behavior and sales performance in hypermarkets:

Festive Displays (25%): These displays, such as seasonal products and holiday-themed
items, create emotional connections with consumers, prompting impulse buys and
increasing foot traffic. This strategy capitalizes on special occasions, boosting short-
term sales significantly.

Health-Conscious Sections (20%): Arrangements focusing on health-related prod-
ucts, such as fresh produce and organic items, cater to the growing demand for well-
ness-focused consumption. This segment continues to expand as more consumers
prioritize health, leading to increased engagement and higher sales.

Promotions and Discounts (20%): Discounted products and special offers attract
price-sensitive shoppers, encouraging them to make purchases they might not have
planned. This pricing strategy is highly effective in driving sales volume and creating a
sense of urgency among consumers.

Complementary Groupings (20%): By placing complementary products, such as
beverages next to snacks, hypermarkets can increase the likelihood of additional pur-
chases. This cross-selling strategy effectively enhances the average transaction value
and boosts sales.

Convenience-Driven Layouts (15%): Simplifying the shopping process by grouping
similar items (e.g., dairy products or frozen foods) appeals to consumers who value

ISBR Management Journal Vol 9(02), DOI: 10.52184/isbrmj.v9i02.000, December 2024



Ms. Shruti

efficiency, especially during time-sensitive shopping trips. This layout optimizes the

overall shopping experience, encouraging repeat visits and loyalty.

Overall, the data emphasizes that a well-rounded strategy that incorporates emotional
engagement, practical convenience, and value-oriented pricing significantly enhances
consumer shopping behavior and increases sales.

7. Limitations

1. Single Store Focus:
The study was done in just one store, so the results might not apply to all stores. Differ-
ent locations or types of stores could see different results, so more research in various
settings would give a better overall understanding.

2. Lack of Sales Data:
Without actual sales data, it's hard to measure how effective the product arrangements
were in increasing sales. Sales numbers would provide clearer insights into the success
of the strategies used.

3. Potential Stereotyping:
Some of the product groupings might focus too much on stereotypes (e.g., grouping
certain products for specific demographics like young women), which may not reflect
the diverse preferences of all shoppers. A more inclusive approach could help appeal to
a wider range of customers.

8. Conclusion

Innovative product arrangements are a cornerstone of successful marketing strategies
in hypermarkets. By leveraging the 7 Ps of marketing, retailers can transform shopping
spaces into engaging environments that drive sales and foster loyalty. Aligning product
placement with cultural trends, customer needs, and emerging lifestyle preferences ensures
a dynamic retail strategy. Future research could expand on these findings by incorporating
multi-store studies, leveraging sales data, and exploring the integration of digital tools
like interactive displays and personalized promotions. Ultimately, strategic product
arrangements represent a powerful tool for enhancing customer satisfaction, improving
profitability, and maintaining competitiveness in a rapidly evolving retail landscape.
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