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Abstract

The art of visual displays and the arrangement of merchandising solutions in a shop is virtual
merchandising, which improves layout and design, increases development, sales and thereby
profitability. Visual merchandising affects the shopping experience directly, making it relevant
for retailers to ensure an efficient nature of their business climate. The main aspiration of this
study is to figure out the visual merchandising elements which influence on an individual’s
purchase intention. A sample of 356 respondents available at different fashion stores in
Malaysia was used to get the study outcomes following the quantitative analysis. The Smart
PLS 3.0 was used for analysing the data. This study claims that there is a positive and
significant relationship between store layout and consumer’s intention to purchase. Then, a
positive and significant relationship is also found between product display and consumer’s
intention to purchase. Furthermore, a positive and significant relationship is found between
colour & lighting and consumer’s intention to purchase. Moreover, a positive and significant
relationship is not found between cleanliness and consumer’s intention to purchase. The
outcomes of this study will help the policy makers, government and entrepreneurs to make
their fashion stores gorgeous. This study would enable fashion retailers to build more
insightful, engaging online shops, which will then boost retail sales online.

Keywords: Visual Merchandising, Consumer Behaviour, Intention to Purchase, Malaysia, Sem,
Survey

Introduction

In the retail industry, visual merchandising plays a significant part. This enhances goods,
promotes brands, boosts traffic and purchases, provides visual excitement by strategically
placed and illuminated focal destinations in an atmosphere which usually defines and
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publishes overall personality and image in businesses and shops. It is all the consumers see
and sound in a shop that excites their curiosity and wish (Bhatti & Latif, 2014; Mehta &
Chugan, 2014; Gudonaviciené & AlijoSiené, 2015; Bhattacharjee et al., 2020). In other words,
a store must draw and catch the attention of consumers and encourage them to buy the
goods. An efficient visual merchandising approach can allow supermarkets to compete and
compete within the industry (Khaled et al., 2019). Visual merchandising features in fashion
stores are extremely important. It entices potential customers to visit the store and enhances
their buying intent (Hefer & Cant, 2013; Cant & Hefer, 2014; Polas et al., 2017; Mehta &
Chugan, 2019). The word fashion refers to clothing, shoes, and footwear. The growth of
fashion industries can be reflected in societal changes in lifestyle and purchasing intentions.
The fashion industry is no longer mostly concerned with women, but it has expanded its
services to men as men's fashion awareness has grown (Polas et al., 2017; Widyastuti, 2018;
Bhattacharjee et al., 2018).

Furthermore, through social images and affiliations, powerful visual merchandising leads to a
distinguished supermarket brand (Thomas et al., 2018). The psychological aspects of shopping
experience graphics influence brand recognition (Yaoyuneyong et al., 2014; Kpossa & Lick,
2020). A holistic approach to visual merchandising views retail architecture, merchandise
presentation means as strategies to coordinate product interactions and capture shoppers'
attention in apparel stores (Rathee & Prakash, 2017; Polas et al., 2018a). Furthermore, one of
the most important functions of visual merchandising is to communicate the brand and its
proposition to comparable potential audiences in all markets. It distinguishes the
merchandise and the supermarket brand from competitors offering related items
(Katrandjiev & Velinov, 2014; Polas et al.,, 2021). Consumer impressions of visual
merchandising will pique their interest and lead to further in-store merchandise
experimentation (Iberahim et al., 2019). Mannequins used in visual merchandising provide
knowledge that contributes to customers' psychological understanding of goods as well as
their social acceptability (Cant & Wiid, 2020). When executed effectively, visual
merchandising upgrades deals and profits (Gigota, 2014; Stulec et al., 2016; Dash & Akshaya,
2016; Bhattacharjee et al., 2018; Afshar et al., 2019; Polas & Afshar Jahanshahi, 2020).

The main objective of this study is to figure out visual merchandising elementsin a store which
leads an individual to purchase. Its other aim is to recognize the current approaches used by
supermarkets to improve their visual merchandising. The research was successful in achieving
all of its objectives, as shown by the creation of a visual merchandising strategy that provides
players in the retail sector with a competitive advantage. This study reveals that there are
positive and significant relationship between store layout, product display, and cleanliness
with consumer’s intention to purchase in the fashion stores. This introduction is accompanied
by the literature review, methodology, findings, conclusion as well as limitations and future
studies.

Literature Rev iew and Hypotheses Development

Store Layout and Intention to Purchase

The authors predict that store design affects consumers' purchase intentions in the first
hypothesis. In general, store design is critical in attracting customers. Nowadays, shop
managers face a massive task when it comes to store design (Singh et al., 2014; Behera &
Mishra, 2017). The complexity of this task lies in the relationship between sale classifications
as well as the impact it has on customer spatial Behaviour and in-store traffic. A detail layout
facilitates shopping, which is essential when a fashion store is selected (Alawadhi & Yoon,
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2016; Polas et al., 2018; Rahmawati et al., 2018). Mode supermarket chains promoting one-
stop shopping format will cater to consumers who have a sense of time and commitment
(Malik & Guptha, 2014; Behera & Mishra, 2017).

Typically, customers like to shop at retailers where they can quickly select the items they
need. The shoppers' attention would be drawn to the store's architecture if it is well-
organized. When customers develop a good outlook toward a shop, they will return time and
time again. Often, they would spread the word about the shop layouts to their loved ones,
which eventually increases the sales of those retailers (Dhurup & Mafini, 2015; Shamsher,
2016; Polas et al., 2020). Elbers (2016) proposed that customers may be influenced to buy by
the layout itself, and that a good store model empowers any customer to go beyond whatever
number shows as being permitted. The results from a study conducted by Wilson et al. (2019),
suggest that retail has a considerable effect and that customers want stores to use whatever
it takes to develop a layout that decreases wasteful shopping progress and operation. It has
also been recorded that consumers have more power than on their roof on the floor of a
shop. Thus, author hypothesize that,

H1: There is a positive and significant relationship between store layout and consumer
purchasing intention in fashion retail stores.

Product Display and Intention to Purchase

Authors predict in the second hypothesis that show would influence the customer purchasing
intention. The product show was recognised in a research conducted by Park et al. (2014) as
a boosts shop, an advertising tactic used in drive purchasing. It is said that displays will build
up the speed of random purchases in dealer shops because buyers are usually concentrated
and seen at the level of their eyes (Hsu et al., 2017; Bashir et al., 2019). In their analysis, it
was also found that displays are one of the most convincing variables when shopping
spontaneously (Shaouf et al.,, 2016; Choshaly, 2017; Polas & Afshar Jahanshahi, 2020).
Authors predict in the second hypothesis that show would influence the customer purchasing
intention. The product show was recognised in a research conducted by Yim et al. (2014) as a
boosts shop, an advertising tactic used in drive purchasing. It is said that displays will build up
the speed of random purchases in dealer shops because buyers are usually concentrated and
seen at the level of their eyes. In their analysis, it was also found that displays are one of the
most convincing variables when shopping spontaneously (Li et al., 2015; Hussain & Ali, 2015).
Iberahim et al. (2018) explained the considerable effect of commodity shelving on the intent
to purchase. The product selling is influenced both by the height of the product and the
number of lines in the shop. In a moderate fashion shop, just thirty-five of the likely several
thousand individual pieces will be chosen by the average buyer (Lee & Lee, 2015; Polas, et al.,
2020). In addition, commonly bought goods should never be located in neighbouring areas
but should be distributed all over the supermarket so that the chances of purchasing the
intermediate items are increased (Park et al., 2015; Jain, 2019; Polas et al., 2021). Cautious
use of high demand lines will help shoppers to move to areas of the shop: thus, high-income
motivational buying lines should be closed to ordinary goods. More than 50% of business
buyers' orders were pre-arranged and the remainder are usually enhanced by the showcase
in the shop. Customers should be able to access products (Rahim et al., 2016; Yan et al., 2016;
Abdul Latiff et al., 2016; Findling et al., 2018; Polas et al., 2018a). This means enticing product
display affects the purpose of buying the consumer. Authors hypothesize that,

H2: There is a positive and significant relationship between product display and consumer
purchasing intention in fashion retail stores.
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Colour-Lighting and Intention to Purchase

In the fourth hypothesis, authors anticipate that colour-lighting in a fashion shop affects the
intention of purchasing by consumers. During the period corresponding to physiological and
mental colour effects, several studies have been conducted. Warm colours (red and yellow)
had an opposite physiological and intellectual effect as well as cold colours (blue and green)
(Dash & Akshaya, 2016; Nasim & Shamshir, 2018). Red or warm colours were, for example,
seen as linked to increased blood pressure, breathing rate and timing of the blink of the eye
(Ariffin et al., 2017; Polas et al., 2021). The effects of colour shading on the shop design were
researched by Hefer & Nell (2015). The results revealed that subjects were actually drawn,
regardless of colour tilt, to warm colour (yellow and red), but red retail environments were
incomprehensibly disagreeable, negligible, tense and less attractive than the cold (green and
blue) setting. The red environment can invigorate both physiologically and mental buyers and
then weaken buying considerations and procurement choices he conjectured (Yildirim et al.,
2015; Massara, 2020).

Moreover, lighting had a major influence on the world so brilliantly illuminated spaces were
more stirring than tiny lit rooms (Van Niekerk et al., 2016; Lee & Lee, 2021). Hefer & Nell
(2015) observed, under "brilliant" light conditions, that customers reviewed and dealt with
more of the things than under "bad" light conditions. With regard to the North American
Illuminating Engineering Society, the manual said that "the key objectives typical in product
lighting are to attract the buyer, start buying and promote the culmination of the offer"
(Borisuit et al., 2015; Figueiro et al., 2018). The IES says that lighting designers must provide
a "friendly and safe atmosphere for doing business" while lighting marketing spaces (de Korte
et al., 2015; Pandharipande & Newsham, 2018; Polas et al., 2018b). A more attractive store
with a better lit product could attract buyers, Park et al. (2015) to see the shop, expect and
purchase a better product. Their studies suggest that the management of the in-store
additional presentation lighting by a retailer can achieve a significant increase in customer
participation of the store display goods. The way a shop is lit is very sensitive to customers
(Parsons & Descatoires, 2016; Nell, 2017; Jones & Bartlett, 2018; Polas et al., 2018b). They
have a greater effect than structures and signs on lighting. Thus, authors hypothesize that,
H3: There is a positive and significant relationship between colour & lighting atmosphere and
consumer purchasing intention in fashion retail stores.

Cleanliness and Intention to Purchase

Authors agree in the fourth hypothesis that cleanliness attracts the consumer purchase
intention. Cleanliness is generally one of the most important aspects of the visual market. The
clean environment is meaningful in terms of shops for customers. Consumers typically tend
to be sterile and clean physically (Hussain & Ali, 2015; Syahrivar, 2017; Imelia & Ruswanti,
2017; Polas et al., 2018a). Cleanliness in retail gives an emotional reaction from shoppers who
will buy from those stores later. It must be sexy and brilliant. Clean air affects the buying
desire of customers. It strikes the brain of the customer around shops (Loan et al., 2015;
Maharani et al.,, 2020). Market experience is enriched because it is linked to market
psychology. Harris et al. (2016) have shown that cleanliness is the ultimate major shopping
attribute for both regular and casual retail customers in general. Sarwar et al. (2020) said the
clean shops would create images of cleanliness, satisfaction or extravagance. The appearance
of the store (such as a shop is fine, confident, pleasant etc.) will then be depicted as the
general look and the mental image structure inspired within the consumer. Thus, author
hypothesize that,
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H4: There is a positive and significant relationship between Cleanliness and consumer
purchasing intention in fashion retail stores.

Store Layout

Product Display
Intention to Purchase

Colour & Lighting

Cleanliness

Figure 1: The Framework of the study

Research Methodology

In this study, a positivist research approach was used in place of a hypothetic deductive
approach (Polas & Raju, 2021). Simple random sampling technique was used following cross-
sectional study. In this study, the researchers used the survey approach to collect data. The
survey was carried out among respondents available in Kualalumpur, Malaysia during the
month of November, 2020- December, 2020. The questionnaire was the main instrument in
this study, which consisted of twenty-two questions, was the key tool in this study. The first
five questions were to measure the signified control variables, namely gender, age, marital
status, educational level monthly income and next seventeenth questions are used to
measure independent, mediator and dependent variable, namely store layout, product
display, and colour & lighting, cleanliness as independent variable, intention to purchase as
dependent variable. The Likert scale is used as a measurement set for 17 questions (1-17,
Section B), ranging from strongly disagree (1) to strongly agree (5). As close-ended questions,
the first five questions (demographical). In this research, software Smart PLS (SEM) 3.0 was
used according to the quantitative approach to analyse primary data.

Measurement Scale

Store Layout

Here, authors have used three items for measuring the store layout. These items are “The
store layout represents the local culture, the interior design is visually well appealing, and the
store layout allows all to move around easily”. The reliability assessment resulted in a
Cronbach's alpha of 0.789 for this three-item store layout scale.

Product Display

Here, authors have used three items for measuring the product display. These items are “The
products are well-organized, the products are easy to be visible, and | feel convenient to find
products in the store”. The reliability assessment resulted in a Cronbach's alpha of 0.869 for
this three-item product display scale.
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Colour & Lighting

Here, authors have used three items for measuring the colour & lighting. These items are “The
Colours and Lighting of the store creates a pleasant atmosphere, the Colours and Lighting of
the store are attractive, and the Colours and Lighting of the store are catchy”. The reliability
assessment resulted in a Cronbach's alpha of 0.887for this three-item colour & lighting scale.

Cleanliness

Here, authors have used three items for measuring the cleanliness. These items are “The store
is neat and clean, the store is in hygienic manner, and the store is at the optimum
temperature”. The reliability assessment resulted in a Cronbach's alpha of 0.741 for this three-
item cleanliness scale.

Intention to Purchase

Here, authors have used four items for measuring the consumer purchasing intention. These
items are “It is likely that | will transact with this fashion store in the near future, Given the
chance, | intend to purchase products from this fashion store, Given the chance, | predict that
I should visit this fashion store in the future, the performance of the fashion store fulfils my
expectation”. The reliability assessment resulted in a Cronbach's alpha of 0.898 for this four-
item consumer purchasing intention scale.

Results

The outcomes are called the brain of any study. Table 1 shows the respondent's demographic
profile. In this study, a sample of 356 respondents was available at Kualalumpur in Malaysia
used for getting the study results. As found in Table 1, 65.17 per cent of respondents were
male and 34.83 per cent of respondents were female. After that, 15.73 per cent of
respondents were between the age of 18-22 years, 28.93 per cent of respondents were
between the age of 23-27 years, 34.27 per cent of respondents were between the age of 28-
32 years, 11.24 per cent of respondents were between the age of 33-37 years and 7.02 per
cent of respondents were 38 years or above. Besides, 64.04 per cent of respondents were
single and 31.18 per cent of respondents were married. Moreover, 29 per cent of respondents
were elementary school degree holder, 27.53 per cent of respondents were junior high school
degree holder, 52.81 per cent of respondents were high school or vocational degree holder
and 11.52 per cent of respondents were college or university education degree holder. After
that, 59.27 percentage of respondent's monthly income was between 500-1000 USD, 12.36
percentage of respondents' monthly income was between 1001-1500 USD, 13.76 percentage
of respondents' monthly income was between 1501-2000 USD, 9.27 per cent of the
respondent’s monthly income was between 2001-2500 USD and 5.34 percentage of
respondents' monthly income was 2001 USD or above.
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Table 1
Respondent's Demographic Profile
Characteristic _
. Frequency | Percentage | Characteristics Frequency | Percentage
Gender Education Level
Male 232 65.17 Elementary school 29 8.15
Female 124 34.83 Junior high school 98 27.53
Age High _ school or 188 5781
vocational school
18-22 Years | 56 15.73 College or university | 11.52
education
23-27 Years 103 28.93 Monthly Income (US Dollar)
28-32 Years 122 34.27 500-1000 211 59.27
33-37 Years 40 11.24 1001-1500 44 12.36
38 or Above 25 7.02 1501-2000 49 13.76
Marital Status 2001-2500 33 9.27
Single 228 64.04 2501 or above 19 5.34
Married 111 31.18
Divorced 17 4.78
Total-356
Measurement of Model Assessment
Table 2
Measurement of Model Assessment
Constructs ltems Loading AVE CR Alpha R-Square
SL1 0.897
Store Layout (SL) SL2 0.727 0.794 0.876  0.789
SL3 0.882
PD1 0.832
Product Display (PD) PD2 0.93 0.794 0.92 0.869
PD3 0.911
CL1 0.943
Colour & Lighting (CL) CL2 0.840 0.817 0.931  0.887
CL3 0.926
C1 0.691
Cleanliness (C) Cc2 0.887 0.66 0.852 0.741
c3 0.845
IP1 0.778
IP2 0.884
Intention to Purchase IP3 0.879 0.712 0.925 0.898 0.913
IP4 0.827
IP5 0.847

Model assessment is one of the crucial parts for any study. It becomes easier by running SEM.
Table 2 shows the measurement of model assessment where the value of CR and Cronbach’s
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Alpha is above 0.70 and the value of factor loadings is above 0.60 which are the suggested or
an accepted range. However, R? specifies the values of the variances of the endogenous
variable(s). Here, Intention to Purchase is demonstrated by a large effect (0.913 or 91.3%)
with exogenous variables.

Table 3

Predictive Relevance

Constructs Intention to Purchase ((f?) Q?
Cleanliness 0.05 0.335
Colour & Lighting 0.187 0.561
Intention to Purchase 0.537
Product Display 0.075 0.527
Store Layout 0.378 0.401

Large effect > 0.34; Medium effect > 0.14; Small effect > 0.01 (Cohen, 1988)

Table 3 shows that cleanliness and product display have a small effect on intention to
purchase. Then, colour & lighting has a medium effect on intention to purchase. Moreover,
store layout has a large effect on intention to purchase. Value of each latent variable is greater
than zero which indicates predictive relevance of the constructs. Overall, the proposed study
model is best fit with study objectives and hypotheses.

Discriminant validity: Fornell-Larcker criterion

Investigating the discriminant validity of any study model, Fornell-Larker Criterion is very
popular among researchers. Table 4 below shows the discriminate validity of the study. To
assess the discriminate validity for measuring the model, Fornell-Larcker criterion was
smeared in this study. Furthermore, the square root of the AVE (in bold) of all variables
defines the highest within a range of 0.812-0.904. In this way, it well understands that
discriminant validity is remained between variables and recognized for this estimated model
of the study.

Table 4
Discriminant Validiy- Fornell-Larcker Criterian
SL. No. Constructs 1 2 3 4 5
1 Cleanliness 0.812
2 Colour & Lighting 0.688 0.904
3 Intention to Purchase 0.654 0.856 0.844
4 Product Display 0.689 0.781 0.785 0.891
0.8
5 Store Layout 0.657 0.675 0.501 0.728 39

*The diagonal are the square root of the AVE (in bold) of the latent variables and
indicates the highest in any column or raw

Structural Model Assessment

Figure 2 shapes the structural model assessment of the study. Author used the bootstrapping
process with a resample 500 was also implemented to find out the t-values and R square.
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Figure 2: Standardized results of SEM calculations

Hypotheses Testing

Table 5
Result of Direct and Indirect Effect Hypotheses
Hypothe Std Std t- p- Decisio
ses Relationship Beta Error value | value | n
Store Layout - Intention to Support
H1 Purchase 0.471 | 0.090 | 5.307 | 0.000 | ed
Product Display—> Intention to Support
H2 Purchase 0.187 | 0.061 |3.110|0.002 | ed
Colour & Lighting = Intention to Support
H3 Purchase 0.293 | 0.070 |4.133 | 0.000 | ed
Cleanliness - Intention to Rejecte
H4 Purchase 0.062 | 0.098 |0.586 | 0.558 |d

The outcome of a hypothesis test running SEM is presented in Table 5 above. Firstly, the
researchers assume that the store layout and the intention of purchase have a positive and
significant association. A significant and positive relation was observed in Table 5 ($=0.471,
t=5.307, p<0.001) between store layout and purchasing intention. There is, however,
recognition of the hypothesis 1. Secondly, researchers assume that the product display and
the intention to purchase have a positive and significant connection. Table 5 indicates that
the relationship between the display of the product and the intention to purchase is positive
and significant (8=0.187, t=3.110, p<0.05). There is also recognition of hypothesis 2. Third, the
author assumes that the connection between colour & lighting and the intention of
purchasing is positive and significant. As can be seen from Table 5, there has been a positive
and significant link between colour & lighting and purchasing intention ($=0.293, t=4.133,
p<0.001). Hypothesis 3 is also accepted. Fourthly, the author assumes that the connection
between cleanliness and intention to purchase is positive and significant. The positive and
significant relation between cleanliness and purchasing intention (=0.062, t=0.586, p>0.05)
is found in Table 5. Hypothesis 4 is also accepted.
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Conclusion

For any retail business, strong visual merchandising is very critical. The main purpose of this
study is to examine visual merchandising elements that drive an individual to buy from
fashion shops. This study shows that the relationship between the store layout and consumer
purchasing intentions is positive and significant. It would also affect buyer buying intentions
if the attributes of the shop are increased or decreased. Then there is also a constructive and
important link between the show and the purchase intention of consumers. This means that
any growth or decline in the product display attribute would influence the intention to
purchase. In addition, the connection between colour & lighting and the intentions to
purchase is positive and significant. This would influence customer buying intentions if there
is any rise or decline in colour and lighting. There is also no favourable association between
cleanliness and the intention to purchase. This does not change customer purchases intention
by increasing or decreasing the cleanliness attribute. Every industry wants different
advertising strategy in order to get competitive business, which is necessary to adapt to
different consumer needs. Market segmentation is the most common strategic targeting
strategy for consumer diversity. The segmentation of the industry based on sex and age is
very significant in fashion stores. For all fashion shops, thus, visual merchandising elements
are very relevant.

Research Limitations and Further Studies

As other research, this study has a number of limitations. This research was concentrated only
on the fashion shops to achieve results. For study results only cross-sectional data is used.
Just one town has been selected for data collection. This research used the quantitative
approach. In the future research the longitudinal data should be focused and would show
more exact results. The future research relies on both quality and quantity. Two or three
sample cities should be covered in the future. GEN Z for students for buying purposes may be
used as part of the potential report.
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