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ABSTRACT 
This paper brings is based on visual merchandising and its influence over purchase decision in an organized retail store. In 
current scenario where there is high competition between organized and unorganized retailers and among organized retailers 
few organized retailers uses visual merchandise as tool to increase their sale. Here in this report various comparison has been 
made using SPSS 18.0. In this report it has been reflected that product display, store ambience, floor merchandising, 
promotional strategy and discount signage are the visual merchandising elements which invokes consumer in purchase 
decision. In this report five hypotheses are proposed and is tested using co-relation analysis. Factor analysis is used to test the 
reliability of the questionnaire framed for primary data.  
Keywords: Organized Retailers, Unorganized Retailers, Consumer Behavior, Visual Merchandising, and Promotional 
strategy.   
Introduction 
Window display is often the contact the customer is having with merchandise. This type of display is often used in 
organized retail stores. Visual merchandising is briefly defined, as the presentation of a store and its merchandise in 
ways that will attract the attention of potential customers and motivate them to make purchases (Diamond et.al 2007).  
There is a radical change happening in the Indian retail market.  With the urbanization the purchasing power of the 
consumer is also increasing.  The consumers are becoming more brands conscious (Mehta et.al 2014).  In the past 
decade there are major changes happening in the retail. Retail is among one of the growing sector in Indian market. 
The retail sector in India is observed to be emerging as one of the largest sectors   in the economy. In 2015, the total 
market size was estimated to be around US$ 600   billion and thereby registering a CAGR of 7.45 per cent since 2000. 
It is expected that the Indian retail industry is expected to grow to US$ 1.3 trillion by 2020 and    registering a CAGR 
of 9.7 per cent between 2000 -2020 (KPMG 2016). Currently the rank of India in global retail development index is 
14th which has slipped down by 9 ranks as compared to last year’s rank (Kearney, 2013).The key drivers which are 
adding flavor to the growth in this sector are change in demographics and changing consumer profile, increase in 
number of international brand available in the local market, impact of Government policies on economy, increase in 
urbanization, availability of credit, development of infrastructure, technological changes and real estate development. 
After the penetration of FDI in retail sector, Indian retail sector is expected to grow by 15 to 20 percent in next five 
years (Kearney, 2012). 
In current scenario organized retailers are trying to create and develop the image of retail outlets in customer mind 
through visual merchandising to develop loyalty in customer. This can be done by strategic planning and merchandise 
featured and location that  are supposed to be placed (Diamond and Diamond, 2007).  
It has been observed that visual communications that are been exposed to the customers in the retail outlet has more 
than 80% affect other sensory organs and hence it is said that it is an efficient and inexpensive way of marketing than 
other means of communications (Tullman & Clark, 2004). In organized retail stores, visual merchandising is a key 
driver to encourage a customer to purchase any product. Window display is another important criterion of visual 
merchandising. Window display is the first impression of the store over customer (Mehta & Chugan, 2012, Mehta & 
Chugan, 2013) 
Review Literature 
Levy & Weitz, 2012 in their study said that smooth customer flow influence customer purchase decision. Factors 
which influence customer purchase decision include well designed retail store layout with optimal store space for 
customers to walk-in.   
Vrechopoulos, O’Keefe, Doukidis, and Siomkos (2004), in their study illustrated that store layout is an important 
determinant of store image. They further focused on the three major store layout types which include Store Grid, Store 
Freeform & Store Racetrack/boutique. They explained that store Grid layout deals with the routine and planned 
shopping behavior while freeform layout deals with the time which customers are willing to spend in the store on the 
other hand Store Racetrack/boutique is the layout which deals with the movement of the customers throughout the 
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store. Their study r suggested that for the usefulness & entertainment of any customer a freeform layout was most 
preferred by customers. They further added that for the ease of use, customers use to prefer the grid layout. A good store 
layout provides businesses opportunity to increase sales. 
Bellizzi, Crowley, and Hasty (1983) in their study expressed color encourages sales. Color is an important driver for 
influencing the purchase decision. He further added that the first things which customers see before entering a retail 
store are the color. Every individual responds to color in different ways.  
Mauger (1964) in his study explained lighting creates an effective atmosphere that makes products more appealing and 
influence customers to shop more.  
Colborne (1996) in his further illustrated retail lighting is an important factor for apparel businesses. He said that 
lighting creates an atmosphere which attracts customers towards stores in order to make them purchase. With proper 
and effective lightening, customers are able to match up their items & visualize how merchandise will look after the 
purchase.  
Bell & Ternus (2012) in their study supported the theories given by earlier scholars and added lighting can enhance 
the retail space and increase the value of product in customer’s mind. The marginal benefits of the products were 
enhanced.    
Yalch and Spangenberg (2000) in their study said that music has significant effect on retail setting on shopping time. 
Music plays deep impact on time, exploration, communication and satisfaction in retail setting.  
Sen, Block, and Chandran (2002) in their research advocated that window displays has an influence on store entry & 
purchase decisions. Window display creates an awareness of merchandise type for the entry on the other hand it shows 
how the merchandise is to be presented in window displays which would influence buying decision. 
Scope of the Study:  
The scope of this research is limited to the state of Uttarakhand of India. 
Objective of the Study: 

1. To explore visual merchandising as a driver of buying decision.  
2. To evaluate and access influence of visual merchandise on buying behavior of consumer. 

Research Methodology: 
The present study is descriptive cross sectional study in nature. The methodology is designed is to examine visual 
merchandise and its influence on buying behavior of consumer. The focus is made on to examine the determinant of 
influencing the buying behavior of consumer. Explanatory study was made and was taken into consideration with the 
quantitative research strategy. The study is based primary as well as secondary data. 
Sampling  
In order to identify the impact of visual merchandise on buying pattern customer with age 14 years and above were 
selected. The primary data was collected from five major cities of Uttarakhand including Rudrapur, Roorkee, Kashipur, 
Dehradun, and Haldwani. 200 Questionnaires were distributed to the consumers of the said cities who were identified 
shopping to organized retail stores. 50 samples were taken purposively from Dehradun and rest was equally distributed 
from other 4 cities.  Out of 200 questionnaires only 164 completely filled questionnaires were taken into account.  The 
collected data was analyzed in SPSS and Chi Square test, co-relation and factor analysis were used for data analysis 
and data integrity. 
Research Hypothesis:  
H1: Product display has significant impact on buying decision. 
H2: Store Ambience has significant impact on buying decision. 
H3: Floor Merchandising has significant impact on buying decision. 
H4: Promotional has significant impact on buying decision. 
H5: Discount Signage has significant impact on buying decision. 
 

Table 1: Data Analysis and Interpretation 
Description N (%) 

Questionnaire handed over in person 200 

Completely filled questionnaire and further taken for the analysis 164 

Response rate 82 

 
In the given study 200 Questionnaires were distributed to the consumers of the said cities who were identified shopping 
to organized retail stores. Out of 200 questionnaire, 164 completely filled questionnaire were identified, as to taken for 
analysis, giving a response rate of 82%.   
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Table 2: Demographic Variables 
 

Demographic Variables 
 

Frequency 
 

Percent [%] 

Gender 

Male 98 59.76 
Female 66 40.24 

Age 

0-20 years 4 2.43 
20-30 years 56 34.14 
30-40 years 33 20.12 
40-50 years 28 17.04 
50-60 years 19 11.58 
60 and above 24 14.63 

Education 

No schooling 1 0.609 
Secondary school 20 12.19 
Under graduation 75 45.73 
Post graduation 68 41.46 

Income 

Less than 5000 3 1.82 
5000-10000 23 14.02 
10000-25000 46 28.04 
25000-50000 68 41.46 
50000-100000 24 14.63 
Marital Status 

Married 110 67.07 
Unmarried 49 29.87 
Divorced 5 3.04 

Occupation   
Student 44 26.82 
Salaried  36 21.95 
Business 38 23.17 
Unemployed 12 7.31 
Housewife 34 20.73 
Family size 

0 to 1 3 1.82 
1 to 2 20 12.19 
2 to 4 112 68.29 
4 to 7 29 17.68 
More than 7 0  
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Figure 1: Demographic Variables 

 
Table 3: Factor Analysis 

Variables Eigen Value % of Variance  Alpha Value 
Product Display 2.227 45.1% 0.701 

Store Ambience 1.388 71% 0.722 
Floor Merchandising 1.747 45% 0.704 
Promotional Strategy 1.467 49% 0.698 
Discount Signage 2.744 70% 0.684 

 
Extraction Method: Principal Component Analysis with varimax extraction. 
 
Reliability Analysis for Questionnaires:  First the reliability test for all five variables was carried out using SPSS 
18.0. The Cronbach’s Alpha of the reliability test was 0.701 for product display, 0.7 for Store Ambience, and 0.702 for 
floor merchandising, 0.699 for promotional strategy and 0.69 for discount signage; this means the questionnaire is 
reliable. 

Table 4: Correlation with buying decision 
Variables Pearson Coefficient Significance (p) 
Product Display 0.41 0.00 
Store Ambience 0.20 0.00 
Floor Merchandising 0.38 0.00 
Promotional Strategy 0.50 0.01 
Discount Signage 0.31 0.00 

 
Pearson correlation tests were used to see the correlations existing between the dependent variable (buying behavior) 
and independent variables mentioned above.  In addition linear regression analysis were used to conduct hypothesis 
testing using the buying behavior as a dependent variable and each visual merchandising variable 

 
Table 5: Hypothesis Testing and Outcome 

Hypothesis Intercept R Square 
Co-efficient 

p-value Conclusion 

H1 2.601 0.170 0.000 Customer buying is influenced by 
product display. 

H2 2.915 0.045 0.005 Customer buying is influenced by 
store ambience.  

H3 2.788 0.156 0.000 Floor Merchandising has influence 
buying decision of a customer. 
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H4 2.221 0.261 0.001 Promotional Strategy influence buying 
decision of consumer. 

H5 2.223 0.091 0.000 Discount Signage influence buying 
decision of consumer. 

 
In the above table a Pearson correlation test, a significant correlation test was shown between the buying behavior and 
product display. 
 
H0: Product display has no significant impact on buying decision. 
H1: Product display has significant impact on buying decision. 
Here the p value is 0.000 which is less than 0.05 so in this case we will reject the null hypothesis and accept the 
alternative hypothesis. So we can say that there is impact of product display on buying decision of customer.  
H0: Store Ambience has no significant impact on buying decision. 
H1: Store Ambience has significant impact on buying decision. 
Here the p value is 0.005 which is less than 0.05 so in this case we will reject the null hypothesis and accept the 
alternative hypothesis. So we can say that there is impact of store ambience on buying decision of customer.  
H0: Floor Merchandising has no significant impact on buying decision. 
H1: Floor Merchandising has significant impact on buying decision. 
Here the p value is 0.000 which is less than 0.05 so in this case we will reject the null hypothesis and accept the 
alternative hypothesis. So we can say that there is impact of floor merchandising on buying decision of customer.  
H0: Promotional strategy has no significant impact on buying decision. 
H1: Promotional strategy has significant impact on buying decision. 
Here the p value is 0.001 which is less than 0.05 so in this case we will reject the null hypothesis and accept the 
alternative hypothesis. So we can say that there is impact of promotional strategy on buying decision of customer.  
H0: Discount Signage has no significant impact on buying decision. 
H1: Discount Signage has significant impact on buying decision. 
Here the p value is 0.000 which is less than 0.05 so in this case we will reject the null hypothesis and accept the 
alternative hypothesis. So we can say that there is impact of discount signage on buying decision of customer.  

CONCLUSION 
This study illustrates some external factors which influence buying behavior of a customer. From the review literature it 
has been clearly stated that store ambience has a deep impact on influencing buying decision of a customer.  Color, 
music store location, product display, music plays a vital role in invoking customer to make purchase. This was theory 
was further supported by the outcome of the result. The results proved that there is a relationship between customers’ 
buying behavior and product display, store ambience, floor merchandising, promotional strategy and discount signage. 
When consumers are made to exposed to these visual stimuli, it is observed that they are more likely to make a 
purchase. These visual effects make an effect in consumer mind which makes a desire to purchase a product. It has also 
been observed that more a customer spends time in a store more he likely to make a purchase and these merchandise 
factors tends to retain customer more in a store. Retailers must use these concepts to increase their sale. As seen earlier 
window display is the first touch point of store with the customers. Promotional strategy and discount signage will 
enhance the experience of the store. 
Upcoming Research Paper to be published shortly: Influencing Factors for Online Purchase – A case Study of Delhi 
& NCR Region of India 
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