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ABSTRACT 
 

Reshaping is become a key phenomena in all the spheres of business. Market, marketing strategies and 
marketstructureweresimpletounderstand.Withgrowingcomplexity,varietyandemergenceofnewtechniquesatverysh

ort intervals resulted to increase the vibrancy in the overall business environment. Shopping by an individualat 
one time was need based and also was mainly product centric. Customer was mainly focusing on the priceand 

other attributes of a product. With increased range of products and developed customer attitude, properdisplay 
of the product holds the attention of the sellers. Eventually they started putting more money and effortson the 

display of the product in order to fetch the attention of the customers. The concept of VM ( VisualMerchandise) 
holds its roots way back to the days of barter system. Gradually with the emergence of organizedretail system 

in India the emergence of Visual Merchandise has also got its mark. The present research paper isan attempt to 
understand the concept of Retailing, Marketing in general and Visual Merchandising in specific.Further the 

critical reviews have been narrated so as to have a deep insight of the concept. Secondary data hasbeen 
gatheredforthepurposeanddescriptiveresearchisbeingused. 

1. INTRODUCTION 
 

Retailing is a process of selling 
consumergoodsorservicestoendconsumer.
Howeverthereispossibilitythataconsumeri
snotpurchasingpersonallyandthereisanend
customerwhoispurchasingonhisbehalf.Ret
ailingcaninvolvevarious channels of 
distribution to supplyproducts / services 
from manufacturers 
/producerstoconsumers.Itisdifferentfromw
hole-
selling,wherelargeamountofproductsareso
ldtofewcustomers,howeverinretailingsmal
lquantityofproductsaresoldtolargenumber
ofcustomers. 

“ The marketing mix refers to the set 
ofactions,ortactics,thatacompanyusesto 

promoteitsbrandorproductinthemarket.Th
e4Psmakeupatypicalmarketingmix-
Price,Product,PromotionandPlace.Howev
er, nowadays, the marketing 
mixincreasingly includes several other Ps 
likePackaging, Positioning, People and 
evenPoliticsasvitalmixelements.”-
Economictimes.Sometimesjustworkingon
the4P'sof Marketing is not sufficient. On 
a retailfront, a retailer may not be able to 
makeany changes in the product. Since 
price isalso predefined, he might not be 
able tochange that too and 
sometimesprice ismarket linked and 
beyond the control 
ofretailer.Aretailercannotjustmovetoanoth
erplaceifeverythingelseisnotworkingandh
elpingthesales.Alsocustomerstohavediffer
entshopping 
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choices like online and offline stores 
andsimilarmerchandisesarealsoavailablee
asily.Henceplacealsoremainsuncontrolled. 
Also running promotions onall the 
products all the time in a store 
isalsonotpossibleforalltheretailers.Hence 
at last the store itself becomes 
thegroundforthetrickygame,calledRetailin
g.Aretaileronlyhasthistrickcalled Visual 
Merchandising to play 
andcharmhiscustomers,whichultimatelyle
adstosalesinhisstore. 

1.2VisualMerchandising 
 

Visual Merchandising helps customers 
tohaveanamazingshoppingexperience.For
a Visual Merchandiser, a store is like 
atheatre.Thewalls&floorarelikestageofthe
atre.Thelighting,fixtures&visualcommuni
cationsmakesthesetofthestage& the 
merchandise plays the characters 
intheshow. 

AsperKarthikRamamurthy&AnkurHazari
ka (2009), in their artice “The 
newscienceofretail”statesthat“therealchall
engeforretailmanagementistoconvert 
footfalls into sales”. Footfalls 
aretermgiventothenumberofpeopleenterin
g a store. Theymay or may notpurchase 
anything from the store but byjust 
entering or visiting the store, it 
addsuptothetotalfootfallsofthestore.Ifthey
donotenterandjustpassbythestore,theycann
otbecountedasfootfallsastheirfootdidnotfal
linsidethestore.Thisterm'footfalls'represen
taccessibilityofastore.More number of 
footfalls means 
retailerhasbetterexposureofhismerchandis
eandhenceabetterchanceofsales. 

As per KanikaAand (2012), in the 
article“Inspired by the world of art” states 
that“Indianretailismovinginto'secondgear' 

withextensiveattemptstoconstantlymeetcu
stomer expectations. Given the shift 
ofgear from merely creating awareness, 
ithasitsownadvantagetoharnessandchallen
ge to
 overcome.”VisualMerchan
dising is the art of presentation,which 
puts the merchandise in focus. Iteducates 
the customers, creates desire 
andfinallyaugmentsthesellingprocess(Mo
han&Ojha,2014) 

2. OBJECTIVESOFTHESTUDY: 
 

ItisanattempttounderstandthetermVisual
Merchandisingandtohaveanassessmentov
ertheworkdonesofar. 

METHODOLOGY 
 

To review the literature, secondary 
datahas been collected from authentic 
sourcesanddatabases.Thetypeofresearchus
edisIntegrativeReviewofLiteratureandisD
escriptiveinnature 

3. REVIEWOFLITERATURE 
 

GibsonG.VedamaniinhisbookRetailMana
gement:FunctionalPrincipleandPractices, 
mentioned about three roles 
ofVisualMerchandising.Firstispresentation
of products in a way that can lead them 
tobesoldquicklywithhighestpossiblemargi
n.Secondroleisthevisualseductioncharms 
the customer which leads to theadd-
onsales.Thirdroleistocreatemerchant'sindi
vidualretailimage.Gibsonalso mentioned 
about three challenges tobe faced by 
Visual Merchandisers. 
Firstchallengeistobalancethestoreatmosph
ereasperthestoreimage.Secondchallenge is 
to influence customer buyingdecision 
with the help of VM tools 
anddesignelements.Thirdchallengeistobal
ancethecostassociatedwithstoredesignele
mentswithsalesandprofits. 
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Gibson in his book also mentioned 
aboutrolesofaMerchandiser.Accordingtohi
m,a Visual Merchandiser helps in 
enhancingsales and customer experience. 
He gave alist of duties for a Visual 
Merchandiser,someofwhichare–
planningandexecutingVMthemeanddispla
ys,arrangementofproposfordisplays,arran
gementofrequiredfixturesandlighting, 
working on floor plans, 
trainingpersonnelonthesalesfloortocreated
isplays,organizingracksandshelveswhere
merchandiseiskept,etc.JiyeonKim(2003) 
find out the pivotal relationshipbetween 
college students apparel 
impulsebuyingbehaviorandvisualmerchan
dising.Visual
 merchandising
elementsarestoreforms,mannaquinesandpr
omotional signage. Data was 
collectedfrom 245 students from all major 
coursesunder the University of Georgia. 
SPSS,RegressionAnalysis,CronbachAlph
a,Correlation Tests are used for 
analyzingthe collected data. Berretto 
Anton (2007)pointed out in his article 
“Tricks of thetrade” that the basic 
components of storedesign are color, 
texture, light and 
musicwhichcanenhancestoreappealandulti
mately invites the customer to touchthe 
product.AndrewJ.Newmen  
andPeterCullen(2007)inhisbookRetailEnv
ironmentandOperationdefinestheroleofme
rchandiseristotargetrightcustomers, with 
right merchandise at 
therighttimeintherightplace.Theterm'Merc
handising'involvesstageslikePlanning,sour
cing,buying,arranging,displayingandspace
managementofproducts. 

DalalM.(2010)inhisarticleon'ManagingM
erchandising'definedMerchandising as 
process to provide 
rightgoods,attherighttime,throughright 

medium, at the right place, in the 
rightmix, of the right quantity, from the 
rightsource.DalalM.(2010)inhisarticle'Me
chanics of retail merchandising' statesthat 
a retail merchandiser has to keep 
awatchonsalespatternofalltheretailoutlets, 
compare them with expected salesto take 
corrective actions. Merchandiserhas to 
keep an eye on market trends and 
isrequiredtorespondaccordingly. 

Deepaksahni(2014),researchonAmericanc
onsumers.Hisstudysaysrelationship 
between college students 
andimpulsebuyingbehaviorandvisualmerc
handisingelementslikewindowdisplay,floo
rmerchandising,in-
storeform,promotionalsignage.in-
storeform/mannequinsandpromotionalsign
agesignificantlyinfluencestudentsimpulse
buyingbehavior. 

K.R.mahalakshmi,akhila.t(2017)researchs
tudyrevealswhattheimportanceofvisual 
merchandise elements like 
interiordesigns,productdisplayimpulsetob
uyingof the organized apparel retail stores 
intrichydistrictintamilnadustatepeople. 

meysammoayery(2014)investigaterelation
shipbetweenapparelimpulsebuyingbehavi
orandvisualmerchandisingamong 150 
Iranian young adult 
females.Hecollectthedatafromquestionnai
re,likertscale,analysedwithspsstoolandpro
vedpivotalrelationbetweenfemalesandvisu
almerchandisingelements 

Bailey comyns(2012) Collectedthe 
datafromstudentsofNewHampshireUniver
sity,Durham 
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stimulusvisual 
marchandising 

response 
organism(cognitive

 approch(or)response
andeffective)  perceivedrisk 

Foundthatthevisualmerchandiseelements 
are useful for purchase of foodproducts. 

NehaP.Mehta(2013) researchedon 
whatthe visual merchandise methods and 
toolsare used insingle brands like Ikea, 
Nike,Apple,Reliancegroup,futuregroupor
ganized retail stores in central mall 
ofAhmadabadcityinIndia.Datawascollecte
d from customers who visit andbuy the 
goods at the mall and 
interviewedwithvisualmerchandisemarket
ingmanagerstofindoutthebestvisualmercha
ndise methods to impulse 
buyingbehaviorofcustomers. 

Komaldeeprandhawa(2017) research 
onrelationship between visual 
merchandiseand impulse buying behavior 
in 
apparelorganizedretailstores.Elementsarei
nstore/mannequindisplay.Datawascollecte
dfromcustomerswhovisitthegarmentstores
inthreeregionsinmejha,malwaand,doabadi
strictsinPunjabstate. Samplet test,chi-
square tests areusedforanalyzingthedata. 

TK.ArunPrasad(2016),researchedon120cu
stomers who visited reliance trends 
inTamilnadu state. The visual 
merchandiseelementslikefixtures,signage,
colors,lighting, layout of store, window 
displayimpact impulse buying behavior. 
The datawas collected from likert scale 
model 
andanalyzedwithreliabilitytest,factoranaly
sistest,andmultipleregressiontest. 

JammyR.kinley(2009)determinedthedegre
e of involvement with shopping 
forclothing effects the frequency with 
youngfemale generation opinions when 
makingclothingapparelspurchase.Dataisco
llectedfromgraduatestudentsofuniversityin
southwesternregionUSA. 

Thisresearchfoundthatthehighinvolvemen
tinpurchasingapparelsisfrom friends and 
co workers rather thanpersonalinterests. 

Evgene Julius caliva(2019), research 
vitalrole 
incatchingcustomersattentionformaximize
theaspectsoftheproductwhichconclusively
increasesalesforselectedretailbrandsinPhil
ippiansorganizedapparel retail stores. The 
stores 
preferreddifferenthuesoflightinglikehalog
enlights, warm lights (illuminations), 
blue,black,yellow,white,red,fontsizeofwin
dowdisplayquotes,signages.Thisresearch 
find out how these elements 
arepositiveimpressiontoimpulsebuyingbe
haviorofyoungFilipinocustomers 

Sarah.E.fisher(2009),evaluatecustomersae
sthetic(themodelsclothing,nicelooking) 
response of visual 
merchandiseelementslikefullsizemannequ
insandflathangingdisplays,s-o-rmodel 

 

 
Manishjain(2011),researchedonproblemso
f neighborhood kirana stores with 
hypermarket customers. His research 
analyzedcustomerspreferencesofthespecif
icattributesof5retailstoresinindore.factorsi
dentifiedareavailability ofvariety of 
goods, service, ambience 
andshowofthestore,discountsandfairprices
,qualityandpromotion.consumers 
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of Indore are influenced by the 
differentattractionfactorsandconsumersvis
itsuchstores for the entertainment(or) to 
get ridoftheirstressfullife. 

Derrylaw(2010),investigatedtherelationsh
ip between visual merchandiseelements 
and consumer affective 
responsebyfocusingonafunctionorientedpr
oduct 
–
intimateapparel.HisresearchwasonHongk
ongChinesefemaleconsumersagedbetwee
n25-
35years.Groupinterviewswereconductedw
ith64subjects.Findings are two point of 
view:utilitarianandhedonic 

1. Utilitarianmeansactualneedsofconsum
ers such as garment 
deterioration,seasonalchangesandoccasion
s. 

2. Hedonic aspects are visual stimulus 
instores,displayelements,coloursandprops. 
These elements are final impulse 
topurchaseintentions. 

Syed.M  D.Faisal 
 AliKhan(2016),researche
d 
 onwhatcompetitivestrateg
iesareusedinorganizedandunorganizedreta
ilstoreforimprovingsales.Visualmerchandi
seelementslikeproductdisplay,storeambie
nce, floor
 merchandising,promotion
al,discountssignageimpactbuying 
decisions. He finds these elementshave 
deep impact on influencing 
buyingdecision of customers and 
customers whospend more time in stores 
more are likelytomakeapurchase. 

Dr.PAgila(2018),researchedonCoimbator
e250customerswhoareshoppingrecentlyin
organizedretailstoreslikecloths,provisions,
furniture’s,toysandgifts,footwear,healthan

dfitnessequipmentstores.Descriptivedatawa
s 
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analyzed with percentage, chi-square, 
oneway Anova and mann-whitney test 
toolsHe found music and videos and 
recordedannouncementsusedinretailstore
sarenotcreating impulse to purchase. 
Only 
factorisqualityofvisualdisplayshavemore
impacttopurchase. 

Chandsaini(2015),descriptiveresearchstu
dyfoundtherelationwithvisualmerchandis
ingtoimpulsebuyingbehavior.Thevisual
merchandiseelementsarecolor,productdis
play,music,Lighting,cleaniness 

 

 
Prof.Rammohan(2014),researchedonapp
arelretailsector.Heidentifiedimportantfac
torsofvisualmerchandiselike external 
cues, mannequins 
displays,promotionalsignageretailstoresf
orbuyingapparels. He collected data 
withquestionnairefrom225customerswho
were recently shopping in 
karamangala,forummallapparelstoresloc
atedatjayanagar, and indiranagar in 
Bangalore .Data was analyzed using 
factor analysisandregressionanalysis. 

Nurhazwanizolkifly(2016) researched 
onautoindustryvisualmerchandiseelemen
tstoencouragethesaleslikeshowroomdesi
gn, emotional design approach, 
storefront,storelayout,storeinteriorandint
eriordisplay.Storefront;signoflogo, 
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lighting, land scaping.Lay out; floor 
spaceto facilitate and promote
 sales.Storeinterior;lighting,colors,stor
efixtures.Interiordisplay:comprisedclosed,
open architectural,  point of 
 purchasedisplay.Thesevisualmerchandi
seelementsareusedforgearupthesalesanddri
vescustomers’perceptionabouttheproducta
ndstore. 

Hyunheepark(2015),researchedoninstore
merchandiseexplorationsuchasinteracting
withproductsdifferentiatearetailbrandamo
ngcompetitors.Study1:developthemeasure
sofvisualmerchandisecognition.Study2:ex
aminetheimpactofvisualmerchandisecogni
tionbrand through aesthetic attribution 
focusonfashionbrandfactoranalysis,oninfa
shion, attractiveness and function. 
Thefindingsofthestudyare1)thelinkbetwee
n visual merchandise cognition 
tobrandsalience2)Visualmerchandisecogn
ition is brand salience with 
aestheticattributes.3)Attractivenessofvisu
almerchandiselinkedbrandsaliencethrough
aesthetic attributes.This empirical 
studywasconductedonsampleof160female
s. 

LiZandCassidyThomas(2010)conducted
astudyonthe“Optimumvisualangle for 
fashion retail window display.”The study 
summarized on the angle fromwhich 
consumers view displays in fashionstores, 
while they walk besides the 
storewindow.Forthispurposetheresearchca
rriedouttwoexperimentswhichrecommend
edachangeintheangleatwhich window 
displays are arranged, andas to where the 
focus point of a displayshould be placed 
which will enable theconsumers in 
perceiving the contents 
ofthewindowdisplaywhichinturnwill 

enable them to enter the store and 
makepurchase. 

PillaiRajasekharan,et.al.(2011)intheirst
udy named “Design, effectiveness 
androle of visual merchandising in 
creatingcustomerappeal”presentedasurvey
usingaconvenientnonprobabilityandjudgm
entsampling with two sets of 
questionnairesfromboththevisualmerchan
disersconsisting of 20 responses and from 
100customerswithmaximumnumberofIndi
anrespondentsfollowedbytheArabs,Pakist
anis, Filipinos, and rest from 
othercountriesandthemajorityoftherespon
dents were found to be in the agegroup of 
18- 30 years. The results of thestudy 
revealed that the stores need to 
haveattractive window displays, proper 
storelayout,appealingvisualmerchandising
themestoattractpresentandpotentialcustom
ers into the store. Apparently 
themerchandisers mainly preferred to 
displaynewest trends and best moving 
items 
intheirwindowdisplays.Thestudyhighlight
edthatproperlightingandattractivedisplayt
hemesplayedanimportantroleinconverting
potentialcustomersintorealcustomers. 

Kulkarni Vijay. R (2012) conducted 
anexploratory research title “A 
comparativestudyofcustomerperceptionso
fstoreatmosphericsofSpencer’svsReliance
fresh”inthecityofPunethroughaconvenient
samplinginwhich172responseswerecollect
edthroughastructured questionnaire at 
Spencer’s andReliance Fresh stores. The 
results of 
thestudyshowedthatoutofthethirteenvariab
les chosen for the study like appealof the 
store from outside , wide isle’s towalk 
freely in the store , finding of 
theproducts,instoreaestheticsandbeauty 
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aspectsofthestore,airconditionqualityinthe
store,freshairinthestore,storeillumination,
neatnessofthestore,hygieneandcleanliness
ofthewashrooms,attractivedisplaysinthest
ores,facility of clean drinking water, 
friendlyandkindbehaviorofthestorestaffan
dthestores atmosphere. The perception of 
thecustomerswasfoundtobeunfavorablefor
both the stores in case of four 
variablessuch as appeal of the stores from 
outside,isles,illuminationinthestoresandhy
gieneofwashrooms.Theauthorhassuggeste
d that the retailers need to 
takestepsontheunfavourablevariablestoim
prove the perception of the customersand 
have a close watch and 
incorporatechangestomeettheanticipatede
xpectationsofthecustomers. 

ThakorMandPrajapatiS.G.(2012)embar
ked a research work entitled 
“Thefactorsthatencourageimpulsepurchas
e&impactofvisualmerchandisingonthepur
chase decision of women for 
beautyproductsinGujarat.”Thedataforthep
resent study has been collected from 
thewomencustomerswhowereabove18yea
rs through a non probability samplingwith 
40 responses from Ahmadabad, 34from 
Baroda, 22 from Rajkot and 20 
fromSurat,comprisingatotalsamplesizeof 
116womencustomers.TheResearchfinding
s revealed that impulse purchase isan 
excitement creating factor for 
womenwhile shopping of beauty 
products. Thestores with attractive lighting, 
eye-catchingdisplay and clean- soothing 
environmentbrought attention of 
customers and 
werefoundtohavemorepeoplevisitingitcom
paredtotheotherstores. 

LawDerry,et.al.(2012)examinedthestudy
named“Howdoesvisual 

merchandising affect consumer 
affectiveresponse?Anintimateapparelexpe
rience”.Theauthorsmadeastudywithaqualit
ativeapproachonHongKongChinese 
female consumers, between theage group 
of 25 and 35 and explored 
theconsumeraffectiveresponseonvisualsti
mulusinstoresbyconsideringtheaesthetic,s
ymbolicandculturalperceptionsonintimate
apparels,alongwiththeinteractionbetweeni
ndividualvisualmerchandisingelementslik
ecolour,lighting etc with consumers. The 
findingsofthestudyindicatedthat,displayel
ements,suchasmannequins,colour,lighting 
and props which emphasized thefeelings 
of feminine sexuality, triggerednegative 
affective responses in 
consumerswhichfinallyaffectedpurchasein
tentions. 

MehtaNehaandChuganPawanK(2013) 
observed the research work titled“A study 
on Consumer’s Perception forapparel 
retail outlets in terms of 
VisualMerchandisinginAhmedabad.”Ther
espondents chosen for the study were 
thefirst 50 customers who visited the 
retailstoresforaperiodof8dayswhichconstit
uted a total of 385 customers. 
Thestudyfocusedonthevariousdimensiono
fvisualmerchandisingwhichincludedwind
owdisplay,atmospherics,productdisplay,m
annequindisplay,fixtures,signageandprops
.Itwasfoundinthepresentresearchthattheco
nsumersshowed differences in their 
perception ofdifferent retail stores. It was 
revealed 
thatconsumershadfoundthemannequindisp
lay and arrangement of props as 
goodforShoppersStop,whereasincaseofPa
ntaloonswindowdisplaywaspreferred,sign
ageandatmosphericswasfoundpleasingofC
entralandWestsidewasconsideredgoodonfi
xturesandproduct 
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display. Therefore the study revealed 
thatvisualmerchandisingisessentialwhilepl
anningstrategiesformarketingactivitiesin 
order to improve the sales of the 
stores.Thestudygivesinsightstotheretailma
nagers to work on the areas in 
whichthestoresareweakandhelpsinimprovi
ngthe perceptions of the consumers of 
thestores. 

Chithralega J (2013) conducted a 
studyentitled “Influence of shopping 
motivation,mallatmosphereandvaluerelatio
nshipwith reference to mega malls in 
Chennai,”consisting a sample of 210 
respondents.Thedemographicfactors,shop
pingmotivation,mallatmosphereandvaluee
valuationwereanalysed.Thestudyconclude
dthatVariousmotivationalfactorslikeaesthe
ticappreciation,diversion,socialrelationshi
p,browsing,and convenience had made 
the consumersto visit the malls and also 
revealed thatthere was a direct link 
between 
shoppingmotivationsandtheoverallmallex
periencevaluessuchashedonicbenefits,utili
tarianbenefits,epistemicbenefitsandrevisiti
ntension.Theresearchconcludedthatthemal
latmospherepositivelyaffectedshoppingm
otivationandvalue. 

 

 
Kim Jong Sung (2013) made a study 
onthe“EffectthatV.M.D(VisualMerchandi
sing Design) of a store has onpurchasing 
products”. The research aimedat finding 
the correlation between 
factorsnamelyperception,effect,satisfactio
n,storeinteriordesignandstoreexteriordesig
n, in the mobile telecommunicationstores 
and how the customers felt aboutthese 
factors which helped in 
formulatingstrategiesonimplementingV.M
.D.The 

studyconcludedthatasfarasthetelecommun
icationstoresareconcernedthe customers, 
find the information of theproduct in 
advance before purchasing 
theproductbuttheytaketheirpurchasedecisi
ononlyafterexperiencingtheproduct at the 
time of making selection inthe store and 
were found the store as animportant place 
for product information.The study 
indicated that the preference 
ofthecustomersonV.M.Dvariedwithrespec
t to age and area and it was foundthat 
young customers had strong 
assertiontowardsV.M.D.Theresearchalsos
howedthatV.M.Dgivesvaluetostoreenviro
nment.Thestudysuggestedthatconsumersw
erefoundtoseekforrecreationalfactorsrelate
dtoproductattributesandpreferforanenjoya
blepurchase. 

BabuG.China(2013)concentratedintheart
icle“VisualMerchandisinginRetailStores’t
hevarioustechniques,storeelements and 
importance of the same. 
Thestudyexplainedthestoredesignandoutlo
ok required to create an impact 
oncustomer’s behavior and also in 
helpingthe retailers to incorporate the 
necessaryfactorsandadheretoitasperthepre
ferencesofthecustomer’s. 

Meesala A and Nair G (2014) 
examinedinthestudytermed“ImpactofVisu
alMerchandisingElementsonBusinessOut
comesofWhiteGoodsandElectronicsStores
”Theelementsofvisualmerchandising 
which have been chosen 
forthestudywerestoreimage,storeatmosphe
re, store environment, 
shoppingcomfort,merchandiseassortment,
andstorelayout.Theoutcomesofthebusines
swhich were taken in assessing the 
impactoftheelementsofvisualmerchandisin
g 
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werecustomersatisfaction;repurchaseinten
tion, cross purchase intention, 
storelayoutandrecommendationtoothers.T
hestudy was made with 76 respondents 
whovisited four different outlets of a 
famousretail chain of white goods and 
electronicsin Hyderabad when it was a 
lean seasonand no special schemes like 
discount 
orpromotionwerelaunchedsothattheinflue
nce of such promotions is not felt atthe 
time of purchase as a result of whichthe 
number of respondents were found 
tobeless.Thefindingsofthestudyindicatedt
hat customer satisfaction was found to 
beinfluencedbystoreenvironment,shoppin
gcomfort and merchandise assortment 
whilerepurchaseintentionwasfoundtobedet
erminedbystoreenvironment,shoppingcom
fort,andmerchandiseassortment. It was 
further found that 
crosspurchasewasinfluencedbystoreatmos
phere and shopping comfort whilestore 
loyalty was determined by 
shoppingcomfortandstorelayout.Thestudy
finallyconcludedthatshoppingcomfortwasf
ound to be the most important element 
ofvisualmerchandisingwhichinfluencedall
other dependent variables chosen for 
thestudy.Itwasalsodeducedthatstorelayout
hadconsiderableinfluenceonstoreloyaltyw
hichindicatedthatstorelayouthasconsidera
bleimpactinbringingstoreloyalcustomers.
Theresearchrecommendedthatthestudywo
uldhelpthestoremanagementsinidentifying
andconcentratingonspecificelementsofvis
ual merchandising depending upon 
thebusinessoutcomesofstore. 

MehtaNehaandChuganPawanK(2014)c
onductedthestudycalled“ImpactofVisual
MerchandisingonConsumerBehavior: A 
Study of Furniture 
Outlets”Thestudyanalyzedtheimpactofvari
ous 

dimensionsofmerchandisingdisplaysuchas
windowdisplay,storefront,merchandisepre
sentation,storelayoutandorganization, 
creative style and trend co-
ordination,signage/graphicsandstoreenvir
onment. The author concluded 
thatwindow display, store front, store 
layoutandorganizationofshelfdisplays,crea
tivestyle and trend co-ordination have 
impactonpurchasebehaviorofconsumer’s. 

Bonera Michelle and 
CorviElisabetta(2014) conducted a 
research named 
“TheRelevanceofVisualMerchandisingfor
Online Retailers”. The research aimed 
totesttherelationshipbetweenthevisualmer
chandisingtechniqueswhichwereusedinthe
websitesfollowedwiththesuccessoffashion
industryate-commercesites. The study 
used the content 
analysistoassessthevisualmerchandisingte
chniquesof30distributioncompaniesinthec
lothingindustry.Theresearchconcluded 
that the online channels 
shouldunderstandthelimitationsandstrengt
hsoftheirwebsite,andimprovetheeffectiven
ess of their virtual environmentfore-
shopping 

Chaudhary Prashant Vilas and 
JadhavRahulArjun(2014)intheirarticlen
amed“VisualMerchandisinginretailing:Inf
luencingconsumerbuyingbehaviortowards 
apparels with special reference toPune 
city in India” examined the 
visualmerchandising factorslike 
graphicsandsignage,fixtures,props,lightin
gandspacemanagementthroughaqualitativ
eandanalytical research, with a sample 
size of100 respondents who visited such 
stores.The study further aimed at 
understandingthe relationship between 
impulse 
buyingandvisualmerchandising.Amongth
evariousfindings,oneofthefindings 
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provedthattherewasadirectproportionalrel
ationshipbetweencustomers’buyingbehavi
orandin-storeform/mannequindisplay, 
promotional signage and 
windowdisplay.Thestudyalsoidentifiedtha
tattractivenessofwindowdisplay,innovativ
eassortmentsandcleanlinessandneatnessofs
tore/environmentwerefoundtobeimportant
factorsthatcouldinfluencethebuyingbehavi
orofconsumers.Inviewofthevariousfinding
sandrecommendationsthestudyconcludedt
hatin line with the changing expectations 
ofthecustomers,theretailersshouldundersta
ndtheimportanceoftheexpectations of the 
customers and providethe right 
environment to build the overallimage of 
the store leading to a 
positiveimpactonsales.Thestudyalsogivesi
nsighttotheretailersonthedifferenttypesofv
isualmerchandisingthatcaninfluencebuyin
gbehavior. 

BerþíkJakub and Horská Elena 
(2015)analysedtheresearchpapernamed“S
oundsystem and noise as essential 
elements 
ofvisualmerchandisinginselectedretailchai
nsintheSlovakRepublic’.Theresearchwasc
arriedthroughaquestionnairesurveywithth
emanagersofthese stores and also 
measured the 
noiseintensityintheparticularsalesdepartm
entsofthefoodmarket.Thesurveysampleinc
luded182storemanagerslocatedmainlyinw
esternSlovakia.Theresearchconcludedthatt
he 
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