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ABSTRACT 

The paper is concerned and presented for the study to identify the impact of elements of visual merchandising on 

consumer buying behaviours, and to ascertain most demanding elements in Pune city organized retail sector. In 

organized retail, visual merchandising is processed to attract customers to the retail outlet and convert into sales. For 

this purpose, various elements of visual merchandising are used. These can be broadly classified in two major 

categories. One is an Exterior element, including store location, marquees, entrance, and window displays. Second is an 

Interior element, including aisle width, traffic flow, aroma, lights, props, mannequins, cleanliness, music, signs and 

display. To study the impact of these elements on sales figures, a survey has been planned to be conducted at apparels 

malls of Pune city. 

The research is designed to inspect the impact of store exterior and interior elements and their influence on 

attracting customers to the store and resulting in sales closing. The impact of elements on increasing the footfall in the 

shops and the element of visual merchandising and designing has the highest impact in attracting customers are 

determined. Quantitative research strategy is used for empirical study based on primary and secondary data. 

Respondents are customers who frequently visit malls to cater to shopping needs, including students, working 

professional of colleges, home makers and elderly members of a family. Questions are designed to study the behaviours 

from all age groups, income levels and genders. 

The research has to be conducted in Pune city; hence, selection of retail stores is focused on those that have 

apparels as main merchandise assortment. Hence, sample size is randomly distributed in the range of this age group, 

making a total sample size of 300 respondents. A set of questionnaires based on five point Likert scaling were distributed 

among the respective age groups and data was collected and segregated. 
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