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Abstract: 
          This study aims to high light the role of 
merchandising in helping the consumer retrieve 
the information stored in his mind ,and that 
helps him in making the decision to buy or not .  
Especially with the increasing of free services 
markets that have spread across Algeria, looking 
to its  importance in bringing customers, 
merchandising mean selling more, selling better . 
The study concluded several results; the most 
important one is that the consumer receives 
information through the sensorial perception 
system. Then analyzes it via work memory, and 
finally stores it in long-term memory.  
The consumer finds it difficult to retrieve the 
stored information quickly,  
therefore it requires the owners of free services 
markets to know the most important 
information that the consumer needs, To be 
presented as stimuli within the merchandising 
that help the consumer to access the stored 
information to make a purchase decision. 
Key Words : merchandising – Consumer 
Behavior – Free Service Markets . 
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