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ABSTRACT

The purpose of this study is to identify the concept of marketing plays a vital role in
differentiating their offering to customers in order to develop a unique perception of the
consumers’ mind for their brands and products. The evolution of visual merchandising
brought about a new process of shopping. It resulted in a shift from verbal engagement
between retailers and customers to a sensory experience. With increasing competition,
retailers today are using the merchandising tool to diffezentiate themselves from other
competitors in a prominent way. Visual merchandising is an art of presentation, which
puts the merchandiser in focus. It is everything the customer sees, both exterior and
interior, that creates a positive image by generating attention, interest, desire and action
on the part of the customer. It includes different types of visual merchandising

techniques. P

In such a scenario visual mérchandising can be identified as one of the emerging
considerations of the retail stﬁorés esgecially in the self-sérvice rétail business firms with
the purpose of attracting new customers in to tile stores and promote existing customers
for a more purchase. The current study has identified ©f the impact of the visual
merchandising on the purchase intensiofl with special reference to the self-service retail
business firms in Hambantota district. With the non-probability sampling technique
convenience sampling method, 200 respondents were selected.,Both primary and the
secondary data used for the study and descriptive statistics wete used to analysis data.
Promotional Signage, Background Mﬁsic, DesignﬁLayout and Store Aroma have been
identified as the dimension of independent Vafiables and the purchase intension has

been identified as the dependent variable.

The study found that the consumer’s purchasing intention and visual merchandising
were in high level in Hambantota. Furthermore, It has been proven that there is a strong
positive relationship between visual merchandising and purchasing intention; and
promotional signage, store aroma, background music and design layout have significant
and positive influences on purchase intension while the highest impacts in Hambantota

district.
¥

Keywords: Visual Merchandising, Purchase Intension, Promotional Signage,

Background Music, Store Aroma.

i



List of the Contents

ACKNOWLEDGEMENT .....cooovsnmnmsinons i stinss aas s s st ass soes s i
ABESTRALT ccrsmrensmmssssmmessssusmonessres sryasvopevesmswesesssssvonnemsmnnnssomssns ik G563 SRR 0HA50 435 il
List of thie CoMbents s svsssssmmon s ssss e nss s sssas orassssssyass ey vweass sasos il
List 0f TABIE cocvveveereremersressssssssrnsnene oo e vii
I8 L3 11501 TR —————— T X
ABBREVIATIONS coororesenonecmsennnsnen vaosess s i 465556555 66 S ASm06 Sas e s saiasans Xi
CHAPLET-1 sussscsssssssssismmsmsmsmmmmsannismunsssmsumsssssnssssnsse sasssrssssssssssvmasenenessnss sasessnsssanssoss 1
INTRODUCTION ..ooosoceeveveeesesssressssssees e i
1.1 Background of the Studz{ .................................................................................. 1
1.2 Problem Statement ....... D 8 e o e s A B e e i 3
1.3 Research questions.............. .65 5 e 4 R SR 08 T s vey wos wwsraas 1 powsa e v s o 4
1.4 Research Objective....al v, JSUPOR e e e i 5 i 3
1.5 Significance of the Study.......cccovrielvninins S RSSO U R TURUTOUUUPRUPRUPRIPRIS 5
1.6 Scope of the Study ...o.ovvvverreenn. 5.0 Bk e 5 9 g T8 S ST R B TS 0 s e 6
1.7 Chapter Organization ............... et e et 6
1.8 Chapter Summery........ e, R 7
5 . SO SRR ——— N R ST BN E R ERER 8
LITERATURE REVEVIEW ...cccovvniiiinnniinnns . R 8
2.1 INtrOAUCTION ..ot e e 8
2.2, Importanes of visopl weroharidiSing o e s e s v comsm v sss soveros po swsoewos srwses 8
2.3 Wistral MerchatitliSIIg. . .« o cos consmmue cne sae nms smesmse s srs s siihie ki S 555 55,548 553 458 4555 593 554 8
2.4 Types of Visual MerchandiSIng .. .....ccccooviiiiiiiiiiiii 11
2.4.1 Promotional Signage ............. Rl 11
2.4.2 Store ATOMA ..ooeevvviiiiiiiiiiieeeeeaeeeeeii o com e s e s sl B 13
83 DSBS LA .o un rommonsn s soomcns v s i o 55 B0 558 65545 6 508 565 H45 205 SEES 13
2.4.4 Backpriovind BIBIG . o csomuss s s s sman ess snnsmsss s oos s ovmm nes s press ves v oo 15

2.5 Consumer Behavior........ccociviiiiiiiiiiiiiiiiiii i, PRV 16
2.6 Pirehasing Ttertion. comss cs ssesws s s Fuuaessbass saaereseeaee s e s e sa s rereaeeanaesseeaaaes 17
2.7 Relationship between Visual Merchandising and Purchasing Intention........... 18
2.8 Derive the Conceptual Model Based on Literature Review ..., 19

1



2.10 Chapter SUIMIMATY .......coiuriiiriirias it 20
CRAPLEL — 3 coeieiiiiiiiiinnissiesinesinsinesssessiessssasssssessssssessssesontesssesssessssissssssnsasasssasssans 21
CONCEPTUALIZATION AND OPERATIONALIZATION....cccciiiniiiiiiinnnne 21

3.1 TIEEOAUCHON. 1. v v eeees e oo snien e neens 21

) CatrB i EBITRR s s cns i oo v s o s e oo o o0 o0 -0 21

3.3 Conceptual Pramnemorit . ... e o smscrseswe sss 45565558 555 svnsmyen £33 153 53 e, 22

3.4 Definitions of Variables ............... ISTUUUPTRTRTUPRP RS o o o s vt 3 L 22

3.4. 1 Visual Merehanilighig . v s e s v / ......................................... 22
3.4.2 Store Aroma/mannequin diSPlays........ocerereriaiieniniiiieiniieieiie i 23
34,3 TICSIE TLATOUE s vunes oo o mssoms pon owess e v s o s namn s s st 85 sl 84145 84 5 45993 2 24
3.4.4 Promotional Signage.................... U UORPPUPPTPPRRP RPN 24
3.3.5 BackgtOuid fIIEIE ... o o s o i s0s imnsmsns o e 3 55 50t g sevossn ons s b o 24
3.4.6 Purchasing INtentiony.......cocovvirmeeriimiiininniiiiii s 25

3.5 OperationaliZAtION ......eorviviiiiiiieiiiiiie i 25

3.6 Theory of Planned Behavior .cawsu s smsussmsmsussnseevsspsvisinns SOTTU PRSP 27

3.7 Chapter Summary...... B, - /°8
CRADLEY — 4 worersevesnresssssesssesssntesss essess s s s s s s s s s s 29
RESEARCH METHODOLOGY....f.“.,.”..........................i ...................................... 29

4.1. Intreduction................ PRRORR e s s it $5 A , S S —— 29

4.2. ReSEarch DIESIZN . .uiiiiiiiiiiiiiie it 29

4.3, Research APPIOACH ... .. coms i sosivhinsss sos imnss se v T—p— ............................. 30

4.4, Research Strategy ............................................... 30

4.5. Methodological Choice ..........occovveeieinnn, e o s e o s e e . i 31

A6, T8 THOPTAON.... . e co i i s 5 5055 558 sines s smos ¥ Shmomin wos miy £ war 183 v semsww s TR 31

4.7, Research sl 7 ATEa SEIBCTION. . coro e conanmns sn s o 58 28 F 8558 355 858 s 50850 9758 595 455 s 31

4.8. Population of the Study .............. o o e A e i e e e 31

4.9, Sampling Teehtigne ! Methot e s ws s v oo s s omvesses s o srvovoss oo smwes 32

4.10. Sampling Framework and Sample Size ........ oo, 32

4.11. Method of data colleCtion / SOUICE .......ccceiiiiiiiiiiiiiiiiiiiiiiiiiiiiee e 32

4.12. Research Instfument..............: ..................................................................... 33

4.13. Method of Measurement.................... ot s o e 5 B BT 058 33

4.13.1. Method of Measuring the Genéral and Personal Information ................. 33
4.13.2. Method of Measuring Visual merchandising ..........cccccooviiiiiiiinniin, 34
4.13.3. Method of Measuring Purchasing intention .........cccceeeviiniiiiinieriiiniens 34



414, The Pilot StUV ..o, 35

4.15 Validity and Reliability of Instruments ...........cccoeeveeeniiiiiiiiiiciiiiiiii. 35
4,16 Unit of Data ANALYSIS .iiiiiiiiiiiiiiiiiie e 36
4,16, Westhod of Date AralTle. s s o s o o sxe s s i w5 o535 wiaues 36
4.17. Method of Data Evaluation...........ccooviiiiiiiiiiiiie e 36
4.17.1 Univariate Analysis and Evaluation ...........cccccciviiiiiiimiii, 36
4,172 Bivariate Anglyeis Gl Evaluation . s s e s soesse s s s s s E b4
4.17.1.1 Correlation Analysis......cccocvveviviiieanns e s 37
4.17.1.2. Simple and Multiple Regression Analysis and Evaluation............... 38
4,18 Data PreSentation ......iiiueeeieeieie et 39
4.18.1 Data Presentation for Personal Information ..........cccccooviiiiiiiiiiiiiinininnn, 40
4.18.2 Data Presentation for Research V!ariables ............................................... 40
4.79 Chapter SUMIMATY ...coouiiriiiiiiiiiii e e 40
ChApLer — 5 weveceveeseeeeeeseesenn: A 41
DATA PRESENTATION AND ANALYSIS .............. S TR 41
5.1 Introduction............... AR RO / ..................................... 41
5.2 Analysis OF Reliability ..c..cc.oorcco oo e 41
S Data Prosertation .. b s sessm //4 ....................................... 42
5.3.1 Data Presentation and Analysis of Personal Information .......................... 42
5.3.1.1 Gender ........... AT . S 42

5.3 1.2 AZE coviiiiiiiiii e K o st s s e v 43
5.3.1.3 Level of Education ............cccovveenn. ,' ............................... 43
5.3.1.4 Level of Income ..., ) e s s s Sl s 44
5.3.1.5 Preferred Self-service Retail StOT€.......ccovviivvivieiiiieiiiiiiiieeee 44
5.3.2 Data Presentation and Analysis of Resear’ch I TTIIBE IO, o s s s s s 45
Soded; | T o Pirst Cllyjeuties @l s S0 s s v smossmes s surmsn s meavess s moss 45

5.3.2.1.1 Identify the Level of Store Aroma on purchasing intention in self-

. . Fd ~
service retail business *;lrms.......‘. ............................................ 45

5.3.2.1.2 Identify the Level of Design layout on purchasing intention in self-

service retall busiNeSs ITmMS . v 46

5.3.2.1.3 Identify the Level of Promotional Signage on purchasing intention

in self-service retall business fIrms. ..o 47

V



5.3.2.1.4 Identify the Level of Background Music on purchasing intention in

self-service retail business fIrms.......ooevvvvevvvieeiveiiiiieiiiiii, 48
5.3.2.2 The Second Ohjsetive o 1HE B oo o o wmsanmm o s s anies s i wve 49
5.3.2.3 The Third Objective of the Study .......cccoooviiiiiii 51

5.3.2.3.2 Relationship between Store Aroma agd purchasing intention ...... 51

5.3.2.3.3 Relationship between the Design Layout and Purchasing intention

............................................................................................... 52

5.3.2.3.4 Relationship between the Promotion signage and purchasing

mtent]on;g 52

5.3.2.3.5 Relationship between the Background music and purchasing

(1774151101 R N O PRI 1.
5.3.2.4 The Forth Objective of the Study....... e, 53

5.3.2.4.1 Simple Linear R;’gression Analysis for Types of Visual

MerchandiIgii  wow s oo wreve S P ——— 53

r B N
5.3.2.4.1.1 Store Aroma ......coooeveeeeeeiiiiiiiiiiiiiiiiiins g s v > e 55 54
5324, 1.2 Degion LAVEUL ; o soismin sms vasanss i 5 S 5 R 0 S G 54
5.3.2.4.1.2 Promotional SIENAEE ...\ orvverorereeeseeeeeeereeeseeeeeeeeeeeeeeeee 55
5.3.2.4.1.4. Background MUSIC v, B 55
5.3.2.4.2 Multiple Regression Analysis for visual merchandising............... 56
5.5 Chapter Summary.....................:.; ................................................................... BT
Chapter - 6...ccooovvvivnnnnnnnnnenieiiiinnnn. o s 58
FINDINGS AND DISCUSSION ....ouviuimimiieneneienrinemnensensesessicssssssssssessessesnas 58
B L L PO IR g s e e e s e v s s i i i e s A 5 0 L 58
0.2 Discussion of Personal Information ...........oooiiiiiiiiiiiiiii, 58
Bt L ATBRELEP i sins s sunamies s smss s s s s 555 6 A5 5 A8 865 ¥ AL AR i e S R S 58
6.2.2 Age of the Respondents ............ * 59
6.2.3 Level 0f EAUCAtION ..ottt e 59
6.2.4 Level 0F INCOME ..co.viiiiiiiiiii e 59

Vi



6.2.5 Preferred self-service Retail business fIrms .....uvueeeeiieeiiieeeeieiiiiiineieeeeenn 60

6.3 Discussion = OBIECTIVE O ..uvvvvviiiiiiiieieiee e i 60
6.3.1. STOTE ATOMIA 1oiiiiiiiiiiiiie ittt 60
6.3.2 DeSIZN LAYOUL 1oeiiiiiiiiiiiiii e 60
6.3.3 Promotional SIZNage ........uuuveeriiiiieeeiieiiiiiii e 60
0.3..5 Bosles il WINSTE o ci s s s o r5.00.558 tmssns oos 5t 65056 050 JHis9680 198 507058 505 13 S5 01
6.3.6 Previous Findings of Objective ONne ....c...vvvvviiiiiiiiininniiiiiiiiiin EUTTRTR 61

6.4 Discussion - Objective TWO.....ccccoeivviiiiiiiiiiinne YT —— 61

6.5 Diseussion = Objsetive "TIEEE s v sy v aiens ‘ .......................................... 61
6.5.1 Previous Findings of Objective Three. .......ccccceviiiiiiiiieiiii, 62

6.6 Discussion - OBJECtIVE FOUL ...voviiiiiiiiecee e 63
6.6.1 Visual merchandising .........cc...... ] 63

6.0. 1.1 STOTE AIOMA .vvvv i 63

6.6, 1.2 Deslan LATOUL ... oo o i 550000 555 s 600 555 s 50655 65 55 03 s 5 053 540,52 64
6.6.1.3 Promotional Signage ............ccccocvvveveeeennn. s 64
6.6.1.4 Background Music e, o el o s s s s e s 65

6.7 Previous Findings of(gbjective Four ....0......... s PSPPSR 65
Chapter - 7 ..ot ceee e 5 A 8 67
CONCLUSION AND RECOMMENﬁATION .............. ...................................... 67

7] IO duCtIon e e ol cnmss e d s s s v sosaes s e B SO 67

7.2 CONCIUSION 11tviiiiieeeeeeees e ettt e e e e e e eeeeeas B e e i o it 67

7.3 Contribution of thie BIUER . e ams e puscon s ot ses exsoenrs o e, 69

7.4 Recommmendations for Future Research .................................................. 70

7.5 Limitations of the Study e 71

7.6 Future Research Direction .........ccccceeeviinn. ST 72

Ligt of the Reference « s mmmmnsesswan 4a4es e PSS AR A PR SRS AS S SRR S S SAS SN SRS SRS AR 4B S 73
APPENDIX 01 Erss e o e et s 82
APPENDIX 02 .eoviiiieiieeeeniteenieeneeessneesseeseeesenses fernesesntessnesssneesssuessssnesssaessssesans 90

vii



