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Abstract

In order to improve brand awareness, impact consumer behavior, and promote in-store product discovery, visual
merchandising is essential. This study looks at the effects of shelf presentations, product exhibits, and window displays
on the purchase intentions of customers through visual marketing. Utilizing a quantitative methodology, the study
collects data via an online survey completed by Pakistani clients. The findings show a substantial positive correlation
between visual merchandising and consumer intent to buy.
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1. Introduction

In visual merchandising, merchandise is arranged and presented to draw in customers and entice them to interact with
and buy products. Because it increases purchase intent and improves brand appeal, it is essential to the retail sector
(Bhatti & Latif, 2014). Visual merchandising, as defined by Bastowshoop et al. (1991), is everything that customers see
in a store—both inside and out—that piques their attention and motivates them to take action.
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In addition to showcasing products, effective visual merchandising encourages clients to buy (Khaled et al., 2019).
Retailers need to implement visual merchandising methods in order to boost sales and maintain their competitiveness.
As it adjusts to shifting consumer choices and social lives, the fashion business reflects these shifts (Polas et al., 2017).

2. Material and methods

2.1. Hypotheses Development

H1: Window display impacts brand image.

H2: Interior atmosphere affects brand image.

H3: Store layout influences brand image.

H4: Window display impacts purchase intention.

H5: Interior atmosphere affects purchase intention.

H6: Store layout influences purchase intention.

H7: Brand image impacts purchase intention.

e HB8: Brand image mediates the effect of interior atmosphere on purchase intention.
e H9: Brand image mediates the effect of store layout on purchase intention.

e H10: Brand image mediates the effect of window display on purchase intention.

2.2. Research Approach

A standardized questionnaire was utilized to collect primary data in a quantitative manner. About 200 patrons from
Karachi's retail establishments took part.

2.3. Research Design

The associations between independent variables (store layout, interior design, and window display) and dependent
variables (brand image and purchase intention) were investigated by correlational research. A four-minute online
survey that was disseminated over social media was used to collect data.

2.4. Sampling Design

206 out of the 300 distributed surveys that were utilized for convenience sampling were completed. The sample was
made up mostly of women and comprised both genders.

2.5. Instrument of Data Collection

Data on store ambience, lighting, product presentation, and layout that affected purchase intention were acquired
through an online questionnaire.

2.6. Procedure of Data Collection

Online information was gathered from consumers of big-box retailers in Karachi. Participation was entirely voluntary,
and ethical standards were upheld.

2.7. Statistical Technique

Structural equation modeling (SEM) using SmartPLS analyzed the relationships between variables and the mediating
role of brand image.

3. Results and discussion

All five constructs—brand image, purchase intention, store layout, interior mood, and window display—have values
over 0.7, ranging from 0.8 to 0.9, according to the study's Confirmatory Factor Analysis (CFA). This confirms the high
acceptance of the conceptions by showing that they are well-quantified and differentiated from one another.
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Figure 2 Outer Loading

Cronbach's alpha scores over 0.7 (range from 0.82 and above) for all constructs indicated construct validity and
reliability. This suggests that the research's measures have a high level of validity and reliability.

Tabel 1 Outer Loading

Brand Image | Purchase Intention | Store Interior Atmosphere | Store Layout | Window Display

BI1

0.816

BI2

0.925

BI3

0.915

PI1

0.858

PI2

0.915

PI3

0.802

SIA1

0.930

SIA2

0.911

SIA3

0.836

SL1

0.901

SL2

0.899

SL3

0.827

WD1

0.865

WD2

0.863

WD3

0.851

3.1. Discriminant Validity

With a few exceptions, the majority of values meet the Fornell-Larcker criterion of 0.85, indicating good discriminant
validity. The constructs are distinct, as confirmed by cross-loadings and HTMT values, which are primarily below 0.85.
However, certain high values may indicate possible agreeableness among respondents.
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e Variance Inflation Factor (VIF): Every VIF score is less than 5, which denotes multicollinearity at tolerable
levels.

e Model Fit: Metrics having values near zero, such Chi-Square and SRMR, demonstrate excellent model fit.

o Path Coefficients: The study revealed significant associations (p < 0.05) between various variables such as
window display and purchase intention, store layout and brand image, and window display and buy intention.
Store interior atmosphere and brand image and purchase intention have non-significant connections.

4. Conclusion

The effectiveness of visual merchandising techniques is investigated in this study, with a focus on the use of product-
specific displays. Strategic product display and arrangement are key components of visual merchandising, which aims
to draw in customers and influence their purchasing decisions. It is essential to the retail industry, helping to promote
brands, increase purchase intent, and improve the appeal of products. Customers are drawn to and engaged by effective
visual merchandising, which ultimately influences their purchasing decisions.
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References

[1]  Baker,]., Levy, M., & Grewal, D. (1992). An experimental approach to making retail store environmental decisions.
Journal of retailing, 68(4), 445.

[2] Bangsund, D. A, Leistritz, F. L., Wanzek, |. K,, Zetocha, D. F., & Bastow-Shoop, H. E. (1991). North Dakota Trade
Areas: An Overview.’

[3] Baron,R.M., &Kenny, D.A. (1986). The moderator-mediator variable distinction in social psychological research:
Conceptual, strategic, and statistical considerations. Journal of personality and social psychology, 51(6), 1173.

[4] Bearden, W. 0., & Woodside, A. G. (1977). Testing variations of Fishbein's behavioral intention model within a
consumer behavior context. Journal of Applied Psychology, 62(3), 352.

[5] Bettman, ]J. R, & Zins, M. A. (1979). Information format and choice task effects in decision making. Journal of
Consumer Research, 6(2), 141-153.

[6] Bevan-Dye, A. L., Dhurup, M., & Surujlal, J. (2009). Black Generation Y students’ perceptions of national sport
celebrity endorsers as role models. African journal for physical, health education, recreation and dance, 15(4),
172-188.

[7] Bhattacharjee, A., Polas, M. R. H,, Ahmed, M., & Eshita, K. F. (2020). Alternative Concern on the Remittance
Increases Investments and Financial Sustainability. [IUB Studies, A Multidisciplinary Research Journal, 2(1), 29-
46.

[8] Bhatti, K. L., & Latif, S. (2014). The impact of visual merchandising on consumer impulse buying behavior.
Eurasian Journal of Business and Management, 2(1), 24-35.

[9] Broniarczyk, S. M., & Hoyer, W. D. (2006). Retail assortment: more# better. In Retailing in the 21st Century (pp.
225-238). Springer, Berlin, Heidelberg.

[10] Budiman, S., & Wijaya, T. (2016). Communication pattern of Indonesian parents-children and its role in buying
decision. Global Business & Finance Review (GBFR), 21(1), 102-108.

[11] Cant, M. C, & Wiid, ]. A. (2020). Visual Merchandising Elements: Drivers of Retail Strategies? Journal of Applied
Business Research (JABR), 36(5), 197-204.

[12] Chowdhury, ., Reardon, |., & Srivastava, R. (1998). Alternative modes of measuring store image: An empirical
assessment of structured versus unstructured measures. Journal of Marketing Theory and Practice, 6(2), 72-86.

3208



International Journal of Science and Research Archive, 2024, 13(01), 3205-3210

Doyle, P., & Fenwick, I. (1974). How store image affects shopping habits in grocery chains. Journal of Retailing,
50(4), 39-52.

Dréze, X., & Hoch, S.]. (1998). Exploiting the installed base using cross-merchandising and category destination
programs. International Journal of Research in Marketing, 15(5), 459-471.

Ebster, C. (2011). Store design and visual merchandising: Creating store space that encourages buying. Business
Expert Press Chicago

Gigota, M. (2014). Impact of Visual Merchandising on Consumers’ Behaviour while Buying Apparels. Konsumpcja
i Rozwdj, 2, 73-83.

Gudonavicieng, R., & Alijosienég, S. (2015). Visual merchandising impact on impulse buying behaviour. Procedia-
Social and Behavioral Sciences, 213, 635-640.

Hefer, Y., & Cant, M. C. (2013). Visual Merchandising Displays Effect On Consumers: A Valuable Asset Or An
Unnecessary Burden For Apparel Retailers. International Business & Economics Research Journal (IBER), 12(10),
1217-1224.

Hussain, R, & Ali, M. (2015). Effect of store atmosphere on consumer purchase intention. International Journal
of Marketing Studies, 7(2).

Jain, M., van Gemert, J., & Snoek, C. G. (2014). University of amsterdam at thumos challenge 2014. ECCV THUMOS
Challenge, 2014.

Khaled, A., Mishchenko, K., & Richtarik, P. (2019). First analysis of local gd on heterogeneous data. arXiv preprint
arXiv:1909.04715.

Koo, D. M. (2003). Inter-relationships among store images, store satisfaction, and store loyalty among Korea
discount retail patrons. Asia Pacific Journal of Marketing and Logistics.

Madhavi, S., & Leelavati, T. S. (2013). Impact of visual merchandising on consumer behavior towards women
apparel. International journal of Management research and business strategy, 2(4), 61-72.

Malgas, M., & Zondi, W. B. (2020). Challenges facing small business retailers in selected South African townships.
The Southern African Journal of Entrepreneurship and Small Business Management, 12(1).

Mehta, D., & Chugan, P. K. (2013). The impact of visual merchandising on impulse buying behavior of consumer:
A case from Central Mall of Ahmedabad India. Universal Journal of Management, 1(2), 76-8.

Mondol, E. P., Salman, N. A,, Rahid, A. O., & Karim, A. M. (2021). The Effects of Visual Merchandising on Consumer’s
Willingness to Purchase in the Fashion Retail Stores. International Journal of Academic Research in Business and
Social Sciences, 11(7), 386-401.

Nevin, ]. R, & Houston, M. ]. (1980). Image as a component of attraction to intraurban shopping areas. Journal of
retailing, 56(1), 77-93.

Pantano, E., & Priporas, C. V. (2016). The effect of mobile retailing on consumers' purchasing experiences: A
dynamic perspective. Computers in human behavior, 61, 548-555.

Park, C. H., & Kim, Y. G. (2003). Identifying key factors affecting consumer purchase behavior in an online
shopping context. International journal of retail & distribution management.

Polas, M. R. H., Reza, M. M. U,, & Rowza, S. (2017). Role of advertising and service quality on tourism development
in Bangladesh. IOSR Journal of Business and Management, 19(9), 77-86.

Rathee, V., & Prakash, C. (2017). Influence of Visual Merchandising on Customer Buying Decision-A Review of
Literature Approach. World Wide Journal of Multidisciplinary Research and Development, 3(12), 103-105.

Sigurdsson, V., Larsen, N. M., & Gunnarsson, D. (2011). An in-store experimental analysis of consumers' selection
of fruits and vegetables. The Service Industries Journal, 31(15), 2587-2602.

Thang, D. C. L., & Tan, B. L. B. (2003). Linking consumer perception to preference of retail stores: an empirical
assessment of the multi-attributes of store image. Journal of retailing and consumer services, 10(4), 193-200.

Wanninayake, W. M. C. B.,, & Randiwela, P. (2007, October). The impact of visual merchandising on consumer
store choice decisions in Sri Lankan supermarkets. In 7th Global conference on Business & Economics (Vol. 10,
pp. 13-14).

3209



International Journal of Science and Research Archive, 2024, 13(01), 3205-3210

[35] Weiner, B. (2000). Attributional thoughts about consumer behavior. Journal of Consumer research, 27(3), 382-
387.

[36] Yaoyuneyong, G., Foster, J. K., & Flynn, L. R. (2014). Factors impacting the efficacy of augmented reality virtual
dressing room technology as a tool for online visual merchandising. Journal of Global Fashion Marketing, 5(4),
283-296.

3210



