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I. INTRODUCTION

What Is Merchand ising?

Merchandising  is a critic al marketing
strategy that focuses  on  displaying  prod-
ucts in  a way that stim ulates intere st and
increases sales . The layo ut of your store,
use of displays, product presentation ,
color, lightin g, signage and more, all
work tog ether create an enviro nment that
impacts “shop ability .” Good merchandis-
ing encourages customers to buy more, try
new products and return frequently .

Learning Objec tive s

This chapter will give you a better under-
standing  of merchandising  techniques.
After completing the chapter, you should
be able to:
• Explain why merchandising is important. 
• Define merchandis ing elements .
• Describe typ es of merchandis ing dis-
plays and how to use them for best results.
• Build effective displays.
• Prepare your store for a sale .
• Complete necessary housekeeping and
maintenance tasks.

II. THE IMPORTANCE OF
MERCHANDISING

Mercha ndis i ng Matt ers

Merchandising touches  almost every
aspec t of how you and your store conduct
business  on  a daily basis . Effective mer-
chandising techniques generate a sense of
excitem ent and innov atio n, increasing
sales. 

Experts report that almost 70  percent of
buying decisions are made after shop pers
enter the store. For pet centers, th is
means that a customer who comes in  for a
$10 bag of dog or cat food will walk out
with  $17 worth  of products. By increasing
the average ticket without increasing
overhead expense s, merchandis ing makes
critica l contrib utio ns to  your store’s bot-
tom-lin e profitability .

Big-box  pet stores , mass merchandisers
and even grocery stores practice  disci-
plined  merchandising stra tegies. The com-
petitiv e advantage your store has is  speed.
Independent pet retaile rs can react quickly
to  trends or new product lin es by chang-
ing displays, sales  floo r layo ut, or actual
merchandise. 

Customers Expect Good
Merchandising

Customers are accustomed to shopp ing in
stores  that practice good merchandis ing,
from mass  impuls e displays in power
ais les, to  feature caps packed with special
merchandise . No matter how small your
store, independent pet stores can take
advantage of merchandising techniques
that lead to  additio nal sales. 

Merchandising Appeals to
Customers

Mak e Shopping Eas ier—
Merchandis ing can attract customers by
making shop ping  easier and giv ing them
reason s to come back often and spend
more money. 

Since so many customers  no  longer con-
sider shopp ing fun, a retailer ’s challeng e
is to  use merchandising to reduce the has -
sle  factor. A pleasant environment, clear
signage, and easy to locate  and well
organize d products tell shop pers  that your
store is committed  to helpin g customers
with their pet and pet supply  needs.

Create Custome r Loyalty—Pet owners
and hobb yists  decide to shop  at a particu -
lar store depending  on what they are look-
ing  for at the time. Discount store pur-

chases  often are driven by conv enience or
impulse buys; they require no intera ction ,
education  or employ ee kno wledge. 

Consumers sho p where they are confident
they can find the merchandise they want
and the advice they need. Knowledgeable
staff and well merchandis ed pet centers
create loy al customers  who return to your
store time  and time again. 

Promote  Repeat Shopping—T urning
one-time  shop pers  into  regulars  is critica l
to your store’s success . Competing  for
consumers’ pet product dollars demands
that you bring customers  back more often
and giv e them reasons to  buy more each
time they visit.

Experts on store loyalty say that cus-
tomers who have an enjo yable sho ppin g
experience, visite d your store recently  and
buy frequently are most likely to become
repeat shopp ers. Good merchandis ing
ensures that they come back to  your store,
not the competitio n’s.

Merchandising Improves Store
Profitability

Enhanc e Price Image—M any inde-
pendent pet center retailers battle consumer
perceptions that their prices are higher
than the competi tion, particular big boxes.
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The independents’ challenge is not to under
price competitors, but to convince con-
sumers that their prices are competitive for
the value and service they offer. 

Merchandising  can play a large role in
helping  your store develop  a value priced
image. Skilled use of product selection ,
displays and pricing  suggests  to con-
sumers that they can, indeed, find compet-
itive prices in  independent stores.

Allow St rategic Pri cing
Decisions —Merchandising  also can
help pet supply  retaile rs protect operatin g
margins by increasing item sales while
lowering prices . Studies show that simply
moving  a product from a shelf to  a promo-
tional loca tio n can double or even triple
sales . This gives  your store the flexibility
to make strategic pricing decis ions

Inc rease  Sales  per Custom er—An
effective merchandis e arrangement encour-
ages customers to remember products they
may have forgotten, try new items  and
make impulse buys. This boosts your
sales  per customer and positively impacts
store profitability .

Promote  Self -Se rv i ce Shopping—
You can wait on only  one customer at a
time, but many customers  can serve them-
selves. Good merchandising  encourages
self-se rvice shopp ing, freeing up your

time to  help  customers who need kno wl-
edgeable advice and to sell hig her-end
merchandise.

Merchandising Increases
Productivity 

Inc rease Sal es Floor Productivity—
Retail productivity  impro ves  when the
same square footage and number of
employ ees generate more sales .
Merchandising affects virtua lly  all meas-
urements of retail productiv ity , including
average transac tio n, sales  per square foot,
gross  margin per square foot, sales per
employ ee, gross margin  per employee,
and payroll costs  as a percent of sales  and
as a percent of margin. 

Enh ance  Sales —Merchandis ing can
suggest related items at the point of sale
and impulse items  thro ughout the store.
Merchandising should compleme nt the
efforts  of salespeople by organizing the
store, suggesting  product ideas, remind-
ing customers of forgotten items, promot-
ing special buys and season al items, and
providing  self-s hopp ing info rmation .

Com pl ement Adverti s ing—Some of
the factors that go into  impro ving  sales
floor productiv ity include stock turns by
department, product lin e and items , peak
selling periods for each department and
customer traffic patterns. Gathering  this

info rmation  for your store prov ides guid-
ance on  what items to promote, when to
promote them and how to merchandise  the
items on promotion. Remember, advertis -
ing  gets customers into your store and
merchandising gets them to return.  

Merchandising Makes Your
Job Easier

Provide  Bett er Custom er Service —It
is your knowledge, experience and selling
skills that help customers  solve prob -
lems, satisfy their pet supply wants and
needs, and fully enjoy their companion
pets. Effectiv e merchandising allows you
to concentrate  on  answering questions,
solvin g prob lems and selling  related
items, rather than simply directing traffic.
Altho ugh many customers truly need
assista nce, others know what they want
and only need to know where to find it.
Good merchandising makes the sho ppin g
experience  easier for these cutomers.

Mak es Reta i l Selling Mor e
Rewarding—Rushing  around the sales
floo r to  make small sales can be frustrat-
ing . Effectiv e merchandising frees up time
for activ itie s that challenge your selling
skills.

Deve l op  New Skills—Self-se rvice dis-
plays give you time to involve yourself
with other retailing activities,  to learn new

skills and take on increased responsibility.

III. ELEMENTS OF MER-
CHANDISING

There’s  More to Merchand i s ing
than You Might Realize

Merchandising  is much more than attrac-
tive displays. It incorp orate s sales  floo r
design, product selection , product presen-
tatio n, pricing and interior sign age.
Merchandising  is the effective use of
products, display fixtures , space, color,
lightin g and signage to encourage cus-
tomers to buy. Most stores are departmen-
talized, and customers are accustomed to
shopp ing this way. Shopp ers like organ-
ized stores, and they want to  be able to
find merchandise quickly and easily on
their own, even if they need help from a
sales  associate . 

Sales Floor Layout

Grid Layout—Th is  is a simple, tradi-
tional layout for retail pet centers.
Straight ais les lead off one or more main
aisles  into  different pet departments. Th is
partic ular layo ut creates  a neat look , but
does not provide maximum exposure for
products on display.

Loop/R ace track Lay out—Th is  layout
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has  the main traffic aisle  circlin g the sales
floor . Every major department has expo-
sure on the main aisle. It moves customers
through  the store and lets them see mer-
chandise in  more departments . The loop
layout provides  more location s for end-
caps, creating a value price image.

Dia gonal Layo ut—This is  a modifica -
tion of the loop /racetrack layout and can
be effective in  smaller stores. It creates
several triang ular areas in the store and
pulls  customers  to corners they migh t
otherwise  miss.

Power Aisle—Th is  design  works well
for smalle r sales floors, where a loo p or
racetrack is not practical. The power aisle
runs the full length  of the store and typi-
cally is at least twice as wide as other
aisles .

Departme ntal Cros s Aisles —These
aisles  group related products, typically by
animal (dog) and function (grooming).
Depending on the store layout, they may
lead off a loo p layout, in tersect a power
aisle, or be part of a grid. Cross  ais les
typically include endcaps that high light
impulse buys or promotional displays
related to their department.

Cube Display—An other way smaller
stores can get the maximum amount of

merchandise on the sales floor is by using
taller displays. An effective way to use
cube display is  to put the taller fix tures in
the back of the store to make more mer-
chandise  visible from the entrance  and
draw customers through the store. Careful
attention  must be paid to the type of mer-
chandise  displayed on hig her shelves. 

Interior Signage

Make Shopp i ng  Easier—S ignage is
key to  make sho ppin g easie r for cus-
tomers and give them info rmation  to
make intellig ent buying decisions. Sign s
keep customers  in the store lon ger, move
them from department to department and
suggest more items to  purchase . 

In additio n to department and aisle sign s,
shelf and product sign s can convey shop-
ping info rmation . Remember, sharp, fresh
sign age sends a signal to your customers
that your store is excitin g, while old sig-
nage sends the oppo site message. 

Pro vi de Information—Sig ns can con-
vey informatio n, such as price , savings,
features, benefits and uses of products.
They also can create urgency by identify-
ing items as one-tim e-only bargains or
closeouts .

Signs should be neat, easily read, eye

catchin g and info rmative. Informational
signs should describe the product, state  its
price, identify advertised  items, flag new
items, etc. In addition to giv ing cus-
tomers  instantaneous  info rmation ,
item/price signs help  establis h a value-
price image

Types of Signs

Signs typica lly  can be grouped into  two
catego ries:
• Department signs help  customers find
general areas of the store. Th ese sign s
should be visible from the entrance  to
help time-pressed customers quickly find
what they need. Departmental sign s
should be a regular part of your merchan-
dise arrangement and are essential on any
sales floor that is 5,00 0 square feet or
larger.
• Poin t-of-purchas e (POP) signs prov ide
info rmation  about spec ific products. Th ey
include header sign s, shelf tags and free-
standing displays. Manufacturers often
provide free POP signs or POP displays to
support new product or line introduc tio ns.
Good POP signs can stim ulate addition al
sales by:

• Attracting  the shop per’s attention .
• Identify ing the item or service 
offered.
• Describing  what the product will do 
for the shopp er.

• Giving the price  and any saving s.

Cross Merchandising

Cross  merchandising is the practic e of
displayin g products that are used together
with each other , makin g the sho ppin g
experience easie r, faster and more conven-
ient. Cross merchandis ing can sugges t
related items, help customers remember
items they may have forgotten to  buy, and
suggest bette r quality items within a prod-
uct family.

Related products may be displayed next to
each other on the same shelf or fixture
(horizontal merchandising), above or
below each other on the same fixture (verti-
cal merchandising) or across the aisle from
each other (cross-aisle merchandising). 

Cross  merchandising is particula rly  effec-
tive for related items normally  stocked in
different departments. These  items may be
shown on an endcap or oth er display. (See
Types of Displays late r in this module for
more info rmation  on display options.)

How to Use Cross
Merchandising for Best Results

• Display products together that are used
together. 
• Look for opportunities to combine prod-
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ucts from different departments.
• Take advantage of seasonal opportunities.
• Create a value added price poin t.
• Display items in the department where
customers are most likely to go  first.
• Look  for vendor planograms  that take
advantage of cross merchandis ing.
• Use informativ e signage to compare
benefits  of good-bette r-bes t quality prod-
ucts, and remind customers of items that
complement each other .

Some  Good  Products to Cross
Merchand i s e To gether

• Grooming products—combs, brushes,
clip pers , shampoos 
• Flea/tick products—collars , combs,
tweezers
• Cat litte r—trays, box es, scoops 
• Birds—toys, food, supplements
• Fish department—fish tanks and tank
decorations, fish food 

Use of Space

Make  Productive Use of Spac e—
Merchandising  sho uld organize products
to make the most productiv e use of space.
This invo lves  settin g shelves at heigh ts
that will clear merchandis e but not waste
space, and adjustin g hoo ks and bins to the
size of the item.

Dete rmine Whic h Products to Put
Whe re—Retaile rs advertise  products they
think customers  are most lik ely  to  buy.
That same ratio nale  should govern what
items  are put in prime  display space  in the
store. 

Keep the best display areas for high-
demand, fast-movin g products. Putting
slow-mov ers in prime  space won’t make
them sell faster; it will only  suggest to
customers that you don’t have the mer-
chandise  they want.

Use of Color

Attr act At te nt ion—Co lor attracts  cus-
tomer attentio n, whether it’s part of the
packagin g or in the product its elf. Try to
take advantage of color in organizing dis-
plays. Surrounding colo r—walls, fixture s,
etc.—s hould complime nt the merchan-
dise, not distract customer attention from
products and packaging.

Se t the  Mood—Lig hting  does more
than let customers find their way through
the store. It sets a mood and creates  a
sho ppin g environ ment. 

Bright, well-lit stores  are more appealing
than dark, poo rly-lit ones. Lightin g also
can draw attentio n to feature departments,
highlig ht special areas of the store and

enhance the color and appearance of
merchandis e. 
For maximum effect, lightin g should be
replaced on a regular basis  and before
bulbs burn out. Fixture s should be cleaned
every time lightin g is  changed.

Mass Displays

Mass  displays group a large quantity of
merchandise . Good candidates for mass
display include bagg ed goo ds, stackable
items, consumables , spec ial buys, sea-
sonal items, advertis ed specia ls and spe-
cial purchases. Depending  on the featured
product, dump bins, feature endcaps, mov-
able racks, stack displays and special pro-
motion al areas are all effective vehicle s
for mass displays.

Mass  displays work well to:

Enha nce  Price  Image —Mass displays
help enhance a store’s price  image. In the
consumer’s mind, hig h volume  equals low
price. 

Di s play Los s Leaders —Placing bar-
gain-p riced products at the front of the
store guarantees they are the first thing
customers  see. These “loss leaders” may
be sold at or below direct cost to  bring
customers  into  the store and develop  the
store’s value price image.

Interactive Technology

Create Fun and Exci tement—Using
interactive technology can help add fun and
excitement to shopping, especially for
younger customers who are accustomed to
computers and other kinds of technology. 

Encou rage Se l f Se rvic e—Technolog y
also can help  customers help  themselves.
Techno-savvy  customers can use interac-
tive computer kiosks and touch-screen
computers on the sales floor to get infor-
mation  on specific types  of pet products,
find out about product availa bility and
even place their own specia l orders.
Technolo gy is not a replacement for
kno wledgeable salespeop le, but it can
make your job more productive.

Planograms

Multiple store operations may use
planog rams, or diagrams of fixture s and
products that sho w where merchandis e
should be displayed. Planograms  ensure
that different stores are arranged identical-
ly and provide a consistent shopp ing
environ ment for customers . 

Independent stores  may not have formal,
detaile d diagrams , but should have some
documentatio n of store layout and dis-
plays to  speed stocking  and direct effec-
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tive merchandising .

IV. TYPES OF DISPLAYS

Many Dif fe rent Tec hniqu es —One
Goa l
Your store uses different types of displays
to present products. Endcaps, dump bins,
checkout and service  counter displays,
rolling  racks and bulk stack displays all
play an impo rtant role in merchandising
efforts. 

Each type of display can increase sales
dramatically when used correctly.
Together , they provide a more organize d
shopp ing enviro nment for customers,
stimula te impulse purchases and enhance
your store’s price  image. 

Endcap

What It  Is—The displays at the end of
each permanent fixture or shelvin g sec-
tion (also called a gondola or gondola run)
are prime  real estate and referred to as end-
caps or feature ends. Whether or not end-
caps offer reduced prices, customers often
assume the items stocked in this location
are on sale.

Endcap effectivenes s depends on a number
of factors, including display attractive-
ness, loca tio n, accessibility , product

price, and whether merchandis e has  been
advertis ed or promoted .

Why  Feature Endcaps  Work

• Consumers expect to see endcaps in  a
retail store.
• Create a perception of value or discount-
ed merchandise.
• Promote seasonal products.
• Highlight new and different items . 
• Help close out overs tocked invento ry.
• Draw customers off the power aisle  and
into departments .
• Help your store develop a competitive
price image.
• Appeal to customers’ desire to save time
and money.

How to  Us e Fea ture Endcaps for
Bes t Results

• Promote price specials  or special buys.
• Choose low-priced consumable items.
• Promote new items.
• Call attention to seasonal items.
• Tie in with advertised specials.
• Mass display items to clear out over-
stocks.
• Display related items.
• Limit to two or three items.
• Choose related items.
• Design displays to  increase customer con-
venience.

• Design signage to inform customers.
• Change frequently on a rotating schedule.
• Place a TV with a video demonstrating the
product next to the product on the endcap.

Good Items  to  Use  on an Endcap

• Dog or cat grooming products, including
brushes , shampoos, nail clipp ers and flea
products
• Nutritio n display with organic or natural
treats.
• Hallo ween seasonal items, such as pet
costumes or decorated cook ies
• Christm as displays with  impulse  items
like pet stockin gs and approp riate stock-
ing  stuffers
• A summer display near a small pond that
includes cleaning products and items  to
maintain  a health y environ ment for pond
fish

Permanent Dump Bin 

What It Is —Permanent dump bin s are
power ais le displays that sho uld be used to
merchandise  one-time specia l buys or
close outs. Th ey generally are made of wire
so the colo r in  the product packagin g can
help attract additional attentio n. 

Why Permane nt  Dump Bi ns  Work

• Create a sense of urgency to  buy at a

value price .
• Promote a closeout type sale.
• Promote a special deal the retailer is
pas sing  on to customers.
• Projec t the image of a spec ial price  that
will not last long .
• Contribute to  a competitiv e price image.
• Appeal to consumers’ desire to  save time
and money.

How to Us e Permane nt Dump Bi ns
for Be st Resul ts

• Choose products that have broad appeal.
• Feature items that customers use everyday.
• Select consumable products (items that
customers will  use up and replace).
• Choose low-ticket items.
• Promote items that can be sold for a very
good price.
• Choose items that can be easily picked up.
• Feature special one-time buys.
• Promote seasonal items.
• Use colorful items to attract attention.
• Fill the dump bin with a single product
and keep it full .
• Use signs to suggest a special sale or
blowout price.
• Change the product selection frequently.
• Tie in with advertised specials.
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Goo d Items  to Use  in a Permane nt
Dump Bin

• Toys 
• Fish food
• Treats
• Pet dishes

Temporary Dump Bin  

What It  Is—Like permanent dump bins,
temporary (or disposable) dump bins are
power aisle displays that should be used to
merchandis e one-time  spec ial buys or
closeouts. The difference is that their dis-
posable nature suggests  a limited  time
offer, which appeals to bargain hunters.
They generally are made of cardboard and
are supplied by manufacturers. 

Why Temporary Dump Bins W ork

• Produce sign ificant sales increases. A
neat display with  a Specia l Sale sign  will
boo st sales dramatica lly.
• Create a sense  of urgency.
• Projec t the image of a spec ial price  that
will not last long .
• Appeal to consumers’ desire to  save
money and time .
• Contribute to  a competitiv e price image.
• Promote extra bargains in the power
aisle.
• Make shop ping  more enjoyable and fun.

How to  Us e Temporary Dump Bins
for Bes t Res ults

• Choose  seasonal products.
• Feature low-ticket items .
• Choose  items that can be easily  picked
up.
• Limit product selection to two or three
items .
• Keep the display full and neat.
• Use signs to suggest a spec ial sale.
• Chang e the product selection frequently .
• Replace damaged or worn dump bin s.

Good  Item s to Us e in a Temporary
Dump Bi n

• Pet food 
• Litter box es
• Cat litter
• Pet beds
• Chews (raw hide)
• Toys

Checkout Display

What It Is—Checkout displays are
impulse -driven displays that remind cus-
tomers of something  they migh t have for-
gotten, such as dog chews, pig ears, piz-
zles , raw hide and oth er assorted treats .
They can be contained  in a cardboard mer-
chandise r, placed in wire racks, hung on
peg hook s next to the checkout or simply

placed on the sales  counter. Checkout dis-
plays create a great profit center that
giv es a better return than any other square
footage in your pet center.

Why Chec kout Di s plays  Work

• Seen by everyone who comes into your
pet store pass es the checkout on the way
out.
• Remind customers of somethin g they
may have forgotten.
• Promote impulse sales.
• Put products within easy reach.
• Create a sense of urgency.
• Turn the unattrac tiv e back side of a
checkout counter into prime selling area.
• Appeal to  consumers’ desire to save
money.
• Add excitement to  sho ppin g.

How to Use  Che ckou t Display s for
Bes t Res ults

• Choose items that excite consumer interest.
• Feature impulse  items.
• Select consumable items .
• Choo se items most customers recognize
and use.
• Promote low-priced  items.
• Include items  that will not be damaged
by handlin g.
• Keep merchandise  off the checkout
counter by using  the display area at the

front of the checkstand.

Goo d Ite ms  to Use  for Chec kout
Dis pl ays

• Identification tags
• Cards, mugs, license plates and other gift
items
• Dog cookies in a bakery case display or
other treats
• Toys
• Seasonal items
• TV running video for higher value products

Service Counter Display

What It Is—S ervice counter displays
usually  consist of plas tic or cardboard
merchandis ers or items  placed directly on
the counter. As customers  wait for techni-
cians to clip  their dogs’ nails or to  sched-
ule aquarium tank  cleaning, these  displays
encourage impulse buys.

Why  Service Co unter Displays  Work

• Sugges t an additional purchase.
• Remind customers of something  they
may have forgotten.
• Give customers  something to loo k at and
think  about while they wait.
• Sugges t oth er tie-in items.
• Generate conv ersation that can lead to
another sale.
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• Put products within  easy reach.
• Turn empty counter space  into  produc-
tive selling area.
• Appeal to customers ’ desire  to save
money and time .
• Add interest to  sho ppin g.
• Create a sense  of urgency.

How to Us e Se rvic e Counter
Dis pl ays for Bes t Res ults

• Choose items  that are small.
• Select items  that are not likely to be
kno cked off or spilled .
• Feature items that will not be damaged
by handling .
• Choose impulse  items.
• Promote consumable items.
• Include items most customers  recognize
and use.
• Choose items  that relate to  the typ e of
service being offered.
• Position items carefully  where con-
sumers will see them but are not in  the
way.
• Consider items that need a little explana-
tion to generate  questions that could result
in sales .

Goo d Products  to Use  in Se rvic e
Counter Displays

• ID tags 
• Cookies 

• Key chains 

Rolling Rack  

What It Is—As the name sugges ts,
rolling racks are display units on wheels ,
usually consisting of a stee l frame with
severa l shelves  or hooks made of wire.
They are easily moved from place to place
on the sales floor to make productive use
of limited  space.

Why  Rolli ng Racks  Work

• Highlight related products in  high-v is i-
bility areas.
• Make productive use of small space.
• Usable anywhere in the store, even outside.
• Display several different products but
require minimum inventory .
• Can be moved easily and frequently .
• Create a sense of urgency when used in
different loca tio ns.
• Can be effective with  season al and
everyday products.
• Appeal to consumers’ desire  to save
money and time.

How to  Us e Ro l ling Rack s fo r Be st
Res ults

• Choose  products related to  items  that are
displayed nearby.
• Feature products that are easily picked up.

• Select products that are relatively low
priced.
• Combine impulse items with needed
items.
• Keep the racks in high -traffic, hig h-visi-
bility  location s.
• Use signs to  increase sense of urgency.

Good Products  to Use  i n a Rolling
Rac k Displa y

• Animal signs
• Greeting  cards
• Pet treats
• Aquarium decor

Stack Display 

These displays stack merchandise on a
pallet or other fix ture on the sales  floo r.
Stack displays can include products in
boxes , bags or nes ted together (such as
litter boxes). They are one of the easiest
display methods to  use. Some manufactur-
ers offer incentive prog rams for retaile rs
using their products in  stack displays,
particu larly dog food.

Why Stac k Dis pl ays Work

• They bring excite ment and urgency to
large items and big-ticket merchandis e.
• They put lots of product in a small
amount of space .

• They focus consumer attentio n on the
product.
• They create an image of value.
• They enhance a store’s price  image.
• They require no special fix tures,
alth ough platforms could be used.
• They appeal to  consumers’ desire to  save
money and time .
• They add excitement to  sho ppin g.

How to Us e Stac k Dis pl ays for Best
Resul ts

• Choose bagged or boxed items.
• Use colorful packaging to catch attention.
• Choose unpackaged items  that stack
conveniently .
• Choose items  that require assembly and
set them up.
• Tie in displays with advertised  spec ials.
• Place strate gically near checkout or adja-
cent to hig h traffic departments.
• Assemble “starte r kits” for new pet own-
ers that include needed items .

Goo d Products to Use  in Stac k
Dis pl ays

• Dog beds
• Bird cages
• Dog food, cat food or bulk bird seed
• Cat litte r, small animal bedding or rep-
tile  substrate
• Fish filters
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V. EFFECTIVE MER-
CHANDISING DISPLAYS

Part Art, Part Sc ience

Merchandising  is part art and part science .
The overall aesthetics or look of the dis-
play grab the customer’s attentio n and
make products more appealing. T hat art is
backed up with  hard science , based on
extensive research on what types  of prod-
ucts work bes t in various displays and
how to present them for maximum impac t.

Keep Displays  St o cke d

For merchandising to be effective,
shelves, hoo ks, bins, feature endcaps,
dump bins and oth er display areas must be
full. Out of stocks can’t be tolerate d! It
takes only  one experience of not finding
the items  they need for customers  to shop
elsewhere . Accurate inv entory tracking,
approp riate ordering and disciplin ed mer-
chandising  are all critical to  stock man-
agement.

Put Some one in Charge

One of the best ideas for creating and
maintainin g effective displays is  to have
one emplo yee in charge of plannin g and
building. If you feel you have a flair for

merchandising , propo se taking on this
respon sibility to your manager.

Effective Endcaps 

Den sit y  Matt ers—Plan at lease one
endcap for every 400 square feet of retail
sales floor .

Fill’ er Up—Make sure endcaps look
full. When items  are sold, restock or move
in new items. 

A Balanc ed App roac h—There is an
ongoing debate on how many items should
be merchandised on any particular endcap. 

Studies sugges t single-item  endcaps make
the most powerful impac t and drive the
largest sales  increases  with their mass ive
display of products. However, limited
inventory  levels make building  sing le-
item endcaps difficult. 

A good compro mise is a balance d
approach, with  some of your endcaps hav-
ing one item, while others  have two or
more related items.

Color Grabs Attention—Loo k for col-
orful packaging  and eye-catching products
that will grab customers’ attention  when
stocked on an endcap.

Feature Non-Adverti sed Items—It
makes sense to put certain items advertised
in store circulars on an endcap or other
prime space, but don’t limit your choices to
these products. Customers looking for
advertised specials will search them out in
their regular locations. Your goal is to draw
customers through the entire store with
advertised items in each department.

Hig hl ight New Products—E ndcaps are
perfect for merchandising new products.
Use your endcaps to help develop  a reputa-
tion  for having new products, and be sure
to include signage that tells  customers
which items are new. 

Don’t  Confus e Cus tom ers—
Remember, endcaps need to make a stron g
visua l sta tement and quickly tell cus-
tomers  what you are offering . Make sure
your signage and point-of-p urchase  mate-
rials  relate to the featured product and are
easy to understand.

Ro tate  Pro ducts —Rotating endcaps is
a way yo u can outperform the competi-
tion .  Pet centers with the most produc-
tive sales floors rotate endcaps about
every two weeks.  Rotating featured dis-
plays exposes customers to new prod-
ucts and encourages them to drop in
more often to see what is new.

Enhanc e Your Price  Image —Make
sure severa l of your endcaps contain con-
sumable items with retail pricing less
than $10 . This will help  enhance your
store’s pricing image with cost-c onsc ious
consumers. 

Effective Use of Shelf Space 

Don ’t Waste She lf  Spa ce —Pet centers
do not waste floor space nearly as often as
they waste shelf space on sidewall fixtures
and gondolas . Shelf space is  wasted when
a store:
• Overstocks one item while understock-
ing anoth er.
• Fails to refill bin s or shelves  when the
bas ic stock is reduced.
• Stocks the same items  in several places.
• Uses the wrong  shelf profile.
• Does not relate shelf space to customer-
demand fluctuations.

Think Vertic ally—Dis playing similar
goo ds above and below each oth er (verti-
cally) usually is  more effective that side
by side (horizon tally ). A vertica l display
allo ws the shopp er to see the various
optio ns while  standing in one place.
These displays often are more attrac tiv e
and easier to  reorder and restock.

Shelf Configura tion—Alth ough the
shelf profile  is only one element in an

S T U DY 
G U I D E

8 of 12
PAG E



2 of 9
C H A P T E RM E RCHANDISING 

T E C H N I QU E S

Employee Training for Pet Retailers

effective display , it is  an important one.
Using the wrong shelf profile won’t gen-
erate maximum sales . The way the shelf is
placed on the fix ture is  only one element
in success ful merchandis ing. How you
arrange the merchandis e on the shelves is
also important. Remember these four
quick tips: 

1.  Eye  Leve l  Pro fitabilit y—Display
the most profitable items between belt
and eye level, as this represents  the bes t
selling  height on any display.

2.  Sho w as Much as Pos sible—
Display as much merchandise on the shelf
as possible to  avoid backroo m stock.
This also giv es customers an impress ion
that your pet center is well stocked and
can fulfill all of their product needs.

3.  Sho p and Comp are—Use the “goo d,
bette r, best”  appro ach whenever possible
so the shop per has a choice of quality  at
different price points. 

4.  Adjust the Shelve s—If shelves are
too far apart vertic ally , you waste space
and the sales  floo r looks understocked . If
shelves are too close  tog ether or not set
back properly , the shopp er cannot see
merchandis e on the lower shelves without
bending over.

General Display Suggestions 

Use  a Pyram i d Profi le —This is  where
the widest shelves are at the botto m. It
lets the shop per see the most merchan-
dise. Shelves the same width, however,
are best to mass  display items  the same
size  and shape. 

Don’t Hide  the Merchand ise—Never
place shelves so close  tog ether that the
top shelf hides  bin ned or boxed merchan-
dise on  the lower shelves. Shelves are for
display , not for storage. 

No top shelf should ever be wider than
those  below, except on  a sidewall or gon-
dola over six  feet high where the shelf is
used more for storage than for display .

Don’t Featu re Slow Movers—Display
slow-mov ing and low-priced items far-
thest from the customer ’s reach. Always
use prime display space for high-demand,
season al, impuls e or promotio nal items .

Make Your Mercha ndis e POP—Use
point-o f-purchase sign s to call attention
to hot items in  each department.

Make Pricing Consiste nt —No dis-
play is fully  effective or complete until
the merchandise  is priced. Not only must
each item be priced, but identical items

should be priced identically and competi-
tive items sho uld be priced to  communi-
cate “good, bette r, best.”

Front the Merchandi se—Keeping dis-
plays neat and full is one of the most effec-
tive “tricks” in merchandising. Fronting—
pulling products to the front of the shelf,
hook or bin—makes them easier to see,
makes effective use of product color and
packaging, and reinforces an in-stock
image. Fronting should be done throughout
the store on a daily basis, usually first
thing in the morning or last thing at night.

VI. PROMOTIONAL
MERCHANDISING

Creating a Sp ecia l  Atmos pher e

Perhaps more than at any other time, mer-
chandis ing for a storewide sale must be
carefully planned. Settin g up displays full
of sale merchandis e is  not enough. You
must have a game plan for success , from
plann ing and preparing the store to
restocking and re-pricing  merchandise
after the sale is over.

Prepare the Store for a Sale 

Create a Sales  Atmosphere—Sale s should
be though t of as events. Many of the most
successful sales events have specia l

themes to  generate excitem ent.

Make it easy for shop pers  to identify the
advertise d specials  with attractive signs
and feature displays. Use departmental
signs so customers  can find what they
want without having to ask for directio ns.
Clear all the aisles  and leave them wide
enough for shop pers  to browse without
bumping into  each other.

Merchand i s e Solutions —Remember
that customers do not really want prod-
ucts. They want solutio ns to  their prob-
lems. Customer don’t want diet dog food;
they want their dog to lose weight. 

Advertising will att ract two kinds of shop-
pers. The first kind of shopper knows what
he wants. He does not demand a lot of con-
versation and you can serve him best  with
complete, well-marked displays.  

The second kind of shopper needs help.
Your promotion attracts him to the store,
but he needs help to select the right product
to solve his pet’s needs or his  own wants.
You serve this customer best by providing
courtesy and product knowledge. 

Tell  Sho ppers Abou t the Sale—Give
shopp ers a chance  to review your store’s
promotio nal offers with ad reprints as
they enter the store. Put a copy  in  their
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bags as they check out. 

Not everyone who comes into the store
during the promotion knows you are hav-
ing a sale , so be sure to let them kno w.
Give sho ppers a copy of your store’s ad
and encourage them to  return for an item
they may have overloo ked. 

Show Them  the  Value —Many cus-
tomers are skeptical about sale  prices . To
help protect your store’s reputation:

• Put a “Sale” tag on every reduced item.
• Show the regular price  and the sale price
so the shop per can see what he saves by
purchasing  the item during the sale .
• Be sure the sale price  offers a genuine
savin gs.
• Make sure that identica l items carry iden-
tical price s. When sho ppers find three dif-
ferent prices  on  the same product, they
might develop  distrust for the store.

Set Up Window Displays --Make
shopp ers and pass ers-by aware of your
store’s promotio n. Display your ad and
the featured item in  your store window.
When possible, set up the display before
the ad runs.

Prepare Yourself for the Sale

People  Make the Dif fe renc e—The

store is not ready for a promotion until
every salesperson knows what is adver-
tised. You have to know where the item is
located, as well as its regular and sale price.
Even more important, you have to know
how the value of a sale item compares to a
comparable item at its regular price.

Ups ell ing Opportunities—A sho pper
may come to the store to look  at the brand
of pet food you advertised . But he really
may need a spec ialty food that addresses a
specific  problem, or a suppleme nt to  com-
plement the basic diet. 

You do the customer and the store a dis-
service  if you do not poin t out the more
expensive food’s benefits . At the same
time, never make negative comments
about a sale  item. If the customer still
wants the sale  product, that’s what you
sho uld sell him.

Build Displays of 
Featured Items

Let the  Merch andis e Sell Its elf—
Retaile rs sometimes wonder if ads really
sell the merchandise . The answer is prob a-
bly “No.” Advertis ing creates an interest
in , or a desire  for, merchandise . But th is
interest only brin gs the customer into the
store where he can examine it. Th e mer-
chandise  must sell its elf.

Cl early Identify Sale Items —How
you display merchandise impacts its ability
to sell itself. Aclearly identified, attractive
display of advertised items:

• Helps shoppers who saw it in the ad find it
quickly and easily.
• Saves you time and effort in helping shop-
pers locate the item.
• Lets shoppers who did not see the ad know
that the item is an advertised special.

Display  Related Items—It is always
good to display related items together to
increase impulse sales, even when one of
the items is not on sale. The shopper who
comes in for food may pick up a treat, or the
shopper who comes in for a fish may pick
up products to redecorate her fish tank. 

When you display related items together in
the same general area you do the following: 

• Let the shop per compare the sale item
with tho se of different typ es and quality .
This  helps him understand that the sale
item is really a bargain . 
• Encourage the shop per to  buy non-adver-
tise d items. In many cases , a store makes
little or no money on the advertise d
items. If the shop per buys only the adver-
tise d product, the store probably doesn’t
make any profit on the sale . But when you
sell oth er items at normal margins, you

make the promotion  pay off. 
• Help the shopp er buy the right product.
In many cases, the promotional item is
not the shopp er’s best buy just because
it’s on  sale . When you display related
items with  the advertised  spec ial, you
help her make the best choice.

Re-price After the Sale—It’s not really
a sale unless the items return to their regular
price after the event. If customers can buy
the item at the reduced price on Monday,
you have deceived any shopper who came
into the store for a weekend special. 

When you fail to  re-price at the end of a
promotio n, you:

• Cheat those who bought during the sale.
• Reduce the store’s credibility.
• Prevent shoppers from fully appreciating
the savings offered.

Res to ck Al l  Di splay s—Restocking
after a sale is a chore, but absolutely neces-
sary. If your promotion has been effective,
your stocks are low or totally exhausted.
Your display is probably in disarray. 

If you do not restock with merchandis e
rearranged, re-priced, and, in  some cases,
moved back to its  regular location, the
store can end up losing more profits  than
the promotion al effort produced. 
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VII. HOUSEKEEPING &
MAINTENANCE

Cle anlines s Is Top Prior ity

The most important thin g people will
remember about your pet center is how
clean it was—or wasn’t. Dirty  products or
companion pets sitting  in  messy displays
give the wrong impres sion . 

Careful and regular housekeepin g creates a
brigh t, clean, cheerful, uncluttered sales
floor . Regular maintenance helps cus-
tomers find the items they are look ing for
and improv es the store’s image. Follow
your store’s housekeepin g procedures and
schedule to merchandis e for maximum
effectiveness .

House kee ping Che cklist

Cle an Out the  Clutte r—Clear aisle s of
obstac les such as boxes and totes  being
unpacked.

Keep it Safe—Make sure there are no
sharp items  or boxes  protruding from
shelves.

Keep it Current—Check shelf labels
and price stickers  to be sure they are neat,
clean, complete and current.

Find Them a Home—Check displays for
orphan items and empty packages. Orphans
are items that are in the wrong place, usual-
ly left by a customer who picked up an item
in one department and left it in another.
Empty packages should be removed and
inventory checked because they could be a
warning that a shoplifter has been at work.

Remov e Damaged Packaging—Check
displays and remove any shopworn or torn
packaging. Customers view damaged pack-
aging as dated goods, which can contribute
to a perception that the store is not current
in its product selection.

Maintain Di splays—Make sure displays
are fully stocked and well organized.
Shifting the height of shelves or the posi-
tion of hooks to cover empty displays can
destroy their organization and eye appeal,
making it difficult for customers to find
items. The best solution is to review inven-
tory order quantities and restock displays as
needed.

Dust,  Dust,  Dust—Dust merchandise reg-
ularly, especially in departments that have a
fashion element. Dusty merchandise is per-
ceived as old and out of date.

Fronting  Is  Key—Make sure fronting is
done throughout the store, typically on a
daily basis. 

Keep i t Dynamic—Effective merchandis-
ing tells a story, and that story should
change frequently. Keeping your store fresh
for returning customers requires an ongoing
commitment to re-merchandise at least part
of the store every week or two. This takes
planning and effort, but when approached
in an organized way, it has tremendous
impact on sales and profits.

VIII. GLOSSARY

Bac k- Up Card: A card placed on the
hook behin d merchandise  indica tin g size,
item number, selling price and other
info rmation .

Consu mabl e: A product that is used up
regularly  and has  to replaced, such as pet
food or cat litter , etc. 

Cross -Aisle  Merch andis i ng :
Displaying  related merchandis e on facing
shelves .

Cross  Merchand i s ing: Displayin g
products tog ether that are used tog ether.
Especia lly  effective for related items nor-
mally  stocked in  different departments . 

Depa rtmental Lead-In: Items  with
greatest impulse value displayed  on the
edge of the shelf and near the main traffic
ais le to draw customers into the aisle.

Display  Board: Board or panel displaying
assembled merchandise. Shows customers
how merchandise is used or how projects
can be completed.

Dump Bi ns : Bulk  display uni ts in
which fast-movi ng or impuls e items can
be “dumped” witho ut stackin g or placing
on regular fixt ures. Used in heavy traffic
areas,  such as po wer aisles or near check-
out count ers.

Endcap: Prime display space located at the
end of a run of gondolas or fixtures. Also
called feature-ends. Used for promotional
items, specials, advertised items, seasonal
items, new items and impulse merchandise.

Eye-Level  Merchandis ing : Displaying
the fastest-selling and most profitable mer-
chandise at eye level.

Facing : The number of similar products on
a shelf; the number of facings should relate
to sales demand and available shelf space.

Fro nting : Pulling merchandise to the front
of the shelf, hook or bin.

Go ndo la: Asection of permanent store fix-
ture or shelving on which products are
placed, typically the primary stocking loca-
tion for products. Aset of fixtures or shelv-
ing also is referred to as a gondola run.

S T U DY 
G U I D E

11 of 12
PAG E



2 of 9
C H A P T E RM E RCHANDISING 

T E C H N I QU E S

Employee Training for Pet Retailers

Grouping : Organizing merchandise in log-
ical groups, such as color or related use.

Hands-On Di splay s : Removing items
from packages so customers can handle or
use the product before buying it. For exam-
ple, displaying a fish filter out of the box,
or a retractable lead out of the packaging.

Hang Tag s : Informational tags that hang
on merchandise and list quality features,
performance specifications and benefits to
help consumers reach a buying decision.

Headers : Signs for use in a merchandising
display that include a selling message,
product identification, brand name identifi-
cation, or similar information.  

Ho rizo ntal  Merchandi s ing : Displaying
related product items in horizontal sections.
For example, a fish filter could be stocked
next to products to support it, such as car-
tridges, air stones, gang valves, tubing and
ornaments. Or a video on pet grooming
might be shown next to shampoos, combs,
brushes and other grooming products.

Impul se Dis plays : Dump bins, movable
racks, stack displays and feature endcaps
that promote seasonal items, special buys,
advertised specials, new products, close-
outs or price specials in power aisles and
other high-traffic areas.

Left-to-Rig ht: Used for merchandise of
different sizes. Smallest sizes are at the
upper left of the display; largest sizes at
lower right. This format lets customers
move through the assortment as though
they were paging through a book.

Lo ss  Leader: An item that is sold at a
retail price below its landed or direct cost.
Helps retailers develop a low-price or value-
price image with customers.  

Pal l et Di splays : When merchandise that
arrives on a shipping pallet is placed on the
salesfloor while still on the pallet. For
example, a special purchase on a specific
size of dog food or a display of 10-gallon
aquariums.

Peg ging : Placement of merchandise on
shelf hooks. Some items are binned and
some hung on hooks.  Pegged items must be
carded or have some way of being hung on
perfboard display or shelf hooks.

Planog ram: Diagram showing where and
how merchandise is displayed within the
store. It tells store personnel and manage-
ment where every item is located.

Platform: Flat unit used to display season-
al or bulky merchandise.

Rel ated Items : Products that are used

together.

Sampl ing : Putting one item in its desig-
nated area to check spacing, arrangement
and overall effect before all items are
stocked.

Shel f Pro fi le: Refers to the width of
shelves, the distance between them and
whether they are straight or inclined.

SKU (Stock Keeping Unit): Refers to every
item carried by a retailer. Each size, style
and packaging variation will have a its own
vendor number or Universal Product Code
(UPC) and is considered a unique SKU.
Stock Out: When a shelf is empty, indicat-
ing a product is sold out.

Verti cal  Merchandi s ing : Displaying
related product categories in vertical sec-
tions. Gives customers full view of related
merchandise in one spot and encourages
related item sales.  Larger items should be
displayed on lower shelves.
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