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Abstract— In the Textile Sector the Visual Merchandising 

Design covers every space, environment, and visually 

stimulating factor. This includes not only the architectural 

appearance but interior, graphic sign boards, window display, 

layout, store appliances, lighting, and even the looks and 

service attitude that sales employees have and show to 

customers. Visual merchandising is the practice in the retail 

industry of developing floor plans and three-dimensional 

displays in order to maximize sales. Both goods and services 

can be displayed to highlight their features and benefits. The 

purpose of such visual merchandising is to attract, engage, 

and motivate the customer towards making a purchase. Visual 

merchandising commonly occurs in retail spaces such as 

stores. Even if good quality merchandise and design hit the 

shelf of the store, but customers don’t visit the store, those 

merchandise are not sold. The Visual Merchandising 

Department aims to display merchandise in multiple ways to 

heighten brand images; to steadily lure many customers to the 

store. In this Study we are going to focus the attributes of 

visual merchandising in which it attracts the consumer for 

purchasing. The researcher undergoes the study with the tools 

like Chi – Square with the Store displays to improve the 

Purchasing factor in the Retail Outlet. 
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I. INTRODUCTION 

In retail industry Garment category has become more 

competitive because of visual merchandising. There are many 

players entering into organized format of retail in this 

category. Therefore, it becomes important for retailers to 

differentiate themselves from each other. As the products are 

similar, one of the area in which they can differentiate 

themselves is store presentation in terms of visual 

merchandising. To study which dimensions have an impact 

on purchase behavior of consumers, this study is undertaken. 

By analyzing the impact of various dimensions of 

merchandising display such as window display, store front, 

merchandise presentation, store layout and organization, 

creative style and trend co-ordination, signage’s/graphics and 

store environment, it is found that window display, store 

front, store layout and organization (shelf display) and 

creative style and trend co-ordination have impact on 

purchase behavior of consumers. There is a dynamic change 

happening in the Indian retail market, where urbanization is 

increasing with increase in purchasing power of consumers. 

This rise in demand and consumers are getting more and more 

brand conscious. There are lots of changes happening in the 

retail industry of India from past one decade. Retail has been 

one of the growth areas in the global economy.  

 
Fig. 1: 

It has witnessed a high growth rate in the developed 

countries, while for the emerging countries it is on 

exponential growth. India is one of the fastest growing retail 

market and Indian retail market is one of the top five countries 

in the world. In terms of population India is basically a young 

country. It has large youth population.  

II. VISUAL MERCHANDISING TECHNIQUE: 

A. Store Layout 

The plan that allocates a specific location or space to each of 

the merchandise departments as well as each of the non-

selling areas e.g., Men’s wear, women’s wear, etc 

B. Store Design 

The decorative style or décor used by the store to convey the 

image it wants to project to the customer. This includes a 

selection of wall-coverings, carpets, furnishings, shelves, 

dividers, pictures and planters.  

C. Display Space 

Free spaces which are used for display, e.g., columns, ledges 

(built in shelves), platforms, islands, fascia walls, shadow 

boxes and hangings.  

D. Vignettes 

A product or group of products shown in use in a special small 

space is a vignette.  

E. Item Display 

A single garment or accessory may be featured in an item 

display; different colors and sizes of one product. 

F. Window Display 

A store window is useful for selling merchandise, promoting 

an idea or publicizing the store. The primary function of a 

window display is „to make the passer-by purchase‟. They 

are designed in such a way that they convey one of the several 

different kinds of messages to the customer, to show seasonal 

trends in fashion colors or looks, to show how to wear a 
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specific merchandise to achieve a particular look, or to show 

what the store has available at various price lines. There are 

different types of window displays used: (a) Closed-back 

window; (b) Corner window; (c) Elevated window; (d) Island 

window; (e) Lobby window; (f) Masked window;(g) Mock 

window; (h) Open backed window; (i) Ramped or racked 

window and (j) Shadow-box window. 

G. Store Front 

The store front is the area that is surrounding the 

entranceway. There are four different types of store fronts: 

(1) Straight front (2) Angled front (3) Arcade front and (4) 

Corner front. 

III. OBJECTIVES 

A. Primary Objective 

The primary objective of this study is to analyze the consumer 

purchasing behavior with the impact of Visual 

Merchandising. 

B. Secondary Objective 

 To Portray the Factors attracted by the Consumers by 

Visual Merchandising 

 To Identify the Store Layout and Store Designs in Retail 

Outlet 

 To study about the window display which inherit the 

Purchasing behavior of the consumers  

 To offer the Suggestions to improve the Purchasing 

power of consumers through Visual merchandising in 

retail outlet. 

 
Fig. 2: 

IV. RESEARCH METHODOLOGY 

The present study is to analyze the perception of consumers 

towards Visual merchandising. Hence, the study focus of the 

present study on the Visual Merchandising of garment retail 

outlet in tirupur was selected to conduct the research. 

A. Sample Selection 

Simple random sampling is a selected where it comes under 

the probability sampling method. Simple random sampling is 

used to find the consumers randomly to analyze to the 

research interest, and when investigators wish to oversample 

a particularly small group of interest. 

B. Methods of Data Collection 

Keeping in view the objectives of the study, the following 

methods for data collection have been followed by the 

researcher to conduct the present study. Both primary and 

secondary methods were followed for data collection. 

1) Primary Data 

The study focuses on the perceptions and purchasing 

behavior of consumers in relation to the various parameters 

like store display and Window design. 

V. DATA ANALYSIS & INTERPRETATION 

A. Chi-Square Test: Gender & Store Design 

STOR

E 

DESI

GN 

STRO

NGLY 

AGRE

E 

AG

RE

E 

NET

URA

L 

DISA

GRE

E 

STRO

NGLY 

DISA

GREE 

TO

TA

L 

INTE

RIOR 
11 10 9 5 4 39 

EXTE

RIOR 
5 5 10 4 13 37 

WIN

DOW 
7 5 2 7 3 24 

TOT

AL 
23 20 21 16 20 100 

Table 1: 

 H0 - There is no significant Association between Gender 

and Store Design 

 H1 – There is a significant Association between Gender 

and Store Design. 

STATI

STICA

L 

TEST 

CALCU

LATED 

VALUE 

DEG

REES 

OF 

FREE

DOM 

TA

BL

E 

VA

LU

E 

LEVEL 

OF 

SIGNIFI

CANCE 

HYPO

THESI

S 

Pearson 

Chi- 

Square 

10.87 4 9.49 5% 
Rejecte

d 

Table 2: 

B. Inference 

It is inferred from the above that the calculated value of chi 

square is greater than the table value. Hence the null 

hypothesis is rejected so there is a significant association 

between Gender and Store design. 

VI. CONCLUSION 

In the current scenario the principles of Visual Merchandising 

will improve the Purchasing capacity of the consumer. Visual 

merchandising is the practice in the retail industry of 

developing floor plans and three-dimensional displays in 

order to maximize sales. Both goods and services can be 

displayed to highlight their features and benefits. The purpose 

of such visual merchandising is to attract, engage, and 

motivate the customer towards making a purchase. This study 

leads me to the conclusion of every consumer of the retail 

outlet perceive the store layout and design. In this analysis the 

researcher give more suggestions to improve the purchasing 
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behavior of consumers by influencing with the concept of 

Visual merchandising. 

REFERENCES 

[1] Banot, A. and Wandebori, H. (2012), “Store Design and 

Store Atmosphere Effect on Customer Sales per Visit.”  

[2] International Conference on Business Economics, 

Management and Behavioral Sciences. Pp. 84-89. [2] 

Bakarne, S. (2008), “Visual Merchandising Concept.” 

111Articles.info,http://www.111articles.info/business/s

mall-business/visualmerchandising-concepts.html. 

accessed on 12/03/2012.  

[3] Bearden, W. (1978), Media usage, psychographics and 

demographic dimensions of retail shoppers. Journal of 

retailing pp. 54:65-74. 

[4] Buchanan, C. Simmons, C. J. and Bickart, B. A. (1999), 

“Brand Equity Dilution: Retailer Display and Context 

Brand Effects”, Journal of Marketing Research, Vol.36 

No. 3, pp. 345.  

[5] CCI, (2012), “A Report on Indian Retail Industry”, 

www.cci.gov.in/images/media/ResearchReports/Appare

l.pdf, accessed on 18/3/2013.  


