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Introduction 

Visual merchandise (VMD) is considered 

to be the back bone of retail sector as well 

as aesthetics of science. It is also known as 

silent sales selling technique as it helps in 

increasing per sq. foot turnover, reducing 

the employee mix and also reducing the 

marking budgets for a product. As per 

Bastow-Shoop et al., (1991) described 

visual merchandise 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”.  

In today’s cut throat competition every 

retailer is forced to induce customers to 

their store. Visual merchandise is the 

technique to present the store and its 

merchandise visually  

 

 

 

 

appealing so that it allure the customer to 

the store and result into sales. VMD is the 

strategic presentation of a company and its 

products to attract consumers and facilitate  

purchasing (Diamond & Diamond, 2007). 

It involves in attractive display of interior 

as well as exteriors of the store. 

Consumers can be easily be persuaded by 

the surroundings of the store which makes 

a positive impact on buying behaviour. 

Therefore we can say that atmospheric 

creates an impact on the store 

environment. Atmospheric is referred as 

the stimuli of the store environment which 

affect the purchase intention. The study by, 

Akther et al. (1987), Espinoza et al. (2004) 

and Juan & Gültekin (2009) stated that a 

pleasant atmosphere in the store increases 

the willingness of the customer to 

The evolvement of visual merchandising is catching up with the retailers. As it is helping the retailers to attract 

the customers to their store. There are many factors which contribute to visual merchandise. Every retailer has 

their elements of visual merchandising for their given store. This paper comprises of most of the elements of visual 

merchandising based on the literature. Data were collected via electronic database and google scholar which 

included all the leading journals. A study of 80 literatures was done out of which 34 were incorporated for this 

paper based on their theoretical and conceptual basis. It was seen that the elements of visual merchandise keeps 

changing according to the need of the product and store. Visual merchandising has a great impact on purchase 

behavior as well as purchase intention.   
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purchase. A store atmosphere has four 

dimensions i.e. olfactory (smell), visual 

(sight), tactile (touch) and aural (sound) 

which influences customers purchase 

intention (Goldrick, 2002). Retailers focus 

more on visual merchandise to 

differentiate their product from their 

competitors due to similarity of products 

nowadays (Oakley, 1990). 

This paper aims to understand the elements 

of visual merchandising based on the 

literature review and its impact. It is said 

that visual merchandise includes many 

internal and external elements and here we 

discuss about the common elements found 

in most of the studies.This study 

contributes to this steam of the literature 

by developing our understanding of visual 

merchandise factors and the associative 

causal effects that impacts the purchase 

intentions and purchase behavior of the 

consumers. Previous literature established 

relationship only with one or two elements 

of VMD with dependent variable, whereas 

this study takes the common factors based 

on the given literature and try to study 

each one of them.  

 

Conceptual framework 

Several determinants of visual of 

merchandise appear in prior research. As 

per the study by Wanniachchi and kumara 

(2016), we explore the elements of visual 

merchandise on the basis of Exterior 

design and Interior signs. Exteriors design 

consists of window display, whereas 

interior signs comprises of music, light, 

layout, mannequins and colour. Our 

conceptual model in Fig 1. is based on the  

Wanniachchi and kumara (2016) study. 

There is a summary of 22 years of 

literature on visual merchandising, which 

discusses the elements of visual 

merchandising and its impact on different 

factors. This detailed review show the 

development of elements of visual 

merchandise and subsequently discusses 

the finding and gaps from those study. 

 

Elements of Visual Merchandise  

 

1.1. Music 

The retail atmosphere incudes various 

factors, some of them are considerably 

more controllable than others. Music is 

one of those factors that are highly 

controllable. Since it incurs minimal 

charges to the retailers to change the 

music, therefore marketers uses it as tool 

to connect emotionally with employees 

(Skandrani et al., 2011) and also with 

shoppers for promoting sales (Jain and 

Bagdare, 2011).The trend of playing music 

in the retail store is catching up. There is a 

variation in volume at which music is 

played; some of the stores go for a very 

loud music whereas some plays a soft 

quiet music (Vines 2015). It was seen that 

restaurants/ store owners uses music to 

influence specific target demographic 

(Grinspan 2012), to create an inducing 

environment (Salisbury 2014), and to 

engage shoppers to spend more time 

(Avant 2014). The choice and tempo of 

music is totally dependent on the type of 

store. It was seen that slow music helps in 

relaxing the customers and it leads to 

customers spending more time in the store 

and finally resulting in purchase 

(Randhawa and saluja, 2016).  

 

1.2. Light 

The use of light in a retail store is very 

important; it can be used for highlighting a 

particular product area to highlighting the 

entire store. As per the literature, light 

plays an important factor in retail store 

atmospheric (Baker, Grewal, & 
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Prasuraman, 1994; Baker, Levy, & 

Grewal, 1992; Boyce, Lloyd, Eklund, & 

Brandston, 1996; Rea, 1999; Schlosser, 

1998, Djenane et al., 2001, Park & Farr, 

2007, Custers et al., 2010, Tantanatewin & 

Inkarojrit, 2016). Lighting has the power 

to attract consumer emotional state. Baker 

et al. (1992 & 1994) and Schlosser (1998) 

stated that for retail store environment 

lighting is considered to be one of the most 

important factors. Boyce, et al. (1996) and 

Cuttle and Brandston (1995) did a 

comparative study in the field of retail 

lighting, they tried to compare the 

perception of employees and customers 

before and after the renovation of grocery 

and furniture store. The findings of both 

the study proved that lighting conditions 

resulted in more positive responses 

compared to previous one. For keeping 

customers aroused cool white lights can be 

used (Fleischer S, Krueger H, Schierz C. 

2001). Further studies shows that colour 

temperature have a positive effect on male 

consumers whereas negative effect on 

female moods (Knez I. 1995).  

 

1.3. Layout 

Store layout is one of the important factors 

in retail atmosphere (Turley and Milliman, 

2000). Store layout is the referred as store 

internal space management which affects 

the sale and time spend by the consumer in 

the store (Donovan and Rossiter, 1982). 

Literature on marketing and retailing have 

stated layout as self-space management, 

where products are assorted in most 

profitable and subsequent location. 

Researcher like Dreze et al. (1994) and 

Chandon et al. (2009) found that visibility 

of product is largely dependent on the rack 

position which directly impacts the sales. 

Sometimes due to certain layout customers 

feels that they are being forced to follow a 

given path only, which irritates when they 

are in rush. Whereas attractive layout helps 

the shoppers to explore more and also 

spend more time in the store leading to 

sales studied by Grossbart, Hampton, 

Rammohan, and Lapidus (1990). Some of 

the popular layouts are racetrack layout, 

grid layout and free from layout.  

 

1.4. Mannequins 

A mannequin helps the shoppers with the 

visual image of the apparels on the human 

body, and therefore decreasing the 

perceived risk and influencing their 

purchase behavior (D’Innocenzio 2014; 

Fister 2009). Mannequin helps the 

shoppers to think and imagine by giving 

the vision on their own body and thereby 

making their purchase decision. 

Mannequins are considered to me the most 

powerful and prominent factor among the 

fashion retailers worldwide (Weis, 2006). 

Studies show that mannequins impact the 

store entry decision, purchase decision and 

willingness to pay, and consumer vision of 

seeing themselves in the apparel (Fiore, 

Yah, & Yoh, 2000; Kerfoot, Davies, & 

Ward, 2003; Law, Wong, & Yip, 2012; 

Lindstrom, Berg, Nordfalt, Roggeveen, & 

Grewal, 2015; Oh & Petrie, 2012; Sen, 

Block, & Chandran, 2002). Mannequins 

are also known as “quintessential silent 

sales people” (D’Innocenzio 2014). 

Mannequins are ranked just after family 

and friends when it comes to purchase 

decision making process (D`Innocenzio 

2014). Literature shows that a mannequin 

is one of the important factors in purchase 

decision, and majority of the research 

shows there is a positive impact on the size 

of mannequins.  

 

1.5. COLOURS 
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Colour (koelemeijer and Oppewal, 1999) 

is considered to be one of the most 

powerful tools in Visual merchandising. 

Since it attracts attention and pull more 

customers as colours are generally 

associated with special occasion, emotions 

and gender. According to Aslam (2006) a 

retailer needs to focus on right blend of 

colours that would fit with the theme of 

display. For e.g. a Halloween theme would 

require black colour or Christmas theme 

would require red and white colour. It is 

not possible to attract every passer-by, but 

attempt is made to try and cultivate the 

taste of customers gradually and 

purposefully. Sight (2006) found that 

consumer’s decision making takes place 

within the 90 seconds of the first 

impressions, and around 62% to 92 % of 

these decisions are based on colours. 

Perception for a product is formed through 

colours; either it’s the product of the 

colour or the colour of the store 

environment (Middlestadt, 1990). It was 

seen that customers of the retail stores 

having cool and warm colours experienced 

significant motivation to explore the 

product as well as the retail environment 

(Bellizzi, Hite, 1992; Babin et al., 2003). 

Interior of the store should always have 

cool colour and exterior of the store should 

have warm colour as it affects the buyers 

purchase behavior (Bellizzi etal., 1983). 

 

1.6. WINDOW DISPLAY 

As per the literature the most important 

tool of communication between consumer 

and retailer is window display. The study 

by Edwards and Shackley (1992), 90% of 

the environmental cues are through sight. 

Therefore, VMD is considered to be as 

“silent salesperson” as it provides the 

customers with the information through 

visual display and also by suggestive 

selling. Retailers need to understand what 

is capturing customer attention. Display of 

products is important since it provide 

information about the price range, market 

position, store image and product offering 

(Ogle and Schofield-Tomschin, 2002). 

Window display educates, persuade, 

inform and entertain the customers (Pegler, 

2012). Generally shoppers are reluctant to 

the information acquired in-store; 

therefore, display can help and influence 

their purchase decision (Underhill, 1999). 

In an era where there is so much of 

advertisement clutter, the role of window 

display comes into picture (Underhill, 

1999). Dominance of window display can 

also be seen in the empirical studies by 

Ballantine, Jack, and Parsons, (2010) as 

the most important atmospheric cue in a 

store.  

 

Conclusion 

This meta-analytics review focus on 

emphatically generalizable, robust findings 

pertaining to the elements of visual 

merchandising, antecedents of visual 

merchandising, its elements and the impact 

of visual merchandise. When many 

retailers target the same business, 

differentiation by visual merchandising is 

important. (Moss, 1997) identified that 

visual merchandising is critical for brand 

differentiation. Or where re-positioning the 

brand is required, visual merchandising 

plays a “crucial” role (Bull, 1996). 

According to Morgan (2008), in his 

research paper he suggested that the visual 

merchandising is a vital part of any retail 

business. It pulls shoppers from admiration 

of a window display to the store and 

towards the season’s most important buys. 

Visual merchandising can give boost to a 

store’s brand image and increase sales 

substantially. In competitive retail 
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environment, retailers struggle to increase 

their sales and to build awareness/ 

familiarity with their brands to the mass 

customers. The best way to achieve this 

purpose is to consider the significance of 

visual merchandising. Store image and 

shopping environment is a significant 

determinant for a customer to spend time 

in the store and to spend more money than 

planned. On the other hand, retail store 

elements such as colour, lighting or 

signage have an immediate effect on the 

buying decision making process. Store 

environment has a great impact on 

consumers. Today, customers desire a 

comfortable shopping environment. An 

inviting atmosphere brings people into the 

store and also keeps them there longer. 

The importance of store or shopping 

environment as a tool for market 

differentiation is accepted by many 

retailers. Shopping environment means the 

physical surroundings of a store. Lam 

(2001) suggested that Store environment 

can also be divided into external 

environment and internal environment 

(that is, the exterior and interior of a store.) 

The effects of store environmental 

elements could be complex. While many 

of these elements influence shoppers’ 

behaviour through their effects on 

shoppers’ emotion, cognition and 

physiological state, some of these elements 

could elicit more direct response towards 

purchase from shoppers with very little 

impact on their thinking, feeling or body 

comfort. 

Due to high competition and similarity in 

the products, companies uses visual 

merchandising to differentiate their brands, 

to increase the desire for the product, to 

attract the customers and to get return in 

terms of sales. Visual merchandising is 

very important to establish the brands 

differentiation and competitive edge from 

the competitors. It has become a natural 

component of each point of sale and is a 

direct silent contact between the 

company’s products and the customers. 

Visual merchandising helps in improving 

the desirability of products for customers. 

 

 It should be considered as key 

components of a strategic marketing plan 

in support of sales increase and positive 

store/ company image. Visual 

merchandising practices, serving as 

stimuli, provoke a desire that ultimately 

motivates a consumer to make an 

unplanned purchase decision upon entering 

the store and significantly influence the 

consumer’s impulse buying behaviors.  

 

In an age of globalization, the idea of store 

has changed, it has turned into a place 

from where people come and buy, to a 

place where people come to discover and 

experience. Consumer demands and 

desires comfortable shopping environment 

that is provided to them through the layout 

and aesthetics of any retail establishment. 

Atmosphere plays an important role as it 

not only helps them to bring customers at 

store but also makes them to stay for a 

longer period. According to Bashar and 

Ahmed (2012), visual merchandising is 

positively correlated with impulse buying. 

Dawes (2008) states that the essence of 

visual merchandising is leaving an impact 

on consumers’ mind and hence the 

window display concept is getting bigger 

day by day. His study was focused on how 

important is to grab attention in the first 

instance, and how a well-dressed window 

meets that requirement. Since window 

display is the first point of contact with the 

customers, it projects the brand and its 

business. Thus window display is like a 
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selling device. The front window display 

has the power to draw in target customers. 

A bland or disjointed display will be 

ignored and the passer-by will keep 

passing by. When designing the front 

window, displays with movement (or the 

illusion of movement) and/or a story can 

make the most impact.  

Visual merchandising needs to encompass 

advertising, window display, shop design 

and packaging appearance and placement. 

By using a consistent visual theme that 

runs through all of these contexts, they can 

increase awareness of the product in the 

consumer's mind and increase the chances 

that customers will buy it. Repetition is a 

key element in lodging a message in the 

brain. By presenting a repeating product 

theme in the front window of a store, in the 

interior displays and on the product 

packaging itself, you create a powerful and 

persuasive message 
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METHODOLOGY  

The collection of data was via electronic 

databases, which included Google Scholar, 

Elsevier Science Direct, Emerald, Ingenta 

Journals, Proquest and also from leading 

journals like Journal of the Academy of 

Marketing Science, Journal of Consumer 

Research, Journal of Marketing, and 

Journal of Marketing Research. The 

reference lists of collected articles were 

also referred. The search included various 

terms like “visual merchandise”, “visual 

merchandising”, “VMD” and “visual 

attraction”, in keywords, titles and 

abstract. The language was English and 

included review papers, literature review 

and articles. The subject area comprised of 

psychology, sociology, management, 

marketing and advertising. After 

eliminating all qualitative study, 

theoretical paper and book reviews which 

did not had any necessary relevance with 

visual merchandise; we go a list of 85 

articles out of 170 articles of the final data 

set. 
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Fig 1: Meta Analytic Framework 
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CONSTRUCTS 

  

Sl. 

no 
TITLE AUTHOR YEAR JOURNAL OBJECTIVE 

DEPEPN

DENT 

VARIABL

E 

INDEPEN

DENT 

VARIABL

E 

MODERA

TING 

VARIABL

E 

RESULT GAP 

1 

The 

international

ization of 

the 

high fashion 

brand: the 

case of 

central 

London 

John Fernie, 

Christopher 

Moore, 

Alexander 

Lawrie 

and Alan 

Hallsworth 

1997 

JOURNAL 

OF 

PRODUCT & 

BRAND 

MANAGEM

ENT 

This paper outlines 

the history of fashion 

branding from the 

elite exclusivity of 

the traditional 

European fashion 

house to the modern 

designer labels of the 

1990s. 

none none none 

The results 

confirmed that fashion branding is a 

growth market with the number of 

stores in operation quadrupling 

between 1985 and 1997/98. 

Moreover, most 

of this activity has occurred in two 

prestigious areas of London with the 

prominent foreign fashion houses 

vying for Bond Street and Sloane 

Street 

addresses. 

The US designers have 

arrived relatively late 

on the scene but 

account for around a 

half of the planned 

space due to be opened 

in 1997 and 1998. 

2 

Visual 

merchandisi

ng: 

a neglected 

area in UK 

fashion 

marketing? 

Gaynor Lea-

Greenwood 
1998 

International 

Journal of 

Retail 

& 

Distribution 

Management 

To examine the 

centralization and 

strategic use of visual 

merchandising  in 

relation to 

corporate brand 

management and 

consider the 

integration of visual 

merchandising 

with other centralized 

functions 

none none none 

The move towards centralization 

and therefore increased 

professionalization and sophistication 

of the creative process is discussed 

and includes the following benefits 

outlined by the respondents: (1) 

communicating a cohesive brand 

image; (2) differentiating 

the offer from the competition; (3) 

integrating promotional effort across 

the brand; (4) increasing availability 

of technology to facilitate the process. 

this paper only 

attempts to re-open the 

debate on the 

importance of visual 

merchandising in the 

retail fashion context, 

and may not 

necessarily be 

generalized to all the 

industry 

Table 1: Review of Visual Merchandising literature 



ELK ASIA PACIFIC JOURNAL OF MARKETING AND RETAIL MANAGEMENT 

 ISSN 0976-7193 (Print) ISSN2349-2317 (Online); DOI: 10.16962/EAPJMRM/ISSN.2349-2317/2014, 

 

83 
 

3 

A Study On 

The 

Effectivenes

s Of 

Window 

Display 

Of A 

Boutique 

Selling Jeans 

Frankie M.C. 

Ng, C.S. 

Leung and 

S.F. Chan 

1998 

Research 

Journal of 

Textile and 

Apparel 

To study the 

Effectiveness Of 

Window Display 

Of A Boutique 

Selling Jeans 

purchase 

intention 

fixture/displ

ay, overall 

design, 

signs, 

colour, 

lighting and 

others 

none 

boutique selling jeans the reasons for 

the 

potential customers to have stopped 

and studied the windows; to have 

gone into the shop or otherwise, 

whether they have studied or have not 

studied the windows beforehand; and 

once they go into the shop, to have 

made purchase or otherwise, are 

independent of the window displays. 

For a boutique selling jeans, the 

design of window displays is not the 

key factor in determining the 

boutique's ability to attract potential 

customers and subsequently induce 

sale, it is the jeans on display that 

matter the most. 

this study has not 

addressed the impact 

of customers' prestore 

decision on their 

purchasing as well as 

influences of window 

display and other 

visual merchandising 

on consumers' pre-

store and in-store 

decision process of 

jeans purchasing. 

4 

Visual 

merchandisi

ng and the 

creation of 

discernible 

retail brands 

Shona kerfoot 

Barry Davies 

and Philippa 

ward 

2003 

International 

journal of 

Retail & 

Distribution 

Management  

 

Investigation on 

''visual 

merchandising'' and 

its effects on 

purchase behaviour 

and brand recognition 

purchase 

behavior 

and brand 

recognition 

merchandise 

colour, 

presentation 

technique, 

fixture, 

display, 

light, layout 

NONE 

Merchandise colour had an immediate 

impact on most respondents and 

generated considerable comment. 

Hanging was viewed as the most 

attractive presentation method as it 

made garments ‘‘readily visible’ the 

lighting conveyed a positive feeling, 

the display ‘‘looks inviting’’ and 

‘‘gives a feeling of seclusion and I’m 

special’’. Respondents ‘‘feel as 

though there is no route’’ it was 

deemed ‘‘difficult to know where to 

start’’. Where there were obstructions 

when a route had been delineated the 

displays where also termed ‘‘hard to 

walk around’’. 

Current research does 

not adequately cover 

the influence of visual 

merchandising on 

affective response or 

then on subsequent 

behavior and equally 

on the importance of 

merchandising on 

brand differentiation 

and recognition. 
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5 

Exploring 

the 

connections 

between 

visual 

merchandisi

ng 

and retail 

branding 

An 

application 

of facet 

theory 

Barry J. 

Davies and 

Philippa 

Ward 

2005 

International 

Journal of 

Retail & 

Distribution 

Management 

The purpose of this 

paper is to review the 

literature on facet 

theory and present an 

approach to map the 

relationship between 

retail branding 

(particularly brand 

recognition) and 

visual merchandising. 

none none none 

The application of facet theory and 

smallest space analysis (SSA) were 

found to be particularly appropriate 

for an 

investigation of the relationship 

between retail branding and visual 

merchandising. 

The usefulness of SSA 

is something that 

remains to be tested in 

this particular research 

context and can only 

be judged once the 

research is actually 

conducted. 

6 

Enhancing 

international 

dimensions 

in apparel 

and 

merchandisi

ng curricula 

in the USA 

A 

practitioner’

s perspective 

Hong Yu and 

Byoungho Jin 
2005 

Journal of 

Fashion 

Marketing 

and 

Management 

For many years, the 

textile and apparel 

industry has been on 

the forefront of 

globalization. To 

prepare students in 

the global business 

environment, this 

study seeks input 

from the US business 

communities and 

provides suggestions 

for enhancing the 

international 

dimensions of the 

apparel and 

merchandising 

curriculum in the 

USA. 

Perceived 

obstacles 

of 

doing 

business 

internation

ally 

cultural 

difference, 

legal 

environment

, business 

operation 

and process 

difference, 

commercial 

and political 

risk and 

trust 

none 

The most important benefit of doing 

business internationally was expanded 

market, while the obstacle identified 

most often was cultural differences. 

The study also found that 

understanding (i.e. cultural/business 

practice differences, etc.) is more 

critical than application or 

competency (i.e. specific skills) for 

college international education and 

that taking general and product-

specific 

approaches is most efficient to 

enhance international dimensions in 

textile and apparel curricula. 

There is little doubt 

that the textile and 

apparel industry is 

operating in an 

interconnected global 

environment. 



ELK ASIA PACIFIC JOURNAL OF MARKETING AND RETAIL MANAGEMENT 

 ISSN 0976-7193 (Print) ISSN2349-2317 (Online); DOI: 10.16962/EAPJMRM/ISSN.2349-2317/2014, 

 

85 
 

7 

Online 

visual 

merchandisi

ng practice 

of apparel e-

merchants 

Lola 

Khakimdjano

va, Jihye Park 

2005 

Journal of 

Retailing and 

Consumer 

Services 

The purpose of 

this study was to 

explore the current 

practices of visual 

merchandising among 

32 apparel e-tailers. 

online 

visual 

presentatio

n 

Manner of 

presentation, 

presentation 

technique, 

supplementa

ry 

presentation, 

aesthetics of 

presentation, 

display 

structure 

and the 

layout 

none 

The results indicated that department 

stores seem to be better positioned 

than the specialty stores in almost all 

dimensions of visual merchandising 

technique. Online 

specialty stores competing with online 

department stores can enhance their e-

shopping environment by adding 

visual features that are not currently 

featured on 

their website. A well-structured and -

organized website design may be 

required to support product 

presentations and create similar 

shopping experiences as those in 

traditional retail stores. The website 

layout, 

including multiple product images, 

needs to be carefully designed to 

increase the ease and efficiency of 

surfing the images to gather visual 

information 

This study was limited 

to the 

top 32 US apparel e-

tailers. The group 

differences 

examined in this study 

for the e-business type 

and store 

type may not be 

applicable to all US 

companies 

8 

The unhappy 

shopper, a 

retail 

experience: 

exploring 

fashion, fit 

and 

affordability 

Rose Otieno, 

Chris Harrow 

and Gaynor 

Lea-

Greenwood 

2006 

International 

Journal of 

Retail & 

Distribution 

Management 

This paper explores 

fashion availability, 

fit and affordability in 

the UK stores 

especially for those 

women who wear 

size 16 and over; and 

examines their 

satisfaction/dissatisfa

ction with the 

retail experience. 

size 

availability

, pricing, 

shopping 

environme

nts and  

perception 

of current 

offers 

retail store 

experience 
none 

A large percentage of females, 

particularly those who wear size 16 

and over, are 

dissatisfied with retail environments, 

fashion and sizing provision among 

major UK market players. While most 

women shopped from the high street 

and department stores, the larger 

woman had great difficulty in finding 

well-fitting fashionable clothing in 

general, and with certain categories 

being most problematic. Respondents’ 

views would appear to contradict 

previously accepted wisdom that 

clothing consumption activity is 

leisure and pleasure orientated; many 

negative experiences prevailed 

leaving them unhappy and 

disenfranchised. 

The findings presented 

are the views of 

women’s 

experiences in one city 

in the UK. Future 

research could include 

a wider sample from 

more cities. 
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9 

Social cues 

in the store 

environment 

and their 

impact 

on store 

image 

Haiyan Hu 

and Cynthia 

R. Jasper 

2006 

International 

Journal of 

Retail & 

Distribution 

Management 

The purpose of this 

study is to examine 

the roles that social 

cues play in affecting 

patronage behavior 

and how consumer 

susceptibility to 

interpersonal 

influence would 

moderate the 

influence of social 

cues on store image. 

Consumers

’ cognitive 

and 

affective 

responses 

toward the 

store 

environme

nt, their 

overall 

perception 

of store 

image, and 

their 

patronage 

intention. 

Amount of 

graphic 

displays and 

levels of 

personalized 

customer 

service. 

Consumer 

SNI and 

consumer 

susceptibili

ty to 

informatio

nal 

influence 

(SII). Two 

covariates, 

consumer 

shopping 

expertise 

and 

consumer 

loneliness, 

were also 

considered. 

Consumers had a more favorable 

attitude toward merchandise and 

service quality and 

felt more aroused or pleased with a 

store where more social cues were 

present. They also had a more 

favorable perception of store image 

when high-personalized service was 

provided. Consumers perceived that 

they would be more likely to shop in a 

store that had more in-store displays 

of graphics 

with social meaning. Consumer 

susceptibility to informational 

influence (SII) played a moderating 

role in some cases. 

This paper could be 

extended to other 

demographic 

groups to explore its 

broader applicability. 

Another possible 

limitation of this study 

lays in the simulated 

retail environment (a 

photo album of a 

department store) used 

in 

querying respondents. 

10 Online 

visual 

merchandisi

ng 

(VMD) of 

apparel web 

sites 

Young Ha, 

Wi-Suk 

Kwon and 

Sharron J. 

Lennon  

2007 Journal of 

Fashion 

Marketing 

and 

Management 

The purpose of this 

study was to examine 

visual merchandising 

(VMD) elements of 

apparel retail web 

sites, to describe the 

state of apparel online 

VMD and to develop 

taxonomy of 

online VMD cues 

whose effects can be 

studied empirically. 

online path 

finding 

assistance, 

environme

nt  

types of 

product 

view, 

product 

view 

presentation 

methods, 

detailed 

views, 

swatch color 

presentation, 

product 

display 

method, mix 

and match 

none  

Results of the study revealed that 

many VMD features of offline stores 

have been 

implemented online. In addition, some 

VMD features of online apparel stores 

do not have a direct offline parallel. 

The taxonomy of VMD cues can be 

used by researchers to systematically 

study the effects of the cues following 

the SOR Model. 

This sampling 

procedure limits the 

generalizability of the 

results. 
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11 The link 

between 

offline brand 

attributes 

and 

corporate 

brand image 

in 

bookstores 

Rui Vinhas 

Da Silva and 

Sharifah 

Faridah Syed 

Alwi 

2008 Journal of 

Product & 

Brand 

Management 

The purpose of this 

paper is to look into 

the relationship 

between the physical 

aspects of a retail 

store, product-related 

attributes, personal 

interaction with 

customers and 

perceived reliability 

and corporate brand 

image in an offline or 

bricks and mortar 

context. 

online 

corporate 

brand 

image and 

online 

corporate 

brand 

image  

physical 

aspect, 

product 

related 

attributes, 

personal 

interaction 

and 

reliability 

none The paper argues that physical aspect 

of a retail store, product-related 

attributes and personal interaction 

with customers will have a significant 

and positive direct effect on the 

offline corporate brand image whilst 

there was no significant connection 

between reliability and corporate 

brand image. 

The research has been 

conducted in one 

organisation, albeit a 

number of bookstores 

were scrutinized. 

12 Female 

consumers’ 

evaluation of 

apparel 

quality: 

exploring 

the 

importance 

of aesthetics  

Helena M. De 

Klerk and 

Stephna 

Lubbe 

2008 Journal of 

Fashion 

Marketing 

and 

Management 

The purpose of this 

study is to investigate 

the role of aesthetics 

in female consumers’ 

evaluation of apparel 

quality during the 

decision-making 

process. 

aesthetic 

experience 

sensory 

dimension, 

emotional 

dimension 

and 

cognitive 

dimension 

none It was found that the sensory, 

emotional and cognitive dimensions 

of the aesthetic 

experience play a major role when 

female consumers evaluate the quality 

of apparel products during the 

decision-making stage. The product’s 

design and materials bring about these 

aesthetic dimensions. Especially 

colour and texture play major roles in 

bringing about the necessary aesthetic 

experiences. 

Due to the multi-

dimensionality of the 

concept, the 

researchers chose a 

qualitative research 

design and therefore a 

small sample size.. 

13 Grocery 

store image, 

travel 

distance, 

satisfaction 

and 

behavioral 

intentions 

Evidence 

from a 

Midwest 

college town 

Maxwell K. 

Hsu, Yinghua 

Huang and 

Scott 

Swanson 

2010 International 

Journal of 

Retail & 

Distribution 

Management 

The purpose of this 

paper is to study the 

interrelationships 

among grocery store 

image, travel distance 

(TD), customer 

satisfaction, and 

behavioral intentions 

(BI) in a college town 

setting. 

grocery 

store image 

merchandise 

attributes, 

service 

attributes, 

store 

ambience, 

marketing 

attractivenes

s, customer 

satisfaction 

and 

behavioral 

intentions 

Travel 

distance 

Grocery store image is identified as a 

second-order construct reflected by 

the three key 

components of merchandise attributes 

(MEA), store ambience and service 

(SAS), and marketing attractiveness 

(MGA). Although store image is an 

important driver of BI, its indirect 

effect through customer satisfaction is 

found to be substantially greater than 

its direct effect on BI. Interestingly, 

TD 

is positively related to satisfaction, 

which highlights the possibility for 

retailers to overcome the distance 

disadvantage. 

This study focuses 

only on the student 

body in one Midwest 

college town. 

Surveying only 

college students limits 

the possibility to 

generalize the findings 

to the actual population 

of grocery store 

shoppers. customers 

such as residential 

households, faculty 

and staff, were not 

examined in this study. 
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14 

Shopping 

behavior and 

the 

involvement 

construct 

Tammy R. 

Kinley, 

Bharath M. 

Josiam and 

Fallon 

Lockett 

2010 

Journal of 

Fashion 

Marketing 

and 

Management 

The purpose of this 

paper is to determine 

whether the degree of 

involvement with 

shopping for clothing 

affects the frequency 

with which GenY 

consumers seek the 

opinions of others 

when making 

clothing purchases for 

themselves; the non-

personal sources that 

influence the 

frequency of clothing 

purchase; and certain 

shopping behaviors. 

shopping 

behavior 

and 

involveme

nt 

clothing 

purchase, 

opinion of 

others, 

advertising 

and non-

personal 

idea sources, 

none 

Most of the participants were 

determined to be high involvement 

shoppers who sought 

opinions of female friends and co-

workers, used most of the non-

personal idea sources, shopped more 

often, spent more money, and were 

more comfortable shopping for 

clothing. 

This study used a 

convenience sample of 

students at a single 

university. Data 

analysis 

indicated an 

unbalanced sample 

with fewer participants 

in the medium and low 

involvement 

categories. 

15 

Online 

Visual 

Merchandisi

ng 

(VMD) Cues 

and 

Consumer 

Pleasure and 

Arousal: 

Purchasing 

versus 

Browsing 

Situation 

Young Ha 

and Sharron 

J. Lennon 

2010 
Psychology & 

Marketing 

The purpose of this 

study was to examine 

the effects of various 

online 

visual merchandising 

(VMD) cues—high 

and low task relevant 

cues— 

on consumer pleasure 

and arousal under 

different situational 

involvement 

(browsing vs. 

purchasing). A 

random sample of 

1634 female 

college students 

participated in 

satisfaction

, purchase 

intention 

and 

approach 

behavior  

pleasure, 

arousal, high 

task relevant 

cues, low 

task relevant 

cues 

situational 

involveme

nt 

A significant effect for low task 

relevant cues on pleasure and arousal 

under low 

situational involvement (browsing 

situation) was found. Pleasure and 

arousal induced by various online 

VMD cues were positively related to 

consumer satisfaction, purchase 

intention, and approach behavior. The 

findings of the study emphasize a 

significant role of VMD cues on 

apparel Web sites, influencing 

pleasure and arousal, which in turn 

increase consumer satisfaction, 

purchase intention, and approach 

behavior. 

The current study may 

only be applicable to 

online apparel retailers 

who target 

young female 

consumers. In addition, 

since participants were 

mostly Caucasian 

American, the results 

may not hold for 

different ethnic groups.  
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16 

An 

exploration 

of fashion 

retailer 

own brand 

strategies 

Julie McColl 2011 

Journal of 

Fashion 

Marketing 

and 

Management 

The purpose of this 

paper is to offer a 

deeper understanding 

of the centrality of the 

own brand to fashion 

retailer brand 

strategy. 

brand 

legal 

instrument, 

logo, 

company, 

shorthand, 

risk reducer, 

identify 

system, 

image, value 

system, 

none 

Participants identified the 

motivations, dimensions, success 

factors and problems 

associated with the creation, 

development and management of the 

own brand 

This is an exploratory 

study and as such is 

limited to the 

experiences of six 

fashion retailers. It is, 

however, part of a 

larger empirical study. 

17 

Sensory cues 

and 

shoppers’ 

touching 

behaviour: 

the case of 

IKEA 

Bertil Hulte´n 2012 

International 

Journal of 

Retail 

& 

Distribution 

Management 

The presented 

research aims to 

depict shoppers’ 

touching behavior in 

relation to the 

introduction of visual 

and olfactory sensory 

cues at point-of-

purchase in a retail 

setting. 

consumer 

touch 

behavior 

and visual 

and 

olfaction 

sensory 

cues 

sight sense, 

smell sense 

and tactile 

sense 

none 

In the reported study, the author finds 

significant differences between 

shoppers’ touching behavior in a 

manipulated point-of-purchase 

compared to a conventional one. The 

findings show that visual and 

olfactory sensory cues have a positive 

impact on shoppers’ touching 

behavior, purchase 

intentions and total sale. 

As a field study, this 

research was 

conducted in the glass 

department of only one 

retailer, which means 

that the findings could 

be quite different in 

another setting, such as 

groceries, cars, 

computers or services. 

Given that the 

generalizability of the 

present study is thus 

limited, further 

research should be 

conducted in other 

retail settings 

18 

VISUAL 

MERCHAN

DISING – A 

SILENT 

SELLING 

STRATEGY 

OF 

RETAILER

S 

Mr. P. 

Sathish 

Chandra 

2012 

ELK ASIA 

PACIFIC 

JOURNAL 

OF 

MARKETIN

G AND 

RETAIL 

MANAGEM

ENT 

To demonstrate the 

vitality of persuading 

the customer by 

Visual 

Merchandising. To 

elucidate the practices 

of Indian retailing 

firms and the 

implications faced by 

them in adopting and 

implementing Visual 

Merchandising 

none none none 

Visual Merchandising and Displays 

have a storyboard effect 

communicating innovatively to the 

customer besides being a ‘Silent 

salesman for a retail store’. Visual 

merchandising today forms a critical 

element of retailing. Besides the 

facade and windows, which are 

clearly done up with an objective to 

attract passerby’s and induce walk-

ins, there is also in-store decor that is 

designed to enhance the customer’s 

comfort and convenience while 

shopping and overall, offer a superior 

shopping experience. 

none 
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19 

Navigating 

retail brands 

for 

staying alive 

Balakrishna 

Grandhi, 

Jyothsna 

Singh and 

Nitin Patwa 

2012 

EuroMed 

Journal of 

Business 

The 

paper seeks to present 

a framework for 

monitoring its 

performance so the 

retail brand can “stay 

alive”. 

shopping 

frenzy, 

price 

cautious 

and trend 

conscious 

value for 

money, 

superior 

quality, 

shopping 

pleasure, 

width of 

choice, 

exciting 

products, 

depth of 

choice 

and trendy 

none 

By carrying out the analyses, distinct 

segments were deciphered. It has been 

noticed that the customer profiles for 

the retail brand studied varied across 

different retail locations. Variations in 

their shopping preferences implied 

that different merchandising and in-

store promotion activities are required 

at different outlets to connect with 

different segments 

The research addresses 

the gaps in existing 

literature 

20 

Investigation 

the 

Relationship 

between 

Visual 

Merchandisi

ng and 

Customer 

Buying 

Decision 

Case Study: 

Isfahan 

Hypermarke

ts 

Milad 

Kouchekian 

and Mahshid 

Gharibpoor 

2012 

International 

Journal of 

Academic 

Research in 

Economics 

and 

Management 

Sciences 

The aim of this study 

is to identify the 

relationship between 

visual Merchandising 

and Customer Buying 

Decision. 

consumer 

buying 

decision 

store layout, 

colour, 

lighting, 

cleanliness, 

store display 

and height 

of shelves 

none 

The results indicate that there is a 

strong relationship between visual 

Merchandising and Customer Buying 

Decision. 

there are some other 

variables such as the 

brand of the products 

and the culture and the 

customers life style 

that have relation with 

the customers buying 

decision that 

investigating this 

variables and finding 

their relations to 

buying decision can be 

suggested for further 

studies. 

21 

How does 

visual 

merchandisi

ng 

affect 

consumer 

affective 

response? 

An intimate 

apparel 

experience 

Derry Law, 

Christina 

Wong and 

Joanne Yip 

2012 

European 

Journal of 

Marketing 

The aim of this article 

is to investigate the 

relationship between 

visual merchandising 

elements and 

consumer affective 

response by focusing 

on a function-oriented 

product – intimate 

apparel. 

emotion 

and 

affective 

response 

elements of 

visual 

merchandise 

none 

The findings indicate that 

participating subjects have two points 

of view when evaluating visual store 

displays, which include utilitarian and 

hedonic aspects. The utilitarian aspect 

relates to the actual needs of 

consumers, such as garment 

deterioration, seasonal changes and 

occasions. The hedonic aspect finds 

that the perceived female image 

governs consumer interpretation and 

acceptance of visual displays.  

Due to the immense 

market 

potential in the East, 

applying western-

developed theories 

may not be universally 

appropriate. There may 

be different results and 

patterns in consumer 

behavior. 
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22 

Impact of 

store 

environment 

on 

impulse 

buying 

behavior 

Geetha 

Mohan, 

Bharadhwaj 

Sivakumaran 

and Piyush 

Sharma 

2013 

European 

Journal of 

Marketing 

This paper aims to 

explore the process 

by which four store 

environment and two 

individual 

characteristics) and 

impulse buying 

tendency influence 

impulse buying 

behavior through 

positive and negative 

affect, and urge to 

buy impulsively 

store 

environme

nt 

perception 

and 

impulse 

buying 

music, light, 

layout, 

employees, 

positive 

affect, urge, 

negative 

affect, 

impulse 

buying 

tendency, 

shopping 

environment 

tendency 

none 

In the structural model tested with 

AMOS, the authors found that store 

environment 

 rove impulse buying (IB) through 

positive affect and urge. Results also 

showed that the personality variables 

(SET and IBT) influenced IB through 

positive affect and urge. This paper 

did not find support for the 

relationship between negative affect 

and urge. 

It did not consider the 

effect of other 

individual 

characteristics such as 

self-monitoring, 

which may affect 

impulse buying and in-

store browsing. 

23 

Fashion 

product 

display 

An 

experiment 

with 

Mockshop 

investigating 

colour, 

visual 

texture, and 

style 

coordination 

Juanjuan Wu, 

Hae Won Ju, 

Jieun Kim, 

Cara 

Damminga, 

Hye-Young 

Kim and Kim 

K.P. Johnson 

2013 

International 

Journal of 

Retail & 

Distribution 

Management 

The purpose of this 

research was to 

investigate the effect 

of three virtual 

fashion stores using 

product display 

methods dominant by 

colour, visual texture 

and style coordination 

on consumers’ 

retailer interest, retail 

pleasure, perception 

of merchandise 

quality, patronage 

intention, and 

purchase behaviour to 

provide empirically 

tested, actionable 

product display 

methods to visual 

merchandising 

researchers and 

practitioners. 

cognition 

and 

emotion, 

behavioura

l intention 

and actual 

experience 

colour, style 

cordination, 

visual 

texture 

personal 

values and 

involveme

nt 

Participants who shopped in the style 

coordination store spent significantly 

more money than those who shopped 

in colour or visual texture stores. 

Participants who shopped in the 

colour store experienced significantly 

more retail pleasure and showed 

significantly higher patronage 

intention than those who shopped in 

the visual texture and style 

coordination stores; and they showed 

more retailer interest than subjects in 

the visual texture store. Retail 

pleasure and interest were found to 

mediate the link between methods of 

product display and patronage 

intention. Participants’ fashion 

involvement moderated the 

relationship between fashion product 

display methods and retail interest. 

Subjects were 

spending virtual 

money for their 

purchases 

and not real money or 

their own money, 

which might affect the 

dependent variable – 

the amount of money 

spent. Although, 

virtual stores are a very 

close simulation of real 

stores, the visual 

impact might still be 

different from 

shopping in a real 

store, where 

other sensory cues (e.g. 

crowding) are present. 
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24 

Photograph 

and model 

use within 

an online 

auction page 

for 

influencing 

buyer’s 

bidding 

behavior 

Shao-Kang 

Lo, Yu-Ping 

Chiu and Ai-

Yun Hsieh 

2013 

Online 

Information 

Review 

The purpose of this 

paper is to examine 

the effects of 

photograph use, 

model use, and the 

physical 

attractiveness of the 

model on bidding 

behavior. 

none none none 

The results show that using a 

photograph to introduce the product 

acquires a higher 

bidding intention and bidding amount 

than not using a photograph. In 

addition, a web page using physically 

attractive models in photographs 

acquires a higher bidding intention 

and bidding price than a web page 

using physically unattractive models 

in photographs 

This study only 

discusses the effects of 

photographs and model 

usage, ignoring the 

quality or the 

composition of 

photographs, which 

also affect consumer 

thought and 

attitudes. 

25 

Effects of 

show 

windows on 

female 

consumers’ 

shopping 

behavior 

Varsha 

Jain,Mika 

Takayanagi 

and Edward 

Carl 

Malthouse 

2014 

Journal of 

Consumer 

Marketing 

The purpose of this 

study if to investigate 

the effects of show 

windows on shopping 

behavior among 

female consumers to 

provide 

insights that a 

manager can use to 

encourage purchase 

behavior 

purchase 

intention 

visual 

merchandise

, feel good 

factors for 

consumers, 

store 

experience, 

consumer 

perception 

none 

Using factor analysis, they identify 

five components of the show window: 

social, hedonic, informational, image 

and “feel-good” factors. The first four 

factors are aggregated into a “show 

window” metric, which is shown to 

influence purchase intentions; this 

influence is fully mediated 

by the feel-good factor. The image 

factor and the social and hedonic 

factors each significantly influence 

the feel-good factor. 

 

the study  focused on 

the show window as a 

complete entity; 

whereas  future studies 

might explore 

individual 

environmental cues in 

show windows, such as 

colour or lighting 

26 

Retail 

evolution 

model in 

emerging 

markets: 

apparel store 

formats in 

Brazil 

Ana Paula 

Miotto and 

Juracy Gomes 

Parente 

2015 

International 

Journal of 

Retail & 

Distribution 

Management 

The purpose of this 

paper is to develop 

taxonomy to describe 

and synthesize the 

retail strategies and 

store formats in the 

fast-changing 

modernization 

context of emerging 

markets.  

developed by Levy et 

al. (2005). 

none 

product, 

price, 

perception, 

production, 

personel/ 

service and 

location 

none 

The results identify four store formats 

– old fashioned, price focused, 

specialized, 

and consolidated – reflecting diverse 

marketing strategies and different 

stages in the retailing modernization 

cycle. There is a striking resemblance 

between these empirically derived 

formats and the four types of retail 

segments (Big Middle, Low price, 

Innovative, and in Trouble) proposed 

by the Big Middle model. 

There are limitations 

due to the exploratory 

nature of the 

research: the specific 

context (São Paulo, 

apparel retail sector) 

where the empirical 

data was collected 

restricts the 

generalization of the 

results to other 

situations; lack of 

precision in the 

appraisal of the 

variables might limit 

the research 

replicability. 
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27 

Co-design 

visual 

merchandisi

ng 

in 3D virtual 

stores: a 

facet 

theory 

approach 

Juanjuan Wu, 

Angella Kim 

and Jayoung 

Koo 

2015 

International 

Journal of 

Retail & 

Distribution 

Management 

The purpose of this 

paper is to discover 

user-generated visual 

merchandising (VM) 

directives that could 

guide VM in physical 

stores as well as shed 

light on future 

development of 

customizable virtual 

stores for online 

retailing. 

merchandis

e 

presentatio

n, in-store 

environme

nt and in-

store 

promotion 

fixturing,de

nsityadjacen

cy, alyout, 

interior, 

sinage 

none 

The findings suggest that retailers 

should design an ecological instead of 

a merely utilitarian environment; clear 

section identity helps shoppers find a 

sense of ownership and boundaries; 

and stores should also present a 

lifestyle solution instead of a 

merchandise selection. 

Due to the limitations 

relating to web site 

interface design, the 

appeal of virtual stores 

rely heavily on its 

ability to communicate 

visually. Thus, the role 

of VM is even more 

important in 

stimulating sales in 

virtual than brick and 

mortar retail 

environments. 

28 

Seeking 

attention: an 

eye 

tracking 

study of in-

store 

merchandise 

displays 

Patricia 

Huddleston, 

Bridget K. 

Behe,Stella 

Minahan and 

R. Thomas 

Fernandez 

2015 

International 

Journal of 

Retail & 

Distribution 

Management 

The purpose of this 

paper is to elucidate 

the role that visual 

measures of attention 

to product and 

information and price 

display signage have 

on purchase intention. 

purchase 

intention 

product,info

rmation, 

price sign. 

none 

Overall, providing product 

information on a sign without price 

elicited higher likelihood to buy than 

providing a sign with price. The 

authors found a positive relationship 

between visual attention to price on 

the display sign and likelihood to buy, 

but an inverse relationship between 

visual 

attention to information and 

likelihood to buy. 

No tool has given 

researchers the 

precision to identify 

areas of visual interest 

(within a few mm) and 

aggregate them over a 

number of subjects. 

Statements can 

sometimes be 

contradictory to 

intentions but visual 

attention is not. Thus 

researchers now have 

the ability to 

empirically assess the 

degree to which 

attention and decision-

making is linked. 

29 

 

 

 

 

 

 

 

 

 

 

INFLUENC

E OF 

VISUAL 

MERCHAN

DISING ON 

CUSTOME

R BUYING 

DECISION- 

A CASE 

STUDY OF 

INMARK  

Mr. Ajay 

Jamnani and 

Mr. Prasad 

Daddikar 

2015 

Asia Pacific 

Journal of 

Research 

This paper mainly 

focuses in knowing 

the customers insights 

on visual 

merchandise and its 

effect on customers 

buying decision while 

shopping. 

consumer 

buying 

decision 

visual 

merchandise 
none 

Visual merchandising plays a 

significant role in apparel purchase 

decision of the customers. Customer’s 

expectations changes periodically and 

retailers must realize the significance 

of these expectations and offer them a 

congenial environment to attract and 

retain the customers. Apparel retailers 

must consider various factors like 

store design, layout, store front, 

display themes, lighting, music, etc.  

The study cannot be 

generalized as it takes 

into account for only 

one city, the results 

may differ with other 

cities. 
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30 

Visual 

research 

methodologi

es, 

branding and 

magazine 

readerships 

Mirsini 

Trigoni 
2016 

Journal of 

Fashion 

Marketing 

and 

Management 

The purpose of this 

paper is to explore 

how interior spaces 

can be differently 

represented across 

home magazines of 

different background 

and target audiences. 

And investigates how 

visual texts can 

differentiate a brand, 

increase brand loyalty 

and target different 

market segments. 

none none none 

This research suggests that Wallpaper 

is not just a magazine, but it has 

expanded to become a brand with a 

well-recognized logo. Practitioners 

managed to create a strong brand 

through the creation of a magazine 

with a very distinctive style among its 

competitors that clearly address the 

elite. 

This paper focused on 

the production of 

magazine features and 

representations of 

interior spaces. Further 

research could be 

conducted to explore 

how readers belonging 

to different economic, 

social and cultural 

groups “receive” and 

comprehend the home 

magazine features. 

31 

Managing 

the visual 

environment 

of a fashion 

store:  

Effects of 

visual 

complexity 

and order on 

sensation-

seeking 

consumers 

Ju Yeun Jang, 

Eunsoo Baek, 

Ho Jung 

Choo 

2018 

International 

Journal of 

Retail & 

Distribution 

Management 

The purpose of this 

paper is to investigate 

the effect of a fashion 

store’s visual 

complexity on 

consumers’ behavior. 

visual 

complexity 

store 

environment

, order, 

stimuli 

none 

The results indicate that there is a 

three-way interaction, where the 

interaction effect of visual complexity 

and environmental order is moderated 

by individuals’ sensation-seeking 

tendency. The effect of visual 

complexity on approach behaviors 

had an inverted U-shape in the low-

order condition, while had a positive 

linear shape in the high-order 

condition, and the interaction effect 

was significant only for high-

sensation seekers 

This study focused on 

the sensation-seeking 

tendency, 

which is related to 

sensory experience of 

stimuli. However, 

several individual 

variables related to 

visual processing, such 

as creativity, 

information processing 

style, gender, and age, 

remains to be explored. 

32 

Effects of 

3D vs 2D 

interfaces 

and 

product-

coordination 

methods 

Ahmad 

Saquib Sina 

and Juanjuan 

Wu 

2019 

International 

Journal of 

Retail & 

Distribution 

Management 

The purpose of this 

paper is to examine 

the effects of product 

display based on 

colour, discount and 

brand on retail 

pleasure, arousal, 

flow, perceived 

merchandise quality, 

time spent, 

satisfaction and 

patronage 

intentions in both 3D 

and 2D interfaces. 

product 

display 

discount, 

colour, 

brand, 

none 

The findings showed that the 3D 

interface produced higher flow, 

satisfaction, time spent and patronage 

intention than the 2D interface. Also, 

among the six display scenarios, 

participants who were in the 

colour-coordinated 3D store showed 

the highest levels of emotional, 

cognitive and behavioral outcomes 

except for retail pleasure and arousal 

One of the limitations 

of this study is that the 

2D interface is not as 

interactive as the real 

online shopping sites. 
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33 

A study of 

lifestyle 

fashion 

retailing in 

China 

Ting Chi and 

Yini Chen 
2019 

Marketing 

Intelligence 

& Planning 

The purpose of this 

paper to examine how 

Chinese consumers’ 

perceived functional 

and symbolic 

values of lifestyle 

fashion stores (i.e. 

merchandise quality, 

price, convenience, 

emotional value, 

aesthetic value and 

social value) affect 

their shopping 

behaviors (i.e. 

repurchase intention 

(RI), impulse buying 

(IB) and time spent 

(TS). 

shopping 

behaviors 

perceived 

functional 

and 

symbolic 

values 

none 

The findings show that Chinese 

consumers’ RIs toward and TS in 

lifestyle fashion stores are determined 

by their perceived merchandise 

quality value, price value, emotional 

value and aesthetic value of 

lifestyle fashion stores. In contrast, 

Chinese consumers’ perceived price 

value and emotional value trigger 

their IB in the lifestyle fashion stores. 

The perceived values show 

satisfactory explanatory power for the 

variances of Chinese consumers’ 

shopping behaviors 

Qualitative methods 

used in future studies 

can provide a more 

detailed reasoning for 

the relationships 

identified in this 

quantitative analysis. 

34 

Endorsemen

t and visual 

complexity 

in food 

advertising 

on Instagram 

Sony 

Kusumasondj

aja and Fandy 

Tjiptono 

2019 
Internet 

Research 

The purpose of this 

paper is to investigate 

the differences in 

consumer pleasure, 

arousal and 

purchase intention 

when consumers 

encounter food 

advertising on 

Instagram using 

different endorsers 

and visual complexity 

levels. 

purchase 

intention 

endorser 

type, visual 

complexity 

pleasure 

and arousal 

Food ads endorsed by a celebrity 

generate more pleasure and arousal 

than those endorsed by food experts. 

Food advertising using high levels of 

visual complexity cues generates 

more pleasure and arousal than less 

complex advertising. However, less 

complex food ads using food experts 

create greater pleasure than those 

endorsed by celebrities. Consumer 

pleasure and arousal were significant 

mediators of the impact of endorser 

type and visual complexity on 

consumer purchase intentions. 

The use of a real 

celebrity and expert 

may cause 

confounding effects. 

Although such effects 

did not appear in this 

study, it would be 

worthwhile to replicate 

this research using a 

fictitious celebrity and 

a fictitious expert. 

Another limitation 

concerns the use of 

student participants. 

Although student 

samples are fairly 

representative of 

Instagram users, and 

students are widely 

used as research 

subjects, using only 

students restricts the 

generalizability of the 

findings. 

 


