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ARTICLE INFO ABSTRACT 
 The objective of this paper was to examine and understand the research literature 

in the field of Visual Merchandising (VM) specific to Consumer Goods by under-
taking a systematic literature review (SLR) of existing research work pertaining to 
VM in the Scopus database. For the SLR review, 5 step approach given by Denyer 
and Tranfield has been followed. By leveraging a systematic literature review using 
a data‐driven approach, this study provides an overview of the emerging intellec-
tual structure of VM research from the year 1985 till the year 2023 in the Scopus 
research database. Ten topical clusters were identified: (1) Online VM and con-
sumer behaviour (2) VM and sales (3) VM and consumer perception (4) VM and 
consumer preference (5) VM & Brand identity & positioning (6) VM & impulse 
buying behaviour (7) VM & consumer behaviour (8) VM branding and store visit 
(9) VM & purchase intention (10) Store atmospherics & consumer behaviour. 
Adapting visual merchandising for e-commerce has become crucial in enhancing 
the user experience and driving sales, particularly in the fast-paced world of fash-
ion retail. Effective VM on digital platforms hinges on high-quality visual presen-
tations and user-friendly navigation. Simultaneously, VM acts as a cornerstone in 
cementing brand identity and fostering customer loyalty by resonating with shop-
pers on an emotional level and reinforcing their connection with the brand. Fur-
thermore, the integration of cutting-edge technologies such as functional near-in-
frared spectroscopy (fNIRS) and virtual reality is transforming VM, offering im-
mersive and interactive shopping experiences while streamlining the design pro-
cess for VM strategies. The intellectual structure of the research on VM was stud-
ied to offer significant insights on the topic and recent advancements and trends 
in this research area to provide a guideline to the academicians and researchers 
for further research opportunities. 
 
Keywords: Visual merchandising, VM, citation analysis, literature review, sys-
tematic literature review, consumer goods, consumer behavior. 

 
Type of Paper: Systematic Literature Review (SLR) 
 

1. Introduction 
 
1.1 Visual Merchandising (VM) 
Visual Merchandising (VM) encompasses the visual communication of products and brands to customers, in-
fluencing their psychological and behavioral responses, and ultimately impacting product sales. (Kerfoot et al., 
2003). VM is defined as “the process of promoting the sale of products by producing mental images that urge 
potential customers to make purchases.” VM displays are “visual features that create attention or pleasure in a 
store with the aim of enhancing the shopping experience of the customer” (Mathew, 2008). Pegler & Kong 
(2018) define it as showing merchandise and merchandise concepts at their best, with the final objective of 
making a sale (Pegler & Kong, 2018). VM is the activity or process of “showing” and “displaying” merchandise, 
which is the underlying gist of various VM definitions. (Pegler & Kong, 2018). VM is a tool that helps retailers 
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differentiate the retail brand and its merchandise from competitors in similar market segments. Communi-
cating the brand and its offer to the target customer is a tactical role of VM.  (Mehta & Chugan, 2012). Consum-
ers make impulsive purchasing decisions driven by strategic visual product presentations and merchandise 
assortments, whether shopping online or in physical stores. (Grewal et al., 2017). The link between VM and 
consumer behaviour and brand identification, respectively, has been explored and established but needs fur-
ther exploration (Kerfoot et al., 2003). Rapid technological advancements, shifting social dynamics, and 
heightened customer expectations, fueled by intense market competition, are reshaping the retail land-
scape.(Rosen & Purinton, 2004) Businesses are strategically establishing offline and online channels to enrich 
the consumer experience and ensure operational sustainability (Verhoef et al., 2015). Virtual stores encounter 
challenges in visually engaging consumers due to the lack of sensory elements such as smell, touch, and taste. 
Thus, there is a pressing need to innovate and enhance VM techniques online to deliver a cohesive and gratify-
ing sensory shopping and brand experience. Consequently, the role of VM in stimulating online sales within 
the virtual environment assumes greater significance compared to its impact on physical retail stores (Schmitt, 
2010). The existing literature on VM is limited and fragmented. Conducting a thorough review would integrate 
existing concepts, reveal new insights, and identify gaps for deeper understanding. 
1.2 Originality of the Research Study 
The academic aim is to enhance knowledge in a particular field, yet reviews of VM remain sparse. Existing 
reviews struggle to integrate fragmented research on VM comprehensively, hindering exploration of its sub-
topics and identification of unexplored research paths. To address this gap, we utilized a narrative review to 
identify, assess, and synthesize existing literature, revealing future research paths, and shedding light on do-
main issues. However, it is crucial to acknowledge the historical lack of attention to this approach for compre-
hensive qualitative evaluation. In contrast, our study emphasizes an in-depth qualitative analysis to examine 
VM research trends, explore key areas, investigate correlations with related domains, and provide insights into 
VM's effectiveness. This approach aims to contribute original findings to the literature through a Systematic 
Literature Review (SLR) focused on VM research. 
 
1.3 Research Questions 
This study employs a SLR to investigate various dimensions of VM. Four research questions guide this review: 
(RQ1) How does a systematic review using Denyer and Tranfield's five-step methodology illuminate the current 
landscape of VM? (RQ2) What key themes and seminal contributions have authors explored within the VM 
domain? (RQ3) What emergent frontiers and future research opportunities exist within VM? (RQ4) How is VM 
interconnected with other areas of Brand & Retail according to recent academic inquiry? 
 
1.4 Objectives 
This manuscript aims to address the research inquiries by defining the following objectives: (i) To systemati-
cally analyze scholarly inquiry in VM using a systematic literature review of Scopus data from 1985 to 2023; 
(ii) To comprehensively analyze descriptive metadata of Scopus-indexed documents related to VM; (iii) To cat-
egorize and synthesize key facets of VM into thematic clusters, identifying research areas and future directions; 
(iv) To identify notable research gaps, unanswered questions, and potential research directions to provide in-
sight into the future of VM research. 
 
1.5 Structure of Research Study 
This paper is structured to provide clarity and comprehension on the topic, divided into seven sections for ease 
of navigation and understanding. Beginning with a concise introduction in Section 1, the study sets the stage 
for the exploration of Visual Merchandising (VM). Section 2 delves into the research background, offering read-
ers a coherent grasp of the fundamental concepts underpinning VM discussed in the paper. Methodology intri-
cacies are elucidated in Section 3, delineating the approach adopted for the study. Section 4 is dedicated to the 
discussion of key findings and their interpretation, elucidating their significance within the context of VM re-
search. Acknowledging the inherent limitations of the study, Section 5 identifies and discusses them, providing 
a critical lens through which the findings can be evaluated. Section 6 synthesizes the study's key conclusions, 
underpinned by both theoretical insights and practical implications for management. Lastly, Section 7 outlines 
avenues for future research, thereby paving the way for further exploration and advancement in the field of 
VM. 
 

2. Research Background 
 
2.1 VM and Retail 
VM serves as a cornerstone in the retail environment, influencing consumer perceptions, attitudes, and behav-
iors (Park et al., 2015). Through the strategic manipulation of visual elements such as displays, signage, and 
layout, retailers aim to create engaging and immersive store atmospheres that enhance the overall shopping 
experience (Barry & William, 1996). Research has shown that effective VM can lead to increased foot traffic, 
longer dwell times, and higher sales volumes within retail establishments (Hui et al., 2009). Moreover, VM 
plays a crucial role in shaping brand image and fostering customer loyalty, thereby contributing to the long-
term success and sustainability of retail businesses (Spangenberg et al., 1996). 
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2.2 Evolving Applications of VM  
VM techniques are no longer confined to traditional retail settings but are increasingly being adopted across 
various sectors, including hospitality, healthcare, and event management (Verhoef et al., 2015). In the hospi-
tality industry, for instance, hotels and restaurants leverage VM to create unique and memorable guest experi-
ences, leading to increased customer satisfaction and repeat business (Kleinová et al., 2015). Similarly, 
healthcare facilities utilize VM principles to improve patient navigation, enhance branding, and promote well-
ness initiatives within clinical environments (Zani et al., 2020). Moreover, the events industry has embraced 
VM strategies to design captivating event spaces, boost attendee engagement, and elevate the overall event 
experience. 
 
2.3 Importance of Research in VM 
Despite its pivotal role in influencing consumer behavior and shaping retail environments, VM remains an 
underexplored area in academic research (J.-H. Kim et al., 2023). The dynamic nature of consumer prefer-
ences, technological advancements, and industry trends necessitates continuous scholarly inquiry into the ef-
ficacy and evolution of VM strategies (Sampaio et al., 2017). Research endeavors in VM not only contribute to 
the theoretical understanding of consumer psychology and retail management but also offer practical insights 
for retailers to optimize their marketing efforts and stay ahead in the competitive marketplace (Chebat & 
Michon, 2003). 
 

3. Methodology 
 
Systematic reviews compile relevant studies across various disciplines and publication contexts. The SLR pro-
cess prioritizes transparency, subjecting each decision to scrutiny, enhancing the review's integrity and relia-
bility. This study's SLR follows Denyer and Tranfield's five-stage model (see Figure 1): formulating research 
questions, locating, selecting, evaluating, analyzing, synthesizing data, and reporting results. Emphasizing syn-
thesis, comparative analysis, well-defined inquiries, explicit criteria, and evidence-based implications, this in-
vestigation qualifies as a comprehensive SLR. 
 

 
Figure 01: Five Step SLR Process by Denyer and Tranfield Source: Adapted by the author from Denyer and 

Tranfield (2009) 
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[Step 01] Question Formulation: Crafting the pivotal research inquiry is a decisive step in the SLR, pivotal to 
shaping the review's direction as underscored by Tranfield (Denyer & Tranfield, 2006). This stage is instru-
mental in defining a clear path for identifying relevant literature. With the aim of mapping the progression of 
VM in retail across 38 years, the research question of this study is precisely articulated to guide the investiga-
tion. RQ: What is the status of literature regarding the evolution of VM in retail and business management 
research, and how might this inform future research directions and highlight research gaps? Guided by the 
research aims, the SLR will systematically explore the following key questions, anchoring the review within a 
framework that ensures methodological rigor and relevance to the field. (a) How is VM defined and conceptu-
alized within the scholarly literature across different retail contexts?  (b) What empirical evidence exists re-
garding the influence of VM on consumer behavior in retail settings? (c) What elements are universally recog-
nized as contributing to the success of VM strategies? (d) In what ways has VM adapted to the divergent de-
mands of physical and online retail environments? (e) Which methodological approaches have been predomi-
nately employed to investigate VM, and how have these shaped the findings in this field? 
 
[Step 02] Locating studies: For the retrieval of pertinent studies, the choice of databases is critical. Scopus was 
selected for this SLR due to its expansive scope in scholarly records, enriched by a significant volume of refer-
ences and citations (Burnham, 2006). The survey focused on materials from Scopus, collected in January 2024, 
covering "VM" from 1985 to 2023. To address the limited research, Google Scholar was also searched for addi-
tional literature reviews in the field. 
 
[Step 3] Study selection and evaluation (inclusion and exclusion filters): In this study, a defined set of selection 
criteria was used to assess each paper's relevance to the research question. These criteria formed the basis for 
updating the SLR and determining which studies to include or exclude, summarized in Table 1. During the 
third stage of the review, a systematic screening of the literature was conducted based on the inclusion and 
exclusion guidelines outlined in the methodology (detailed in Table 1). These criteria are essential as they define 
the scope of the review and identify relevant studies for analysis. Initially, a search using the keyword "VM" 
yielded 232 articles, which were meticulously filtered to isolate a subset of relevant literature. Application of 
the inclusion and exclusion filters narrowed the focus, identifying key articles for the SLR's objectives and fa-
cilitating systematic evaluation within the selection framework. The initial search yielded 230 documents span-
ning the period from 1985 to 2023. However, to focus specifically on VM within the consumer goods sector, 
articles from unrelated subject areas were excluded, such as engineering, material science, computer science, 
etc. This refinement process resulted in a dataset of 162 relevant documents across subject areas including 
business management and  
 

Inclusion criteria Exclusion criteria 

(1) Articles between the period of 1985-
2023 (230)  
(2) Papers with subject area relevant to 
the field of VM, that is, Business, Management 
and Accounting (125), Social Sciences (33), 
Decision Sciences (16), art and humanities 
(13), psychology (5), multidisciplinary (4) 
(3) Articles (124) and reviews (6) were in-
cluded as a document type. 
(4) Papers published in peer-reviewed 
journals (102) 
(5) Papers written in English (98) 
(6) Final manually screened Papers re-
lated to VM and consumer goods (77) 

(1) Papers with subject area with least rele-
vance to VM, that is, Engineering (44), Materials 
Science (38), Computer Science (38), Economics, 
Econometrics and Finance (20), Mathematics 
(7), Energy (6), Chemical Engineering (6), Envi-
ronmental Science (5), Agricultural and Biologi-
cal Sciences (5), Physics and Astronomy (3), 
Chemistry (3), Biochemistry, Genetics and Mo-
lecular Biology (2), Medicine (1), Health Profes-
sions (1), Earth and Planetary Sciences (1) 
(2) These documents, totalling 32 in num-
ber, were excluded from the search. They repre-
sented various document types such as confer-
ence papers (14), short surveys (6), book chapters 
(4), books (3), errata (2), conference reviews (2), 
and notes (1). 
(3) Papers/ articles published in non-aca-
demic journals/ magazines (28) 
(4) Papers in other languages Korean (2), 
Italian (1) and Japanese (1) 
(5) Manually screened papers that did not 
relate to VM (21) 

Table 01: Inclusion and exclusion criteria 
 
accounting (126), social sciences (33), decision science (16), arts and humanities (13), psychology (0), and mul-
tidisciplinary (0) studies. Upon classification, journal articles predominated, comprising 76% (124 papers), 
followed by conference papers (14, 9%), short surveys (6, 4%), review articles (6, 4%), book chapters (4, 2%), 
books (4, 2%), errata (2, 1%), conference reviews (2, 1%), and notes (1, 1%). This distribution highlights the 
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prevalence of articles in VM research. Subsequently, 124 documents were selected for analysis, ensuring only 
final published articles were included. The review focused exclusively on academic journals, resulting in 102 
retained documents. English was the primary language (98, 96.07%), with Korean (2, 1.96%), Italian (1, 
0.98%), and Japanese (1, 0.98%) comprising the remaining 3.93%. These documents underwent manual 
screening to eliminate interdisciplinary works, yielding 98 articles for further analysis.  
 
[Step 4] Analysis and Synthesis of Findings: The process of identifying broader themes within the SLR in-
volved an in-depth, manual examination of all selected research articles. This meticulous screening was carried 
out with the objective of discerning themes based on the findings and variables presented in each paper. For 
the identification of these themes, traditional thematic analysis was utilized. Thematic analysis is a qualitative 
research method that involves sifting through data rigorously to detect recurring patterns, referred to as themes 
and categories (Ryan & Bernard, 2003). The importance of categorizing articles based on their primary scope, 
which aligns with the need to establish clear themes from the selected research papers has been highlighted 
(Cook & West, 2012). Additionally, how coders can derive subthemes from focused coding and relate them to 
broader categories, ultimately leading to the identification of overarching themes has also been discussed 
(Braun & Clarke, 2006). This approach can guide researchers in structuring  
 

 
Figure 02 Source: Edited by author (Petticrew & Roberts, 2008) 

 
the themes derived from the reviewed articles effectively. Moreover, references like Gullón et al. (2019) and 
Knott et al. (2019) provide insights into how participants and researchers categorized data into themes and 
how themes were assigned to text segments to quantify their abundance within the literature. In this study, 77 
research articles were categorized into distinct themes through comprehensive manual review, establishing 
connections between VM variables and research outcomes (Nell, 2017). The screening process ensured the in-
tegration of central findings into coherent thematic clusters, providing insights into VM's impact on consumer 
behavior, visual formats' effectiveness, store design integration, and strategic application in physical and online 
retail. With meticulous attention to detail, the manual screening captured each study's context and nuances, 
facilitating precise thematic grouping for meaningful conclusions and future research directions. This system-
atic approach enabled the analysis and synthesis of results, revealing diverse themes and exploring the rela-
tionship between VM tactics and consumer-related outcomes (Nell, 2017). 
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4. Results and discussion 
 
4.1 Descriptive Analysis 

(a)  
 
Article Production Trends: The analysis of title releases over the years exhibits a fluctuating pattern without a 
discernible linear trend (Figure 03). Each year demonstrates variations in the number of published titles across 
different subject areas, indicating dynamic shifts in research focus and academic interests. Despite the lack of 
a consistent upward or downward trajectory, the dataset reflects the evolving landscape of scholarly output and 
the diverse range of topics explored within academia. 
 

(b)  
 
Subject Area Distribution: The dataset in Figure 04 covers various subject areas, with Business, Management, 
and Accounting being dominant, with 82 papers. This focus highlights the importance of research in this do-
main, possibly driven by industry demands and economic trends. Social Sciences, Economics, Econometrics, 
and Finance also have notable paper numbers, indicating active research. Conversely, Mathematics has fewer 
papers, suggesting less research output. Other areas like Decision Sciences, Energy, Environmental Science, 
and Multidisciplinary show modest paper numbers, indicating ongoing scholarly inquiry. The distribution re-
flects diverse research interests and interdisciplinary collaboration, emphasizing collaboration to address com-
plex challenges and advance knowledge. Areas with fewer papers may present opportunities for growth and 
exploration within academia. 
 

(c)  
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Global Insights: Geographical Distribution of Research Output:The dataset exhibits a diverse array of contri-
butions from various countries, demonstrating a global representation of research efforts. The United States 
leads with 31 titles, highlighting its prominent role in the global research landscape. India and South Korea 
follow closely, each contributing 13 titles, indicating significant research output and academic engagement. The 
United Kingdom also makes notable contributions with 12 titles, reflecting a robust research environment. 
However, some countries have fewer representations, suggesting lower research output or representation. This 
diversity underscores the global nature of research, emphasizing the importance of international collaboration 
and knowledge exchange. It also highlights opportunities for collaboration and development, particularly in 
regions with less research infrastructure. Overall, the geographical distribution of research output offers in-
sights into the global scholarly landscape, emphasizing dominant contributors and opportunities for broader 
engagement and collaboration across diverse regions. 
 

(d)  
Keyword Analysis: Keyword analysis in VM research reveals dominant themes and emerging trends. "VM" is 
the most prevalent theme, occurring 54 times, covering display techniques and strategies. "Retailing" follows 
closely with 33 occurrences, emphasizing understanding retail environments and consumer interactions. "Mar-
keting" is also prominent, with 24 occurrences, highlighting the importance of branding and promotional strat-
egies. Fashion-related topics, like "Apparel" and "Clothing," receive significant attention, reflecting industry 
focus on aesthetics and trends. Technology themes such as "Augmented Reality" and "Artificial Intelligence" 
indicate a growing interest in innovative integration. "Sustainability" is also notable, showing the industry's 
shift towards eco-friendly practices. These insights guide further investigation and innovation in VM. 
 
4.2 Navigating the VM Research Terrain: A Thematic Synopsis 
In our SLR on 'VM,' we rigorously compiled and categorized relevant references into distinct thematic clusters. 
This effort, detailed in Table 04, aimed for a structured analysis of the scholarly landscape surrounding VM. 
Each article underwent scrutiny to ensure alignment with our research objectives, focusing on its contribution 
to understanding VM practices and their impact on consumer behavior, retail environments, branding strate-
gies, and market performance. While some articles may have multifaceted contributions, we categorized each 
based on its primary focus, aiming for a nuanced exploration of VM dimensions to aid researchers and practi-
tioners in advancing knowledge in retail marketing. In this SLR, papers were thematically integrated to eluci-
date the multifaceted influence of VM on retail marketing, consumer psychology, and sales. Initial steps in-
volved a thorough keyword search to pinpoint relevant studies, followed by meticulous screening to ensure 
each paper's pertinence to VM themes. The thematic analysis then distilled patterns that underpin VM's effects 
on consumer behavior and sales, grouping studies into themes that reflected their shared focus. This systematic 
categorization served to align papers with the SLR's aims, shedding light on VM's varied dimensions, including 
its impact on branding and customer experience. Such an organized compilation of papers provided a narrative 
synthesis that captured the breadth of VM research, uncovering trends and research lacunae, thereby directing 
future scholarly inquiry (Briner et al., 2009; Denyer & Tranfield, 2009; Fink, 2010; Petticrew & Roberts, 2008; 
Tranfield et al., 2003). 

(a) An Integrated Overview of Topical Clusters:  The SLR uncovers a diverse research landscape in VM, 
with prominent themes emerging. These include VM's influence on consumer behavior and perception, im-
pulse buying behavior, online VM, consumer preference, purchase intention, store atmospherics, VM branding, 
sales, and brand identity and positioning. Each theme, supported by various studies, sheds light on different 
aspects of VM's impact on consumer engagement, purchasing decisions, and brand perception. Additionally, 
niche topics like store atmospherics and review papers provide nuanced insights into the field.  

Figure 06 Source: Scopus 

 



5847                                                   Prachi Dhillon, et al/ Kuey, 30(5), 3753                                                          

 

(b)  
Thematic Analysis: VM significantly influences consumer purchasing decisions, particularly in driving impulse 
buying behavior. Studies consistently show that elements like store atmosphere, product displays, and signage 
play crucial roles in motivating purchase decisions (Moayery et al., 2014; Ruyter & Nielsen, 2019; Widyastuti, 
2018). The arrangement of VM displays and store layouts can optimize consumers' experiences and behaviors. 
Adjusting visual complexity and environmental order can lead to more favorable approach behaviors, enhanc-
ing the overall shopping experience(Jang et al., 2018; Ruyter & Nielsen, 2019). 
 

Table 04: Thematic Analysis 
Theme Main Findings Evolution Studies 
Online VM 
and con-
sumer be-
havior 
 

- Importance of improving 
online VM for enhanced e-
shopping experience 

Growing emphasis 
on online VM prac-
tices 

(Khakimdjanova 
& Park, 2005) 

- Influence of online VMD 
cues on consumer pleasure 
and arousal 

Understanding the 
impact of online 
VMD on consumer 
responses 

(Choo & Yoon, 
2015) 

- Various VM features from of-
fline stores have been imple-
mented online.  
- Pictorial presentation is 
identified as the most im-
portant dimension for online 
store presentation.  
- VM drives online shopping 
enjoyment, purchase inten-
tions, and word-of-mouth in-
tentions.  
- Online VM is crucial for at-
tracting Generation Z custom-
ers and increasing sales in the 
fashion industry.  
- Eco-friendly VM positively 
impacts satisfaction and store 
attitude in retail customers. 

Evolution towards 
adapting traditional 
VM practices to 
online platforms and 
enhancing customer 
experience 

(Cowles, 2002; 
Kerfoot et al., 
2003; 
Khakimdjanova 
& Park, 2005; 
Mo & Luh, 2023; 
Sulaiman & 
Ahmed, 2017) 

Store At-
mospherics 
and Con-
sumer Be-
havior 
 
 

- Store layout types in 3D 
online environments influ-
ence online shopping enjoy-
ment, entertainment, and ease 
of navigation.  
- Online shopping enjoyment 
predicts online purchase in-
tentions, while online cus-
tomer experience, ease of nav-
igation, and online shopping 
enjoyment predict word-of-
mouth intentions.  
- Telepresence moderates the 
impact of store layout on cus-
tomers' online shopping en-
joyment. 

Focus on under-
standing the impact 
of store atmospher-
ics on online shop-
ping behavior 

(Basu et al., 
2022a) 
 

0 5 10 15 20 25

Online VM and consumer behavior

Review Paper

Store atmospherics and consumer behaviour

VM & purchase intention

VM & Brand identity  & positioning

VM & impulse buying behaviour

VM and consumer behaviour

VM and consumer perception

VM and consumer preference

VM and sales

VM branding and store visit
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- Significance of store design 
and atmosphere in shaping 
shoppers' purchase decisions 

Recognition of the 
impact of store at-
mosphere on con-
sumer behavior 

(Khan et al., 
2023) 

- Effectiveness of strategic re-
modeling, particularly in 
lighting, for enhancing store 
performance 

Acknowledgment of 
strategic remodeling 
as a means to im-
prove store perfor-
mance 

(Fayek & 
Heuberger, 
1998) 

VM and 
Consumer 
Perception 

- Mannequins convey artistic 
messages in store displays, en-
riching design research visu-
ally.  
- VM shapes consumer emo-
tions and preferences, while 
themed product displays in-
fluence product assessment.  
- Footwear packaging en-
hances brand value, pivotal in 
fashion purchasing. Buyers 
view packaging as a marketing 
tool, affecting brand percep-
tion. 
- VM drives purchase behavior 
via colors, presentation, and 
sensory appeal. Visual dis-
plays impact consumer deci-
sions in apparel retail. 

Emphasis on lever-
aging visual ele-
ments to evoke emo-
tional responses and 
influence purchasing 
decisions 

(J. S. Kim, 
2013)(Cant & 
Hefer, 2014; 
Choo & Yoon, 
2015; Fayek & 
Heuberger, 
1998; Im et al., 
2021; 
Janiszewski, 
1998; Khan et 
al., 2023; H. S. 
Kim et al., 2020; 
Lea-Greenwood, 
1998; Mo & Luh, 
2023; Yang et 
al., 2021) 

- Influence of overall webpage 
complexity on consumer per-
ception 

Increased focus on 
consumer perception 
and its implications 
for online retail 

(Im et al., 2021; 
Rizzi & Volpi, 
2018; Yang et 
al., 2021; Yim et 
al., 2021) 

- Impact of display character-
istics on consumer attention 
and memory 

Growing focus on 
understanding the 
cognitive processes 
underlying con-
sumer behavior 

(Mohan et al., 
2013) 

- Optimal visual angle for 
maximizing effectiveness of 
window displays 

Application of psy-
chological principles 
in VM design 

(Faultrier & 
Towers, 2011) 

VM and 
consumer 
behavior 
 

- Impact of VMD on purchas-
ing products 

Recognition of the 
significance of VMD 
in driving sales 

(Franjković et 
al., 2022) 

- Significance of VMD in 
providing a pleasant shopping 
experience and inducing sales 

Growing recognition 
of the role of VMD in 
shaping consumer 
experiences and be-
haviors 

(Aljukhadar et 
al., 2020) 

- Role of VM in creating atten-
tion, desire, and interest in 
products 

Recognition of VM's 
influence on con-
sumer behavior 

(Janiszewski, 
1998; 
Krasonikolakis 
et al., 2018) 

- Exploration of the influence 
of mannequin display charac-
teristics on mental simulation 
and purchase intention 

Application of em-
bodied cognition 
theory in under-
standing consumer 
behavior 

(Jang et al., 
2018) 

- Impact of regional product 
assortment and merchandis-
ing on consumer perception 
and retailer image 

Understanding of the 
role of localized mer-
chandising in shap-
ing consumer per-
ceptions 

(Janiszewski, 
1998) 
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- Influence of store layout and 
merchandise presentation on 
customer attraction and con-
version 

Recognition of VM's 
role in driving foot-
fall and sales 

(Janiszewski, 
1998) 

- Importance of design con-
cept and function in critiquing 
retail spaces 

Development of 
frameworks for ana-
lyzing retail spaces 

(Janiszewski, 
1998) 

- Optimizing consumer expe-
riences in fashion stores in-
volves adjusting visual com-
plexity and environmental or-
der. VM subtly creates interest 
and desire, enhancing store 
aesthetics and encouraging 
merchandise exploration.  
- Consumers' approach behav-
iors are shaped by visual com-
plexity, environmental order, 
and sensation-seeking 
tendencies. Visual elements 
drive retail strategies, empha-
sizing aesthetic and social val-
ues.  
- Engaging presentations aid 
online purchases, while brain 
activation patterns offer in-
sights for evaluating re-
sponses. Visual displays influ-
ence consumer responses and 
purchasing decisions, consid-
ering utilitarian and hedonic 
aspects.  
- Product information in-
creases buying likelihood, 
with visual attention to prices 
correlating with intent. The S-
O-R model analyzes VM's im-
pact on emotional responses 
and behaviors in retail set-
tings. 

Evolutionary trend 
towards optimizing 
consumer experi-
ences and behaviors 
through innovative 
VM practices 

(Basu et al., 
2022b; Cant & 
Hefer, 2014; 
Jang et al., 2018; 
Janiszewski, 
1998; Khan et 
al., 2023; J. S. 
Kim, 2013; Law 
et al., 2012; Lea-
Greenwood, 
1998; Ruyter & 
Nielsen, 2019; 
Samal, 2020; 
Yim et al., 2021) 

- Exploration of the connec-
tions between VM and retail 
branding 

Understanding of 
VM's role in shaping 
brand identity and 
positioning 

(Davies & Ward, 
2005) 

- Influence of fashion involve-
ment on responses to VM 

Understanding the 
role of consumer 
traits in shaping VM 
effectiveness 

(Kinley et al., 
2010) 

VM and Im-
pulse Buy-
ing Behav-
ior 

- VM, store atmosphere, and 
private label products posi-
tively influence impulse buy-
ing behavior.  
- VM practices like window 
display, in-store form/manne-
quin display, and promotional 
signage correlate with impulse 
buying behavior.  
- Sustainable VM practices 
predict retail store loyalty.  
- Fashion innovators' values 
and motives influence pur-
chase behavior and trends, en-

Increasing focus on 
the influence of VM, 
store atmosphere, 
and product presen-
tation on impulse 
buying behavior 

(Bell & Ternus, 
2002; Kerfoot et 
al., 2003; 
Maharani et al., 
2020; Sadachar, 
Amrut, 2017) 
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hancing the link between fash-
ion innovativeness and un-
planned purchases. 
- Understanding the values 
and motives of fashion inno-
vators is crucial for fashion 
producers and retailers. 
- Influence of VM and con-
sumer traits on impulsive buy-
ing behavior 

Understanding of the 
psychological factors 
driving impulse pur-
chases 

(Davies & Ward, 
2005; Li & 
Cassidy, 2011; 
Nobbs et al., 
2015) 

- Significant role of VM in 
stimulating impulse buying 

Growing under-
standing of the link 
between VM and im-
pulse purchases 

(Jampla et al., 
2019; H. S. Kim 
et al., 2020; J. S. 
Kim, 2013; 
Muñoz-Leiva et 
al., 2021; 
Ninggar et al., 
2020; Tung et 
al., 2019) 

- Role of sensational seeking 
in influencing impulse buying 
behavior 

Understanding of the 
psychological drivers 
of impulse purchases 

(Jalees & 
Mustaghis-ur-
Rahman, 2018; 
Moayery et al., 
2014) 

- Sign without price on a sign 
increased likelihood to buy. 
Visual attention to price had a 
positive effect, while attention 
to information had an inverse 
one.  
- Product info mattered more 
for buying likelihood than 
price for minimally packaged 
items. Cross and floor mer-
chandising correlated with 
impulse buying. 

Focus on under-
standing the influ-
ence of VM elements 
on impulse buying 
behavior 

(P. Huddleston 
et al., 2015; 
Jakhar et al., 
2020; Moayery 
et al., 2014) 

- Impact of key VM factors on 
impulsive buying 

Identification of VM 
elements conducive 
to impulse purchases 

(Moayery et al., 
2014) 

VM Brand-
ing and 
Store Visit 
 

- The study revealed dissatis-
faction among women, partic-
ularly those wearing size 16 
and above, with the retail en-
vironment, fashion availabil-
ity, and sizing options, indi-
cating a need for improve-
ments in the fashion retail sec-
tor. 

Emphasis on ad-
dressing consumer 
dissatisfaction with 
the retail environ-
ment and product of-
ferings 

(Samal, 2020) 

- Luxury brands establish 
dominance through VM and 
store operations control. Flag-
ship stores evolve iteratively, 
emphasizing scale, exclusivity, 
and uniqueness. VM converts 
prospects into buyers and im-
pacts consumer and retail em-
ployee behaviors through stra-
tegic placement, quality mate-
rials, and aesthetic appeal. It 
influences consumer percep-
tions of brand social power, 

Emphasis on estab-
lishing brand iden-
tity, exclusivity, and 
differentiation 
through VM and 
store atmospherics 

(Basu et al., 
2022a; 
Cervellon & 
Coudriet, 2013; 
Nobbs et al., 
2012, 2015) 
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contributing to brand domi-
nance in luxury retail. 

VM and 
Brand 
Identity & 
Positioning 
 

- The PCDDS system signifi-
cantly improves students' un-
derstanding of clothing VM 
and display. - Usability testing 
and questionnaire survey re-
sults show that participants 
were generally satisfied with 
the ease and time spent in 
completing tasks using 
PCDDS. 

Emphasis on devel-
oping tools and sys-
tems to support VM 
processes 

(Zhang & 
Huang, 
2014)(Mo & 
Luh, 2023) 

- Centralization and profes-
sionalization of VM for brand 
differentiation and market po-
sitioning 

Growing recognition 
of VM as a strategic 
branding tool 

(Ogle & 
Schofield-
Tomschin, 
2002; Samal, 
2020; Webber et 
al., 2018) 

- Role of window displays in 
communicating brand identity 
and market positioning 

Recognition of win-
dow displays as 
branding tools 

(Khan et al., 
2023; Nobbs et 
al., 2015) 

- Importance of VM in brand 
positioning and differentia-
tion 

Emphasis on VM as a 
strategic tool for 
brand management 

(Nobbs et al., 
2015) 

- Significance of preserving in-
digenous knowledge in VM 
practices 

Recognition of the 
value of cultural her-
itage in retail prac-
tices 

(Ogle & 
Schofield-
Tomschin, 
2002) 

- Evolutionary synthesis of 
merchandising-related 
themes 

Emergence of self-
service merchandis-
ing as a research 
topic 

(Muñoz-Leiva et 
al., 2021) 

- Investigation of VM strate-
gies between high street and 
luxury fashion brands 

Understanding of 
VM's role in shaping 
brand perception 

(Cant & Hefer, 
2014; Wu et al., 
2013) 

VM & Con-
sumer Pref-
erence 
(Choice, 
Motivation, 
Evaluation) 

- Importance of merchandis-
ing regional products for re-
tailer's local image and cus-
tomer loyalty 

Focus on localized 
merchandising strat-
egies 

(Lombart et al., 
2018) 

- The congruence between the-
matic display context and 
product affects product evalu-
ation through cue-based and 
elaboration-based mecha-
nisms, with shopping motiva-
tion moderating the effects. - 
Customers prioritize the way a 
dress fits the body and the 
clothing style when buying 
clothes. - Co-design of VM in 
3D virtual stores emphasizes 
the importance of clear section 
identity and presenting a life-
style solution. 

Emphasis on align-
ing VM with con-
sumer preferences 
and enhancing the 
shopping experience 

(Lam et al., 
2017; Wu et al., 
2015; Young 
Kim & Mattila, 
2014) 

- Influence of VM on consum-
ers' mall choice 

Increasing acknowl-
edgment of the role 
of VM in influencing 
consumer prefer-
ences 

(Zainuddin et 
al., 2018) 

- Impact of VMD on consumer 
approach behavior and satis-
faction 

Understanding of the 
psychological factors 
influencing online 
shopping behavior 

(J. S. Kim, 2013) 
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- Influence of choice overload 
on online consumer behavior 

Exploration of deci-
sion-making pro-
cesses in online 
shopping 

(Tung et al., 
2019) 

- Mannequins in shop win-
dows convey artistic mes-
sages, contributing to design 
research. VM impacts con-
sumer emotions.  
- Thematic displays affect 
product evaluation. Footwear 
packaging enhances brand im-
age. Packaging serves as a 
marketing tool, influencing 
perception.  
- VM drives purchase behavior 
with colors and presentation 
style. Visual displays influence 
consumer behavior in retail 
stores. 

Emphasis on lever-
aging visual ele-
ments to evoke emo-
tional responses and 
influence purchasing 
decisions 

(Lam et al., 
2017; Mehta & 
Chugan, 2012; 
Mohan et al., 
2013; Ng et al., 
1998) 

- Influence of fashion product 
display methods on retail 
pleasure and patronage inten-
tion 

Examination of the 
role of display aes-
thetics in influencing 
consumer behavior 

(Ruyter & 
Nielsen, 2019) 

- Influence of key factors of 
VM on impulsive buying 

Exploration of the 
factors driving im-
pulsive buying be-
havior 

(Cant & Hefer, 
2014) 

VM and 
Sales 

- The VMD rearrangements 
led to a significant increase in 
average daily sales on both the 
first and second floors of the 
retail store. - Cross-displaying 
men's and women's clothing 
lines resulted in a notable in-
crease in average daily sales of 
women's products on the first 
floor. - The changes in VMD 
strategies positively impacted 
customer movement patterns 
and sales outcomes in the 
store. 

Focus on optimizing 
VM strategies to in-
crease sales and im-
prove customer 
movement patterns 

(Khan et al., 
2023) 

- Significance of RFID-ena-
bled VM in improving inven-
tory accuracy and sales perfor-
mance 

Exploration of tech-
nological advance-
ments in VM 

(Lombart et al., 
2018) 

- Effectiveness of VM in driv-
ing sales performance 

Acknowledgment of 
VM's impact on retail 
sales 

(P. T. 
Huddleston et 
al., 2018) 

Review Pa-
per 

- VM plays a crucial role in re-
tail by converting prospects 
into buyers, promoting sales, 
and impacting consumer and 
retail employee behaviors 
through proper placement, 
quality materials, and aes-
thetic appeal. 

Focus on summariz-
ing the significance 
and impact of VM in 
retail 

(Basu et al., 
2022a) 

VM and 
Purchase 
Intention 

Attitudes toward sustainable 
VM strongly influence buying 
willingness and patronage in-
tention. While buying willing-
ness may not significantly af-
fect store loyalty, patronage 

Shift towards sus-
tainable practices in-
fluencing consumer 
purchase intentions 
and store loyalty 

(Khakimdjanova 
& Park, 2005; 
Lea-Greenwood, 
1998) 
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intention does. Retailers 
should prioritize sustainable 
VM to boost loyalty and prof-
itability. 

4.3  Adaptation of VM to Digital Platforms and Online Retailing 
With the proliferation of e-commerce, there is a growing emphasis on adapting traditional VM practices to 
online platforms. Online VM plays a crucial role in attracting customers, enhancing user experience, and in-
creasing sales in the fashion industry (Gopu, 2019; Ha et al., 2007; Krasonikolakis et al., 2018). Factors such 
as pictorial presentation, online shopping enjoyment, and ease of navigation are essential for driving purchase 
intentions and fostering positive word-of-mouth recommendations in online retail environments 
(Krasonikolakis et al., 2018). 
 
4.4 Enhancing Brand Identity, Loyalty, and Emotional Responses 
VM serves as a powerful tool for establishing brand identity, exclusivity, and differentiation in both offline and 
online retail settings (Cervellon & Coudriet, 2013)(Cervellon & Coudriet, 2013; Nobbs et al., 2015). Sustainable 
VM practices not only positively impact customer satisfaction but also contribute to enhanced store attitude 
and increased loyalty (Shin, Jong-Kuk, Min-Sook Park, 2010). Thematic displays and sensory-engaging presen-
tations evoke emotional responses, influencing consumer affective reactions and approach behaviors (Baek et 
al., 2015; Law et al., 2012). 
 
4.5 Innovations in Technology and Design 
Research explores the integration of innovative technologies like fNIRS and virtual reality in evaluating and 
enhancing VM strategies. These technologies offer valuable insights into consumer responses to VM displays 
and provide opportunities for immersive shopping experiences (Liu et al., 2018; Young Kim & Mattila, 2014; 
Zhang & Huang, 2014). Tools such as the PCDDS system support students and practitioners in efficiently car-
rying out VM conceptual design processes, streamlining the design and implementation of effective VM strat-
egies (Zhang & Huang, 2014).  
 

5. Limitations 
 
Quality Assessment: Assessing the quality of included studies is crucial in an SLR, but it can be challenging due 
to variations in study design, methodology, and reporting standards. Limited availability of detailed infor-
mation in some studies may hinder the ability to thoroughly evaluate their quality and reliability. 
Time Constraints: Conducting an SLR is a time-intensive process, and there may be constraints on the re-
sources available to review a vast amount of literature comprehensively. This limitation could impact the depth 
of analysis and the ability to capture all relevant studies within the specified timeframe. 
Coverage Bias: Relying solely on the Scopus database may introduce coverage bias, as not all relevant studies 
on VM may be indexed in Scopus. This limitation could result in overlooking important research published in 
journals or sources not included in the database, leading to a potential incomplete representation of the litera-
ture in the field. 
Language Limitations: While Scopus covers a wide range of journals, it may not include all publications in 
languages other than English. This language bias could restrict the diversity of perspectives and findings in-
cluded in the SLR, potentially overlooking valuable insights from non-English sources. 
Publication Lag: Scopus may have a publication lag, meaning that the most recent studies on VM may not be 
immediately available in the database. This limitation could impact the currency of the review and the inclusion 
of the latest research developments in the field. 
 

6. Practical Implications 
 
Based on the SLR conducted on VM from 1985 to 2023 as outlined above, several practical implications can be 
derived for academics, practitioners, and policymakers in the field of retail and marketing. 
Strategic Decision-Making: The insights from the SLR can guide retailers and marketers in developing more 
effective VM strategies by understanding key themes and trends in consumer behavior, perception, and pref-
erences. By aligning VM practices with the identified research findings, businesses can enhance the in-store 
experience, optimize product displays, and improve customer engagement. 
Innovation and Differentiation: The identification of emerging frontiers and future research opportunities in 
VM can inspire innovation in retail design and branding. By exploring new avenues highlighted in the SLR, 
retailers can differentiate themselves in a competitive market, experiment with novel VM techniques, and stay 
ahead of evolving consumer trends. 
Educational Resources: Academics and researchers can leverage the SLR findings to inform curriculum devel-
opment in marketing and retail management programs. By incorporating the key theories and research gaps 
identified in the review, educators can enhance the relevance of their courses, expose students to cutting-edge 
VM practices, and foster a deeper understanding of the field. 
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Policy Development: Policymakers and industry regulators can use the insights from the SLR to inform guide-
lines and regulations related to VM practices. Understanding the impact of VM on consumer behavior and 
brand perception can help policymakers create frameworks that promote ethical and sustainable VM strategies, 
ensuring a positive shopping experience for consumers. 
Collaborative Research: The SLR can serve as a foundation for collaborative research initiatives between aca-
demia and industry stakeholders. By sharing the findings and implications of the review, researchers can en-
gage in partnerships with retailers, designers, and marketers to conduct further studies, implement evidence-
based VM strategies, and drive collective innovation in the retail sector. 
By translating the findings of the SLR into actionable recommendations and practical implications, stakehold-
ers in the field of VM can enhance their practices, drive innovation, and contribute to the advancement of 
knowledge and strategies in retail marketing. 
 

7. Future Scope for Research 
 
Based on the SLR conducted on VM from 1985 to 2023, several future research opportunities and directions 
can be identified in the field as mentioned below. 
Digital Transformation of VM: With the increasing importance of online retail and e-commerce, future re-
search could explore the integration of digital technologies, virtual reality, and augmented reality in VM strat-
egies. Investigating how digital platforms influence consumer behavior, engagement, and purchasing decisions 
can provide valuable insights for retailers navigating the digital landscape. 
Personalization and Customization: Research focusing on personalized VM experiences tailored to individual 
consumer preferences and demographics can be a promising area for exploration. Understanding how custom-
ization impacts consumer engagement, brand loyalty, and overall shopping satisfaction can guide retailers in 
delivering more targeted and effective VM strategies. 
Sustainability in VM: As sustainability becomes a key concern for consumers and businesses, future research 
could examine the role of sustainable practices in VM. Investigating eco-friendly materials, green design prin-
ciples, and the impact of sustainable VM on consumer perceptions and purchasing behavior can contribute to 
more environmentally conscious retail practices. 
Cross-Channel VM Integration: With the blurring of boundaries between physical stores and online platforms, 
studying the integration of VM across multiple channels (omnichannel VM) can be a fruitful area for research. 
Exploring how consistency in VM messaging and branding influences consumer experiences across different 
touchpoints can help retailers create cohesive and engaging shopping environments. 
Neuroscience and VM: Incorporating insights from neuroscience and cognitive psychology into VM research 
can offer a deeper understanding of how sensory stimuli, colors, layouts, and spatial design impact consumer 
decision-making processes. Future studies could explore the neuroscientific basis of VM effectiveness and lev-
erage brain imaging techniques to analyze consumer responses to visual stimuli in retail settings. 
Global Perspectives on VM: Comparative studies examining VM practices and consumer behaviors across dif-
ferent cultural contexts and geographic regions can provide valuable insights into the universality versus cul-
tural specificity of VM strategies. Exploring how cultural norms, values, and aesthetics influence VM prefer-
ences and effectiveness can inform more culturally sensitive and targeted retail approaches. 
 

Conclusion 
 
In conclusion, the SLR on VM from 1985 to 2023 has provided valuable insights into the evolving landscape of 
retail strategy and consumer behavior. By synthesizing a wide range of research studies, this review has shed 
light on the significance of VM in shaping consumer perceptions, driving sales, and enhancing the overall shop-
ping experience. The findings from this comprehensive analysis offer practical implications for academics, 
practitioners, and policymakers in the retail industry. The review underscores the importance of aligning VM 
strategies with consumer preferences, leveraging digital technologies for enhanced engagement, and incorpo-
rating sustainable practices to meet evolving market demands. By integrating personalized and omnichannel 
VM approaches, retailers can create more immersive and cohesive shopping environments that resonate with 
diverse consumer segments. Furthermore, the exploration of neuroscience in VM research opens new avenues 
for understanding the cognitive processes underlying consumer responses to visual stimuli. While the review 
has provided valuable insights and actionable recommendations, it is essential to acknowledge certain limita-
tions. The reliance on the Scopus database may have introduced coverage bias, potentially overlooking relevant 
studies not indexed in the database. Additionally, language limitations and publication lag could have impacted 
the inclusivity and timeliness of the review findings. Future research in VM should aim to address these limi-
tations by incorporating a more diverse range of sources and staying abreast of the latest developments in the 
field. Moving forward, researchers and industry stakeholders can leverage the findings of this SLR to drive 
innovation, foster collaboration, and enhance the effectiveness of VM strategies in a rapidly changing retail 
landscape. By embracing emerging trends such as digital transformation, sustainability, and cross-cultural per-
spectives, retailers can stay ahead of the curve and deliver compelling shopping experiences that resonate with 
modern consumers. In conclusion, this SLR serves as a foundation for further exploration and advancement in 
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the field of VM, offering a roadmap for future research endeavors and strategic initiatives aimed at elevating 
the retail customer experience in an increasingly dynamic and competitive market environment. 
 

References 
 
1. Aljukhadar, M., Bériault Poirier, A., & Senecal, S. (2020). Imagery makes social media captivating! 

Aesthetic value in a consumer-as-value-maximizer framework. Journal of Research in Interactive 
Marketing, 14(3), 285–303. https://doi.org/10.1108/JRIM-10-2018-0136 

2. Baek, E., Choo, H. J., Yoon, S. Y., Jung, H., Kim, G., Shin, H., Kim, H., & Kim, H. (2015). An exploratory 
study on visual merchandising of an apparel store utilizing 3D technology. Journal of Global Fashion 
Marketing, 6(1), 33–46. https://doi.org/10.1080/20932685.2014.971502 

3. Barry, J. B., & William, R. D. (1996). Good and bad shopping vibes: Spending and patronage satisfaction. 
Journal of Business Research, 35(3), 201–206. http://www.sciencedirect.com/science/article/B6V7S-
3VV68WP-C/2/d85f05cd3b06249447741e8947b19cde 

4. Basu, R., Paul, J., & Singh, K. (2022a). Visual merchandising and store atmospherics: An integrated review 
and future research directions. Journal of Business Research, 151(June 2021), 397–408. 
https://doi.org/10.1016/j.jbusres.2022.07.019 

5. Basu, R., Paul, J., & Singh, K. (2022b). Visual merchandising and store atmospherics: An integrated review 
and future research directions. Journal of Business Research, 151(June), 397–408. 
https://doi.org/10.1016/j.jbusres.2022.07.019 

6. Bell, J. A., & Ternus, K. (2002). Silent selling : best practices and effective strategies in visual 
merchandising / Judith Bell, Kate Ternus. New York: Fairchild Publications. 

7. Braun, V., & Clarke, V. (2006). Using thematic analysis in psychology. Qualitative Research in 
Psychology, 3(2), 77–101. https://doi.org/10.1191/1478088706qp063oa 

8. Briner, R. B., Denyer, D., & Rousseau, D. M. (2009). Evidence-based management: Concept cleanup time? 
The Academy of Management Perspectives, 23(4), 19–32. https://doi.org/10.5465/AMP.2009.45590138 

9. Burnham, J. F. (2006). Scopus database: A review. Biomedical Digital Libraries, 3, 1–8. 
https://doi.org/10.1186/1742-5581-3-1 

10. Cant, M. C., & Hefer, Y. (2014). Visual merchandising displays effect - or not - on consumers: The 
predicament faced by apparel retailers. Journal of Business and Retail Management Research, 8(2), 95–
104. 

11. Cervellon, M. C., & Coudriet, R. (2013). Brand social power in luxury retail: Manifestations of brand 
dominance over clients in the store. International Journal of Retail and Distribution Management, 
41(11), 869–884. https://doi.org/10.1108/IJRDM-01-2013-0016 

12. Chebat, J. C., & Michon, R. (2003). Impact of ambient odors on mall shoppers’ emotions, cognition, and 
spending: A test of competitive causal theories. Journal of Business Research, 56(7), 529–539. 
https://doi.org/10.1016/S0148-2963(01)00247-8 

13. Choo, H. J., & Yoon, S. Y. (2015). Visual merchandising strategies for fashion retailers. Journal of Global 
Fashion Marketing, 6(1), 1–3. https://doi.org/10.1080/20932685.2014.971489 

14. Cook, D. A., & West, C. P. (2012). Conducting systematic reviews in medical education: a stepwise 
approach. Medical Education, 46(10), 943–952. https://doi.org/10.1111/j.1365-2923.2012.04328.x 

15. Cowles, S. (2002). toddler-friendly environment. June, 41–48. 
16. Davies, B. J., & Ward, P. (2005). Exploring the connections between visual merchandising and retail 

branding. An application of facet theory. International Journal of Retail and Distribution Management, 
33(7), 505–513. https://doi.org/10.1108/09590550510605578 

17. Denyer, D., & Tranfield, D. (2006). Using qualitative research synthesis to build an actionable knowledge 
base. Management Decision, 44(2), 213–227. https://doi.org/10.1108/00251740610650201 

18. Denyer, D., & Tranfield, D. (2009). Producing a Systematic Review. In The SAGE Handbook of 
Organizational Research Methods. 

19. Faultrier, B. de, & Towers, N. (2011). An exploratory packaging study of the composite fashion footwear 
buying framework. Journal of Retailing and Consumer Services, 18(5), 463–470. 
https://doi.org/10.1016/j.jretconser.2011.06.011 

20. Fayek, M., & Heuberger, B. F. (1998). Design concept and function as a criticism framework for retail 
space. Journal of Interior Design, 24(1), 12–26. https://doi.org/10.1111/j.1939-1668.1998.tb00558.x 

21. Fink, A. (2010). Conducting research literature reviews: From the Internet to paper, 3rd ed. In Conducting 
research literature reviews: From the Internet to paper, 3rd ed. Sage Publications, Inc. 

22. Franjković, J., Botkuljak, M., & Dujak, D. (2022). the Influence of Key Factors of Visual Merchandising on 
Impulsive Buying. Logforum, 18(3), 297–307. https://doi.org/10.17270/J.LOG.2022.732 

23. Gopu, K. S. (2019). Impact of online visual merchandising of fashion industry on generation Z customers. 
International Journal of Innovative Technology and Exploring Engineering, 8(7), 278–283. 

24. Grewal, D., Roggeveen, A. L., & Nordfält, J. (2017). The Future of Retailing. Journal of Retailing, 93(1), 
1–6. https://doi.org/10.1016/j.jretai.2016.12.008 

25. Ha, Y., Kwon, W. S., & Lennon, S. J. (2007). Online visual merchandising (VMD) of apparel web sites. 
Journal of Fashion Marketing and Management, 11(4), 477–493. 



                                                                   3573 ),5(30 Kuey, / al et  ,Dhillon Prachi                                                                5856 

 

https://doi.org/10.1108/13612020710824553 
26. Huddleston, P., Behe, B. K., Minahan, S., & Fernandez, R. T. (2015). Seeking attention: An eye tracking 

study of in-store merchandise displays. International Journal of Retail and Distribution Management, 
43(6), 561–574. https://doi.org/10.1108/IJRDM-06-2013-0120 

27. Huddleston, P. T., Behe, B. K., Driesener, C., & Minahan, S. (2018). Inside-outside: Using eye-tracking to 
investigate search-choice processes in the retail environment. Journal of Retailing and Consumer 
Services, 43(October 2017), 85–93. https://doi.org/10.1016/j.jretconser.2018.03.006 

28. Hui, S. K., Bradlow, E. T., & Fader, P. S. (2009). Testing behavioral hypotheses using an integrated model 
of grocery store shopping path and purchase behavior. Journal of Consumer Research, 36(3), 478–493. 
https://doi.org/10.1086/599046 

29. Im, H., Ju, H. W., & Johnson, K. K. P. (2021). Beyond visual clutter: the interplay among products, 
advertisements, and the overall webpage. Journal of Research in Interactive Marketing, 15(4), 804–821. 
https://doi.org/10.1108/JRIM-10-2020-0213 

30. Jakhar, R., Verma, D., Rathore, A. P. S., & Kumar, D. (2020). Prioritization of dimensions of visual 
merchandising for apparel retailers using FAHP. Benchmarking, 27(10), 2759–2784. 
https://doi.org/10.1108/BIJ-11-2019-0497 

31. Jalees, T., & Mustaghis-ur-Rahman. (2018). Role of visual merchandizing, sensational seeking, and 
collectivism in consumers’ impulsive buying behavior at shopping malls. Pakistan Journal of 
Psychological Research, 33(1), 177–190. 

32. Jampla, R. C., Adi Lakshmi, P., & Dhaurya Naik, M. (2019). Impact of visual merchandising on sales in 
retil store. International Journal of Innovative Technology and Exploring Engineering, 8(6 Special Issue 
4), 564–576. https://doi.org/10.35940/ijitee.F1117.0486S419 

33. Jang, J. Y., Baek, E., & Choo, H. J. (2018). Managing the visual environment of a fashion store. 
International Journal of Retail & Distribution Management, 46(2), 210–226. 
https://doi.org/10.1108/IJRDM-03-2017-0050 

34. Janiszewski, C. (1998). The influence of display characteristics on visual exploratory search behavior. 
Journal of Consumer Research, 25(3), 290–301. https://doi.org/10.1086/209540 

35. Kerfoot, S., Davies, B., & Ward, P. (2003). Visual merchandising and the creation of discernible retail 
brands. International Journal of Retail & Distribution Management, 31(3), 143–152. 
https://doi.org/10.1108/09590550310465521 

36. Khakimdjanova, L., & Park, J. (2005). Online visual merchandising practice of apparel e-merchants. 
Journal of Retailing and Consumer Services, 12(5), 307–318. 
https://doi.org/10.1016/j.jretconser.2004.10.005 

37. Khan, M. A., Vivek, Minhaj, S. M., Saifi, M. A., Alam, S., & Hasan, A. (2023). Impact of Store Design and 
Atmosphere on Shoppers’ Purchase Decisions: An Empirical Study with Special Reference to Delhi-NCR. 
Sustainability (Switzerland), 15(1). https://doi.org/10.3390/su15010095 

38. Kim, H. S., Lee, J. H., & Yoo, S. H. (2020). Is consumer neural response to visual merchandising types 
different depending on their fashion involvement? PLoS ONE, 15(12 December), 1–15. 
https://doi.org/10.1371/journal.pone.0241578 

39. Kim, J.-H., Kim, M., Park, M., & Yoo, J. (2023). Immersive interactive technologies and virtual shopping 
experiences: Differences in consumer perceptions between augmented reality (AR) and virtual reality 
(VR). Telematics and Informatics, 77, 101936. https://doi.org/10.1016/j.tele.2022.101936 

40. Kim, J. S. (2013). A study on the effect that V.M.D (Visual Merchandising Design) in store has on 
purchasing products. International Journal of Smart Home, 7(4), 217–224. 

41. Kinley, T. R., Josiam, B. M., & Lockett, F. (2010). Shopping behavior and the involvement construct. 
Journal of Fashion Marketing and Management, 14(4), 562–575. 
https://doi.org/10.1108/13612021011081742 

42. Kleinová, K., Paluchová, J., Berčík, J., & Horská, E. (2015). Visual Merchandising and its Marketing 
Components in the Chosen Restaurants in Slovakia. Procedia Economics and Finance, 34, 3–10. 
https://doi.org/10.1016/S2212-5671(15)01594-4 

43. Krasonikolakis, I., Vrechopoulos, A., Pouloudi, A., & Dimitriadis, S. (2018). Store layout effects on 
consumer behavior in 3D online stores. European Journal of Marketing, 52(5–6), 1223–1256. 
https://doi.org/10.1108/EJM-03-2015-0183 

44. Lam, S. Y., Ho-ying Fu, J., & Li, D. (2017). The influence of thematic product displays on consumers: An 
elaboration-based account. Psychology and Marketing, 34(9), 868–883. 
https://doi.org/10.1002/mar.21028 

45. Law, D., Wong, C., & Yip, J. (2012). How does visual merchandising affect consumer affective response?: 
An intimate apparel experience. European Journal of Marketing, 46(1), 112–133. 
https://doi.org/10.1108/03090561211189266 

46. Lea-Greenwood, G. (1998). Visual merchandising: A neglected area in UK fashion marketing? 
International Journal of Retail & Distribution Management, 26(8), 324–329. 
https://doi.org/10.1108/09590559810231797 

47. Li, Z., & Cassidy, T. (2011). Optimum visual angle for fashion retail window display. International Journal 
of Fashion Design, Technology and Education, 4(1), 3–11. 



5857                                                   Prachi Dhillon, et al/ Kuey, 30(5), 3753                                                          

 

https://doi.org/10.1080/17543266.2010.513692 
48. Liu, X., Kim, C. S., & Hong, K. S. (2018). An fNIRS-based investigation of visual merchandising displays 

for fashion stores. PLoS ONE, 13(12), 1–19. https://doi.org/10.1371/journal.pone.0208843 
49. Lombart, C., Labbé-Pinlon, B., Filser, M., Antéblian, B., & Louis, D. (2018). Regional product assortment 

and merchandising in grocery stores: Strategies and target customer segments. Journal of Retailing and 
Consumer Services, 42(July 2017), 117–132. https://doi.org/10.1016/j.jretconser.2018.02.002 

50. Maharani, N., Helmi, A., Mulyana, A., & Hasan, M. (2020). Purchase Intention of Private Label Products 
as the Impact of Visual Merchandising and Customer Value. 409(SoRes 2019), 461–464. 
https://doi.org/10.2991/assehr.k.200225.098 

51. Mathew, R. (2008). What’s Your Story? (2008th ed.). Pearson Education. 
https://books.google.co.in/books?id=26Dn6T_jJ30C 

52. Mehta, N., & Chugan, P. K. (2012). Visual Merchandising: Impact on Consumer Behavior, (An Exploratory 
study of Apparel Segment in Ahmedabad) “Mapping the Global Future: Evolution through Innovation, 
and Excellence.” Global Business and Technology Association (GBATA), December 2014, 607–614. 

53. Mo, X., & Luh, D. B. (2023). Consumer emotional experience research on online clothing tactile attributes: 
evidence from physiological polygraph. Journal of Fashion Marketing and Management, 27(4), 648–
664. https://doi.org/10.1108/JFMM-03-2022-0063 

54. Moayery, M., Zamani, S., & Vazifehdoost, H. (2014). Effect of visual merchandising on apparel impulse 
buying behaviors among Iranian young adult females. Indian Journal of Science and Technology, 7(3), 
360–366. https://doi.org/10.17485/ijst/2014/v7i3.9 

55. Mohan, G., Sivakumaran, B., Sharma, P., Venkateswara Raju, K., Prasanna Kumar, D., Gudonavičienė, R., 
& Alijošienė, S. (2013). A study on impulse buying behaviour in the backdrop of customer perception 
towards visual merchandising and other service attributes at organized retail outlets in Hyderabad. Indian 
Journal of Science and Technology, 213(10), 1–17. https://doi.org/10.17485/ijst/2016/v9i35/80026 

56. Muñoz-Leiva, F., Rodríguez López, M. E., Liebana-Cabanillas, F., & Moro, S. (2021). Past, present, and 
future research on self-service merchandising: a co-word and text mining approach. European Journal of 
Marketing, 55(8), 2269–2307. https://doi.org/10.1108/EJM-02-2019-0179 

57. Nell, E. C. (2017). The impact of sensory environments on consumer buying behaviour: A study of visual 
displays and sight atmospherics. Banach Journal of Mathematical Analysis, 11(2), 155–164. 

58. Ng, F. M. C., Leung, C. S., & Chan, S. F. (1998). A Study On The Effectiveness Of Window Display Of A 
Boutique Selling Jeans. Research Journal of Textile and Apparel, 2(1), 104–111. 
https://doi.org/10.1108/RJTA-02-01-1998-B012 

59. Ninggar, O. D. D., Wijaya, S., & Semuel, H. (2020). The influence of visual merchandising on the patronage 
of fast-fashion stores in Indonesia: The role of shopping values and self-congruity. Gadjah Mada 
International Journal of Business, 22(3), 232–249. https://doi.org/10.22146/gamaijb.56349 

60. Nobbs, K., Foong, K. M., & Bakerc, J. (2015). An exploration of fashion visual merchandising and its role 
as a brand positioning device. In Journal of Global Fashion Marketing (Vol. 6, Issue 1, pp. 4–19). Taylor 
& Francis. https://doi.org/10.1080/20932685.2014.971491 

61. Nobbs, K., Moore, C. M., & Sheridan, M. (2012). The flagship format within the luxury fashion market. 
International Journal of Retail and Distribution Management, 40(12), 920–934. 
https://doi.org/10.1108/09590551211274928 

62. Ogle, J. P., & Schofield-Tomschin, S. (2002). Indigenous knowledge in visual merchandising of textile 
products. Clothing and Textiles Research Journal, 20(4), 196–204. 
https://doi.org/10.1177/0887302X0202000403 

63. Park, H. H., Jeon, J. O., & Sullivan, P. (2015). How does visual merchandising in fashion retail stores affect 
consumers’ brand attitude and purchase intention? International Review of Retail, Distribution and 
Consumer Research, 25(1), 87–104. https://doi.org/10.1080/09593969.2014.918048 

64. Pegler, M., & Kong, A. (2018). Visual Merchandising and Display (Seventh Ed). Bloomsbury Publishing 
Plc. https://doi.org/10.5040/9781501315305 

65. Petticrew, M., & Roberts, H. (2008). Systematic Reviews in the Social Sciences: A Practical Guide. In 
Systematic Reviews in the Social Sciences: A Practical Guide. https://doi.org/10.1002/9780470754887 

66. Rizzi, A., & Volpi, A. (2018). RFID-enabled visual merchandising in apparel retail. International Journal 
of RF Technologies: Research and Applications, 8(4), 213–231. https://doi.org/10.3233/RFT-181788 

67. Rosen, D. E., & Purinton, E. (2004). Website design: Viewing the web as a cognitive landscape. Journal of 
Business Research, 57(7), 787–794. https://doi.org/10.1016/S0148-2963(02)00353-3 

68. Ruyter, A. de, & Nielsen, B. (2019). The effect of visual merchandising toward impulse buying at MINISO 
mall artha Gading Jakarta. International Journal of Innovation, Creativity and Change, 8(6), 265–279. 

69. Ryan, G. W., & Bernard, H. R. (2003). Techniques to Identify Themes. Field Methods, 15(1), 85–109. 
https://doi.org/10.1177/1525822X02239569 

70. Sadachar, Amrut, K. K. (2017). The Role of Sustainable Visual Merchandising Practices in Predicting 
Retail Store Loyalty. International Textile and Apparel Association, 1–2. 

71. Samal, A. (2020). An assessment into the impact of branding on the store visit. International Journal of 
Scientific and Technology Research, 9(3), 7223–7225. 

72. Sampaio, J. P., Zonatti, W. F., Mendizabal-Alvarez, F. J. S., Rossi, G. B., & Baruque-Ramos, J. (2017). New 



                                                                   3573 ),5(30 Kuey, / al et  ,Dhillon Prachi                                                                5858 

 

Technologies Applied to the Fashion Visual Merchandising. Modern Economy, 08(03), 412–429. 
https://doi.org/10.4236/me.2017.83031 

73. Schmitt. (2010). Experiential Marketing Bernd Schmite ExperientialNiarketing. January 2013, 37–41. 
74. Shin, Jong-Kuk, Min-Sook Park, M. K. M. (2010). Do Eco-friendly VMD and Store Reputation Increase 

Satisfaction of Retail Customers? Psychology & Marketing, 30(6), 461–469. https://doi.org/10.1002/mar 
75. Spangenberg, E. R., Crowley, A. E., & Henderson, P. W. (1996). Improving the Store Environment: Do 

Olfactory Cues Affect Evaluations and Behaviors? Journal of Marketing, 60(2), 67–80. 
https://doi.org/10.1177/002224299606000205 

76. Sulaiman, M. A., & Ahmed, M. N. (2017). The essential elements of organized retail stores in influencing 
customers to stores. International Journal of Applied Business and Economic Research, 15(10), 1–21. 
https://doi.org/10.13140/RG.2.2.30709.12004 

77. Tranfield, D., Denyer, D., & Smart, P. (2003). Towards a Methodology for Developing Evidence‐Informed 
Management Knowledge by Means of Systematic Review. British Journal of Management, 14(3), 207–
222. https://doi.org/10.1111/1467-8551.00375 

78. Tung, T. Y., Burns, L. D., & Koenig, H. F. (2019). Choice overload and online approach behavior. 
International Journal of E-Business Research, 15(4), 56–72. 
https://doi.org/10.4018/IJEBR.2019100104 

79. Verhoef, P. C., Kannan, P. K., & Inman, J. J. (2015). From Multi-Channel Retailing to Omni-Channel 
Retailing. Introduction to the Special Issue on Multi-Channel Retailing. Journal of Retailing, 91(2), 174–
181. https://doi.org/10.1016/j.jretai.2015.02.005 

80. Webber, C. da C., Sausen, J. O., Basso, K., & Laimer, C. G. (2018). Remodelling the retail store for better 
sales performance. International Journal of Retail and Distribution Management, 46(11–12), 1041–1055. 
https://doi.org/10.1108/IJRDM-08-2017-0162 

81. Widyastuti, P. (2018). Does visual merchandising, store atmosphere and private label product influence 
impulse buying? Evidence in Jakarta. Journal of Business and Retail Management Research, 12(3), 140–
148. https://doi.org/10.24052/jbrmr/v12is03/art-12 

82. Wu, J., Ju, H. W., Kim, J., Damminga, C., Kim, H. Y., & Johnson, K. K. P. (2013). Fashion product display: 
An experiment with Mockshop investigating colour, visual texture, and style coordination. International 
Journal of Retail and Distribution Management, 41(10), 765–789. https://doi.org/10.1108/IJRDM-08-
2012-0072 

83. Wu, J., Kim, A., & Koo, J. (2015). Co-design visual merchandising in 3d virtual stores: A facet theory 
approach. International Journal of Retail and Distribution Management, 43(6), 538–560. 
https://doi.org/10.1108/IJRDM-03-2014-0030 

84. Yang, Q., Zhou, Y., Jiang, Y., & Huo, J. (2021). How to overcome online banner blindness? A study on the 
effects of creativity. Journal of Research in Interactive Marketing, 15(2), 223–242. 
https://doi.org/10.1108/JRIM-12-2019-0212 

85. Yim, M. Y. C., Lee, J. G., & Jeong, H. (2021). Exploring the impact of the physical conditions of mannequin 
displays on mental simulation: An embodied cognition theory perspective. Journal of Retailing and 
Consumer Services, 58(September 2020), 102332. https://doi.org/10.1016/j.jretconser.2020.102332 

86. Young Kim, E., & Mattila, P. (2014). Introduction: Fashion and smart virtual reality. Journal of Global 
Fashion Marketing, 5(4), 267–268. https://doi.org/10.1080/20932685.2014.925328 

87. Zainuddin, A., Ridzwan, S. B., Mohd, R., & Ridzwan, S. I. (2018). Assessing the effect of visual 
merchandising on the relationship between store image and mall choice. International Journal of 
Engineering and Technology(UAE), 7(4), 231–237. https://doi.org/10.14419/ijet.v7i4.28.22585 

88. Zani, C. M., de Moura, P. K., dos Santos, B. M., & Saurin, T. A. (2020). Visual Management in Healthcare: 
A Systematic Literature Review of Main Practices and Applications (pp. 177–191). 
https://doi.org/10.1007/978-3-030-56920-4_15 

89. Zhang, X. F., & Huang, R. Q. (2014). Virtual display design and evaluation of clothing: A design process 
support system. International Journal of Technology and Design Education, 24(2), 223–240. 
https://doi.org/10.1007/s10798-013-9247-7 

 


