
CHAPTER-7 

 

Learning Objectives: 

 

1) To understand the concept of visual merchandising(VM) 

2) To study the role of VM in a retail store 

3) To evaluate the influence of VM on behaviour of shoppers 

                     

INTRODUCTION 

           

 As the retail business moves from the product to the space the store where all the 

things happen, the shopping ambiance has become important now, with the retailer 

giving their stores a contemporary and consumer-friendly design, and consumers 

expecting to shop in a store with good ambiance. Shopping has become a brand 

experience rather than merely a transaction. The moment of real purchase takes place at 

the point of purchase where the decision on how much to buy is made. The store’s 

future depends on what the consumer sees and experiences at the store. Retail design 

and visual merchandising play a crucial role in creating this difference. Visual 

merchandising, also regarded as a „silent salesman‟, is the science and art of suggestive 

selling by display and presentation. Visual merchandising focal points are placed 

strategically in the store and communicate the features and benefits of the merchandise. 

An effective window display will attract the passerby and convert them into browsers 

and spenders through the process of „conversion‟. Retail companies are increasingly 

spending on both the environment and the fixtures and stylish fittings, emphatic 

lighting and digital signage, and are in for an international appeal. Mall as a large retail 

contains of many stores, restaurants, and other business establishment placed in a series 

of connected and adjacent building or a single large building, has become an evidence 

of the fashion store growth, such as department store that provide fashion products 

from many brands and many merchandise variety, boutiques, and retail fashion store 

from local and foreign country. Each of the fashion stores competes to each store in 

order to make the customer enter the store and make a purchase. Talking about fashion 

retailers, nowadays it has been developed into higher existence. There are many 

competitions in the market. New players emerge in the market to satisfy customer 

demand by placing themselves in attractive shopping malls. The fashion retailers could 

not depend on products, price, promotion, and place to win the competition among the 

competitors. Visual merchandising as the total store environment including window 

and merchandise display, layout, coordination, merchandise assortment, signage, and 

lighting are managed by the retailers to attract consumer to enter their store and 

expected to create pleasure feeling for customer in order to make them do a purchase in 

their store. Visual merchandising also converges to create a distinctive image among 

the fashion retailers. Fast moving fashion or fast fashion describe a scenario where 

fashion retailers implement a range of strategies in order to adequately meet market 

demand by ensuring that they have the right product, in the right place, in the right time 

Fast fashion brand as well as local retail fashion brands offer many kinds of fashion 



products such as clothes, bags, shoes, and accessorizes, drive to global fashion trends. 

Fast fashion clothing always follows up and creating season trend, new product to the 

store with amazing speed, and window display transformation is usually two times a 

week. Shopping has transformed from necessity to an adventure. It is more of an 

experience and opportunity for celebration. The good old days have gone when a list is 

made and shopping is done at the nearby Kirana store. Now shopping is a welcome 

break from hectic schedules. At this juncture it is important to notice that visual 

merchandising, which deals with the display of products and creating an ambiance. A 

good display makes people walk into the store and also helps in making them feel like 

taking a look around. A successful retailing business requires that a distinct and 

consistent image be created in the customer‟s mind that permeates all product and 

service offerings. Visual merchandising can help create that positive customer image 

that leads to successful sales. It not only communicates the store‟s image, but also 

reinforces the stores advertising efforts and encourages impulse buying by the customer. 

Visual merchandising is a major factor often overlooked in the success or failure of a 

retail store. Visual merchandising is the art and science of displaying and presenting 

product on the sales floor and in the windows with the purpose to increase store traffic 

and sales volume. Along with the store design, it is a key component of store‟s unique 

identity and best form of advertising. It is second only to effective customer relations. 

Visual merchandising can be defined as everything the customer sees, both exterior 

and interior, that creates a positive image of a business and results in attention,interest, 

desire and action on the part of the customer. A story can be told that communicates 

to the prospective customer what the store is all about. It includes the dramatic 

presentation of merchandise as well as other important, subtle features that create the 

store’s overall atmosphere. Eighty percent of our impressions are created by sight; 

that is why one picture is worth a thousand words. Each customer has a mental image 

of a store and its merchandise. A store should have an inviting appearance 

that makes the customer feel comfortable and yet eager to buy.“Visual 

Merchandising is everything the customer sees, both exterior and interior, that 

creates a positive image of a business and results in attention, interest, desire and 

action on the part of the customer.”  

Some businesses maintain a minimum staff to reduce costs, which means it is even 

more important for the merchandise to sell itself. Greater effort must be spent on 

merchandise displays that make it easier for the customer to find and purchase the 

items they want or need. The basic objective for visual merchandising is a desire to 

attract customers to a place of business in order to sell the merchandise. Visual 

merchandising is offered to the customer through exterior and interior presentation. 

Each should be coordinated with the other using the store’s overall theme. Creating 

and maintaining a store’s visual merchandising plan, however, is not a simple task. It 

is necessary to continually determine what the customer sees. This evaluation from 

the customer’s perspective should start on the exterior and work completely through 

the interior of the store. 

 

 



Exterior Presentation 

 

The quality of a store front is a major determinant for a customer, particularly a new 

customer, and should not be underestimated. The exterior appearance of one store, 

a block of businesses or a cluster, silently announce what customers can expect inside. 

Good exterior visual merchandising attracts attention, creates interest and invites the 

customer into the business. The exterior presentation can offer a conservative, 

progressive, lavish or discount image to the customer. How a store visually welcomes 

customers has a lot to do with whether or not they enter the store. Although good 

prices and positive word-of-mouth advertising is important, it is hard to overcome the 

negative image of a poor store exterior. When examining a store’s exterior, consider 

the following questions: 

• How do customers locate the business? 

• Are the sidewalks clean, safe and accessible? 

• Are the exterior signs clean, fresh and readable? 

• Does the store front need cleaning, painting or touchup? 

• Are the outside entrances clean and accessible? 

• Are the windows clean, bright and inviting? 

• Are the window display preparation materials such as 

tape, pins and packaging materials removed? 

• Are the window displays frequently changed? 

• Do the window displays carry a theme? 

 

Exterior Signs 

 

A sign is a silent salesperson, and part of a shopper’s first impression of a store. In 

less than 10 seconds the sign must attract attention, tell who the business is and what 

it has to sell. An effective sign will communicate what type of business is being 

conducted. Off-premise signs provide information and direction, especially for 

travelers and new residents. Signs can also help effectively communicate a poor 

location. The lettering should be large enough to read from 200 feet, which is the 

distance required to stop a car traveling 40 miles per hour. Signs with 8-inch letters 

can be read from a distance up to 250 feet. A car traveling 55 miles per hour needs 

about 400 feet to stop. A sign requires 12-inch lettering to be read at that distance. 

A sign’s design conveys a great deal about the business inside. A stark design and 

limited materials may suggest discount prices and no frills. Elegant and expensive 

sign materials may suggest luxury goods and services. Signs may also be used to 

target a specific market segment such as youth, women, senior citizens, singles, etc. 

Where many signs compete for customers attention, design and logo become even 

more important. They should be unique, noticeable and readable. When preparing 

a sign to draw the customer’s attention, consider size, shape, materials, lettering, 

height, placement and structure. For example, among several rectangular signs in 

close proximity to one another, construct an oval or circular sign that will stand out. 

Also consider a sign’s relationship with its surroundings. A sign may look good 



on an individual store front, but very unattractive when viewed in conjunction with 

other buildings on the street. Simple, brief, well-designed, well-lettered and easy-to 

read signs will convey a feeling of welcome. Design graphics appropriate for the 

nature of the business, and create a message that is clear and simple. Focus on one or 

two key words to describe the business. A clean, clear message will have more impact. 

Signs with unlit or missing light bulbs, flaking or faded paint, or cracked and peeling 

backgrounds can hurt the overall store image. A shabby or dilapidated sign implies 

a lack of concern with the business image, and a sloppy, poorly managed business. 

Signs should be well maintained, and painted every three years or sooner if they 

weather or fade. A store’s sign is its signature. It is personal, original and 

continuously recognizable to the public. It should create an image that is consistently 

carried throughout the remainder of the store and its business actions. 

 

Marquees 

 

This special type of sign is used to display the name of a store. An effective marquee 

must stand out from the other businesses to attract attention. A marquee on some 

older buildings is a permanent canopy projecting over an entrance that provides 

protection from the elements. It can be used to announce a change in seasons, a 

special event or a promotion. The top of the permanent canopy (marquee) provides an 

opportunity to showcase seasonal displays or special promotional banners. 

 

Banners 

 

Banners are used increasingly as an inexpensive but colorful, eye-catching means of 

promotion. A new and interesting appearance can be offered by changing the banners 

frequently. Consumers will think exciting changes are taking place, and be drawn into 

the store. Banners can be hung from flagpoles, projected from the building or hung 

flat against the exterior. To provide continuity, the same banner design, reduced in 

size and scale, can be hung from the marquee and displayed inside the store. However, 

do not overuse banners because shoppers will stop noticing them. With each new 

banner, select a different size, shape and color from those previously used. 

Consistency is an important aspect of retailing used to maintain a businesses’ image 

and identification. The design concept used on the banners will be more effective 

if an attempt is made to carry the colors and graphics throughout the store, and on 

promotional materials and newspaper ads. 

 

Awnings 

 

Color and appeal can be added to a store’s exterior with the use of awnings. They 

provide the customer with protection from weather and makes viewing the window 

display more pleasant as it reduces heat, cuts down on glare and reflection, and 

prevents fading of the merchandise from exposure to the sun. However, an awning in 

poor condition may do harm by distracting from the total store image. 



“Where many signs compete for customers’ attention, design and logo become even 

more important. They should be unique, noticeable and readable.” 

 

Walks and Entries 

 

Approximately 75 percent of first time customers remember a store’s entrance, which 

provides the first and last view of the store’s interior. Picture walking up to an 

expanse of wall whose flat surface is pierced only by a plain glass door, as opposed to 

the protective feeling offered by walking under a porch or canopy. A properly 

designed canopy or porch not only protects the customer in bad weather, but can add 

to the aesthetics of the building. 

 

Landscaping 

 

Landscaping should lead the customer’s eye to the focal point using color and texture 

to provide contrast and harmony. The focal point is the business sign and/or the 

building itself. Landscaping can also screen undesirable sights such as garbage 

receptacles, power transformers and refrigeration equipment. 

 

Window Displays 

 

Special emphasis should be placed on a store’s window displays because they are the 

information link to the potential customer. Window displays can be as important, 

if not more important, than advertising. As many as one in every four sales could be 

the result of a good window display. Window displays should attract attention, create 

interest and invite people into the store to purchase goods. There is less than 11 

seconds to accomplish this, as that is the average amount of time an individual will 

spend looking at a window display. Be careful not to crowd too much merchandise 

into a window, as customers find it difficult to determine the message and 

what items are being promoted. Shoppers also lose interest when the same window 

display is left up too long. It is especially important to frequently change window 

displays in small towns where customers pass by several times a week. New displays 

indicate that new, up-to-date merchandise is available. In malls and larger towns, 

customers pass by less frequently. 

 

CHAPTER END QUESTIONS 

Q1- What do you mean by Visual merchandising (VM)? Does it impact shoppers 

behaviour? How? 

 

Q2- What aspects of VM are important for creating a strong positive impression on 

the shoppers? 


