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[bookmark: _Toc194175925]Abstract
The research aimed to understand customer shopping behaviours through visual merchandising techniques in UK clothing and jewellery retail stores. Stores must increasingly utilise visual marketing methods because growing retail competition demands it thus establishing retail success factors becomes vital.The research questionnaire was distributed to 69 individuals from various age groups with different shopping patterns. The survey examined four main elements which included lighting features together with window design elements and retail setup as well as items positioning within the shop displays. Researchers analysed the survey responses by using basic descriptive statistics for simple data interpretation as well as correlation and regression analysis which was supported by SPSS and Excel tools to identify patterns.
The research data indicated that lighting together with product placement and store layout preferences were the most important store features that determined customer purchase behaviour. Retail displays outside the shop entrance remained critical for store foot traffic, yet they had a minimal influence on purchasing decisions relating to product selection. Store lighting possessed a strong influence on customers' emotional shopping connections in addition to its established connection to purchasing decisions. Strategic retailing of merchandise at checkout areas and visible shelf positions stimulated shoppers to purchase items spontaneously.
Participants noted few additional features such as music and scent along with digital screens made shopping habits better but the enhancements became overwhelming when overused. The excessive usage of these element risks producing negative reactions since excessive use feels artificial and annoying.Businesses that focus on their visual elements through effective product displays with proper lighting and effective path guidance draw more shoppers to make purchases. The investigation presents strategic guidance for retailers through its analysis of additional investigative areas for possible future research particularly relevant to UK markets.




[bookmark: _Toc194175926]CHAPTER 1: INTRODUCTION
[bookmark: _Toc186795894][bookmark: _Toc186796145][bookmark: _Toc186797010][bookmark: _Toc194175927]1.1 Introduction
Consumer behaviour and buying decisions are now greatly influenced by visual merchandising. Store layout, lighting, window displays, and product placement are all strategic components that retailers may utilize to improve customer shopping and foster brand loyalty. These studies have demonstrated that out of all the stores, the store that creates an appealing and sensory-rich atmosphere helps consumers engage more with those stores, directly changing their willingness to explore products and purchase (Mondol et al., 2021).
The visual aesthetics in consumer perception and brand attitude are essential to this research; the UK clothing and jewellery retail sectors are explored in detail. Effective visual merchandising strategies attract consumers inside the stores and keep them longer by encouraging such sales opportunities (Park et al., 2014). Notwithstanding its importance, this knowledge is poorly understood how various visual merchandising techniques might optimally be employed within different retail sectors remains unanswered. To fill this gap, the study seeks to provide actionable recommendations to direct UK retailers on how to improve their strategies to enhance their consumers' behaviour.
[bookmark: _Toc186795895][bookmark: _Toc186796146][bookmark: _Toc186797011][bookmark: _Toc194175928]1.2 Background
Modern retail strategy is built around visual merchandising, which shapes the behaviour and experience of consumers. Among these are things like lighting, window displays, the way products are arranged, and even store layout — all to attract attention and to communicate brand identity. It was researched that effective visual merchandising leads to consumer engagement and drives impulse buying decisions through emotional triggers (Jaini et al., 2022).
Visual merchandising is one essential way to differentiate UK clothing and jewellery brands. There is no one way to do this, but clothing retailers could add colourful displays to promote exploration. Conversely, to create a powerful feeling of achievement and exclusivity, jewellery retailers would attempt to apply a few minimalist style keys. This dual approach shows that visual merchandising strategies must be combined with the aesthetic value of the target consumers they want (Mondol et al., 2021).
Its importance is known, yet there is a scant understanding of how specific visual merchandising practices impact consumer behaviour in these sectors. The previous is not generally held in studies in the literature, and so there is no vetting of the past for the specific preferences and behaviours of each product category, and generalising findings is the norm. To fill this gap, this research examines the different effects of the visual merchandising variables on purchase intentions in a UK environment to help provide actionable insights to industry stakeholders (Park et al., 2014).
This upcoming study will investigate the influence of key visual merchandising elements, such as lighting, store layout, and window preview, on consumers' perceptions and behaviour towards purchase. These findings provide practical recommendations for optimising visual merchandising for improved engagement and sales.
[bookmark: _Toc186795896][bookmark: _Toc186796147][bookmark: _Toc186797012][bookmark: _Toc194175929]1.3 Research Problem
[bookmark: _Toc186795897][bookmark: _Toc186795898]There has been little exploration of the impact of Visual Merchandising on the UK Clothing and Jewellery sectors. Generalised strategies frequently fail to consider individual customer preferences, greatly reducing a retailer's ability to optimise engagement and sales. Vibrant displays are essential for clothing retailers to excite browsing; jewellery stores stick to minimalist designs to suggest exclusivity. However, little study has been done on the differences in effectiveness between these techniques. This study fills this gap by investigating how visual merchandising might be tailored to the demands of customers to serve as a foundation for retailer decisions (Mondol et al., 2021).
[bookmark: _Toc186795899][bookmark: _Toc186796148][bookmark: _Toc186797013][bookmark: _Toc194175930]1.4 Aim of the Research
This research aims to examine the impact of visual merchandising on customer purchasing decisions for clothes and jewellery retailers in the UK retail sector. The research is an analysis of essential merchandising qualities and their effects, providing practical insights to assist retailers in refining their marketing strategies and enhancing consumer interactions.
[bookmark: _Toc186795900][bookmark: _Toc186796149][bookmark: _Toc186797014][bookmark: _Toc194175931]1.5 Research Objectives
The research objectives are as follows:
1. To analyse the key elements of visual merchandising, specifically window displays, store layout, lighting, and product placement and their influence on consumer purchasing decisions.
2. To examine consumer perceptions of visual merchandising strategies and identify the factors most effective in driving purchasing behaviour.
3. To examine optimising visual merchandising techniques to enhance consumer engagement and boost sales.
[bookmark: _Toc186795901][bookmark: _Toc186796150][bookmark: _Toc186797015][bookmark: _Toc194175932]1.6 Research Questions
This study seeks to answer the following questions:
1. What are key elements of visual merchandising, specifically window displays, store layout, lighting and product placement, and how do they influence consumer purchasing decisions?
2. What are consumer perceptions of visual merchandising, and which are the most effective factors in driving purchasing behaviour?
3. [bookmark: _Toc186795902][bookmark: _Toc186796151]What are the optimising visual merchandising techniques to enhance consumer engagement and ultimately boost sales?
[bookmark: _Toc186797016][bookmark: _Toc194175933][bookmark: _Toc186795903][bookmark: _Toc186796152]1.7 Justification of the Research
[bookmark: _Toc186797017][bookmark: _Toc186795904][bookmark: _Toc186796153][bookmark: _Toc186797018]This research is significant because there is a substantial gap in the literature regarding how visual merchandising influences consumer behaviour in the UK clothing and jewellery sectors. Visual merchandising is recognised as an essential driver of customer engagement with sales; studies are, however, generalising its impact with little focus on sector-specific strategies (Mondol et al., 2021). The study targets these industries to gain insights into tailoring visual merchandising to satisfy consumers' preferences.
In order to maximize design and display and raise consumer happiness and income, this will assist retailers in making evidence-based suggestions regarding shop layout, displays, etc. Additionally, the study expands scholarly knowledge beyond a basic correlation between visual marketing and customer behaviour in particular market environments.
[bookmark: _Toc186795905][bookmark: _Toc186796154][bookmark: _Toc186797019][bookmark: _Toc194175934][bookmark: _Toc186795906][bookmark: _Toc186796155]1.8 Methodology
In this study, which employs a quantitative research approach, the impact of visual merchandising on consumer behaviour is explored in the UK clothing and jewellery sectors. Structured questionnaires will collect data from 50 to 100 participants taken using multiple retail settings. This method enables a particular and exact understanding of customer perception about specific visuals of visual merchandising, for example, window shows, lighting, store design and goods set (Jaini et al., 2022).
Data analysis includes descriptive statistics to identify trends and inferential techniques, such as regression analysis, to explain the significant relation between visual merchandising elements and purchase. Here, the quantitative approach results in robust and generalizable results that provide actionable recommendations about how retailers can optimize their strategies (Mondol et al. 2021).
[bookmark: _Toc186795908][bookmark: _Toc186796157][bookmark: _Toc186797020][bookmark: _Toc194175935]1.9 Organisation of the Study
The study is organised into five chapters:
· Chapter 1: Introduction establishes its base by introducing background information followed by problem definition and clarification of goals and research questions supported by a study foundation.
· Chapter 2 Literature review investigates significant elements and theoretical concepts and existing studies about visual merchandising.
· Chapter 3 Research methodology demonstrates the methods for designing research and describes the data collection approaches as well as sampling procedures and analysis methods.
· Chapter 4 Findings and Analysis presents the research results through descriptive together with inferential statistical analysis of gathered data.
· Chapter 5 Conclusion and Recommendations is the final section of this research which explores its findings and examines its implications within the retail market.
[bookmark: _Toc186797021][bookmark: _Toc186795909][bookmark: _Toc186796158]


[bookmark: _Toc194175936]CHAPTER 2: Literature review
[bookmark: _Toc194175937][bookmark: _Toc186797022]2.1 Introduction 
The analysis of visual merchandising practises on consumer decision-making occurs in this chapter for both the UK clothing sector and jewellery sector. Research of past works allows researchers to build a theoretical base that pinpoints essential concepts and methods and psychological aspects affecting consumer choices. The analysis uses Stimulus-Organism-Response model and consumer perception theories to understand how retail spaces produce their effects on consumer interactions. The research evaluates specific strategies in two sectors by analysing how clothes stores use interactive displays while jewellery stores focus on sophisticated and minimal presentation. This section points out research deficits that consist of insufficient UK-based analyses and missing connections between what consumers perceive and what they truly purchase. Chapter 3 uses the findings to develop its research design.
[bookmark: _Toc194175938]2.2 Theoretical Framework 
[bookmark: _Toc194175939]2.2.1 Stimulus-Organism-Response (S-O-R) Model in Visual Merchandising
This model defines how elements outside consumers create behavioural changes in emotional reactions. The visual elements used in retail merchandising, like structural alignment and lighting systems alongside display window displays and product positioning, serve as triggers which shape retail customer experiences.  Shop layouts combined with organisation and welcoming elements generate more positive moods in customers, who interact better while increasing their likelihood of buying (Jeong et al., 2022).  The research indicates that creating an engaging retail atmosphere extends buyers' stay time while they check out more items before spending more money (Mondol et al., 2021).
[bookmark: _Toc194175940]2.2.2 Consumer Perception and Decision-Making Models
Customers need to comprehend visual displays to develop reactions to retail store presentations. Retail stores achieve favourable shopping experiences through proper lighting techniques accompanied by colour schemes and effective product layout design, which modifies consumer brand perceptions (Jaini et al., 2022). Visual merchandising strategies that deploy trustworthy feelings toward products to minimise shopping risks lead customers to demonstrate loyalty and start making impulse purchases (Logkizidou, 2016).
The consumer decision-making process maintains its function as an essential framework to understand purchasing patterns of consumers. A buying sequence described in the model begins with awareness followed by consideration before reaching purchase. Visual merchandising makes every shopping step more prominent because the presentation enhances visibility and exploration while making products more appealing to buyers. According to Nyagba et al. (2022), a proper positioned product alongside an eye-catching window display will convert casual shoppers into buying customers.
[bookmark: _Toc194175941]2.2.3 Luxury Retail and Cultural Capital Theory
The luxury retail market utilises cultural capital theory to determine why some shoppers respond better to high-end visual merchandising than others. People who know an extensive variety of luxury brands show heightened sensitivity toward sophisticated retail setups and distinct product arrangements. Logkizidou (2016) reports that high-end customers will visit a jewellery store when it uses minimalist design with soft lighting. Consumers purchase more than merchandise when they explore stores because shopping experiences allow them to express their social status and identity through their purchases.
[bookmark: _Toc194175942]2.3 Key Concepts in Visual Merchandising 
[bookmark: _Toc194175943]2.3.1 Window Displays
Retailers find window displays among their most powerful resources to draw customers through storefronts. Through their displays, retailers create the initial connection with possible shoppers who experience the business offerings and branding. Moanassar et al. (2017) show that effectively designed window frames draw more customers through appealing storefront displays, creating memorable brand connections (Moanassar et al., 2017). Like other luxury brands, Gucci displays its products through sophisticated, minimalistic windows that create a sense of being unique. Zara shows its new items through seasonal trends through constantly changing displays (Bauer, 2021). According to Su (2020), the frequent updates of Zara’s window display led consumers to make impulsive purchases since these changes provoke an immediate buying sensation.
[bookmark: _Toc194175944]2.3.2 Store Layout
The way a store organises its sections determines how shoppers move around the store because specific arrangements appeal to different shopping preferences. Studies show that shopping arrangement affects how customers feel and act and their tendency to make spontaneous purchases (Basu et al., 2022). 
a) The grid layout dominates large supermarkets through straight-shelved organisations. Users experience restricted movement because of this particular store design.
b) The free-flow layout enables substantial upscale stores to create an unrestricted customer exploration experience through their open problem-free design. The shopping environment turns more pleasant alongside more enjoyable because of this method.
c) The boutique layout structures speciality stores through the partition of their space according to product categories. Customers can easily navigate through the store to locate their required items because of the proper organisation.
Big brands like H&M Uniqlo and Primark strategically place best-selling products at storefronts to control customer movement patterns (Su, 2020). Research findings demonstrate that well-crafted store layouts elevate branding experience and buying inclination, so both factors should connect store design and visual merchandising (Basu et al., 2022). 
[bookmark: _Toc194175945]2.3.3 Lighting and Colour Psychology
Consumer perception and shopping decisions emerge from lighting and colour elements as fundamental design factors. Warm lighting produces a welcoming environment that relaxes customers while seeking merchandise, yet bright white bulbs maximise visual product presentation (Moanassar et al., 2017). Luxury brands deploy soft golden lighting for exclusivity and sophistication, so fast-fashion retailers employ bright lighting to draw attention towards their promotional areas and new arrivals (Basu et al., 2022). The psychological effects of colour produce specific results in marketing since red generates a sense of urgency and excites customers, but blue communicates trust and calmness, which elite retailers employ.
[bookmark: _Toc194175946]2.3.4 Product Placement
Well-placed retail products lead consumers to focus on particular items, which increases sales at checkout. Empirical studies demonstrate that high-margin and impulsive purchases should always go near checkouts to boost last-minute sales (Basu et al., 2022). According to Bauer (2021), the company's strategic positioning of new Nike footwear in prominent display zones creates unique product visibility and exclusivity. When customers visit Uniqlo shops, they find complementary items such as jackets and scarves arranged next to one another to promote bundle purchases, according to Su (2020).

[bookmark: _Toc194175947]2.4 Visual Merchandising and Consumer Behaviour 
[bookmark: _Toc194175948]2.4.1 Impulse Buying Behaviour
Effective visual merchandising techniques augment impulsive purchasing since the strategic arrangement of displays, proper lighting, and promotional elements drive customers toward spontaneous purchases. Current studies indicate that elegant merchandise setups and short-term availability promotions drive consumers to make spontaneous purchases (Mondol et al., 2021). Profits at Zara rise when they strategically show their seasonally popular products close to the checkout point to consumers' impulsive purchase behavior (Jangid, 2022). According to Zou (2023) Apple shops create an understated atmosphere through their displays that leads customers to accidentally buy product upgrades and accessories together. IKEA uses a store layout that challenges customers while they shop allowing them to make unplanned product purchases according to Zhou (2024). IKEA guides its customers from one section to the next, featuring artistic product displays because this approach drives customers to make spontaneous decisions.
[bookmark: _Toc194175949]2.4.2 Emotional Engagement
Visual merchandising stimulates both spontaneous purchases together with connecting customers emotionally to brands. Shopping experiences together with mood formation are influenced by sensory elements which include lighting, textures and music. Gucci and Louis Vuitton implement soft, warm lighting and simple designs that makes their brand spaces appear elegant and limited in availability (Bauer, 2021). The retail chains Zara and H&M achieve their energetic shopping environment through bright displays with moving elements (Jangid, 2022). The addition of multi-sensory retail elements such as scent distribution and background music drives customers to stay longer in stores and raises their buying potential (Ramya and Rithika, 2024). Apple's retail outlets combine interactive displays with simple design to boost client emotional connection, therefore providing a customised premium buying experience (Zou, 2023).
[bookmark: _Toc194175950]2.4.3 Brand Perception and Loyalty
The visual presentation of a shop directly affects how consumers see a brand while also boosting customer brand trust. A store layout maintained in excellent condition along with visual appeal develops brand credibility, which helps consumers trust the brand. The organisation under Hashem (2019) states that maintaining design coherence through store features such as layout, colour selection, and merchandise placement creates brand loyalty among consumers. Open-design minimalism characterises Apple stores outlets which present their marketing concept that combines innovation and simplicity. Customers visit IKEA stores regularly because its combination of interactive displays with showroom layouts generates an interactive shopping space (Zhou, 2024). Engaging visual merchandising from brands produces both emotional brand attachment and prolonged customer loyalty (Akhilendra and Aravendan (2023).
[bookmark: _Toc194175951]2.5 Visual merchandising in the retail sectors of UK clothing and jewellery 
[bookmark: _Toc194175952]2.5.1 Specific use of visual merchandising in sectors
In the UK retail environment, visual merchandising maintains a vital position since stores offering clothes and jewellery depend on design elements to influence their customers' perceptions of the merchandise and their purchasing options. Every retailer in both industries develops specific merchandising approaches that suit their market segments and brand perceptions.
[bookmark: _Toc194175953]2.5.2 How Clothing Stores Use Eye-Catching Displays to Attract Shoppers
As its visual merchandising technique for drawing consumers, the UK clothes retail sector designs dynamic in-store environments. Regular changes in storefront displays by Zara and H&M and Topshop highlight new seasonal fashion trends, therefore drawing in customers with dynamic and futuristic showroom displays (Akhilendra and Aravendan, 2023). Research results show that striking mannequin displays with matching clothing combinations inspire consumers to purchase items by enabling them to create full appearance concepts, therefore increasing store revenue rates (Murugesan, 2020). Retailers use interactive display technology to provide running fashion choices and style advice on digital displays, therefore giving consumers a fascinating shopping experience (Sripathi and Leelavati, 2022). For quick fashion stores, retailers select bright shop lighting to create excitement; Ted Baker and Reiss use soft warm lighting, which looks elegant.
[bookmark: _Toc194175954]2.5.3 Elegant and Minimalist Displays in Jewellery Stores
Jewellery stores use minimalistic visual display methods since it helps their valuable and exclusive products create impact. Tiffany & Co., Cartier and Boodles use innovative glass exhibition techniques for their individual jewellery pieces to attract customer attention within their elite storefronts (Zhu, 2023). Organised stores delivering valuable products create better performance for luxury brands as customers associate proper organisation with valuable merchandise (Ray and Nayak, 2023). The exclusive items at jewellery stores receive appealing lighting inside well-secluded display windows that enhances their beauty. Retail spaces use white together with black and gold elements to achieve everlasting premium enlightening designs.
[bookmark: _Toc194175955]2.5 4 UK Retail Trends and Visual Merchandising
Consumer expectations in the UK marketplace continue to change because customers now want retail spaces that display digital integration and sustainable principles. Selfridges, Harvey Nichols, and other shops integrate sustainable store displays with recycled materials and digital displays into their fixtures to uphold their dedication to sustainability through paper waste reduction (Ray and Nayak, 2023). Consumer buying habits require differing visual merchandising methods in the UK market based on retail operations between clothing stores and jewellers. Segment retailers of clothing products should utilise robust and rapid display formats while jewellers generate superior sales with refined understatement which displays precious craftsmanship.
[bookmark: _Toc194175956]2.6 Gaps in Existing Literature 
Researchers have made broad statements about visual merchandising because the individual approaches for different sectors require additional detailed investigation. Few research studies examine how shop visual design influences buying patterns of customers in clothing stores and jewellery outlets (Basu et al., 2022). Stores that sell jewellery present limited yet straightforward displays in their layout structure but maintain an opposite strategy from clothing retailers who frequently update their displays. The present research gaps in both sectors restrict our optimal comprehension of suitable visual merchandising techniques in their respective markets. 
Research on visual merchandising mainly stems from American, Chinese and Sri Lankan markets while paying scant attention to UK consumer behaviour patterns (Wimalasena, 2021). Research about British consumers' visual merchandising needs should examine their commercial actions especially regarding sustainability practises and store technology innovation within competitive retail locations like Selfridges and Harvey Nichols.
Research on consumer perceptions of visual merchandising exists but no studies explain the process through which these perspectives result in purchasing actions (Basu et al., 2022). Research focuses primarily on short-term interactions but fails to study customer loyalty development within jewellery retail markets where customers spend more time and thought on jewellery purchases than clothing. The research implements sector-specific analysis on visual merchandising in UK clothing and jewellery stores by examining consumer behaviour past preferences through market data patterns in the UK to address major gaps in industry knowledge.

[bookmark: _Toc194175957]2.7 Summary of the chapter
Key concepts in visual merchandising and consumer behaviour theories are discussed in this chapter along with how stores use their displays to affect brand recognition, customer emotions, as well as impulsive purchasing. The study assessed many retailing strategies employed in the UK fashion and jewelry sectors, where jewellery stores show their products under simple luxury-based displays while clothes stores utilize striking presentations. The study indicates that the current body of research points to a two-fold issue including inadequate UK-based studies and inadequate links between consumer opinions and purchase habits. The discussions in this chapter form the basis of the research in Chapter 3, which looks at how visual merchandising techniques influence customer responses in UK retail environments. Based on results from this chapter, the study seeks to apply its approach, therefore bridging the found gaps.







[bookmark: _Toc194175958]CHAPTER 3: Research Methodology
[bookmark: _Toc194175959]3.1 Introduction
Research methodology is defined by the organised system researchers use to conduct investigations that provide reliable and valid studies. The system guides researchers in choosing an appropriate research philosophy, strategy, approach and data collection methods for achieving their study’s goals. According to Saunders et al. (2019), a clear methodology design produces more precise insights that lead to results applicable in actual situations. 
This research applies the Saunders Research Onion, which structures research decisions by arranging them in successive layers starting from research philosophy and moving to data collection and analysis. The model guarantees that all research stages support the study objectives (Melnikovas, 2018). 
The research methods in this chapter 3 combines positivism as the research philosophy with deductive research approach and then employ survey methods through questionnaires, data collection and analysis techniques to study UK retail consumer behaviour change under visual merchandising conditions.
[bookmark: _Toc194175960]3.2 Research Philosophy
Research philosophy on the other hand establishes the fundamental principles that control research activities by determining how data gets collected, analysed and finally interpreted. A research philosophy provides an understanding of how researchers understand reality while at the same time determining knowledge-creation methods. The selection of a proper research philosophy stands vital, this is because it directs research approach strategy and data collection procedures while at the same time maintaining alignment between research objectives and methodology (Saunders et al., 2019).
According to Melnikovas (2018​), there are four main types of research philosophy:
a) Positivism: This method depends on factual information collected through survey research methods and statistical techniques.
b) Interpretivism: The method acknowledges personal observations by examining human conduct using qualitative investigative elements.
c) Critical Realism: Reality functions independently from how humans sense it and yet it changes according to social and environmental factors.
d) Pragmatism: The research method is selected from both quantitative and qualitative strategies according to the requirements of real-world results.
This research applies positivism to objectively evaluate visual merchandising effects on consumer behaviour throughout UK clothing and jewellery shops. Research-based on positivism methodology proves appropriate because it lets researchers conduct structured questionnaires to gather statistical data that allows pattern detection (Ryan, 2018). The selected research design produces trustworthy results that extend across different contexts and remove personal interpretation from the investigation so as to represent an optimal method for store design and purchasing behaviour analysis.
[bookmark: _Toc194175961]3.3 Research Approach
Researchers deploy a research approach to build their study design which determines how they collect data while analysing and interpreting it within the context of the investigation. The research approach serves a critical role by maintaining alignment between study aims and adding new knowledge to existing findings (Taherdoost, 2022).
According to Grover (2015), there are three primary research approaches:
a) Deductive Approach: In this approach, researchers initiate from established theories and hypotheses before subjecting them to data collection.
b) Inductive Approach: In this approach, researchers derive new explanations by finding recurring patterns and themes in their studied data.
c) Abductive Approach: In this approach, the research design integrates both deductive and inductive reasoning approaches to guide its theoretical and observational transitions.
The research design follows a deductive approach because it tests acknowledged theories between visual merchandising and consumer behaviour patterns across UK clothing and jewellery retail segments. The use of deductive reasoning in this study proves suitable since it enables researchers to test established. For instance, the Stimulus-Organism-Response (S-O-R) Model which examines how visual merchandising affects purchase decisions (Saunders et al., 2019).
Surveys that follow structured frameworks within deductive research led to quantitative outcomes that allow statistical analysis for developing generalisable consumer behaviour patterns (Taherdoost, 2022). The established method increases both the study's reliability and validity of discovered conclusions.
[bookmark: _Toc194175962]3.4 Research Method
The research method outlines the structured approach used to collect and analyse data, ensuring the study’s objectives are effectively addressed. Research methodologies typically fall into three main categories according to Taherdoost, (2022​):
a) Quantitative Research: Utilises numerical data to measure relationships, trends, and patterns.
b) Qualitative Research: Focuses on exploring experiences, opinions, and behaviours through non-numerical data.
c) Mixed Methods: Integrates both quantitative and qualitative approaches to provide a more comprehensive analysis.
This paper conducts quantitative research because it aims to evaluate the effects of visual merchandising on consumer behaviour within the UK clothing and jewellery retail industries. The research design enables measurable results alongside objective and generalisable findings thus minimising researcher subjective elements (Saunders et al., 2019). The research data will be gathered using structured questionnaires which will be distributed to 50 to 100 participants throughout different retail establishments. The organised questionnaire analyses the visual merchandising aspects as seen through consumers' eyes regarding window displays with proper lighting, store organisational setup and product display arrangement (Jaini et al., 2022). 
Descriptive statistics will analyse the gathered data to find patterns whereas inferential statistical methods, such as regression analysis, will show relationship between visual merchandising approaches and consumer purchase conduct (Mondol et al., 2021). The structured data analysis system will deliver useful findings which help retailers create optimal visual merchandising procedures.
[bookmark: _Toc194175963]3.5 Research Strategy
The research strategy serves as a master framework for data collection and analysis to achieve efficient research goal fulfilment. The chosen strategy shapes question-solving methods, leading to organised methods for obtaining dependable research findings (Saunders et al., 2019). Different academic studies employ four primary research strategies which are surveys, case studies, experiments and ethnography. Each research approach functions for distinct purposes based on what research-level objectives and study characteristics require (Mtisi, 2022).
The survey approach chosen for this analysis proves ideal for capturing information regarding UK consumers' visual merchandising understanding in clothing and jewellery stores. Surveys efficiently collect quantitative data across broad samples thus permitting researchers to detect common trends in the information (Melnikovas, 2018). The use of structured questionnaires through this strategy allows researchers to establish a systematic data collection which helps to lower sampling biases and produce valid results.
The survey method proves appropriate for this investigation because it helps generate quantitative data regarding the purchasing effects of visual merchandising methods. The systematic design of this approach makes statistical analysis possible which leads to discovering essential retail elements that affect consumer buying behaviour (Taherdoost, 2022). Surveys enable industry stakeholders to conduct comparisons between different retail locations thus delivering beneficial insights for the improvement of their merchandising strategies.
[bookmark: _Toc194175964]3.6 Time Horizon
Research time horizons identify when data collection and analysis procedures occur. The selected time duration decides whether the research captures one momentary view or follows continuous change measurement. The field of research includes two distinct time horizon categories which are cross-sectional and longitudinal. By design a cross-sectional study obtains data in one moment to capture a particular snapshot of research phenomena but longitudinal studies measure variables throughout time to detect natural patterns.
The research design is cross-sectional because it monitors visual merchandising effects on customer behaviour in UK clothing and jewellery stores at a moment. Cross-sectional research methodology proves effective because it can gather data using standardised questionnaires while studying various customers at once (Saunders et al., 2019).
A cross-sectional design offers suitable analysis speed for retail applications by revealing helpful recommendations during retail-specific data collection periods. The adopted research method allows findings to stay applicable to today's consumer markets and modern visual retailing standards.
[bookmark: _Toc194175965]3.7 Methods of Data collection
The collection of data stands as an essential research sequence because it provides authentic and reliable information needed to fulfil study goals. The data categorisation includes two types: primary and secondary data. Researchers gather primary data by conducting a direct collection for their particular study whereas secondary data emerges from already existing sources that includes official records, academic studies and reports (Saunders et al., 2019).
The acquisition of primary data occurs through surveys as well as interviews and observation methods. The choice of structured survey questionnaires as my data collection method is the best choice since it offers an effective and a quantifiable measurement for studying UK clothing and jewellery retail consumer visual merchandising perceptions. The capability of surveys gives room of receiving structured responses from large sampling groups that enable results to be both duplicable and applicable across different settings (Taherdoost, 2022).
This study incorporates the Likert scale together with multiple-choice and open-ended questions as part of its survey design. The evaluation of visual merchandising elements such as window displays, lighting, store layout and product placement appears through the Likert scale questions. The multiple-choice question format enables participants to choose from provided answers resulting in standardized data collection. The open-ended questions allow participants to give more in-depth feedback in order to gain an expanded comprehension of purchasing routines (Jaini et al., 2022). The structured questionnaire framework enables data measurement along with objective and statistical analysis that eventually strengthens the examination of consumer retail decisions.
[bookmark: _Toc194175966]3.8 Data Analysis
Successful research normally depends majorly on data analysis whereby researchers systematically review their gathered data to find meaningful connections that validate their study goals. Raw data undergoes transformation through this process in order to create valuable information that researchers can interpret and apply effectively (Taherdoost, 2022). 
Quantitative data analysis will be applied in this study and consists of descriptive statistics to present essential trends and inferential statistics to assess the relations between visual merchandising elements and consumer actions. When using descriptive analysis, we study the distribution patterns and central tendencies of the data while at the same time performing regression analysis as part of inferential analysis to identify significant variable relationships (Dibekulu, 2020).
The data processing and analysis will be conducted using SPSS software and Microsoft Excel statistical software. These data tools will enable a precise calculations and visual data displays through graphs, charts and inclusive statistical modelling methods (Dibekulu, 2020). The research results will be displayed using tables, graphs accompanied by charts that will improve the accessibility of data throughout the discussion section. This research applies rigorous analytical methods for deriving impartial evidence-based results regarding the effects of visual merchandising on consumer buying patterns in the UK market (Ott and Longnecker, 2016).
[bookmark: _Toc194175967]3.9 Research Ethics
The integrity of a study normally depends on ethical considerations that will ensure participants of a research are under protection. Ethical research analysis adheres to moral principles to defend participant safety and maintains both fairness and respect throughout the data collection process (Resnik, 2024).
The necessary ethical principles require that research participants be able to provide their free consent after receiving complete, detailed information about the study. Research integrity requires protecting participant personal data by way of full confidentiality, which protects their anonymity throughout the entire research period. The voluntary nature of study participation gives people the right to leave the research project whenever they want to without any negative repercussions (Barrow et al., 2022).
This research study will implement ethical procedures through informed consent from all participants while making data anonymous by following institutional ethical review board requirements. The researcher has applied secure data storage systems with restricted access protocols to shield participant information from unauthorised access (World Health Organisation, 2011).
[bookmark: _Toc194175968]3.10 Summary of the Chapter
This chapter detailed a research methodology that examined visual merchandising effects on consumer conduct within the UK clothing and jewellery store sector. This section focused on the fundamental methodical selections that integrated positivist research philosophy, together with deductive research approach as well as quantitative research method and survey strategy. The investigation uses structured questionnaires as a data collection method that gathers data from 50 to 100 participants for precise objective research outcomes.
SPSS together with Excel will be used for data analysis with descriptive and inferential statistical methods to ensure validity and reliability of the results. The research design incorporates the required protocols for ethical research through informed consent protocols and protections of confidentiality and voluntary participant rights to maintain both participant rights and study data integrity. The framework established in this chapter creates a foundation for Chapter 4 (Data Analysis & Findings) in delivering valid and generalizable information about consumer behaviour effects from visual merchandising.

[bookmark: _Toc186797023]

[bookmark: _Toc194175969][bookmark: _Toc186797024]CHAPTER 4: Findings and analysis
[bookmark: _Toc194175970]4.1 Introduction
The results from structured surveys in the form of questionnaires on the influence of visual merchandising on customer conduct within UK clothing and jewellery stores are presented in this chapter. The questionnaire collected responses from 69 participants to understand their reactions to store elements including lighting design, store organisation, window display design as well as product presentation methods. The initial section of this analysis displays the demographics and then includes both quantitative and qualitative interpretations of user perceptions. The analysis utilises correlation and regression techniques so as to investigate how visual merchandising elements influence consumer buying habits. The analysis relied on Microsoft Excel and SPSS software in order to establish both the accuracy and validity of the data. The results from this analysis directly support the study objectives as they will be used to develop discussion points which lead to recommendations in Chapter 5.
[bookmark: _Toc194175971]4.2 Descriptive Analysis
The section follows up with descriptive statistics which emerge from survey participant responses. A descriptive analysis method enables researchers to compile and structure collected information to detect important behavioural patterns in survey participants (Saunders et al., 2019). The survey displays demographic overview information about participants followed by their responses to visual merchandising aspects that incorporate lighting design, window displays, store floor arrangement along with product arrangement. This part uses charts and graphs to create visual distributions which allow easier comparison of data results. The analysis of demographic data prepares the way for further statistical tests that will be performed in the next section.
[bookmark: _Toc194175972]4.2.1 Demographic Profile of survey Respondents
This subsection shows a summary of demographic data from the 69 survey respondents. Knowing the population breakdown helps to position consumer actions while detecting trends between different groups (Saunders et al., 2019). The statistical data comprises information about participants' ages along with their genders and habits regarding shopping frequency as well as preferences regarding retail locations. The various metrics in this analysis establish both cross-section diversity and base understanding needed for interpreting consumer responses to merchandising displays.
a) Gender Distribution
Female respondents outnumbered male respondents with 58% reporting female whereas male respondents made up 42% of the total sample. The majority of fashion and jewellery retail consumers consist of females so the data reveals this trend in the 58% and 42% gender split. The obtained data indicates retailers should direct more attention to visual merchandising aspects targeting the women-dominated market segment. The gender distribution aligns with research patterns that show female participants exceed males in consumer behaviour investigations of specific markets while a few international surveys identify gender sampling disparities (Weber et al., 2021). Accurate research conclusions regarding customer preferences require equal gender representation throughout samples.
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[bookmark: _Toc194174914][bookmark: _Toc194175352]Source Figure 1: Microsoft Excel Chart (2025)
b) Age Group Distribution
Most of the surveyed individuals fell between ages 25-34 (34.8%) and 35-44 (31.9%) and combined represented nearly 70% of the entire sample. The survey showed 17.4% of participants were between 45-54 years old, 8.7% were older than 55 years, 5.8% were 18-24 years old and 1.4% were under 18 years old. Traders who target young to middle-aged adults can find their main audience within this survey data since most respondents belong to this age range. Basu et al. (2022) have validated this pattern because the 25–44 age group demonstrates stronger buying habits regarding fashion items in addition to enhanced responses to promotional displays in retail stores. Retail businesses will experience higher customer involvement by creating visual merchandising approaches that match the preferences of their target demographics which fall within 25-44 years of age.
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[bookmark: _Toc194174915][bookmark: _Toc194175353]Figure 2: Microsoft Excel Chart (2025)
c) Shopping Frequency
Half of the sample population discards money on clothing and jewellery purchases once monthly with a 50.7% while 29% handle this shopping every couple of months. The other 17.4% avoids shopping while a smaller group of 2.9% do their purchases on a weekly basis. The ongoing monthly customer visits at the store demonstrate stable retail patterns but limited weekly visits create repeated opportunities for the store to change customer perception with visual merchandising. Hefer and Cant (2013), reveal that consumers make unconscious decisions based on in-store visual elements during their everyday visits to the store. Regular monthly visits to retail stores that feature well-organised displays improve the probability of both premeditated and spontaneous buying decisions.
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[bookmark: _Toc194174916][bookmark: _Toc194175354]Figure 3:Microsoft Excel Chart (2025)
d) Preferred Shopping Locations
A large number of participants chose shopping malls together with online stores as their most preferred shopping environments. The research also revealed that 46.4% of respondents prefer buying at shopping malls and online stores whereas 18.8% chose online shopping only. Traditional high street stores together with luxury boutiques received much less preference from shoppers. Consumer behaviour indicated an increasing retail expenditure on digitally transformed spaces with convenience features as retailers should apply optimised visual merchandising strategies to their online and brick-and-mortar outlets. The findings of Hefer and Cant (2013), confirm that visual merchandising techniques deployed either in stores or online produce substantial effects on customer buying behaviour and attention when used with tech-driven convenient elements.
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[bookmark: _Toc194174917][bookmark: _Toc194175355]Figure 4: Microsoft Excel Chart (2025)
[bookmark: _Toc194175973]4.2.2 Consumer Shopping Preferences
Research participants are examined for their shopping patterns together with their preferences across multiple dimensions in this section. Reading this information about customer preferences enables better interpretation of visual stimuli effects on buying patterns and customer interactions. Consumer shopping preferences emerge more distinctly through this data since it reveals their top priorities between store environment quality and how products are set up. The collected information serves as fundamental knowledge to examine how particular visual merchandising methods affect shopper groups.
a) Visual Merchandising Elements That Influence Store Entry
According to the research findings, the coordinated presentation of window displays with store layout, lighting, colour schemes, product placement as well as promotional signage has proven most effective at attracting customers since 39.1% of respondents considered it the key visual element. Different shopping areas tended to utilise pairings where they combined lighting with promotional signage (8.7%) while additional successful partnerships consisted of product arrangement with window displays. Multiple unified merchandising elements in stores serve as more effective attraction factors than a single visual merchandising element when it comes to consumer store entrance behaviour. In order to draw shoppers to their locations retailers must create complete visual attractions through their storefront presentations. The findings of Jaini et al. (2021) support this observation because they demonstrated that well-merged visual merchandising elements including lighting along with product display and window design lead to considerable changes in impulse buying behaviour.
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[bookmark: _Toc194174918][bookmark: _Toc194175356]Figure 5: Microsoft Excel Chart (2025)
b) Impulse Purchases Influenced by Visual Merchandising
Out of all participants asked about visual merchandising's impact on impulsive buying decisions between 66.7% said it influenced them and 33.3% did not report any influence. The research confirms that visual displays strongly affect unplanned buying decisions because people tend to make spontaneous purchases at stores with effective design and display approaches. Businesses should understand the impact of visual presentation on purchasing decisions since it provides a strategic method to grow their conversion rates. Research by Hashem (2019) demonstrates that quality visual merchandising implementation especially through window displays and lighting enhances retail impulse buying because visual displays affect shopper attention which guides their emotional purchasing choices.
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[bookmark: _Toc194174919][bookmark: _Toc194175357]Figure 6:Microsoft Excel Chart (2025
c) Impact of Store Layout on Time Spent in Store
More than 80% of retail visitors report that storefront organisation influences their shopping time, although 18.8% do not share this belief. Research validates the necessity of layout as a core visual merchandising tool that controls customer stay time within stores together with interaction dynamics. An adequately structured store layout guides customers to view supplemental items thus enhancing their purchasing chances. Retail space should prioritise layouts with open navigation because they allow customers to move through the store with ease and comfort. According to Bashar et al. (2013), the right layout enhances the customer pathway and the time spent inside along with the possibility of purchasing.
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[bookmark: _Toc194174920][bookmark: _Toc194175358]Figure 7: Microsoft Excel Chart (2025)
d) Impact of Store Lighting on Shopping Experience
The majority of research participants described their shopping experience as positively influenced by proper illumination. The data reveals that lighting directly impacts the shopping experience by enhancing it to a large degree (40.6%) and to a medium degree (33.3%) and has no effect (21.7%) or a negative effect (4.3%) on customers' shopping experience. Research evidence confirms that proper lighting plays a major role in developing a shopper's mood while creating a comfortable environment that drives greater engagement in retail stores. A carefully positioned lighting system creates an attractive display while improper lighting causes customers to avoid exploring stores or prevents potential buyers from seeing products effectively. Hefer and Cant (2013) establish that well-designed lighting improves store emotional appeal while guiding customer behaviours and extending their time inside​.
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[bookmark: _Toc194174921][bookmark: _Toc194175359]Figure 8: Microsoft Excel Chart (2025)
e) Influence of Product Placement on Buying Decisions
The respondents picked open layouts as their preference and groupings of compact products at equal rates with 34.8% and 27.5% respectively. Among the respondents, boutique-style organizations with special zones for their products received 24.6% selection but 13% of respondents had no preference.   Customers selected solutions which allow them to navigate efficiently through organized placements that provide ample product display space. Retail outlets should create adaptable layout formats that unite rational structuring elements with open navigation routes to assist customers in discovering ordinary products. Hefer and Cant (2013), demonstrate that logical visual merchandising design elements draw shoppers into particular areas which guides their subliminal behaviour toward navigating and choosing products​.
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[bookmark: _Toc194174922][bookmark: _Toc194175360]Figure 9: Microsoft Excel Chart (2025)
[bookmark: _Toc194175974]4.3 Analysis of Key Visual Merchandising Elements
The study explores the outcomes of consumer reactions toward retail visualisation aspects using lighting elements and window display technology along with product placement strategies. These selected components maintained their position as primary influencers of retail customer behaviour and perception patterns according to existing literature research (Basu et al., 2022). The research demonstrates how users evaluated both the efficiency and aesthetic aspects of visual components thus identifying which visual techniques generate the most substantial outcome in consumer engagement.
The study retrieved data by requiring participants to review Likert scales that measured their agreement with statement questions about their in-store encounters. The following findings enable researchers to select crucial visual elements that customers respond to best for further statistical testing in the inferential analysis.
a) Frequency of Entering Stores Due to Attractive Window Displays
According to survey respondents nearly half (48%) regularly visit stores because they find the window displays interesting while 38% said they would enter occasionally because of window displays. Likewise most individuals (19%) either never visit stores or never have but also never will. Creative storefront displays maintain a strong power to control store visitor volumes. Stores selling fashion and jewellery products can obtain major advantages by implementing visually sophisticated storefront displays that demonstrate seasons along with branding principles and modern marketplace trends. According to Hashem (2019) window display organisation along with attractive visual elements attract pedestrians while boosting chances of customers entering the store and making spontaneous purchases.
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[bookmark: _Toc194174923][bookmark: _Toc194175361]Figure 10: Microsoft Excel Chart (2025)
b) Effect of Lighting on Shopping Experience
Among survey participants good lighting enhances product appearance with a 65.2% agree that good lighting makes the product look better followed by 13.0% who believed that lighting does not determine their shopping activities. The data also shows store lighting influences shopper mood where10.1% of respondents dislike shopping under insufficient lighting while 11.6% prefer brighter stores. The research data implies that proper lighting of stores serves as a key visual merchandising factor which simultaneously improves exhibition and creating shop atmospheres which affects shopping behaviour outcomes. Jaini et al. (2022) supports this notion by demonstrating that properly managed lighting serves multiple desirable customer functions by stimulating emotions which ultimately leads to greater purchasing intentions in stores that sell apparel and jewellery and other similar products.
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[bookmark: _Toc194174924][bookmark: _Toc194175362]Figure 11: Microsoft Excel Chart (2025)
A – Good lighting makes products look better
B – Lighting doesn’t affect my shopping decisions
C – Bright stores feel welcoming
D – Poor lighting makes shopping less enjoyable
c) Impact of Store Layout on Time Spent in Store
The data demonstrates that 50.7% of respondents chose to extend their shopping time based on a well-arranged store layout. 40.6% view the store type as the deciding factor while 8.7% shop only for essential items. The results show that a minority of 8.7% declared that store layout has no effect on their buying behaviours because they focus on necessary items only. Ease-of-browsing in retail stores results from effective design planning that extends the amount of time consumers spend on shopping while maximizing their commercial opportunities particularly when layout organization matches consumer needs. Hefer and Cant (2013), establish how store layout guides customer choices by pointing them to specific merchandise while improving their shopping speed and convenience thus driving longer stays and increased purchases​.
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[bookmark: _Toc194174925][bookmark: _Toc194175363]Figure 12: Microsoft Excel Chart (2025)
d) Impact of Product Placement on Buying Decisions 
41.4% of respondents buy merchandise positioned at either eye level areas or near checkouts often, while 34.3% occasionally make such purchases when products are grouped together. Research showed that 14.3% of people do not usually spot product placements while 10% never succumb to store marketing because they simply purchase what they came for. Strategic product placements near areas with high customer volumes and checkout zones show great potential to substantially affect consumer purchases. High-margin products along with promotional items should go into zones that receive maximum visual attention to boost retail sales. Hefer and Cant (2013), demonstrate in their study that products placed in accessible locations perform better in generating unplanned purchases because consumers can easily spot and buy them.
.
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[bookmark: _Toc194174926][bookmark: _Toc194175364]Figure 13: Microsoft Excel Chart (2025)


[bookmark: _Toc194175975]Summary of key visual merchandising 
A total of 69 respondents provided data for this analysis of five vital visual merchandising elements which included window displays, lighting, store layout, product placement, and store design. These attributes demonstrate important roles in shaping consumer responses toward the United Kingdom clothing and jewellery retail market.
Attractive window showroom presentations lead consumers to enter storefronts on a regular basis thus demonstrating their ability to grab customer focus. According to the survey results good lighting proved to be vital for customers who acknowledged that bright illumination makes products more interesting while creating an enhanced shopping atmosphere. Most respondents think that a well-designed store design extends their shopping duration yet they also mention that the effect depends on the specific store.
More than 75% of respondents revealed they purchased products based on how items were placed throughout the shop particularly items displayed at eye level and near the checkout. The study results validate designers must use careful visual arrangements to direct shoppers through their stores and boost their buying behaviour. This study confirms that carefully designed store displays tend to draw more people to enter the store and determine which products they end up buying. The findings confirm the study's purpose of discovering commercial strategies retailers can be used to maximise customer interaction by applying purposeful display methods.
[bookmark: _Toc194175976]4.4 Summary of Likert-Scale Responses
A Likert scale assessment was used for respondents to rate how vital visual appearance was in their shopping store selection process. All choices existed between “Very Important” to “Not Important at All.”
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[bookmark: _Toc194174927][bookmark: _Toc194175365]Figure 14: Microsoft Excel Chart (2025)

According to the data presented in the chart 74.3% of participants selected Very Important or Important as reasons which influence their shopping destination choices. The majority (70.9%) assigned important ratings to the visual appeal of a store with 7.1% standing against this importance. Additionally, 18.6% were uncommitted to their assessment. The data demonstrates that retailers should recognise visual store aesthetics plays an active role in determining which retail locations customers select. Retailers who dedicate funds to attractive storefront designs naturally draw and keep customers because their respective markets such as clothing and jewellery remain visually competitive. Akhilendra and Aravendan (2023) demonstrate how aesthetically pleasing visual marketing representations create fundamental customer store experiences that boost retail entry particularly in fashion settings​.

[bookmark: _Toc194175977]4.5 Summary of Open-Ended Responses
Participants in the last portion of the survey were able to freely express their thoughts about how visual merchandising affects their shopping activities. The open-ended survey questions helped consumers present detailed information about their expectations which expanded the analysis of past quantitative data.
Most research participants expressed their need for visually pleasing and properly maintained displays as these factors determine their decision to enter the store. The respondents mentioned that expertly designed seasonal displays and arranged product presentations both draw customer awareness and establish the brand's professional reputation. The respondents commented on the effect of lighting and store layout since confusing setup arrangements along with inadequate lighting made them both rushed and bored. Jewellery retail professionals who want peaceful browsing environments approve of minimalist displays.
A couple of participants suggested the addition of digital screens, music as well as scent to improve their experience yet they cautioned that too much would create an overloaded feeling. Current research demonstrates how properly balanced multi-sensory merchandising techniques enhance emotions and establish a favourable store environment (Ramya and Rithika, 2024). Logkizidou (2016) explains how retail experiences become memorable due to ambient sounds and fragrances interacting with visual designs to generate emotional responses in customers.
The open feedback collected confirmed visual merchandising acts as an essential tool that affects customer emotional responses as well as their brand perception leading to buying decisions. The survey participants emphasised attractive store designs which maintained the store identity and customised to the target market while showing professional thoughtfulness. As previous studies show (Basu et al., 2022) shoppers tend to feel more content and loyal to brands that encounter optimised visual merchandising and design strategies.
[bookmark: _Toc194175978]4.6 Inferential Analysis
This part analyzes statistical merchandising element relationships and consumer shopping patterns through inferential statistical techniques. Inferring statistical information would verify any meaningful patterns from the descriptive data and their applicability to larger population groups according to Saunders et al. (2019).
[bookmark: _Toc194175979]4.6.1 Regression Analysis
The analysis of consumer buying decision influence by visual merchandising elements was performed through a multiple linear regression using SPSS. The study used purchasing behaviour as the outcome measure to evaluate its relationship with the independent variables including lighting conditions and window displays of retail outlets design and product organization throughout the store.
Consumer purchasing decisions revealed a statistical significance (p < 0.001) through the four merchandising variables which collectively explained 58% (R² = 0.58) of the decision variability. Research using regression analysis helps consumer science professionals evaluate how independent factors affect behavioral outcomes according to Taherdoost (2022).
[bookmark: _Toc194175980]4.6.2 Coefficient Table and Interpretation
[bookmark: _Toc194175834]Table 1: Pearson Correlation Results for Key Visual Merchandising Variables
	Predictor
	B
	Sig. (p)

	Lighting
	0.31
	0.003

	Product Placement
	0.29
	0.019

	Window Displays
	0.08
	0.366

	Store Layout
	0.22
	0.049


Source: SPSS output generated from primary survey data (2025)
Interpretation
Lighting had the strongest and most statistically significant impact on consumer purchasing behaviour which is followed closely by product placement as well as store layout. These findings are consistent with a study which indicates that lighting and product positioning as major drivers of shopper engagement and eventually more sales (Jaini et al., 2022). Window displays, while positively related, did not show statistical significance in this model (p > 0.05), suggesting they may play a more passive or supportive role in influencing consumers (Moanassar et al., 2017).
[bookmark: _Toc194175981]4.6.3 Correlation Analysis
Pearson correlation served to determine the bonding force between essential variables in the analysis. The statistical method provides accepted measurements of two continuous variable linear correlation so investigators can identify both the relationship strength and its direction (Obilor and Amadi, 2018). The analysis conducted with SPSS using this method yields strong results that can be easily understood while meeting the requirements of behavioural research and marketing field work.
[bookmark: _Toc194175835]Table 2: Pearson Correlation Results for Key Visual Merchandising Variables
	Variables
	Correlation (r)
	Sig. (p)

	Lighting × Emotional Engagement
	0.62
	0.000

	Product Placement × Impulse Buying
	0.55
	0.001


Source: SPSS output generated from primary survey data (2025)
The results show that emotional commitment has a direct relationship with proper lighting application in addition to producing purchases through proper product showroom placement. The paper shows support for Ramya and Rithika (2024) and Logkizidou (2016) who document that retail spaces generate emotional responses through sensory stimuli leading to spontaneous purchases.
The analysis demonstrates that the selected visual retail elements which include product placement and lighting and store layout strongly influence customer buying behaviour.  These findings back up the visual observations made throughout earlier chapters to validate as well as support the recommendations and conclusion in the next Chapter 5.
[bookmark: _Toc194175982]4.7 Summary of the Chapter
A total of 69 UK respondents participated in this study which was doing an analysis of visual merchandising effects on clothing and jewellery retail consumer purchases. The study commenced by displaying participant demographic information that was made up of a diverse age groups and genders along with shopping habits. The results from the structured survey questions showed that essential visual components that included lighting, product positioning, store organisation as well as window exhibit design proved significant in retail stores. Most shoppers valued appearance in store selection and multiple individuals stated they base shopping decisions on how products are displayed.
Customer feedback through open-ended questions illustrated that attractive displays with organised spaces remain important elements that capture customer attention. Inferential analysis established that lighting together with product placement and store layout predicted purchasing behaviour statistically which validated the descriptive analysis findings. 
The foundation from this chapter serves as the basis for the upcoming chapter which will interpret results within existing literature then recommends retail practises.







[bookmark: _Toc194175983]CHAPTER 5: Conclusion and Recommendations
[bookmark: _Toc194175984]5.1 Introduction
The discussion reveals findings about visual merchandising effects on consumer conduct in UK stores selling clothing and jewellery. The research findings from Chapter 4 serve as a foundation for interpretation in this chapter which relates results to both the study objectives alongside existing research. The discussion analyses the effectiveness of fundamental visual merchandising elements including lighting, window displays alongside store layout as well as product placement demonstrating their ability to modify customer perceptions and shopping choices. This research explains the variations between retail settings in terms of element effectiveness and offers methods for maximising customer connection.
The chapter evaluates the practical effects for retailers through the interpretation of results while discussing study restrictions together with future research opportunities. The academic and industrial discussions seek to achieve mutual benefits which contribute to establishing better visual merchandising solutions.
[bookmark: _Toc194175985]5.2 Discussion of Key Findings
This section analyses the research results with respect to the investigation goals and reviews documented findings. The research examined the effects of lighting, window displays, store layout, and product placement on consumer buying decisions in UK clothing outlets selling jewellery.
[bookmark: _Toc194175986]5.2.1 Lighting
According to research findings, the element of lighting emerged as a leading factor that influenced consumers. The analysis using regression methods showed a connection between customer buying choices and lighting that was in line with existing research findings (Basu et al., 2022; Moanassar et al., 2017). Adequate lighting as well as product illumination generated both product attractiveness and hence created an inviting store environment according to the respondents. According to Zou (2023), Cartier and Tiffany & Co. use soft and relaxing lighting to generate upscale atmospheres also Zara and H&M implement vibrant lighting to increase energy levels and hasten customer decisions (Bauer, 2021).
A proper illumination enhances the emotional connection between shoppers and store environments thus creating pleasurable shopping experiences (Jaini et al., 2021). The research backs up the main findings because it demonstrates that different lighting affects consumer emotions which results in longer in-store stays that may translate to increased sales.
[bookmark: _Toc194175987]5.2.2 Product Placement
The research established an existence of a powerful positive connection between product placement positioning as well as the consumer purchasing behaviour. Consumers frequently succumb to impulsive purchasing behaviour when retail items are placed in positions that catch their attention, like checkout areas or at eye level (Ramya and Rithika, 2024). More than 75% of participants admitted they commonly buy products placed in strategic positions.
Cross-merchandising approaches which pair relevant merchandise produces improved display visibility and facilitates combined purchases (Basu et al., 2022). Concurrently, Su (2020), documented that Uniqlo utilises a display tactic where matching jacket and scarf combinations are positioned together to facilitate effortless buying choices according to research findings.
[bookmark: _Toc194175988]5.2.3 Store Layout
The outcome was enhanced consumer perceptions together with prolonged shopping durations because of a well-arranged store layout. Tlapana (2021), explains that grid layouts optimise efficiency yet free-flow layouts promote customer exploration in-store design purposes. Research evidence supports these findings because customers stated that their shopping experience improved through easy-to-use floor layouts which increased product discovery options.
The research conducted by along with establishes that properly designed fashion and jewellery store layouts create a better shopping environment for customers (Murugesan, 2020; Ray and Nayak, 2023). Consumer satisfaction increases when shopping areas remain neat and have proper organisation as per the study's consistent output.
[bookmark: _Toc194175989]5.2.4 Window Displays
The regression model failed to establish a connection between window displays as an essential visual draw despite customer recognition of their value. The respondents through both quantitative and descriptive evaluation methods demonstrated that store windows attract people to enter shops. The initial contact and store entrance point of creative window display strategies is identified by Moanassar et al. (2017) and Bauer (2021). Luxury brands prefer minimalistic elegant window displays yet fast fashion brands update their windows to show new trends according to Su (2020). According to Mondol et al. (2021), a store window display contributes significantly to establishing first-time store impressions and delivering store entry results, although it does not instantly impact inside purchase behaviour.
[bookmark: _Toc194175990]5.2.5 Emotional Engagement and Brand Perception
Visual merchandising creates psychological effects that become visible in the research results. The research data supports the theory that lighting and design combinations affect customers' buying behaviours and their emotional reactions which supports Logkizidou (2016) and Jaini et al. (2022). Emotional engagement fosters more extended visits and stronger brand connections. The research results match the conclusions drawn from previous works on the subject. Retailers should understand that strategic value remains in window displays as an attraction tool for shoppers even though product placement, layout and lighting proved most effective in-store merchandising. Retail organisations may use this information to develop custom visual merchandising methods that improve their ability to shape consumer actions.
[bookmark: _Toc194175991]5.3 Practical Implications for Retailers
The findings from this study offers a clear and actionable insights for retailers in the UK clothing as well as jewellery sectors. Businesses can use knowledge about the visual merchandising elements that power consumer behaviour in order to create superior store designs that engage customers better.
Retail businesses should place lighting at the top of their in-store strategically because it constitutes an essential part of the shopping experience by consumers. Retailers in the clothing sector should guarantee that they are illuminating their products properly because bright along with consistent lighting shows their merchandise clearly while pulling attention to sale items. The jewellery industry requires soft lighting and proper illumination to showcase luxury product features since it enhances the exclusivity and high value of jewellery items (Basu et al., 2022; Zou, 2023).
The strategic placement of products should be considered as a vital retailing method. Products positioned in busy areas and at guests' peak line of vision create more opportunity for impulsive buys (Ramya and Rithika, 2024). Retailers of clothing merchandise should display their current new items and seasonal collections at the main entrance while jewellery stores gain sales success by placing their top sellers around the cashier region.
The deliberate arrangement of products within a store becomes a vital factor in helping customers find their way while increasing their exploration of the shop. H&M together with Zara implement free-flow layout designs which allow customers to navigate through product areas (Su, 2020). The layout of jewellery stores should include intimate boutique settings that focuses on singular piece in order to create meaningful shopping moments for customers (Ray and Nayak, 2023).
The initial appeal of window displays is highly significant despite their absence from regression analysis findings. Regular updates, such as presenting themed or seasonal window displays, both strengthen the brand image and attract more customers to high street areas.
Through utilising this acquired knowledge retailers strengthen visual displays to develop deeper emotional bonds between clients which leads to improved sales alongside increased brand loyalty.
[bookmark: _Toc194175992]5.4 Limitations of the Study
a) Small Sample Size: Due to the fact that only 69 participants were used, the results could not be generalised to broader audiences.
b) UK-Only Respondents: The study results cannot be generalised to consumer markets beyond the UK because all participants came from the UK.
c) Self-Reported Data: The survey method allows participants to potentially report their behaviours inaccurately because of biases present in question responses.
d) Cross-Sectional Design: The research design included only one data collection point which prevented the detection of long-term behavioural changes along with changes over time.
e) Lack of Qualitative Insight: A quantitative approach did not investigate deep emotional or psychological drives which could have been discovered through alternative strategies.
[bookmark: _Toc194175993]5.5 Recommendations for Future Research
The following recommendations aim to improve studies about visual merchandising together with consumer behaviour research.
Future research must expand its participant number while ensuring participant diversity through recruiting people representing multiple age brackets and financial backgrounds along with different geographical locations. The results would demonstrate better external validity together with greater generalisability through this addition. The integration of mixed research methods would enhance the overall study findings. The study used quantitative surveys as its research method but evolving it with qualitative approaches that would include in-depth interviews or focus groups could give insights into deeper psychological motivations and emotional responses from customers to visual merchandising elements.
Researchers need to explore the possibilities of performing ongoing studies for future projects. These examinations would allow researchers in discovering persistent shifts in consumer opinions and conduct alongside time-based changes to retail visual displays and continuous branding initiatives. Research related to online visual merchandising approaches should be studied in detail because e-commerce continues to grow. Studies focused on how digital storefronts together with product arrangement formats along with virtual try-on systems impact consumer buying decisions would uncover modern retail market dynamics.
The analysis of sectoral differences should expand its focus to elements beyond the clothing and jewellery categories. Research into visual merchandising practises across supermarkets and electronics stores and home decor establishments would uncover any possible variations in consumer behaviour by industrial sector. Future research dealing with these areas will lead to a detailed understanding of visual merchandising strategies on purchasing decisions made by consumers.
[bookmark: _Toc194175994]5.6 Summary of the Chapter
This research outcomes regarding visual merchandising effects on British retail customer conduct are analysed throughout this chapter. Research data validated that lighting and product placement along with store layout strongly impact buying choices and window displays remain crucial for drawing in buyers. As discussed in this study, previous research findings support the psychological and emotional connection between visual merchandising and shopping behaviours. The research presented tangible suggestions for retailers to develop their visual marketing techniques which boost consumer connection and revenue results.
The chapter suggests future research, with recommendations to estimate a mixed methods approach and integrate online retail environments into the study design because of study restrictions. The findings created a solid base to apply within industries while also serving as the basis for academia to conduct additional research.
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A SURVEY QUESTIONNAIRE ON THE IMPACT OF VISUAL MERCHANDISING ON CONSUMER BEHAVIOUR IN UK CLOTHING AND JEWELLERY RETAIL.
Section 1: General Information
1. What is your age group?
[bookmark: Check54] |_|Under 18
[bookmark: Check55] |_|18-24
[bookmark: Check56] |_|25-34
[bookmark: Check57] |_|35-44
[bookmark: Check58] |_|45-54
[bookmark: Check59] |_|55+
2. What is your gender?
[bookmark: Check50] |_|Male
[bookmark: Check51] |_|Female
[bookmark: Check52] |_|Other
[bookmark: Check53] |_|Prefer not to say
3. How often do you shop for clothing and jewellery?
[bookmark: Check46] |_|Weekly
[bookmark: Check47] |_|Monthly
[bookmark: Check48] |_|Every few months
[bookmark: Check49] |_|Rarely
4. Where do you usually shop for clothing and jewellery? (Select all that apply)
[bookmark: Check42] |_|High street stores
[bookmark: Check43] |_|Shopping malls
[bookmark: Check44] |_|Online stores
[bookmark: Check45] |_|Luxury boutiques
Section 2: Store Atmosphere & Visual Merchandising
5. How important is a store’s visual appeal when choosing where to shop?
[bookmark: Check37] |_|Not important at all
[bookmark: Check38] |_|Slightly important
[bookmark: Check39] |_|Moderately important
[bookmark: Check40] |_|Very important
[bookmark: Check41] |_|Extremely important
6. Which visual merchandising elements influence your decision to enter a store? (Select all that apply)
[bookmark: Check32] |_|Window displays
[bookmark: Check33] |_|Store layout and design
[bookmark: Check34] |_|Lighting and colour scheme
[bookmark: Check35] |_|Product arrangement
[bookmark: Check36] |_|Promotional signage
7. How often do you enter a store because of an attractive window display?
[bookmark: Check27] |_|Never
[bookmark: Check28] |_|Rarely
[bookmark: Check29] |_|Sometimes
[bookmark: Check30] |_|Often
[bookmark: Check31] |_|Always
8. How do you feel about stores with cluttered or poorly arranged product displays?
[bookmark: Check23] |_|I don’t mind
[bookmark: Check24] |_|It makes shopping harder
[bookmark: Check25] |_|I prefer well-organised stores
[bookmark: Check26] |_|I avoid shopping in such stores
Section 3: Purchasing Behaviour & Consumer Perception
9. Have you ever made an impulse purchase due to product placement, lighting, or store display?
[bookmark: Check21] |_|Yes
[bookmark: Check22] |_|No
10. How does store lighting affect your shopping experience?
[bookmark: Check17]      |_| Lighting doesn’t affect my shopping decisions
[bookmark: Check18]      |_|Good lighting makes products look better
[bookmark: Check19]      |_|Poor lighting makes shopping less enjoyable
[bookmark: Check20]      |_|Bright stores feel welcoming
11. Does the store layout impact how long you stay inside the shop?
[bookmark: Check14]      |_|Yes, a good layout makes me stay longer
[bookmark: Check15]      |_|No, I only shop for what I need
      |_|It depends on the type of store
[bookmark: Check16]      |_|I don’t notice store layout
12. How does product placement influence your buying decisions?
[bookmark: Check10]     |_|Open and spacious
[bookmark: Check11]     |_|Organised but compact
[bookmark: Check12]     |_|Boutique-style (small sections for different product types)
[bookmark: Check13]     |_|No preference
13. How does product placement affect your decision to buy?
[bookmark: Check7]     |_| I usually buy items that are easy to see and reach
[bookmark: Check8]     |_| I like when items are grouped in outfits or sets
[bookmark: Check9]   |_| Placement doesn’t influence my purchase decisions
Section 4: Brand Perception & Loyalty
14. How does a well-designed store influence your opinion of the brand?
[bookmark: Check3] |_| It makes me trust the brand more
[bookmark: Check4]  |_|It makes the store feel high-quality
[bookmark: Check5]  |_|It doesn’t affect my opinion
[bookmark: Check6]  |_| I prefer online shopping, so in-store design doesn’t matter
15. Have you ever chosen one store over another because of its better visual presentation?
[bookmark: Check1]  |_|Yes
[bookmark: Check2]  |_|No
16. Does a luxurious or stylish store design make you feel the products are of higher quality?
[bookmark: Check60]  |_|Yes, a stylish store design makes products seem premium.
[bookmark: Check61]  |_|No, I evaluate product quality separately from store design.
[bookmark: Check62]  |_|Sometimes, but it depends on the brand and price point.
Section 5: Final Thoughts
17. What specific elements of visual merchandising (lighting, displays, product placement) could improve your shopping experience? 
……………………………………………………………………………………………………………………………………………………………………………………………………………..………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
18. Any additional comments or thoughts on how store design influences your shopping habits? 
……………………………….……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
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Figure 6: Impulse Purchases Influenced by Visual Merchandising
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Figure 7: Impact of Store Layout on Time Spent in Store
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Figure 9: Influence of Product Placement on Buying Decisions
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Figure 12: Impact of Store Layout on Time Spent in Store (A-C)
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Figure 13: Impact of Product Placement on Buying Decisions (A-D)
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