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Introduction
Visual Merchandising has a prominent role in the retail sector. It is the art of presentation, 

which allures and educates customers, creates desire and augments the selling process.  The key 
components of visual merchandising include layouts, merchandising, display and graphics. The 
major elements of visual presentation are the merchandise, materials, props, mannequins, lighting, 
music, colour, texture, line and composition, signage, graphics, creative display settings. (Figure 
1) The role of visual display of merchandise is increasing exponentially in all the retail formats 
whether it is organised or unorganised retail format. The fierce competition in the retail industry 
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compels the retailers to focus on the visual merchandising in their retail outlets. Traditional 
retailing with no complementary services is unable to reap high profits. Hence the retailing 
technique has evolved over the years and has incorporated ancillary services and functions like 
visual merchandising which incorporates plethora of variables. The phrases are categorised into 
stages of engagement of the consumers while engaging in the retail store, from “attraction” of 
display, to triggering the “approach” and finally deciding to purchase upon the “browse” action 
of the merchandise. By paying attention to the principles of design such as balance, emphasis, 
proportion, rhythm and harmony visual merchandisers can create effective window and interior 
displays (Jamnani & Daddikar, 2015). A tough competition is going on among all the retailers 
in each sector so retailers can differentiate themselves and can easily attract the prospects 
and customers by proper arrangements of the products. The growing popularity of visual 
merchandising forces the researcher to think about its role and importance in customer’s retail 
selection process.

Figure 1: Key Elements of Visual Merchandising (Arora et. al.,2007)

Figure 1 shows the different elements of Visual Merchandising which attracts customers, 
prospects and moulds them for impulsive buying behaviour. These components include 
spatial layouts, arrangements, decoration, displays, colours, signs, danglers, mascots, aroma, 
announcements, glass doors and mannequins etc. The suitable layouts with proper display of 
assortments, use of category management with required graphics and signage will definitely help 
customers in finalising their purchase decision. The retail store can differentiate themselves from 
their competitors through right blend of visual merchandising elements. It helps customers to buy 
from some unnecessary requirements and leads to impulse buying behaviour.

Visual Merchandising helps the store to cross-merchandise, to create lifestyle or to suggest 
complementary items thus serving as silent salesman. Good presentation by selecting the apt 
furniture and fixtures and interiors creates a balanced ambiance acceptable to consumers. With 
evolution, changes in visual merchandising must also be incorporated simultaneously to cope 
up with customer preferences. Innovative Visual Merchandising, planning a decoration theme, 
effective layouts and arrangements of furniture and fixtures, racks and shelves help customers 
in saving the shopping time, enjoying their shopping experience as well as provide the choice to 
choose from available brands. It is working effectively everywhere as it is promoting some slow-
moving products and is making a customer impatient so that he can buy the not-required things 
too from the retail store. Normally, use of visual displays is very common near to billing counters 
and at the entrance of the retail store. Shop interior and exterior both are equally important and 
should be maintained by the retailer. The outer glimpse of the store has a significant impact on 
the consumers. Lush grass paths, flowered plants, open sitting area, the entrance and retail store 
design and lighting all should be kept for converting the passer-by’s into customers. Display in 
windows and shelves announce accordingly to customers inner expectations. Different tools of 
this promotional component will help retailer in getting more customers. (Pillai et al.2011)
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Review of Literature
The study comprises various literature of the works done by various researchers in the field 

of retailing on Visual merchandising in various categories. The previous researches related to the 
topic were analyzed and then few of them were shortened here. Some of the researches have been 
shortlisted because of the relatedness of their topic with the current study.

Hefer Y. and Cant C. M. (2013) explored the effects of displays of assortments and customer’s 
behaviour in South Africa. The results have shown that displays influence consumers in the 
selection of the merchandise. It helps consumers in comparing the various brands and selecting 
the best one. The respondents showed that their buying behaviour is affected somehow by 
the displays in the retail store. The subconscious level of personal preferences and gender 
is influenced by visual merchandising. Dr. Kumar V.(2014) discussed the concept of visual 
merchandising which is used to accelerate the sales and enhance the brand building of the retail 
store. The paper covered the comparison between physical stores and online stores for visual 
merchandising. It showed that visual display can increase the sales and revenue and is suitable 
for any kind of merchandise. Asirvatham P. A. and Dr. Mohan N. (2014) revealed the role of visual 
merchandising on consumer buying decision. The results explained that the store design and 
layout are very strong tools of communication and exterior look of the store and store interiors 
both play crucial roles. They explained the role of displays is inevitable in retail stores. Park H. 
and Jean O. et. al. (2013) explored the importance of visual merchandising in apparel industry. 
They summarised that consumer’s attitude and perceptions can force consumers to enquire about 
the visual displayed products and develop a better understanding to identify different brands and 
choose from the available ones cognitively. The paper encourages to focus upon three important 
factors in visual merchandising fashion such as display of in fashion, creating attractiveness 
through props, symbols, signs, aroma or mannequins and encouraging the functional attributes in 
any apparel retail store for getting more customers. Verma G. and Singh P. et. al (2014) threw light 
on the store’s atmospherics, its layout and their impact on the consumer’s attitude and opinion. 
The main motive of the research was to investigate the role of the said variables on the store 
image. The paper emphasised upon the previous researches and the difference after the usage 
of visual merchandising in the retail stores. Their study analyzed the customer’s behaviour with 
respect to visual merchandising elements and the benefits of functional and operational attributes 
in visual merchandising. Seock K.Y. and Lee E.Y. (2013) summarised that visual merchandising 
factors are interrelated and they enhance the store’s image and consumer’s behaviour especially 
in the home furnishing retail stores. They emphasized upon the importance of displays, colour, 
decoration in the furniture and fixtures shopping. Consumer’s taste and preferences can be 
targeted through proper arrangements of furniture and fixtures in the retail store. Khurana I. and 
Gupta R. et al (2016) stated that the main motive of this study was to understand and explore 
the impact of visual displays on consumer’s impulse buying behaviour. They explored the result 
through focusing upon different elements and their impact on customer’s buying habits. The 
results of the study have shown that there was a positive impact of visual displays on customer’s 
impulse buying behaviour and majority of the respondents are buying more than the required 
products from the retail store. They suggested that most significant merchandise colours, choice 
of fixtures, presentation style, path finding, sensory qualities of materials and lighting are few 
of the important elements that should be considered while determining the marketing strategies 
for retail store. Mehta P.N. and Chugan K.P. (2013) conducted study on apparel industry and 
expressed the significant impact of visual merchandising in the malls and other super markets 
rather than small departmental stores. They showed that the apparel industry is more affected 
by visual merchandising elements. The consumer’s interests, attitudes and perception will be 
affected if a retailer is using proper elements of visual merchandising. The measurable results, 
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the change in their behaviour and their loyalty somehow are related with these elements of visual 
merchandising only. As per their survey the sales hike is genuinely possible if a retailer is adding 
the elements in the strategic marketing policies. Katrandjiev H. and Velinov I. (2014) discussed 
the importance of online visual merchandising in the emerging scenario. The study is enlightened 
upon the sub-elements of online visual merchandising. The consumers are induced by the display 
of the products in the website. The websites provide the different tools of visual merchandising 
and the comparison of different brands too. The study targeted to search, distribute and count the 
online visual merchandising elements in the retail stores.

Thus, the review of literature provides enough understanding of visual merchandising’s role in 
retail store. The results show the impact of the elements on consumers but none of the research is 
focusing upon the determining factors in retail sector. It is found that most of the research papers 
are highlighting the importance of visual merchandising, its elements and the sub elements of 
online visual merchandising but there is a dearth of researches in the field of determining factors 
and its impact over consumers. The current study is carried out to have an overall idea about the 
existing retail scenario and the role of visual merchandising in the city of Kolkata. 

Contribution of the Study
The study is helpful in understanding the customer’s perception towards visual merchandising 

in retail sector. The study will be helpful for retailers too because they will understand what 
customer is thinking about their efforts towards visual merchandising. The study will enhance the 
importance of visual merchandising and their elements in retail sector. This study is different from 
many of the previous researches done in the same area because it identifies a list of elements of 
Visual Merchandising to be considered by the retailers. The study will be bridging the gaps of 
understanding the different elements in the retail shopping experience.

Research Objectives 
The research is basically planned for analyzing the effect of visual merchandising on 

consumer’s decision making about retail stores. The research is primarily focusing upon following 
objectives: 

•	 To	analyze	important	elements	of	visual	merchandising	from	customer’s	point	of	view.
•	 To	analyse	the	customer’s	perceptions	towards	visual	merchandising.	
•	 To	know	the	customer’s	opinion	regarding	the	visual	displays	considered	by	them	during	

the process of purchase. 
•	 To	 understand	 the	 impact	 of	 creative	 displays	 on	 consumer’s	 preference	 towards	 a	

merchandise. 
•	 To	 identify	 the	 demographics	 that	 influence	 customers	 to	 incline	 towards	 visual	

merchandise based retail store.

Research Methodology
Research Methodology consists of the presentation and analysis of the data collected through 

survey and significant results and conclusions can thus be drawn there from. For conducting 
the research on Visual Merchandising, first survey was conducted and then data was analyzed 
through SPSS software. Then results were analyzed and the contributions of the study were 
shown.
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Research Design
The research design is a planning of the study. The study is descriptive in nature because the 

random sampling technique was used through questionnaire. The brief description of the sub-
heads of research design is given below:- 

Nature of the study: This entire research work was based on descriptive study.
Research Instrument: Questionnaire
Sampling Area: Various parts across the city of Kolkata
Sample Size: 130 respondents
Sampling Technique: Simple Random Sampling

Scope of Study 
The study was conducted across various parts of Kolkata city. The respondents consisted of the 

consumers from various age groups but majorly youth because of their frequent shopping habits.

Sample Size 
For identifying the effects of visual merchandising in Kolkata’s retail sector, a sample of 130 

consumers were selected randomly. Though the questionnaire was sent to 200 respondents yet 
only 130 questionnaires were complete and accepted for the study.

In Table 1, the descriptive analysis of the respondents shows that major respondents were male 
and were belonging to the student category. That shows the young males are also influenced by 
the visual merchandising element at the time of shopping. The Table shows that there are post 
graduates  among respondents, which means educated people are also attracted and buy the 
goods after comparing and choosing the best product from the retail store. The respondents are 
regular users and buy the products regularly. The details of the respondents are given in Table 1.

Table 1: Descriptive Statistics

Characteristics No. of respondents % of respondents

Gender
Male 91 70
Female 39 30

Age (in years)

<25 100 76.9
26-40 25 19.2
40-55 5 4.6
>55 0 0

Education

High school or less 18 14
Graduate 43 33.1
Post-graduate 65 50.8
PhD and Others 4 1.1

Occupation

Student 70 53.8
Service 30 23.0
Business 20 15.3
Others 10 7.7

Frequency of shopping
Regularly 105 81
Frequently/Sometimes 23 17.7
Rarely 2 1.5
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Types of Data and Approach of Collection 
To conduct the entire research, survey method was used for collection of primary data and 

secondary sources were used for data collection.

•	 To	collect	the	required	primary	data	a	survey	was	undertaken	where	respondents	across	
various parts of Kolkata were directly approached with a structured questionnaire, which 
was a self-completion questionnaire (where the respondent answers without the help of 
the interviewer).

•	 In	addition,	secondary	data	collected	from	journals,	magazines,	websites	and	publications	
etc. were also used.

Structure of Questionnaire 
The design of the questionnaire is such that it includes different types of questions, such as 

close ended questions, dichotomous questions, multiple choice and Likert Scale questions, and 
the questionnaire starts with questions studying consumer perceptions, basic idea of the topic and 
ends with the demographics. For measurement of attitude and behaviour of consumers Likert 
Scale (five scales) was used in the questionnaire. The attitude will be categorised from strongly 
agree to strongly disagree variation through Likert  Scale.

Statistical Tools Used 
For data analysis in SPSS software, various statistical tools were used like Factor Analysis, 

Correlation Test, One Sample T-Test, Chi Square etc. The suitability of these tests was chosen 
according to their attributes.

Hypothesis Formulation
To achieve the objectives, the researcher has formulated following two hypotheses:-

Hypothesis 1   :  Creative display of merchandise attracts and influences customer’s preference  
towards it.
Hypothesis 2 : Demographics influence the customers buying decision where visual  
merchandising is used.

Data Analysis and Interpretation
Out of the sample of 130 respondents, majority were male and were belonging to age group of 

less than 25, post graduate students from profession and were regular shopper from retail stores. 
The details are given in Table 1. 

•	 Majority	 of	 the	 respondents	 (87.7%)	 agreed	 that	 they	 prefer	 visiting	 those	 retail	 outlets	
which are equipped with appropriate visual displays.

•	 According	 to	 35.4%	 of	 the	 respondents,	 the	 design	 and	 layout	 of	 retail	 outlets	 have	 an	
impact on their shopping experience. 57.7% of them agreed that they do not affect always 
whereas a minor proportion disagreed to the statement.

•	 According	to	the	survey	conducted	the	consumers	who	participated	show	their	inclination	
towards the apparel sector (74.6%) which according to them is a significant sector in the 
retail industry for visual merchandising followed by fashion accessories 61.5%), footwear 
60%), jewellery (49.2%), home furnishing (48.5%) and others.
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•	 When	 asked,	 most	 of	 the	 respondents	 (87%)	 gave	 their	 consent	 that	 they	 will	 give	
preference to those retail stores where proper arrangements of products, display of 
promotional offers, thematic decorations, and soothing colours will be used in the retail 
stores.

•	 The	 consumer’s	 (90%)	 believe	 that	 they	 are	 buying	 some	 products	 just	 because	 of	 the	
display of promotional offers and display of best products. They are visiting many times 
for window shopping too as they are influenced by visual merchandising at the time of 
shopping.

Figure 2: Mean results of the statements related to customer’s opinion  
for visual Merchandising elements in retail stores

Figure 2 explains that attractive and creative store decoration like decoration according to a 
plethora of  themes like holidays, seasons, festivals, sports, national months or weeks, gift giving 
occasions such as birthdays or Mother’s Day etc. can attract customer’s towards the store. (3.93).
The promotional offers (3.8) should be displayed in attractive noticeable signage and graphics 
with proper colours and lights to grab passer-by’s attention. The price tags (3.76) should also be 
designed so that it has an immediate psychological impact and instigates impulsive purchase of 
the merchandise.

A retailer can use the right set of colours for maximum effect to attract passer-by’s attention. 
For example, Light blue colour for boys and Pink colour for girls section in a kids apparel store. 
Visual Merchandising will use a monochromatic, analogues, triadic, complementary, split-
complementary, double - complementary, tone-to-tone colour scheme. There should be a match 
between customer’s taste and preferences and shop’s image while taking colour scheme related 
decision in a retail store. 

Factors Affecting the Consumer Behaviour: Factor Analysis
There is a need of reduction of factors; so statistical tool (Factor Analysis) was used to reduce 

the different was considered variables. The Cronbach alpha value was 0.852. Table item total 
statistic considered and it was found that no factor is getting eliminated since its Cronbach alpha 
is not more than 0.852. After running the factor analysis, KMO value is 0.809 which means there 
is a strong association among the variables. Eigen value>1 is taken as the number of factors. 
So, 3 factors which are having Eigen value >1 have been shortlisted and their names are given 
accordingly- 

•	 Promotional	Tool
•	 Ambience	
•	 Merchandise	display	and	decoration
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Table 2: Results showing total variance

Variables Eigen values (Initial)
Extraction Sums of Squared 

Loadings
Rotation Sums of Squared 

Loadings

Total
Percentage 
of Variance

Cumulative 
percentage

Total
Percentage 
of Variance

Cumulative 
percentage

Total
Percentage 
of Variance

Cumulative 
%

1 4.611 38.424 38.424 4.611 38.424 38.424 3.002 25.016 25.016
2 1.517 12.643 51.067 1.517 12.643 51.067 2.244 18.700 43.716
3 1.162 9.686 60.753 1.162 9.686 60.753 2.044 17.037 60.753
4 .967 8.058 68.811
5 .876 7.303 76.114
6 .577 4.808 80.922
7 .523 4.357 85.279
8 .430 3.586 88.865
9 .413 3.438 92.302
10 .373 3.104 95.407
11 .295 2.461 97.867
12 .256 2.133 100.000

Table 3: Results of Variables Matrix (Rotated)

Statements Variables

1 2 3

Creative window display 0.023 .685 .315
Outer glimpse of the store 0.132 .833 .092
Light and music 0.269 .650 .070
Ambiance 0.183 .483 .474
Category-wise product display -.020 .181 .797
Trendy mannequin styling .261 .155 .795
Decor in trial room .701 -.077 .286
Decoration according to themes .541 .116 .548
Sitting and refreshment area .639 .319 .103
Ceiling suspended props and talkers .793 .040 .076
Furniture and fixture .772 .306 -.040
Festive decorations and promotions .626 .389 .200

Next, the correlation test was applied to see the relationship among the factors like 
promotional tools, ambience etc., to know whether decorative displays and promotional displays 
are affecting store’s image or not.  Correlation test is basically used to find out the relationship 
between two or more variables. So here, the different variables related to visual merchandising 
were tested within each other to find out the relationship. The results are given below-
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Table 4: Results of Correlation Test between promotional tools and ambience of retail store

Correlations
Regression factor 

score   1 
Regression factor 

score   2 

Spearman’s rho

Regression factor 
score 1 

Correlation 
Coefficient

1.000 0.043

Sig. (2-tailed) . 0.027
N 130 130

Regression factor 
score 2 

Correlation 
Coefficient

0.043 1.000

Sig. (2-tailed) 0.027 .
N 130 130

The Table 4 summarizes the results of correlation test between the shortlisted variables. 
There is a positive relation between the Promotional tools and Ambience. The manner in which 
the various promotional tools are incorporated in the store decoration have an influence on the 
ambience of the store as it attracts crowd and gives a much better shopping experience. Thus, it 
can be said that promotional offers display is important with the theme and ambience of the retail 
format. For example, a super market should decorate the store with proper display of products as 
well as offers to attract the customers.

Table 5: Results of Correlation Test between ambience and merchandise display and decoration

Correlations

Regression 
factor 

score   2 for 
analysis 1

Regression factor 
score   3 for 
analysis 1

Spearman’s rho

Regression factor score   2 
Correlation Coefficient 1.000 0.002
Sig. (2-tailed) . 0.084
N 130 130

Regression factor score   3 
Correlation Coefficient 0.002 1.000
Sig. (2-tailed) 0.084 .
N 130 130

to know the significant relation between ambience, display of assortments and the decoration, 
correlation test was applied on the collected data. The correlation test shows a significant 
impact on the above determined variables. There is a positive relation between ambience and 
merchandise display and decoration, but it is not a very strong one. The creative and systematic 
way of various displaying products in the retail store makes it very convenient for the consumers 
to shop and has a positive effect on the overall environment and ambience of the store. The results 
explains that retail store with proper decoration and display of merchandise according to theme 
will attract more customers.
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Table 6: Correlation

Correlations Do you really prefer to go to stores 
with proper visual merchandise?

Age

Do you really prefer to go to stores 
with proper visual merchandise?

Pearson Correlation 1 -.067
Sig. (2-tailed) .050
N 130 130

Age
Pearson Correlation -.067 1
Sig. (2-tailed) .050
N 130 130

From the Correlation test as carried out in SPSS, it can be concluded that the correlation 
between the preference towards visiting stores with proper visual merchandise and age is -0.67 
which means that these two variables are negatively related and are inversely proportionate to 
one another.  It means that with age the importance of visual merchandising keeps decreasing to 
a consumer. Hence the youth are most attracted towards those stores which employ visual aids 
and with accelerating age the visual merchandising factor renders to be less and less effective in 
influencing consumer’s buying behaviour.

Hypothesis Testing
H0: Creative display of merchandise does not attract and influence consumer’s preference towards 

it.
H1: Creative display of merchandise attracts and influences consumer’s preference towards it.

Table 7 :  One-Sample Statistics for influence of display on consumer’s preference

Total number of 
respondents Mean Std. Deviation Std. Error Mean

Creative display of 
merchandise attracts 
and influences 
consumer’s preference 
towards it

130 1.11 .311 .027

    

Table 8 : One-Sample Test for influencing effect of display on consumer’s preference

Test Value = 3

T Df Sig. (2-tailed) Mean 
Difference

95% Confidence Interval 
of the Difference

Lower Upper
Creative display of 
products attracts and 
influences consumer’s 
preference towards it

-69.333 129 .000 -1.892 -1.95 -1.84

To know whether creative display of products attracts and influences consumer’s preference 
or not, so for achieving the results, One-Sample T Test was applied with the assumption of mean 
value 3. There is a difference between observed and assumed mean. Creative display of products 
attracts and influences consumer’s preference towards it. And creative and innovative display 
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or merchandise does influence the customer buying decision and preference with respect to 
apparel and accessories shopping. Respondents from same age group are showing same type of 
behaviour. In a particular type of retail store, creative display and decoration can create the magic 
for a retailer. Further, it is also realized that the effective and excessive visual merchandising 
results into impulsive buying and augments purchasing trend among the customers. 

H0: Demographics do not influence the customers buying decision where visual merchandising is 
used.

H1: Demographics influence the customers buying decision where visual merchandising is used.

For identification of the affluence of demographics (age, gender, income and education) chi 
square test will be applied. The results are given below in Table 9.

Table 9: Composite Table showing the results of Chi Square test  
(Influence of demographics on Respondent’s buying decision)

Demographics Details Frequency
Degree of 
freedom

Chi. Sq. 
Value

Sig.*

GENDER 
Male 76 2 .594 0.054*
Female 54

AGE

<25 100 2 6.136 0.000*
26-40 25
40-55 5
>55 0

EDU LEVEL

High school or 
less 18 2 9.176 0.564*

Graduate 43
Post-graduate 65
Ph. D and others 4

OCCUPATION

Student 70 4 9.570 0.048*
Service 30
Business 20
Others 10

Chi square test was used separately for all the demographics and its impact/affect on 
customer’s buying decision. The results are shown in the composite Table 9. The above results 
show that gender, age and income are having significance value less than 0.5 that means null 
hypothesis will be rejected and alternative hypothesis will be accepted which shows that the 
gender, age and income are influencing customers in their buying decision and retail selection 
process. That shows that male and females are easily choosing the retail stores which are 
working upon visual merchandising. The youngsters are more influenced with the use of visual 
merchanding in retail store and customers are taking their buying decision according to their 
income also. Creative displays, ambience and visual promotion are influencing customers to enter 
into those retail stores where visual merchandising is focused by the retailers.

Thus, the hypothesis testing results can be summarized. All the hypotheses were accepted. The 
demographics are having significant impact on customer’s buying decisions. The promotional 
display, decorations and ambience are having strong bonding and are interrelated, so all are having 
significant impact on consumers’ buying behaviour. The creative display of merchandise attracts and 
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affects consumers’ in the retail selection process. A retailer should keep the visual displays changing 
on daily basis to show fresh stock to the customers because this tool is really working quietly in not 
only attracting customers but also in convincing them for buying the products.

Conclusion
It was concluded that most of the consumers in the metro city of Kolkata visit retail outlets on a 

regular basis. There is a tough competition in retail sector so the significance of Visual Merchandising 
has been growing along with the increasing importance of the role of a Visual Merchandiser. It is 
found that a retailer can cater to the needs of a customer if he will utilise the creative skill in serving 
customers through proper understanding of their interests, intentions and requirements. In retail 
sector, this display tool can generate a significant impact over customer’s mindset. The various tools 
and techniques of creativity will set a different image in the eyes of customers.

Till date, visual merchandising field has not yet proliferated in Kolkata hence it is not a driving 
factor that is considered important enough in comparison to the other factors for selecting a retail 
store but majority (87.7%) of the respondents have agreed that they definitely prefer to visit the 
retail outlets which are equipped with proper visual displays and 65.4% of the respondents agree 
that there is a direct relation between visual displays and stores image. It was found that a positive 
relation exists between the design and layout of the retail store and overall shopping experience. 

According to the survey, visual merchandising is considered as a creative strategy adopted by 
the retailers to create the right impact on the customers keeping the cash register ringing all the 
time. The innovative manner in which the assortments are kept in the retail store affects customers 
psychologically. As per the survey results, they are attracted to purchase the product as agreed by 
89.2% of the respondents.

The two most highly rated elements were - Category wise product display and ambience. 
Hence these two elements should be focused upon by the merchandisers for the most effective 
results followed by the other elements. Among all the categories, apparel sector is considered as 
the most important field for Visual Merchandising according to the survey. Hence the apparel 
and fashion accessories retail outlets must spend and focus on visual merchandising and should 
employ experienced visual merchandisers for the best possible visual effects. 

After analysing the data, it was found that the demographics like age, gender and income were 
having significant impact in choosing the retail stores. To conclude the study, it can be said that 
visual merchandising which is an independent field in retailing, has been gaining significance for 
the consumers to have a pleasant and satisfactory shopping experience. It is gaining popularity for 
the retail owners too for providing utmost satisfaction to their customers, creating loyal customers 
and to increase their sales. The sales can be improved by use of visual displays of merchandising 
in retail store. It will enhance the brand image as well as be helpful in clearing the stocks, selling of 
slow moving goods, introducing new brands and getting competitive advantage. This important 
creative tool can sail the board alone and create magic in increasing sales, so a retailer should take 
care of the elements appropriately.

Recommendations
The shop windows being the face of the retail outlet should exhibit an exclusive tangible visual 

identity that is synonymous with the store brand so that customers can identify with it easily. The 
shops windows must be well lit, creatively designed and consist of glimpses of the best collections 
as there is a tendency to make an impulse purchase of the merchandise displayed in the windows.
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Following recommendations should be followed by the retailers:-
•	 Keep	 updating	 in	 accordance	 with	 festival,	 new	 collection	 and	 choose	 the	 right	 set	 of	

colour.
•	 Keep	the	strategic	placement	of	items	at	eye	level.
•	 Proper	layout	and	category	wise	display	will	enhance	store	attraction.
•	 If	one	is	not	aware	of	the	store	(new	store)	then	visual	merchandising	is	highly	important	

and hence should be given priority by the retail owners. 
•	 Proper	 alignment	 of	 merchandise	 is	 important	 keeping	 in	 mind	 the	 elements	 and	

principles of design.
•	 Always	try	to	keep	fresh	stock	of	low	price	in	the	visible	place.
•	 More	than	visual	merchandising,	customer	service	is	important.

 If the above recommendations are followed by the retailers, definitely the results would be 
positive.

Managerial implications of the study
The study is with special reference to visual merchandising and its affects in retail shopping 

behaviour. The study is determining the factors which are responsible more in attracting 
customers. The results will be helpful for all the retailers, as well as managers who want to use the 
visual merchandising elements strategically. It will be helpful in taking the expenditure related 
monetary decisions too. In a nut shell, it can be concluded that the study will give right directions 
to the retailers, managers for catering to their customers in a planned way and to differentiate 
themselves from the competitors.

Limitations of the study and further directions
The scope of the study is restricted to Kolkata’s retail stores only. The sample size of the study 

is a small sample as due to time and money constraints more data couldn’t be collected. Further 
researches can be done for Visual Merchandising in online retail and comparative study between 
organised and unorganised retail with special reference to visual merchandising.
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