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ARTICLE INFO ABSTRACT

Article history: Background: Visual merchandising also known as silent salesisapart of push
Received 3 March 2016 strategy forcing the product through marketing cieds to attract, encourage and
Accepted 2 May 2016 motivate consumers towards making a purchase. @uersulike to shop in person and
published 26 May 2016 even want to touch, smell and try on products whelel comfortable in the store.

Visual merchandising practices are becoming moreraipnal challenge in getting
high consumer responses. Thus, retailers shouldwiys in influencing consumers to

Keywords: purchase and revisit the stor®bjective: This study aims to identify the visual
Visual Merchandising, merchandising elements that influence on the buigltavior of the consumers in the
Colors, Lighting, Signage, department store and to evaluate the relationskdpvden visual merchandising
Window Display Store Interior independent variables (colors, lighting, signagedaw display and store interior) and

the dependent variable being customer repurchéesetiion.Results: In this study, the
findings indicate that color is the most influehtfactor while lighting is the least
significant in influencing consumer to response aspurchase in ladies deparment.
This article concludes by suggesting potential wlays/isual merchandising design in
the department stor€onclusion: Visual merchandising is a tool to differentiate the
store with other competitors in a saturated maokeiew market. Attention should be
given to various elements in visual merchandisingorder to increase purchase
intention, store loyalty and repeat purchase. Tthis,study is one of good resource for
anyone who is interested in visual merchandisisgagch, and for the practitioners to
improve on the guidelines of visual stimulus inreto

INTRODUCTION

The wholesale and retail sector has continuedrtavgand contribute significantly to the Malaysian
economy. Nevertheless, AT Kearney ranked Malaysithrn its 2014 Global Retail Development Indep, u
four places from 2013 and its highest ranking s@@7 (ETP Annual Report, 2014). In 2013, the saddse of
wholesale and retail grew 43 per cent from RM9.I8obi (2009) to RM13.3 billion. Malaysian populatio
growth is projected to result in higher demanddoods and services. Therefore, retailers needffiereitiate
themselves from others. Manufacturers and retaileed to understand consumers’ need and preferasces
well as motivating consumers’ purchase behaviour.

In fact, surveys show that a large percentageon$emers do not prepare shopping lists and temdatce
unplanned purchases. This behavior indicates tiatvalue of in-store displays, well-organized stoamd
layouts attract consumers to purchase. Past exgeristore image and in-store promotion might aiflaence
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consumer to the specific store choice. As visualchendising is one of the way of differentiatingfashion
industry, retailers can use it to match the consahexpectation and gain competitive advantage.

A considerable amount of literature has been stlidn visual merchandising in various industrieshsas
supermarket (Wanninayake and Randiwela, 2007)jdastetailing (Lea-Greenwood, 1998), departmentesto
(Kerfoot, Davies and Ward, 2003), apparel e-tailjligakimdjanova and Park, 2005), grocery store (Agmi
and Oburai, 2009), intimate apparel (Law, Wong afid, 2012), telecommunication stores (Kim, 2013),
modern trade (Opris and Bratucu, 2013), furnitund &urnishing (Mehta and Chugan, 2014), and togsest
(Kiran and Mridula, 2015). These studies have rkagedhat visual merchandising influenced and aéfdct
consumer buying behavior.

However, until now little importance has been givte the repurchase intention behavior in departmen
store. There is limited literature and evidencapparel, accessories and fashion retailing. Monedkiere are
still limited comparative researches that focusisnal merchandising in Malaysia. For that reasiois, study is
to investigate the visual merchandising elemeng thfluence on rebuying behavior and to evaluée t
relationship between visual merchandising independariables (colors, lighting, signage, windowpdés and
store interior) and repurchase intention. This gtwds conducted in a ladies department at a laegartiment
store in Putrajaya, Malaysia.

Marketers know that dimensions of the physicalimmment, including factors such as décor, smells,
lighting, music and temperature can significantiffience consumption (Solomon, Marshall and St2012).
Prior to that, Kotler (1973) and Turley and Millimg2000) studies on how store environment can $titau
decision in buying activities among consumers. da@onditions of environment mean higher shopping
intentions, longer shopping duration and increaatisfaction among consumers. Therefore, by seeing a
attractive visual merchandising display in storei@mment, it would stimulate the potential custonueas and
desire to enter the store. Thus, the retailer Ishact wisely to design the unique visual merchsingj display
that could set apart the store from the competitord to influence the customer to revisit and repase
intention.

Literature Review:
Visual Merchandising:

Few studies on visual merchandising had beenechaiit in other countries like United States of Anse
(Smith and Burns, 1996), United Kingdom (Davies &viard, 2005), India (Balgaonkar, Pabalkar, and Réeli
2014), South Africa (Hefer and Cant, 2013), Srilkktaan(\Wanninayake and Randiwela, 2007), India (Meimd
Chugan, 2012), Thailand (Kernsom and Sahachamsagfd?2), Indonesia (Rahma and Purwanegara, 2013),
Hongkong (Law, Wong and Yip, 2012) and Korea (K#013).

Several studies have revealed that visual merésiagddisplay elements consist of merchandise aslou
(Kerfoot et al 2003), colour presentation (Lenjewar, 2014; Hussad Ali, 2015), lighting (Kerfoot et. al.,
2003; Lenjewar, 2014), signages (Mehta et. al 2ddddleston, Behe, Minahan and Fernandez, 2015),
windows display (Rahma and Purwanegara, 2013; Bamand Yadav, 2012) and store interior desigm(K
2013; Meenakumari, 2013).

According to Buttle (1984), merchandising is amynfi of on-store or in-store promotion other than
personal selling which is designed to trigger pasithg behaviour. One of many successes attributable
effective merchandising is a sales volume increadetDO per cent (Buttle, 1984). Merchandising ae by
the placement of goods and store fixtures along thi¢ use of signage (Babin and Harris, 2013). drigdes or
racks and the visual image of the store providesgorers to view and walk through a store. Meanwhikyal
merchandising is a merchandising technique angigctf promoting goods by the presentation in itedatlets
in capturing consumers’ attention. So, merchandisim focused on the general methods, practices and
operations of the product display, while visual amandising is focused on the presentation of tredg@and
visuals to promote the products.

Another definition for visual merchandising issittoncerned with both how the product and brand is
visually communicated to the customer and whethemessage is decoded appropriately (Kedoad, 2003).
Visual merchandising displays are visual featuhed will help to get the customers’ attraction aitbntion
towards the store. It help to decorate and beath#ystores by adding fixtures, props, poster, rizdse colour
frills and the object to a store in order to enlathe appeal of the store (Kiran and Mridula, 2015)

Visual merchandising is the presentation of aestord its merchandise in ways that will attractatiention
of potential customers and motivate them to makehases (Diamond and Diamond, 2007; Levy and Weitz,
2009). It is important for retailers to create ¢swient and provide entertaining store environmbat tead
customers to patronize a store more frequentlyspaaht time and money during the visit. Similarlgs@ldo,
Grosso and Premazzi (2013) stated that visual raediking is set of choices for internal and externa
communication of the company. It involves the u®isual communication in-store. Whereas merchandis
deals with the allocation of the products and itenaking up the distributor’'s assortment within thigplay and
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selling area. Thus, visual merchandising is evéngtlthat customer sees, interior or exterior thieate impact
to the customers.

Department Store:

A department store is a large retail unit withextensive wide range of goods and services tht@agsnized
into separate departments (Berman and Evans, 2G083s variety of product assortment inclusive app
furniture, home furnishings, hardware, toiletriegctronics and electrical products, cosmeticsejmny, toys,
sporting goods and furniture. Pricing at a depantnstore is moderate to above average. Customeiceds
provided with the sales assistant helps, credd,aelivery and so forth to target middle classpgiess.

Ladies department is one of the department stecdos that consist of cosmetics, fragrance, todst
handbags and shoes, lingerie, accessories andehpfpparel consists of clothes for casual, spartawoffice
attire, “Muslimah” outfit. Cosmetics includes lipst, eye shadows, blushers, eye linear, fragraraoes
compacts powders. Meanwhile, toiletries includerttagerials that are being used of taking care ttbds such
as shampoo, shower gel and facial cleanser.

Colour:

Color is a tool that marketing managers use tr @bnsumer reactions. It may affects product guald
perceptions. Color changes behaviour by framingathg one thinks about a product and also by chantjia
way one feels (Babin and Harris, 2013; Kerfebal 2003). The role of colour is to attract customgention to
the product (Kiran and Mridula, 2015) and to makegde pause and look at the product (Meenakum@ti3R

Lighting:

Lighting is used to highlight products. By usingghter lighting in retail outlets, it helps to grahe
customers’ attention so that they start purchasm fthe outlets due to their comfort (Hussain anij 2015).
Moreover, shopper’s eye is drawn automaticallyhkirightest item or display area.

Signage:

Signage showing categories of product that argihgnfrom the top ceiling and it can get more aticn
by the customers (Kiran and Mridula, 2015). It atefer to all the printed wordings that carry thera’s
message to the consumers (Krishnakumar, 2014)a&égprovide information to the consumer by prowidin
description of the merchandise and its price, mfazustomers of special sales event, alert custoneers
advertised merchandise and store’s policy (Lanje@t4).

Window Display:

Merchandise displayed in a store’s windows providgensumers with valuable information about the
product category itself like product features aatgdt trends in that category (Sen, Block and Ofzem@002).
Store window display help to create and maintaimesimage (Opris and Bratucu, 2013) and induce wwoBss
into the store to make purchases (Krishnakumar4201

Store Interior:

Store interior consists of the art of drawing, pasing and selecting colours, materials, furniskingd
accessories to enrich the design of a store imtdriterior presentations takes care of the fits8conds of a
shopper’s visit to the store that decides him ortbetay or leave the store (Banerjee and Yadai2p

Purchase I ntention:

Behavior is the doing component which involvesomsumer’s intention to do something, such as the
intention to purchase or use a certain productof@ohet al 2012). In retail, intentions are usually detereain
by a willingness to stay in the store, willingnéssepurchase, willingness to purchase more ifuhee, and
willingness to recommend the store to others (BakRarasuraman, Grewal and Voss, 2002). Research als
suggests that the predictive validity of repurchastentions varies widely from frequently purchased
convenience goods to infrequently purchased dusafandon, Morwitz, and Reinartz, 2005). Customer
repurchase intention is very crucial to the sucoéske organization because it will save the cbgfetting new
customer. Repurchase intention indicate whethesumers expect to buy the same product or branch agai
future by visiting the same outlet or other chanBel, retailers can predict possible effects ofasemarketing
activities from consumers’ behavioural intention.

The conceptual framework of this study can besitlated in Figure 1 below.
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Fig. 1: A conceptual framework.

Methodology:

This study used questionnaire method as quanttapproach for the means of data collection and
analysis. The data were analysed using SPSS vePdonConvenience sampling technique was used and
guestionnaires have been distributed to 300 respuadn the targeted location in Putrajaya. Howeorly 250
guestionnaires were completely answered. The reselamet the respondents and explained the detafildd
guestionnaire. The respondent’s criterion must bstatners who visited and bought products from the
department store.

Instruments: The questionnaire for this study =xied of three sections. Section A focused on the
demographic profiles of the respondents i.e. geralgr, educational level, marital status and rac8ection B,
the respondents have to answer three questiorieddtavisual merchandising cues and five sectieteted to
research objectives of the study. Every sectiarsisd of elements of visual merchandising displat tontains
10 items each section. In Section C, the resposdming asked on visual merchandising factorsittilaence
customer repurchase intention. The 5-point Likeral8s ranging from “Strongly Disagree” (1) to “Stgly
Agree” (5) was applied for both Section B and SmstiC. The questionnaire was designed in both Emglisl
Bahasa Malaysia. The value of Cronbach’s Alphatfis study was 0.900 which demonstrated very good
internal consistency reliability for the instrumenhe items for Section B and C were adapted angtad from
previous researchers.

Data Analysis: SPSS version 22 was used to andéiesdata. First, the Cronbach’s Alpha coefficibat
been applied as the indicator for internal coneisieto test the reliability of the questionnairetek that, the
descriptive analysis was conducted in analysingpitadile of the respondent. Factor analysis wasedon
indicating the most influence elements for conswneepurchase intention. In evaluating the relatfop
between visual merchandising independent variaftetors, lighting, signage, window display and stor
interior) and the dependent variable being custorapurchase intention, Regression model was degdlop
Table presentation is used to show clear evidencéh¢ feedback of the respondent towards the visual
merchandising display.

Findings and Discussion:

From the total number of respondents who answiredjuestionnaire, a total of 194 (77.6%) respotsden
are female and majority of them are married (61.2B)st of the respondent were from 18-24 years old
(36.4%), followed by 25-34 years old (32.4 %). O tbasis of education level, almost half (46.89@ ar
degrees’ holder and above whereas most of themaosernment servants (44.8%).

Elements of Visual Merchandising Display (VMD):

Based on the responses, all respondents are damith the VMD and agree that this VMD help to raak
the products look desirable. Majority 99% of theatevthat VMD for the ladies department store inr&jatya,
Malaysia is ‘good’ and ‘excellent’.

Factor analysis is done to the 50 items on theetts in VMD to explain all the items easily bull steing
able to explain the whole original variable. Frome factor analysis that had been done to 50 it&mmsain
significant factors can be extracted. Using thedpial Component Extraction Method and Varimax Hota
method with Kaiser Normalization, sum of the Varthat can be explained from the factor is 82.939%hobws
that almost 83% of all the 5 factors explain theation on the model. Tables 7 below shows alldestwith
their factor loading that is ranged according teittmportance. Therefore, the factors are (1) egl¢2) store
interior, (3) signage, (4) window display, and ighting.
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Table 1: Tabulation of Overall Respondent Demographic.

Demographic Frequency %
Total Overall 250 100
Gender
Male 56 22.4
Female 194 77.6
Marital Status
Single 97 38.8
Married 153 61.2
Age
18-24 91 36.4
25-34 81 32.4
35-44 41 16.4
45-54 29 11.6
55-64 8 3.2
Education Level
High school graduate 59 23.6
Diploma 74 29.6
Bachelor 91 36.4
Master/ Phd 26 10.4
Occupation
Government Servant 112 44.8
Private Sector 84 33.6
Student 38 15.2
Self-employed 16 6.4
Table 2: Rotated ‘Colour’ Factor Loading
Colour Loading Value
Different colour for each section of ladies depe.(shoes, bags, fragrances, apparel and cosmetic) .988
Light colours are suitable for handbags sectiorladies dept. .988
Colours can have different symbolic meanings asd@ations across cultures, resulting in different 088
preferences and effects. )
Warm colours were associated with unplanned, ingppilschases. . .988
The fun shoppers responded positively towards dhmuc in the store. .988
Organized colours can make display of goods aivect .988
Colours can affects human psychologically. .988
Colours would impacts the store image sales. .988
Colours can makes products looks expensive. .988
Contrast colours are suitable on ladies dept. .732
Cronbach’s Alpha .994

It shows that colour is the most significant imlgping the attention of the consumer to make datit
purchase, stimulating them to repurchase from #pmadment store as it increase the store imageemi®less,

it also psychologically make them feel comfortatolde in the store and browse the product.

Table 3: Rotated ‘Store Interior’ Factor Loading.

Store Interior Loading Value
Designing a store interior is the art of plannimgé&use it is a creative process. .955
Store interior plays primary role in ladies depain .955
Store interior is a significant part of merchanaisbecause it designing a modern retail storectuat 055
affect the profit and image of the brands. )
Store interior is related with the customer solifiestyle. .954
Store interior should consist of unique accessories .954
The main purpose is to create an attractive shgpgivironment. .954
Store interior could be a distinctive image of shere. .934
A unigue store interior is worthy for customer pesd their money. .934
Store interior is to enhance the presentation adycts. .934
The art of drawing, composing and selecting colomaterials, furnishings and accessories is taknr 034
the design of a store interior. )
Cronbach’s Alpha .989

Visual merchandisers must be creative in desigthiegstore interior as it helps to attract consutoerisit
and revisit the store, create unique and distiectimage of the store and also boost the presentafiche
products.

Signage is important to the consumers as it gdiesction for consumers to locate the productsggiv
information about the products, and also make awess feel comfortable and convenience in the urdfami
store environment.

From Table 5 above, it shows that window displaysthbe neat and clean, change frequently to shew th
new trend of the products, and consistently usemee theme for window and in-store product display
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Table 4: Rotated ‘Signage’ Factor Loading.

Signage Loading Value

Signage must coordinating with other VMD elements. .984
Signage can attracting impulse buyer. .984
Digital Signage should place in ladies dept. .983
Signage give crucial benefit to customers. .980

Effective signage helps customers feel comfortabln unfamiliar stores. 977
Signage must be clear and consistent. .969

Signage helps locate the "brands" of productsemtind of consumers. .960
Signage can increase sales and profit of the stores .957
Signage should be stylish and elegance. 779

Signage give information about new product to thet@mers. 757

Cronbach’s Alpha .982

Table 5: Rotated ‘Window Display’ Factor Loading.

Window Display Loading Value
Window display is the mix of art, fashion, designd marketing. .952
Continue the theme of the window display with ottlisplay inside the store. 951
Window display are the first point meeting betwstgre and customer. .950
Window display is functional to attract customer ‘fstopped and shopped". .948
Window display should be focused only on one praduc .947
Window display must be frequently change to keepdisplay fresh look. .932
Window display must be clean. 931
Window display must have the motion to catch the@mer's eyes. .900
Light and colours will give impact to the windowsglay arrangement (such as choose the bright lights 893
and colours). )
Window display must be simple. .800
Cronbach’s Alpha .983
Table 6: Rotated ‘Lighting’ Factor Loading.
Lighting Loading Value
Good lighting can avoid misunderstanding duringchasing. .888
Lighting can be designed to guide people’s movertienugh space .886
The lighting is comprehended as the message afralbwhich has an impact on the appearance of 810
architecture and the brand communication. )
Lighting could create a distinctive appearance tioatd be considered as a potential medium for the 792
visual brand identity. ’
The spectrum of the lighting plays an importanérol .739
Lighting is the cheapest elements in Visual Merdising Display (VMD). .689
Light reflections should be well analysed in ladiepartment .582
Lighting play a significant role in creating an aarice. 531
Age and gender interacted with the illuminance @wedcolour temperature of the lighting, causing 491
different kinds of mood shifts. )
Lighting influence the mood and the behaviour ahlams in retail environments. .308
Cronbach’s Alpha 0815

Finally, from Table 6 above, it can be seen tigitting influenced the mood of the shoppers indadi
department, avoid making wrong purchase decisiod, leelp consumers’ movement in ladies departments’
floor space.

Table 7: Reliability.

Factor Cronbach’s Alpha
Colour 0.994
Store Interior 0.989
Signage 0.982
Window Display 0.983
Lighting 0.815

Overall, it can be summarized in Table 7 aboveorier to validate the factor, a reliability testdhbeen
done to all factors. Cronbach’s alpha coefficieatl ibeen used as it is the most acceptable testesfitems
reliability whereas to estimate the degree to witighitems represent the variables being measuredable 7
above, all the Cronbach’s Alpha value is more tahmeaning that all the values exceed the sughesteoff
of 0.70, thus indicating the internal homogeneitists among the items scale in this study. In aasioh, all
the factors can be used to measure the elemenistual merchandising as a strategy to stimulatendmse
intention.

Perhaps in ensuring the visual merchandising jpesctare efficient, the respondent was asked on the
willingness to repurchase in the store. The Re@rsnodel had been developed to evaluate the oaktiip
between visual merchandising independent variaftetors, lighting, signage, window display and stor
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interior) and the dependent variable being custompurchase intention. As seen from Table 8 abdve,
showed that R-square and adjusted R-square foipteuiegression tests is 0.966 (96.6%) and 0.965(9).
Therefore, R-square for the model is 0.966. Thdicates that almost 96.6% of the variation in epta of
visual merchandising is explained by variationiistomer repurchase intention the department store.

Table 8: Model Summary.

R Square 0.966
Adjusted R Square 0.965
Table 9: Model Summary.
Model B Sig.
Constant 19.712 0.000
Colour 1.899 .000
Interior Design -.011 .646
Signage .097 .000
Window Display -.209 .000
Lighting .315 .000

Table 9 above shows the standardized coefficatse multiple regression analysis performed.

Repurchase (total) = 19.712 + 1.899 Colour — 0.D#térior Design + 0.097 Signage — 0.209 Window
Display + 0.315 Lighting.

All the factors given influenced the repurchasterition of the customer even it is positive or rizga
relationship. Even though there is insignificardtéa (interior design), it is still relevant to bethe model since
overall model goodness of fit and the reliabiliggtifor the factor is really good for the model.

However as an overall, it shows that the visualctm@ndising activities does not only give an imgadhe
customer to make purchase decision but it alsousdite repurchase intention when customers revisitstore
in future.

Conclusion and Recommendation:

More and more retailers including department stdrige visual artists, graphic designers, fineaatist,
visual merchandisers and other related professotmlperform merchandising responsibilities. Amdhg
major role of visual merchandisers is to keep getmte image through attractive visual arts and lgap
designs. Moreover, by increasing traffic to therestdt assists to increase the sales volume andtlibe sales
revenue.

This study investigated the importance of visuatchandising elements that influence repurchasation
in a department store in Putrajaya. The resulbsqat that there is a strong relationship betwegurahase
intention and five types of visual merchandisingneénts i.e. color, store interior, signage, windtsplay, and
lighting. These visual merchandising practicesaacstimuli to provoke a desire to enter the stock raotivate
consumer to make purchase decision. In short, h&imulus must be effective for consumers to $tenger in
the store, browse the product, make them purctasetbing from the store and repurchase the product.

Thus, this study add to our understanding andistam with previous researches by Lanjewar (2G)
Krishnakumar (2014) that color presentation anériat design are the most important factors in ifastor
apparel industry. In contrast to earlier findingsefhsom and Sahachaisaeree, 2012), although lgghtin
positively stimulating consumers’ repurchase iritambut it is the least important factor in ladéepartment.

This research has limitations which should be ictmmed when interpreting the results. The sample wa
geographically limited and taken in Putrajaya oaly a case study. Therefore, it was not geograhical
representative. Data collected in different popafet and other areas may vary in their preferenesponse to
the questionnaire and produce different results.ifgtance, culture, lifestyle, economic conditipeysonality
of consumers vary and may influence their shoppmgntation.

Finally, for future studies, other variables sashpackaging, positioning, cleanliness, technolagyg, shelf
space allocation can be suggested. In additionrdugtudies could extend this research by reptigatie results
across different types of retail contexts.
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