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THE MARKETING COMMUNICATION RETAILING PECULIARITY
IN THE CONTEXT OF THE BEHAVIORAL ECONOMICS

It is proven that nowdays consumer purchasing decisions are driven both by conscious recognition of their needs and
by the irrational nature while the decision-making under the uncertainty conditions and the alternative choices existence.
Moreover, marketing communications are increasingly based on emotional and rational factors, that contribute to the
stable positive associative links between consumers and products, brands, and company’s formation, expedite the long-
term partnerships development and support the strategic business objectives achievement. The special attention is paid
to the problem of the modern marketing instruments insufficient, as well as the offline and online marketing activities
integration. Such integration would enhance interaction between the LLC TC «Polissia-Product» and customers through
innovative communication mechanisms, ensure the sustainable growth and increase retailer competitiveness for the long
term. The proposed marketing improvement in the retail system is considered achievable through the consumer needs
studyng and their effective satisfaction. Thus, the integrated marketing communications mix using reduces information
asymmetry in the market and increases the transparency of market interactions, while an effective communication policy
forms competitive advantages and serves as the basis for effective managerial decisions making.

Keywords: marketing, communications, sales, financial indicators, behavioral economics, behavioral effects, rational
decisions, retail.
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MAPKETUHIOBI KOMYHIKATUBHI OCOB/IMBOCTI PITEUNIHTY
B ACMEKTI NOBEAIHKOBOI EKOHOMIKU

Y cmammi nposedeno ananiz disnvnocmi TOB TK «Ilonicca-IIpodykmy, Ha 0CHOBI sIKO20 8CMAHOBIEHO CIMADITLHY
OUHAMIKY PO3GUMKY pimeliiepa ma 3p0CMants 1020 iHanco8Ux NOKA3HUKI6. Busnaueno, wjo posuupenis mop2oeenvhoi
Mepedici 3yMOBI0E HeoOXIOHICmb ni0GUWeHHs NPOPeCilino20 Pi6Hs NEPCOHALY MA 600CKOHANEHHS CUCEMU MAPKemUH-
2068ux KomyHikayiu. ObIrpynmosano nompe6y 3acmocy8anHs KOMYHIKayitl K KII0Y08020 eleMEHmy KOMNIEKCY MapKe-
muHzy nionpuemcmed, wo sabesneyye ehekmusny 63aemMooito Mixc UPOOHUKOM I YITbOBUMU SPYNAMU CHOJHCUBAYIE Y
CYHACHUX YMOBAX PUHKOB020 cepedosuwya. JogedeHo, wjo pitens npo npuodanus mosapy NPUiMaiomscsa CHOHCU8a4eM
8 CUTY YCBIOOMAEHOCMI nompebu, a Mmaxkox;C ippayionarbHOCMi NPUUHAMMS PilieHb 8 YMO08AX HeGUIHAYeHOCmI ma 3d
icHysanHa anbmepHamugnozo euoopy. [lo mozo sic, y cyuachux ymogax mapkemunz08i Komymikayii, deoani binvuie rpyH-
MYIOMbC HA eMOYIHUX | NCUXONOSTUHUX YUHHUKAX, WO 3a6e3neuye Qopmysants CMitikux no3sUmueHUx acoyiamueHux
38 ’A3Ki8 CROJICUBAUIE i3 NPOOYKMOM, OPEHOOM i KOMRAMIEIO, CRPUAEC 8UOY008Y8ANHI0 00820CHPOKOGUX NAPMHEPCLKUX
BIOHOCUH MA OOCASHEHHIO CMPAMe2iYHUX Yilell 20Cn00apPCbKOi OITbHOCMI.

Ocobausy ysazy npudinreno npodoiemi He0oCmamHb020 BUKOPUCAHHS CYUACHO20 THCMPYMEHmapiio, toemucs npo
payionanbHe NOEOHAHHA OQQ-1aliH ma OH-IAUH 3aX00i8 MAPKeMUHZY, WO CApUsmuMe NO2IUONIeHHIO 63AEMOOTT
TOB TK «llonicca-Ilpodykmy 3 Kiienmamu uepe3 IHHOBAYIUHI KOMYHIKAYIUHI Mexanizmu i 3abe3neyums pimeiiiepy
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cmitike 3pocmanHs ma niO8UWEeHHsL 1I020 KOHKYPEHMOCTPOMOAICHOCHI Y 00820CmMpoK06itl nepcnekmusgi. IIpononosane
YOOCKOHANEHHA MAPKEMUH2y 6 Cucmemi pimetiy 60auacmvCsa MOHCIUSUM Yepe3 8UBHEHHS NOMPed CHONCUBAUI6 Ma edex-
mugne ix 3a00801€HHA 3 BPAXYSAHHAM OUHAMIYHOCTI iX 3MiH; POWIUPEHHA ACOPMUMEHMY NPONOHOBAHO20 MA (op-
MYBAHHA NONUMY HA HOSUHKU, 30iNbUleHHA YIHHOCMI MOSAPHUX NPONO3uyill; niosuwenHs ysazu 00 aKocmi 006ciyeo-
8YBAHHA CNOJCUBAUIE, CEOECUACHICTNG NPOBEOEHHS KOHKYPEHINHO20 AHANIZY, NPOOYMAHY, T02IUHY MA C8OEUACH) CUCIEMY
CTH3y ma yinosux 3HudiCoK, NOWUPEHHs PeKIAMHUX 3aX00i8 3 suxopucmanuam lnmepnem-pecypcis. Biomax, o euxo-
PUCMAHHS KOMAAEKCY MAPKEMUH208UX KOMYHIKAYI 3MeHULYE iHpOopMayiliny acumempilo Ha PUHKY Ma NiOSUWYI0 NPO-
30picmb PUHKOBUX 83AEMOOIl, A eheKmuUHa KOMYHIKAYItIHA NOTIMUKA (POPpMYE KOHKYPEHMHI nepesazu i sucmynae o6asu-

COM YXBANEHHSA Pe3yNbMAMUBHUX YNPAGTIHCLKUX DilleHb.

Knrwuosi cnosa: mapkemune, KOMyHikayii, 30ym, QiHaAHCO8I NOKA3HUKU, NOBEOIHKO8A eKOHOMIKA, N08ediHKO08I

epexmu, payionanvbHi piulenHs, pimeiin.

Problem statement. The marketing communication
system serves as an integral marketing mix element, that
ensure the coordinated connection between the producer
and the target consumer groups, because the communica-
tions play the key role for information necessary to con-
sumers providing in order to make consious choices re-
garding offered goods and services. The communicative
approaches and techniques precisely form the coherent in-
formative space where the advertising, the sales promotion,
the public relations, the personal selling, the digital com-
munications and other instruments are integrated. These in-
struments are aimed at creating, maintaining and adjusting
demand, thereby fostering customer loyalty toward the en-
terprise, brand or product and enhancing trust to the pro-
ducer.

The domestic enterprises operate under the constant
competitive pressure conditions, driven by increasing mar-
keting environment uncertainty and volatility, the scientific
and technological progress acceleration and the societal
needs evolution. In this context, enterprises are compelled
to systematically review existing strategies and develop
new ones for entrepreneurial development, adapting them
to the market environment economic objectives. At the
same time, the scientifically grounded marketing commu-
nications system application contributes to the systematic
of the value-based messages transfer among market partic-
ipants, the information asymmetry reduction, the market
interactions transparency increasing and the market supply
and the consumer expectations alignment. Through com-
munications, enterprises shape the product offerings per-
ceptions, that stimulate the consumption and thereby their
competitive advantages strengthen. The effective market-
ing strategies implementation, the communication instru-
ments use and the systematic managerial decisions consti-
tute the foundation for enhancing enterprise competitive-
ness in the market.

Analysis of the recent research and publications.
The theoretical aspects of the marketing communications
have been comprehensively addressed in the foreign
scholar’s works, in particular N. Anderson, J. Gordon,
D. Jobber, F. Kotler, T. Levitt, L. Mattsson, W. Prade,
E. Rogers, P. Doyle, R. Lasher, C. Lovelock, J.-J. Lambin
and others. The significant contribution of the researcher’s
views is in the integrated marketing communications the-
ory improvement, in the communication policy formation
and in the consumer behavior in the context of the infor-
mation overload and multichannel environments using. In
Ukraine, the marketing communication effectiveness is re-
flected in the works of such scholars as L. Balabanova,
Ya. Bronshtein, A. Voychak, O. Zozuliov, S. llliashenko,
V. Korolko, T. Lukianets, O.Melnyk, V. Moiseiev,

N. Pavlenchyk, Ye. Romat, T. Prymak, O. Reshetnikova,
T. Tsyhankova and others.

The main attantion is paid to the marketing communi-
cations of brand. This problem is seen as the whole set of
communications generated by brand’s managers with dif-
ferent audiences. Their purpose is to achieve the brand's
marketing objectives through the specific marketing instru-
ments implementation [8, p. 16-25]. At the same time, the
essence of retail marketing lies precisely in convincing the
consumer to make a purchase. An individual is able to
make two types of decisions: the impulsive decisions,
which are made without prior consideration and decisions
based on the conscious rational choice. The final decision
is the result of the interaction between two cognitive sys-
tems.

In this regard, D. Kahneman’s conclusion concerning
the dominance of fast thinking and intuitive decisions
while making choice is confirmed. In cases where the
search for an intuitive solution does not have results, an in-
dividual “switches” to “slow thinking,” that is to a deeper
form of cognition that requires greater cognitive effort
[2, p. 20-22]. When intuition is applying, the decision-
making process is completed without deliberation, and this
mechanism is implemented almost instantaneously. This
feature of human cognitive activity is currently being ac-
tively used in marketing and branding through the applica-
tion of cognitive and information and communication tech-
nologies. The key objective of such influence is to simplify
the choice process for consumers in the context of their in-
teraction with brands, companies and business entities. The
strong brands in their communication strategies primarily
appeal to the emotional sphere, which is processed intui-
tively, whereas weak brands focus on rational arguments,
activating reflection and thereby necessitating additional
deliberation by consumers regarding purchase decisions
[1, p. 32].

The results of the numerous empirical scientific studies
demonstrate the repeatability of the irrational decisions that
are made in a similar manner by different individuals in the
comparable situations. Therefore, the retail companies can
purposefully influence on the consumer decisions by iden-
tifying their basis needs, interests and motives through
marketing and branding instruments. This is particularly
effective in terms of forming and disseminating knowledge
about the company’s products, which subsequently simpli-
fies the process of reminding consumers through integrated
marketing communications. Brand awareness, brand eq-
uity and brand strength increase over time, making brand
the valuable intangible asset of the company [15, p. 15].

Although researchers have significantly advanced the-
oretical approaches to understanding the role of

79



Ne 210, 2026

Exonomiunuii npocmip

communications in retailing, the problem of insufficiently
explored irrational consumer behavior within marketing
communications in the retail sector remains unresolved and
requires further in-depth investigation.

The purpose of the study is to provide the theoretical
and the methodological substantiation of the specific fea-
tures for marketing communication instruments applying
to the LLC TC «Polissia-Product» activities and to imple-
ment the practical recommendations for improving the re-
tailer network.

Research methods. The methodological and theoretical
framework of the study is based on general scientific and
specialized research methods, including: the comparative
method, which enabled the comparison of analytical indi-
cators and the assessment of the retailer’s performance dy-
namics; the systems approach, which ensured a compre-
hensive analysis of the enterprise’s application of market-
ing technologies and allowed identification of the specific
features of the communication activities of the selected re-
search object; the situational approach, on the basis of
which the priority of market conditions influencing enter-
prise activity was determined and their role assessed, as
well as consumer behavioral characteristics and industry
trends in communication strategy formation were identi-
fied; the monographic method for an in-depth study of the
activities of LLC TC «Polissia-Product» using a wide
range of data, which made it possible to conduct an analyt-
ical assessment and a comparative characterization of the
analytical component with identification of the causes of
indicator variability; and the synthesis method, through
which the research results were generalized and recom-
mendations for improving communication policy were for-
mulated, serving as a basis for their practical implementa-
tion.

The presentation of the main research results. The
intensification of the behavioral economics development at

Impulsive decisions

s

the beginning of the 21st century has been driven by the
scientific approaches transformation according to under-
standing the individual as a subject of economic relations
— from the concept of the rational «economic person» to
the recognition of the individuals’ propensity for irrational
behavior. The decision-making irrationality acknowledg-
ment under the uncertainty and alternative choice condi-
tions, as well as the emergence of the buyer’s market, has
led to the firms’ approaches revision according to the con-
sumer’s interaction. Under the contemporary conditions,
the marketing communications, as the instruments of the
marketing activity, are increasingly based on emotional
and psychological factors. This ensures the stable positive
associative links formation between consumers and the
product, brand and company, facilitates the long-term part-
nership relationships development and the strategic busi-
ness objectives achievement contributes. In the context of
the marketing decision-making, it is appropriate to apply
the systems approach, when the individual acts as both the
object and the subject while make the decision. The input
of the system is the specific task and/or information, while
the output is a choice for the adopted decision formation
(Fig. 1).

In order to analysis the marketing communications we
studyed the activity of the LLC TC «Polissia-Product»,
which currently represents as the largest regional retail
chain in the city of Zhytomyr and the Zhytomyr region.
The retailer serves more than 80 000 customers daily, indi-
cating the high level of the consumer trust that insure its
significant presence in the local market with positioning it-
self as «the store that is always nearby». Since its establish-
ment in 2002, the company has transformed from the local
distributor into the leading regional retailer capable to com-
pete because its convenience and «near-home» format,
prompt customer service, and the comprehensive goods
and services assortment [13].
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Fig. 1. Speed and depth decision making balance
Source: the authors research.

The LLC TC «Polissya-Product» financial indicators
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dynamics during 2020-2024 (Table 1).
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Table 1
The LLC TC «Polissya-Product» financial indicators dynamics, min UAH
. 2021 to 2022 to 2023 to 2024 to

Indicators 2020 2021 2020, +/- 2022 2020, +/- 2023 2020, +/- 2024 2020, +/-
Revenue 1010,9 | 1042,3 31,3 1218,5 207,5 1673,1 662,1 1978,4 967,4
Net profit 24,1 26,6 2,5 414 17,3 52,4 28,3 60,8 36,7
Assets 2478 2814 33,7 313,7 65,9 375,9 128,2 452,1 204,3
Liabilities 116,1 133,7 17,6 126,8 10,7 151,0 34,9 174,0 57,9
Number of
employers - 818 - 629 - 746 - 748 -

Source: calculated based on data [12].

The presented data demonstrate the stable financial However, the operations of the LLC TC «Polissia-

growth of the LLC TC Polissia-Product». According to the
data in Table 1, the company’s revenue in 2025 reached
1978.4 min UAH. Net profit amounted to 60.8 min UAH.
The assets and liabilities of the LLC TC «Polissia-
Product» also show an upward trend, reaching 452.1 min
UAH and 247.8 mIin UAH, accordingly. It should be noted
that the overall increase in the company’s asset value is
driven by its material and technical base strengthening. The
company’s liabilities have also increased, in particular to
174 min UAH in 2024 compared to 116 min UAH in 2020.

Revenue, mln UAH

2020 2021

Product» are characterized by timely settlement of liabili-
ties. It should be noted that the company has no outstanding
tax debts. The study also revealed the number of em-
ployer’s reduction. The most significant decrease occur-
ring in 2022, when the workforce was reduced by 189 em-
ployees due to the military aggression against Ukraine.
However, since 2023, the number of employees has been
gradually increasing. The revenue dynamics of the com-
pany are shown in Figure 2.

2022 2023 2024

Fig. 2. The income dynamics of the LLC TC "Polissya-Product"
Source: built on data [12].

The retailer improved the revenue that reached 1.9 mird
UAH in 2024. This indicates the significant expansion of
their operations, as revenue growth reflects active market
expansion, increased sales volumes or the effective pricing

70,00

Net profit, mln UAH

2020 2021

and marketing policy implementation. The dynamics of the
LLC TC «Polissia-Product» net profit during 2021-2024 is
accessible in Figure 3.

2022 2023 2024

Fig. 3. The LLC TC «Polissya-Product» net profit dynamics
Source: built on data [12].
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The LLC TC «Polissia-Product» net profit reached
60,8 min UAH. This indicates that net profit grew faster
than income, that is a highly positive signal and reflects

cost optimization, improved operational efficiency and an
enhanced revenue structure. The financial statements of the
LLC TC «Polissya-Product» is presented in Table 2.

Table 2
The financial statements of the LLC TC «Polissya-Product» (3 quarters of 2025), min UAH
Indicators 2025
Revenue 1648,41
Net profit 53,16
Assets 503,78
Liabilities 176,52
Number of employers 767

Source: [11].

The financial growth of the LLC TC «Polissia-
Product» also confirm the indicatots of the 3 quarters of
2025. The scientific works analysis according to the repre-
sentatives of the behavioral economics theory makes it pos-
sible to identify the key behavioral effects (intuitive

anchoring effect

comparison effect

expectation effect

halo effect
(framing effect)
Edext
obOpaMnIeHHa

placebo effect

distortions or cognitive biases) that are appropriate for ap-
plication by marketers in the retail sector. So, the behav-
ioral effects while the decision making are presented in
Figure 4.

decision
making

Fig. 4. The behavioral effects while the decision making
Source: formed on data [15].

The anchoring effect consists in individuals’ tendency
to form decisions based on the first numerical value pre-
sented, which serves as a kind of «anchor» for further eval-
uations. In the marketing practice of the
LLC TC «Polissia-Product», the higher product price, is
displayed alongside the discounted promotional price. In
this case, it is precisely the initial higher price functions as
the «anchor», relative to that the reduced price is perceived
as more advantageous, regardless of its objective market
justification. As a result, the likelihood of purchasing the
product increases, since the consumer decision is formed
not on the basis of the absolute price, but rather through
comparison with the initially established price reference
point. The comparison effect in food retail manifests itself
through the simultaneous the different price categories
presentation products, that influences consumers’ percep-
tion of their value. In particular, placing a higher-priced al-
ternative next to a product in the mid-price segment creates
a relative perception of the «<moderate» price for the main
product. As a result, the mid-priced product is perceived as
a more rational choice compared to the more expensive op-
tion, even in the absence of the significant differences in
quality, that increases the probability of its purchase. In ad-
dition, this effect in marketing is also evident in the context
of comparing products, prices and other attributes with
competitors.

82

The expectation effect refers to the fact that expecta-
tions formed in the minds of individuals lead to the emer-
gence of stereotypical ideas that influence on the future
events and on the peculiarities of their perception. As a re-
sult, what is expected is often perceived as actual, even in
the absence of objective grounds. When expectations cor-
respond to the given context and are accompanied by a fa-
vorable emotional atmosphere, the perception of the event
is associated with positive emotions and the satisfaction.
This effect generates both the halo effect and the framing
effect. In the halo effect, the promotion is based on impres-
sions plays a key role; such impressions can be influenced
through communication tools, design, service quality and
other instruments. For example, the smell of coffee in the
sales area of the LLC TC «Polissia-Product» stores create
pleasant impressions and increase consumers’ desire and
willingness to make purchases. The framing effect, unlike
the halo effect, ensures the deeper and more stable relation-
ships formation between the seller and the consumer.
While the halo effect is mainly limited for creating a quick,
situational first impression, the framing effect contributes
to build long-term relationships based on the systematic
and the consistent context formation. The implementation
of this approach requires purposeful, comprehensive and
sustained efforts from the companies.

The placebo effect in food retail manifests itself
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through the marketing strategies influence on the perceived
products quality and usefulness. One of the most common
effect is emphasis on the food products labeling with their
alleged functional properties. For example, dedicated
shelves for sugar-free products or yogurts labeled as hav-
ing beneficial effects on digestion and the immune system
are often perceived by consumers as healthier than conven-
tional alternatives, even when their composition does not
differ significantly.

The endowment effect reflects individuals’ tendency to
assign higher value to objects they already own compared
to those that are potentially available but not possessed yet.
This effect is closely to the framing effect, that is widely
applied in psychology, sociology, marketing and sales, and
consists in differing perceptions of the same choice de-
pending on whether it is presented as a loss or as a gain. In
the context of food retail, the endowment effect manifests
itself through product tastings. After directly consuming,
the product begins to be perceived as partially “owned,”
which increases its subjective value and reduces the likeli-
hood of refusing its purchasing. As a result, consumers are
more likely to decide to purchase the tasted product, even
if they have the alternative offer with similar characteris-
tics and prices. It should be noted that in the marketing pol-
icy of the LLC TC «Polissia-Product», this effect is used
somewhat less frequently than others.

The effect of availability and affect in marketing are
most clearly manifested through the emotional coloring
and frequency of brand, product or company mentions in
advertising and public relations communications, which
contribute to the long-lasting positive associative links in
consumers’ minds formation. The social proof effect or the
effect of joining the majority, is based on individuals’ nat-
ural need for social recognition and their tendency to fol-
low the choices of the majority. In marketing practice, this
effect is implemented by providing potential consumers
with access to information that serves as psychological
confirmation of their choice correctness, in particular

Advertising Activities J:f;' .

Socizl Media

Shid

Sales Promotion L—::-_‘

F/_\]

through reviews, ratings, expert opinions, number of pur-
chases or statistics, thereby enhancing the confidence in
purchase decision-making.

The behavioral effects also change under the influence
of digital communication use. The LLC TC «Polissia-
Product» has an official website that function as the cen-
tralized information hub and consolidates key information
about the enterprise’s operations, the retail network, the
promotions and loyalty programs. The current discounts
and promotions are presented in a dynamic format. This
ensures consumers to visit the website on the regular basis.
An important company’s competitive advantage is the mo-
bile application implementation, that intensifies marketing
customer’s interaction. The mobile LLC TC «Polissia-
Product» application has now become the core instrument
of the consumers omnichannel interaction. The application
integrates the product ordering, the catalog browsing, the
personalized offers receiving, the loyalty program partici-
pating and the notifications obtaining about promotions.
The bonus and cashback system, including a welcome bo-
nus of 200 points and a referral reward mechanism, stimu-
lates the real and the potential customer long-term loyalty.
Moreover, the personalized digital campaigns enhance the
communications effectiveness by providing timely infor-
mation about offers and promotional activities.

So, the LLC TC «Polissia-Product» has been introduc-
ing digital communication methods, that significantly ex-
pand opportunities for interaction with consumers but very
gradually. The official website, mobile application and the
company’s social media pages have become key means for
building loyalty and informing customers. At the same
time, the offline and the online retail activity should be in-
tegration into a unified omnichannel system. That is why,
as the local grocery retail chain operating the
LLC T «Polissia-Product» requires systematic develop-
ment of its own digital infrastructure and more active
online communication channels use. The improvement of
the retail marketing system is shown in the Fig. 5.
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Fig. 5. The improvement of the retail marketing system
Source: the authors research.
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Conclusions. The LLC TC «Polissia-Product» activity
comprehensive study confirm that the retail network is de-
veloping steadily. The analysis of the financial indicators
and their dynamics allows to conclude that the enterprise
demonstrates stable growth and progresses quickly
enough. At the same time, the retailer’s expansion objec-
tively necessitates the number of employers increasing
and, especially, their professional competencies enhance-
ment.

The LLC TC «Polissia-Product» possesses significant
potential to strengthen its market position through the gen-
eral marketing strategy implementation with the proper
communication instruments intensified. However, at pre-
sent, despite of the high level of digital infrastructure de-
velopment, the company requires the advanced analytical

systems introduction to assess the marketing activities ef-
fectiveness. Only under conditions of the systematic ana-
Iytics it is possible to determine the impact of the commu-
nication instruments on the sales volumes and the conver-
sion rates, as well as to optimize the marketing expendi-
tures.

Thus, the LLC TC «Polissia-Product» is characterized
by stable improvement and the effective application of both
traditional and digital marketing instruments. Its future de-
velopment is seen in the consistent an omnichannel strat-
egy execution and the customer relationships establish-
ment through the innovative communication mechanisms
providing. This will enable the retailer to reinforce its mar-
ket position and ensure sustainable long-term growth.
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