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Abstract— Visual Merchandising is an art and science as it 

helps to create and display the floor plan beautifully and with 

more creativity and influence the mind and behavior of the 

customer to buy the products. The purpose of the study is to 

explore the Exterior and Interior elements of Visual 

Merchandising and its Impact on Consumer Buying Behavior 

in Lifestyle, Jaipur. The Research is Empirical and 

Descriptive in Nature. The data was collected from Primary 

Survey Questionnaire collected from 253 Consumer. SPSS 

22 has been used for finding Descriptive Analysis and Testing 

Hypothesis. Descriptive analysis of data has been done using 

frequency & charts. Regression testing has been used to find 

out whether Null Hypothesis is been accepted or rejected. The 

study conclude that Brand name & Logo as Exterior elements 

and Creative Product Display as Interior elements influence 

the Purchasing Behavior of Consumer. The Null hypothesis 

in case of Quality, Design, Comfort is Rejected which means 

Store contain these factors through which Consumer get 

attracted. The study also reveals that there should be a proper 

synergy between season and apparels displayed and they 

should also focus on Digital Screening in order to create 

International View.    
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I. INTRODUCTION 

Visual Merchandising can be defined as anything that can be 

seen inside and outside the stores such as decoration, signs, 

graphics, mannequin, displays of the products, brand name & 

logo. The main purpose of Visual Merchandising is to create 

the mind of the consumers in such a way that they are forced 

to enter the store and influence their purchasing behavior.  It 

involve the capabilities of the stores to create the Window 

display in creative, fashionable and patterns in such a way 

that customers would think that the store has that products for 

what they are looking for. 

It is often said that Visual Merchandising is an art 

and science as it helps to create and display the floor plan 

beautifully and with more creativity and influence the mind 

and behavior of the customer to buy the products.  

Visual Merchandising contain various external and interior 

elements upon which store work on. 

 Exterior elements include: Creative Window display, 

Marquee, Entrance, Brand name & Logo. 

 Interior elements include: Mannequin, Lightning, 

Colors, Music, Space, Fragnance, Cleanliness, Interior 

sign, Video display etc. 

II. REVIEW OF LITERATURE 

1) Caroline Ellis (2018) in the study titled “The Effect of 

Visual Merchandising on Female Consumer Shopping 

Behavior” means to research the impact of Visual 

Merchandising on female customer shopping conduct. 

The methods in Visual Merchandising and shopper 

shopping conduct contrast socially. Finding of this paper 

centers around the significance of Merchandising and 

advancing the correct brand picture among client. Two 

strategies has been utilized to gather the information to 

comprehend the impacts of Visual Merchandising on 

shopper conduct. Initially, pre-tried polls was taken from 

250 and secondly, 3 center gatherings will be led of eight 

members each. The consequences of the surveys and 

center gatherings will enable the chiefs, to stock 

organizers and retail industry experts to comprehend the 

female buyer's impression of Visual Merchandising and 

its effect on purchasing conduct. 

2) Dr. V. Kaarthiekheyan, Ms. M. Anandhi & Dr. 

Ramalatha Marimuthu (2018) in the study titled “Effects 

and Experiences of Visual Merchandising towards 

Lifestyle Retailing- Customer experiences at Shoppers 

Stop, Bengaluru” aims to study and analyze the influence 

of Visual Merchandising towards customer experience 

and behavior during lifestyle product. The study was 

conducted at Shoppers Stop retail outlet at Bengaluru 

where the study concentrates on several external and 

internal factors that drive the experience and purchasing 

behavior of customers walking into hyper markets for 

lifestyle products. The study was carried out with a 

sample size of 200 and has incorporated the various 

experiences. The impact of Visual Merchandising 

elements which included window displays, store design, 

atmospherics and aesthetics and has vividly helped to 

understand the expectation of the customers towards 

shopping experiences and behavior The study has 

confirmed that the various factors of Visual 

Merchandising enhanced the experience of the customer 

at Hyper markets and has proven when used with 

creatively and effectively. 

3) R.M.U.R.K. Rathnayaka & W.H.T Madhuhansi (2017) 

in the study titled “The Impact made by Visual 

Merchandising Elements on Purchase Intension: with 

special reference to Supermarket Industry in Western 

Province” intends to examine the effect of Visual 

Merchandising components on Purchase Intension. With 

the non-likelihood examining strategy accommodation 

inspecting technique, 150 respondents were chosen 

among which 50 respondents from each locale from 

Colombo, Gampaha and Kalutara were taken. Both 

essential and the optional information were utilized for 

the examination and graphic measurements were utilized 

to break down information. Limited time signage, 

Background music, Store structure format and the Store 

fragrance are taken as the Independent factors and the 

buy intension taken as the Dependent variable. With the 

general examination of the exploration done, limited 

time signage and the store smell has the noteworthy and 

positive effects on buy intension while the most elevated 
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effects in Colombo, Gampaha and Kalutara regions are 

separately from special signage and store fragrance. 

4) Dr. Yasir Ali SOOMRO, Sana Abbas KAIMKHANI & 

Javeria IQBAL (2017) in the study titled “Effect of 

Visual Merchandising Elements on Retail Store on 

Consumer Attention” aims to analyze that how Visual 

Merchandising influences the consumer attention. The 

study gives attention to four important elements of 

Visual Merchandising i.e. Store layout, Window 

Dsiplay, Color & Lightning and Store Interior and the 

hypotheses are based on these. For this research, Non 

Probability sampling technique was used. The data was 

collected from the structured questionnaire which was 

given to  280  consumers.  The study conclude that Store 

must focus on the strategies of Visual Merchandising 

which can attract the customers and can increase the 

footfall of the store which will ultimately gain an edge 

over the competition. 

On the basis of review done, it was founded that very few 

studies was done on the specific Exterior and Interior Factors 

of the Visual Merchandising. So this study will explore the 

Various Exterior and Interior Factors of Visual 

Merchandising. This study will focus on Impact of Visual 

Merchandising on Consumer Buying Behavior (with special 

reference to LIFESTYLE, Jaipur) 

A. Objective of the Study 

1) What are the elements of Visual Merchandising used in 

Clothing Retail Store? 

2) What is the Impact of Visual Merchandising on 

Consumer Buying Behavior?. 

III. RESEARCH METHODOLOGY 

1) Primary Data was collected through self-structured 

questionnaire 

2) Secondary Data was collected by reviewing various 

articles and research paper related to impact of rewards 

and recognition on employee satisfaction. 

A. Research Design 

1) Research Deisgn: Descriptive and Imperical 

2) Population: 30,46,163 

3) Sample Technique: Simple Random Sampling 

4) Sample Size: 384 (as per Morgan formula) 

5) Questionnaire filled: 283 

B. Analysis 

Impact of Visual Merchandising on the Buying Behavior 

 
Strongly Dis-

Agree 

Dis-

Agree 
Neutral Agree 

Strongly 

Agree 

Attractive Mannequin & Window Display impacts you in 

buying the products 
1 11 26 111 104 

Layout, Ambience pulls you towards the store 1 8 65 125 54 

Exterior Store Signage & Graphics compel you to enter 

the Store 
2 10 76 114 51 

Lightning & Music enhance your Shopping Experience 1 11 68 115 58 

Cleanliness & Space excites you in Shopping 5 3 35 106 104 

Factors affecting Purchase Decision 

Factors 

Strongly 

Dis-

Agree 

Dis-

Agree 
Neutral Agree 

Strongly 

Agree 

Quality 6 16 52 95 84 

Design 9 19 52 97 76 

Variety 4 15 36 `04 94 

Comfort 9 25 41 100 78 

Location 18 47 46 85 57 

C. Hypothesis Testing 

1) Regression 

a) Quality 

ANOVAa 

Model 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

1 

Regression 12.169 5 2.434 2.499 .031b 

Residual 240.551 247 .974   

Total 252.719 252    

b) Design 

ANOVAa 

Model 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

1 

Regression 5.747 5 1.149 1.041 .394b 

Residual 272.609 247 1.104   

Total 278.356 252    

c) Variety 

ANOVAa 

Model 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

1 

Regression 109.326 5 21.865 46.694 .000b 

Residual 115.662 247 .468   

Total 224.988 252    

d) Comfort 

ANOVAa 

Model 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

1 

Regression 21.084 5 4.217 3.821 .002b 

Residual 272.592 247 1.104   

Total 293.676 252    

e) Location 

ANOVAa 

Model 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

1 

Regression 12.012 5 2.402 1.622 .155b 

Residual 364.417 246 1.481   

Total 376.429 251    

IV. FINDINGS 

 83% are the female who Shop from the Lifestyle. 
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 64% are in the category of the Age between 18-24 who 

prefer shopping from the Lifestyle which means mostly 

are the Young Generation. 

 64% are the Students who prefer shopping which means 

are the Teenagers. 

 50% of the respondents shop Occasionally (once in 2-14 

month) from Lifestyle. 

 44% are the respondents who enter the Store because of 

the Brand name & Logo. 

 64% are the respondents who get attracted by the 

Creative Product Display which force them to do 

Shopping from the Lifetstyle. 

 92% respondents agree that Store has displayed the 

Products in a Proper Way. 

 87% are the respondents who feel that Visual 

Merchandising is the most important element which 

should be followed by the Store. 

 44% respondents are Agree with the fact that Attractive 

Mannequin & Window Display impacts the to buy the 

products.  

 50% respondents are Agree with the fact that Layout & 

Ambience pulls them towards the Store. 

 45% respondent are Agree with the fact that Exterior 

Store Signage & Graphics compel them to enter the 

Store. 

 42% respondents are Agree with the fact that Cleanliness 

% Space excites them in Shopping 

 46% respondents are Agree with the fact that Lightning 

& Music enhances their Shopping Experience. 

 38% are Agree with the Quality that affects their 

Purchase Decision. 

 38% are Agree with the Design that affects their 

Purchase Decision. 

 41% are Agree with the Variety that affects their 

Purchase Decision. 

 39% are Agree with the Comfort that affects their 

Purchase Decision. 

 34% are Agree with the Location that affects their 

Purchase Decision. 

 81% respondents find the Products very Easily. 

 48% respondents feel as Attracting Young Generation as 

most Important Element of Visual Merchandising in 

today Scenario 

 94% respondents will suggest this store to anyone. 

 In the Regression test, in case of Quality as a factor the 

Null Hypothesis is Rejected which means that there is a 

Significant Impact of Quality with the Visual 

Merchandising on the Buying Behavior of Consumer. 

 In case of Design as a factor the Null Hypothesis is 

Accepted which means that there is No Significant 

Impact of Design with the Visual Merchandising on the 

Buying Behavior of Consumer. 

 In case of Variety as a factor the Null Hypothesis is 

Rejected which means that there is a Significant Impact 

of Variety with the Visual Merchandising on the Buying 

Behavior of Consumer. 

 In case of Comfort as a factor the Null Hypothesis is 

Rejected which means that there is a Significant Impact 

of Comfort with the Visual Merchandising on the Buying 

Behavior of Consumer. 

 In case of Location as a factor the Null Hypothesis is 

Accepted which means that there No Significant Impact 

of Quality with the Visual Merchandising on the Buying 

Behavior of Consumer. 

V. SUGGESTIONS & CONCLUSION 

 The retailers should organize their stores logically and 

grouping should be created within categories so that the 

products can be easily available. 

 There should be a proper synergy between the season and 

the apparels displayed. 

 Use of proper lights attracts the customers so that the 

shades of the apparels can be visible and customers can 

select it easily and conveniently. 

 Digital Screening are considered as one of the most 

effective methods used in International. 

 Some International Standard Concept with appropriate 

Mannequin and creative arrangements can be displayed 

in interior sites. 

After conducting the Survey & making the report it was 

concluded that Design and Location does not have any 

significant Impact of  Visual Merchandising on Consumer 

Buying Behavior which means that the stores does not have 

the proper design of Apparels which might have attracted  the 

consumer to Buy the products. Being the Visual 

Merchandising as an important element it should be focused 

on in order to increase their sales. Stores must focus on the 

Latest design of apparels according to the trends and they also 

need to focus on the International concept of Visual 

Merchandising in order to create that ambience. 

It was also founded that Brand name & Logo as 

exterior factor prompts the Consumer to Enter in the Store 

and Creative Product Display as interior factors pull the 

Consumer to buy the Consumer. It also shows that Attracting 

Young Generation is considered as an Important element of 

Current Visual Merchandising Scenario in India especially 

Jaipur. 
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