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1. [bookmark: _Toc213104389]INTRODUCTION
[bookmark: _Toc213104390]1.1 BACKGROUND OF THE STUDY
The retail industry is evolving rapidly, with in-store experiences becoming a critical part of the marketing strategy. Modern retailers do not merely compete on price but create attractive environments that pull in shoppers and influence buying decisions (Khan et al., 2023). This practice, known as visual merchandising (VM), a growing concept that combines elements such as window display, lighting, colour, product presentation, signage, and store layout to engage consumers and drive sales (Mondol et al., 2021; Khan et al., 2023). Large number of international empirical evidences showed that VM is an essential part of the retail strategy as it enhances the consumers’ engagement, purchase decisions and loyalty (Singh & Basu, 2022; Ramya & Jangid, 2025; Enock & Srinivasan, 2025). 
In Bangladesh, the fashion retail sector has grown alongside its strong textile industry. Several popular local brands such as Aarong, Cats Eye, Ecstasy, and Sailor have adopted modern store designs inspired by global trends. However, many local retailers still rely heavily on price discounts rather than investing in professional store design and ambience (Khisa et al., 2024). In addition, despite international evidences, there is a lack of empirical studies from Bangladesh perspective on the impact of VM on Consumer Buying Behaviour (CBB). Therefore, as the fashion retail companies of Bangladesh are shifting from traditional marketing practices to contemporary branded outlets, there are required to understand and establish a sort of linkage between VM and CBB to boost customer retention through competitiveness with international brands (Khisa et al., 2024).
1.2 [bookmark: _Toc213104391]PROBLEM STATEMENT
Research from the perspective of different countries have showed that VM has significant impact on CBB (Khan et al., 2023; Singh & Basu, 2022; Mondol et al., 2021). The fashion industry of Bangladesh is growing, however very few companies pay attention to the VM or psychological and aesthetic factors that can vastly affect the CBB. Khisa et al. (2024) from discovered that visual cues, including floor displays and window arrangements, affect local shoppers of Bangladesh; however, they did not investigate the underlying mechanisms of this association. Also the prospective influence of store image; how consumers interpret the whole retail atmosphere, remains unexamined. Examining the role of store image in mediating the relationship between VM and CBB will address this gap and yield insights beneficial for both academics and practitioners.
[bookmark: _Toc213104392]1.3 RESEARCH AIM
To examine how visual merchandising influences consumer buying behaviour in the fashion retail industry of Bangladesh, considering the mediating role of store image.
[bookmark: _Toc213104393]1.4 RESEARCH OBJECTIVES
1. To evaluate the impact of key visual merchandising elements (window display, store layout, lighting and colour, and product display) on consumer buying behaviour in Bangladesh’s fashion retail industry.
2. To examine the mediating role of store image in the relationship between visual merchandising and consumer buying behaviour.
3. To provide evidence-based recommendations for fashion retailers to enhance consumer experience and sales performance through effective visual merchandising practices.
[bookmark: _Toc213104394]1.5 RESEARCH QUESTIONS
1. How do visual merchandising elements influence CBB in Bangladesh’s fashion retail stores?
2. Does store image mediate the relationship between visual merchandising and consumer buying behaviour?
3. How can Bangladeshi fashion retailers apply visual merchandising insights to improve store performance and customer satisfaction?
[bookmark: _Toc213104395]2. LITERATURE REVIEW
[bookmark: _Toc213104396]2.1 CONCEPT OF VISUAL MERCHANDISING
Visual merchandising is the art of making a store look good to get customers to come in and buy things. It covers everything on the outside, like the window display, the façade, and the signs, as well as things on the inside, like the layout, lighting, colour, and arrangement of the products (Arun & Satsangi, 2025). A good visual presentation shows off the brand's personality and helps customers think well about the store (Khan et al., 2023). Singh and Basu (2022) discovered that the integration of layout, lighting, and window displays can incite impulse purchases by eliciting good feelings. Khisa et al. (2024) in Bangladesh verified that floor layout and product display influence consumers' fashion decisions, indicating that visual merchandising is essential even in emerging economies. In general, visual merchandising is a form of non-verbal communication that affects how buyers see the quality of a product and the store's image, as well as how they decide what to buy.
[bookmark: _Toc213104397]2.2 KEY DIMENSIONS OF VISUAL MERCHANDISING
WINDOW DISPLAY
The window display of a store is the first thing people see. Many researchers stated that window display one of the most consistent indicators of purchase intention. Singh and Basu (2022) found that window displays were the most prevalent factor influencing impulse buying in sports retail, while Khan et al. (2023) identified substantial effects of window and mannequin displays on purchasing decisions in Indian retail establishments. Khisa et al. (2024) also said that Bangladeshi shoppers are more likely to go into fashion stores if they have nice window displays. These findings suggest that well-designed windows fulfil both emotional and informative roles, capturing attention through first impression and influencing expectations prior to entry.
STORE LAYOUT
The Store layout affects how customers move and how easy it is for them to find the right product. Ramya and Rithika (2024) found a significant correlation between store layout and overall shopping comfort and satisfaction in hypermarkets. Mondol et al. (2021) also found that a well-designed layout can make people more likely to buy something because it makes things less confusing and makes the store easier to find. In developing nations, where space may be constrained, proper store layout can demonstrate professionalism and enhance consumer convenience (Khisa et al., 2024).
LIGHTING AND COLOUR
Lighting and colour is another indicator of VM, that can significantly affect how consumer thing and feel about product and overall brand quality. Nyagba and Tsetim (2022) found that lighting significantly affects the mood and attention of the people and found to have significant impact on the CBB in Nigerian supermarkets. Singh and Basu (2022) in sports retail, found that lighting enhanced impulse purchases by highlighting product attractiveness. Khan et al. (2023), however found that while lighting and colour affect CBB, there effect is not as strong as that of store layout and design in fashion retailers in Delhi-NCR. 

PRODUCT DISPLAY
Product display refers to the way goods are arranged and exhibited. Mondol et al. (2021) found that customers are more inclined to buy anything when the displays are well-organised because they indicate quality and attention. Ramya and Jangid (2025) found that how shelves are set up and structured in supermarkets has a direct effect on how trustworthy and appealing they seem. Enock and Srinivasan (2025) found that product display and advertising signs have a big effect CBB. These studies show that Product displays that are both attractive and make sense make people feel better and think more positively about them, which encourages them to buy.
[bookmark: _Toc213104398]2.3 MEDIATING ROLE OF STORE IMAGE
Store image is how people think about a store based on how it looks and how good the service is.  According Balaji & Maheswari (2021) Store image is attitude based on the overall impression what a customer has about a store is based on store attributes. The study found that Store image attributes attract shoppers to do shopping in a retail outlet (Balaji & Maheswari, 2021). Similarly, Ramya and Jangid (2025) assert that store image significantly affect consumer loyalty and overall CBB. While numerous research have acknowledged the correlation between store image and customer brand behaviour (CBB), none have examined store image as a mediating variable within the Bangladeshi fashion setting.
[bookmark: _Toc213104399]2.4 CONSUMER BUYING BEHAVIOUR IN FASHION RETAIL
In fashion industry, consumer buying behaviour (CBB) combines rational aspects and the emotional side. The VM elements influences both planned purchases as well as spontaneous buying. Singh and Basu (2022) found that lighting and window display triggered impulse decisions, while Mondol et al. (2021) and Ramya & Rithika (2024) highlighted the importance of layout and display for planned purchases. Khisa et al. (2024) observed that Bangladeshi consumers are emotionally responsive to visual presentation and tend to associate attractive displays with higher product quality.
Thus, buying behaviour in fashion can be seen as the outcome of cognitive evaluations (perceived quality, orderliness) and affective responses (mood, excitement). Analysing how visual merchandising interacts with store image will provide a more complete picture of this dual process.
[bookmark: _Toc213104400]2.5 RESEARCH GAP AND RATIONALE
Most recent studies on VM were done from the perspective of developed or emerging economies like India and Malaysia (Singh & Basu, 2022; Mondol et al., 2021; Ramya & Jangid, 2025), with limited empirical work in Bangladesh’s fashion retail context (Khisa et al., 2024). However, the existing studies on Bangladesh are mostly descriptive without investigating the relationships between major VM elements and CBB. Moreover, no studies were found to examine the store image as mediator to the relationship between VM and CBB. Hence this aims to fill the existing gaps in the literature that will have both academic and practical implications. 
[bookmark: _Toc213104401]2.6 CONCEPTUAL FRAMEWORK 
Based on the literature review, Figure 1 provides the conceptual framework for the study, where window display, store layout, lighting and colour, and product display are taken as independent variables (IVs) as recognized as major elements of VM. The store image acts as a mediator variable and CBB is the dependent variable.
[image: ]
FIGURE 1: CONCEPTUAL FRAMEWORK
[bookmark: _Toc213104402]3. METHODOLOGY
[bookmark: _Toc213104403]3.1 RESEARCH PHILOSOPHY AND APPROACH
For this study, a positivist philosophy and a deductive approach is employed since this philosophy and approach is suitable for testing measurable cause-and-effect relationships. Positivist philosophy suggests that knowledge can be observed and quantified; hence, this philosophy is suitable for investigating the impact of the VM elements on CBB (Singh & Basu, 2022). Moreover the deductive approach will help the test the previous theoretical propositions that VM elements have significant on CBB in the context of Bangladeshi fashion retail sector.
[bookmark: _Toc213104404]3.2 RESEARCH DESIGN
A quantitative cross-sectional survey is utilized in this study where data is collected at one-point in time. This research design aids in investigating the relationships between the major VM elements and the CBB in actual retail setting (Mondol et al., 2021). This design is found effective in India, Malaysia, and Bangladesh (Khisa et al., 2024; Ramya & Rithika, 2024).
[bookmark: _Toc213104405]3.3 POPULATION AND SAMPLING
The population for this study consists of consumers who regularly shop at fashion retail stores in Bangladesh, including well-known brands such as Aarong, Cats Eye, Ecstasy, Sailor, and Richman. Given the large and diverse population, non-probability convenience sampling will be used for the study. This approach vastly used to understand retail behaviour in previous studies (Ramya & Jangid, 2025; Mondol et al., 2021). The target sample size for the study will be 200 respondents, who are adult and bought clothing items in a fashion retail outlet within the six months.
[bookmark: _Toc213104406]3.4 DATA COLLECTION METHOD
[bookmark: _Hlk213071029]For data collection a structured online questionnaire made and circulated with Google Forms. The questionnaire, will start with a consent form showing with brief and purpose of the study. There will be four main sections, section 1, will collect demographic information, section 2 will ask five 5-point Likert-scale questions for each IVs (window display, store layout, lighting and colour, product display) and section 3 will also five 5-point Likert-scale questions for MV (store image) and Section 4 will be ask five 5-point Likert-scale questions for understanding CBB as DV. The question will be based validated instruments used by Singh and Basu (2022), Mondol et al. (2021), and Khan et al. (2023). 
[bookmark: _Toc213104407]3.5 DATA ANALYSIS TECHNIQUES
For data analysis SPSS will be used. Descriptive statistics will provide a summary of demographics and shopping behaviours. Reliability tests (Cronbach’s Alpha > 0.70) will evaluate internal consistency (Mondol et al., 2021). Correlation and multiple regression analysis will evaluate the direct correlations between visual merchandising characteristics and purchasing behaviour. To analyse mediation, the PROCESS Macro (Model 4) will be utilised. 
[bookmark: _Toc213104408]3.6 ETHICAL CONSIDERATIONS
Prior to data collection an ethical approval will be taken from the university also it will be ensured that everyone who takes part have consent and allowed to withdraw at any moment. Moreover, the information will be kept private without any personal identifiers. Data will be kept safe on a device that requires a password and will be erased after the project is over.
4. [bookmark: _Toc213104409]EXPECTED FINDINGS
The study is anticipated to validate that VM has significant impact on the CBB within Bangladesh's fashion retail industry. Following prior studies, it is expected that Window display and store layout are likely to be the best indicators for CBB (Khan et al., 2023; Singh & Basu, 2022) backed by Lighting and colour and Product display (Nyagba & Tsetim, 2022; Enock & Srinivasan, 2025; Mondol et al., 2021). Though no previous empirical evidences were found on the mediating role of store image in these relationships, it is expected that store image will also positively influence the CBB.
5. [bookmark: _Toc213104410]LIMITATIONS
Despite large number of implications, the study have several limitations. Firstly use of convenience sampling may skew results in favour of urban, tech-savvy consumers, hence constraining generalisability to rural contexts. In addition, self-reported data may be influenced by social desirability bias (Mondol et al., 2021) and the cross-sectional strategy captures sensations at a singular moment, hence limiting causal inference (Khan et al., 2023). Lastly, the questionnaire uses measures from studies done in other countries, so cultural differences could affect how people understand it. However, pilot testing and careful translation of the question will be ensured to minimise these problems, making sure that the results are valid for Bangladesh.


6. [bookmark: _Toc213104411]TIMEFRAME 
A tentative timetable for the entire dissertation is provided below.
[image: ]
7. [bookmark: _Toc213104412]CONCLUSION
This proposal provides an organised plan to conduct the study to investigate how visual merchandising directly influences Bangladesh fashion retail consumers’ purchase intentions. The study will explore the influence of window display, store layout, lighting and colour, and product display on CBB and also investing the mediating role store image in the relationship. The study will produce both academic and practical insights. The findings are expected to provided significant insight and help local retailers design more appealing, customer-centred environments that enhance consumers’ satisfaction and sustain competitive advantage.
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