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THE FUTURE OF MERCHANDISING: INTEGRATING AlI,
BIG DATA, AND VIRTUAL TECHNOLOGIES IN RETAIL

Digitalisation is fundamentally transforming the functioning of retail trade,
affecting all its components, including merchandising strategies. Traditional
approaches to product placement, assortment management, and sales promotion are
increasingly being integrated with digital technologies, prompting the development of
new methods of customer engagement. The use of artificial intelligence, big data,
automated systems for consumer behavior analysis, and integrated online-offline
platforms is shaping a personalised and dynamic approach to merchandising. This, in
turn, enhances retail efficiency, optimises marketing expenditures, and facilitates a
deeper understanding of consumer needs.

One of the key aspects of digitalisation in merchandising is the use of big data
to analyse consumer preferences and behavior. Through modern analytical platforms,
retail companies can forecast demand, optimise shelf placement, and identify the most
effective consumer touchpoints. Digital technologies enable not only the collection of
sales data but also the analysis of customer interactions with specific products,
allowing for real-time adjustments to product displays and marketing communications.

Augmented reality (AR) and virtual reality (VR) technologies play a significant
role in the transformation of merchandising. They make it possible to test new product
placement formats without substantial financial investment by creating virtual store
layouts. These tools are especially useful for optimising the spatial planning of retail
areas and improving navigation convenience for customers [1].

Marketing communication personalisation is also reaching new levels thanks to
digital technologies. The application of Al-driven systems for consumer data analysis
supports the development of individualised offers based on customer behavior patterns.
For instance, the integration of mobile applications with store management systems
allows automatic delivery of personalised discounts or special offers based on purchase
history.
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The development of omnichannel strategies represents another crucial aspect of
merchandising digitalisation. Modern retail networks are increasingly merging online
and offline channels, enabling customers to interact with the brand through various
touchpoints. The implementation of electronic price tags, mobile applications, loyalty
programmes, and self-checkout systems creates a convenient consumer experience that
makes shopping faster and more comfortable [2].

Digitalisation is significantly reshaping traditional approaches to merchandising,
making it more dynamic, personalised, and responsive to real consumer needs. The use
of big data, artificial intelligence, augmented reality, and omnichannel technologies
allows retail companies not only to increase sales efficiency but also to establish a
qualitatively new level of interaction with customers. The successful implementation
of digital tools in merchandising enhances the competitiveness of retail chains, reduces
costs, and strengthens customer loyalty. This demonstrates that digitalisation has
already become a defining factor in the development of contemporary retail, and its
role will only continue to grow in the future.

Further development of digital technologies in the field of merchandising opens
up opportunities for greater use of automated solutions, such as robotic inventory
management systems and intelligent cameras that track customer behavior. The
integration of the Internet of Things (IoT) allows real-time analysis of stock
availability, demand forecasting, and even dynamic pricing adaptation. This
contributes to process optimisation within retail networks, reduction of logistics costs,
and overall improvement of the user experience.

At the same time, digitalisation poses new challenges for retail companies,
particularly in the areas of data security and ethical use of personal information. The
extensive application of big data analytics requires the development of transparent
mechanisms for data collection, processing, and storage to prevent misuse and maintain
consumer trust. Therefore, the implementation of digital merchandising strategies must
be accompanied by enhanced cybersecurity measures, adherence to international data

protection standards, and the development of a responsible consumer data policy.
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Anapeituuxos JL.1.,
3100yBad TPEThOro (HAYKOBOTO) PIBHS BUIIOT OCBITH,
KuiBchkuii HarlioHaIbHUN €KOHOMIYHUH yHIBepcHuTeT iMeHl Baguma I'eTbMana

BUKOPUCTAHHS TEXHOJIOI'TH ITYYHOI'O IHTEJEKTY
B CTPAXOBOMY BI3HECI

VY cywacHux ymoBax 1udpoBoi TpaHcopmallii cTpaxoBa raiay3b 3a3HAE
rIMOOKUX 3MIH MiJl BIUIMBOM 1HHOBAI[IMHUX TEXHOJIOTIH, cepell SKUX IITYy4YHUN
iaTenexT (LLI) € onHiero 3 HAUMOTYKHIMKX pyIIiHHUX cuil. CTpaxoBi KOMITIaHIi Jeaanti
aKTUBHIIIE BIPOBAIKYIOTh PIIIEHHS HAa OCHOBI MAalIMHHOTO HABYaHHS, TTMOOKHX
HEHPOHHUX MeEpex, OOpOOKM MPUPOJHOI MOBH Ta KOMII FOTEPHOIO 30py s
onTUMi3allii BHYTPIIIHIX TPOIECIB, TOKPAIIEHHsS 00CITyrOBYBaHHS KIIIEHTIB, @ TAKOX
e(eKTUBHIIIOI OIIHKU PU3UKIB 1 00pOTHOU 3 maxpancTBoM [1, 2].

OpnauM 13 HalmepCcneKTUBHIMUX HanpsiMiB 3actocyBanns I € anmepaiiTunr,
TOOTO OLIHKa CTPaxOBUX PHU3UKIB MiJ 4Yac YKIAJAEHHS JOTOBOPIB. 3aBISKH
BUKOPHUCTAHHIO BEJIMKUX OOCATIB CTPYKTYPOBAHMX Ta HECTPYKTYPOBAHMX JIaHUX,
MOJIeJIl MAIIMHHOTO HAaBYaHHA 37aTHI BPaXOBYBATH IIUPOKUWA CIIEKTP (PaKTOPIB: Bij
nemorpagiyHUX XapaKTepUCTUK 10 TOBEAIHKOBUX NATEPHIB, 1H(OpMALi 3 BIAKPUTUX

JpKepen 1 qanux, orpuManux uepes loT-puctpoi. Lle nae 3mory crBoproBaTul OiIbII
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