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Abstract- This research explores the significance of storefront quality in influencing customer behaviour and purchase
decisions. Emphasizing the pivotal role of signage, marquee, and awnings, the study underscores their impact on forming
initial impressions and attracting customer attention. Additionally, the importance of a clutter-free entryway and well-designed
landscaping in enhancing store appeal is discussed. The research highlights the criticality of effective window and interior
displays in serving as information links to potential customers. Furthermore, it delves into the principles of design, such as
balance, proportion, emphasis, and harmony, as essential elements for creating compelling visual merchandise displays.
Finally, the research examines the implications of brand projection and store layout coherence on customer experience and

purchase intent. It contributes to a deeper understanding of the strategic importance of storefront aesthetics and design

principles in driving retail success.

Index Terms- Interior Design, Store Design, Visual Merchandising, Design Principles, Retail Design

I. INTRODUCTION

Storefront aesthetics and design principles play a crucial role
in attracting customers and enhancing the overall shopping
experience. From the old days of simple newspaper
advertisements and attractively dressed storefront windows,
the shopping experience has evolved dramatically in 2020
(Oliveira & Lutterbach, 2020). Now, retailers must navigate
the digital landscape, incorporate personalized offers, and
create an engaging brand experience for shoppers. This shift
in the retail industry poses challenges for retailers to adapt
their storefront aesthetics and design principles to meet the
changing needs and expectations of modern shoppers.
Operational discipline will be more critical than ever, as
retailers will need to find funds to fuel these transformations
(Huang et al., 2019).

Additionally, the basis of retail competition has shifted from
price and product superiority to privileged insights and
customer experience. As a result, retailers must strategically
integrate online and offline channels to create a cohesive
omnichannel experience. This requires careful consideration
of the role of the physical store, as it must offer experiential
features and cutting- edge technology that set it apart from
online shopping experiences. Moreover, the deployment of
advanced in-store systems and technologies has gained
prominence as retailers strive to enhance the shopping
experience (Savastano et al., 2019).By providing customers
with innovative tools and personalized offers, retailers can
acquire a positive image and reputation, reduce management
costs, maintain and acquire loyal consumers, and gain a

competitive advantage in the market. The integration of
physical and digital processes remains a challenge, but the
physical store continues to be the main point of contact for
customers in the fashion and luxury industry. In order to
address these challenges and effectively utilize storefront
aesthetics and design principles, retailers need to carefully
consider their distribution strategy and choose technologies
that enhance the customer experience.

Storefront aesthetics and design principles are crucial for
retailers in attracting customers and enhancing the overall
shopping experience. Storefront aesthetics and design
principles are crucial for retailers in attracting customers and
enhancing the overall shopping experience. They must create
a seamless and personalized omnichannel shopping
experience  that  combines shopping, experience,
customization, uniqueness, fun, innovation, and tradition
(Aiolfi & Sabbadin, 2019). Storefront aesthetics and design
principles are crucial for retailers in attracting customers and
enhancing the overall shopping experience. They need to
ensure that storefronts are visually appealing, inviting, and
reflect the brand's identity (Savastano et al., 2019). They also
need to consider the efficient use of space and explore
innovative ways to present products (Granata & Scozzese,
2021).

Design principles such as layout, lighting, color scheme, and
signage are key drivers in creating effective and appealing
retail spaces. These design principles should be applied
strategically to create a cohesive and visually appealing
storefront that aligns with the brand identity and target
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audience. By ensuring that the storefront is visually appealing
and reflects the brand's identity, retailers can effectively
communicate their brand message and create a positive
impression in the minds of customers. Moreover, the layout of
a retail space should be carefully considered to enhance
customer flow and ease of navigation. In addition, attention
should be given to the use of lighting to create a welcoming
and inviting atmosphere. Overall, storefront aesthetics and
design principles play a vital role in attracting customers,
creating a positive shopping experience, and effectively
conveying the brand identity.

In the bustling world of retail, where competition is fierce and
consumer choices abundant, the significance of storefront
aesthetics and design principles cannot be overstated. The
allure of a store's exterior is more than just a visual spectacle;
it serves as the first point of contact between a brand and its
potential customers. In today's digitally saturated landscape,
where online shopping is increasingly prevalent, the
importance of creating a compelling in-person experience is
paramount for retailers seeking to capture and retain
customers (Colborne, R., 1996). This delves into the strategic
role of storefront aesthetics and design principles, shedding
light on their impact on consumer behaviour, brand
perception, and ultimately, the bottom line of businesses.

Every day, as consumers navigate through urban landscapes,
they encounter an array of storefronts vying for their attention.
However, not all storefronts are created equal, and the
consequences of poor design choices can be readily observed.
Imagine walking down a busy street lined with shops, only to
pass by a store with a lacklustre facade - faded signage,
cluttered windows, and uninspiring architecture. Such
storefronts fail to engage potential customers and may even
repel them, contributing to missed opportunities and
diminished foot traffic. These everyday encounters highlight
the critical role of storefront aesthetics in attracting and
enticing consumers.

Moreover, the impact of storefront design extends beyond
mere visual appeal; it influences consumer perceptions of
brand identity and quality. Consider a boutique clothing store
with a sleek, modern storefront adorned with tasteful signage
and elegant window displays. The attention to detail and
coherence in design convey a sense of sophistication and
professionalism, fostering positive associations with the
brand. Conversely, a poorly designed storefront sends
negative signals about the brand's commitment to quality and
may deter potential customers from even entering the
premises (Pecoraro, M., & Uusitalo, O., 2014). Thus, the
strategic alignment of storefront aesthetics with brand image
is essential for shaping consumer perceptions and building
brand equity. Furthermore, the importance of storefront
aesthetics becomes particularly pronounced in the context of
revitalizing urban environments and driving economic growth.

In cities grappling with urban decay and commercial blight,
neglected storefronts contribute to a sense of neglect and
decline. Conversely, vibrant and well-designed storefronts can
serve as catalysts for neighbourhood revitalization, attracting
visitors, stimulating economic activity, and fostering a sense
of community pride. Thus, investing in storefront aesthetics is
not only a matter of business strategy but also a means of
contributing to the social and economic vitality of urban areas.
However, despite the evident importance of storefront
aesthetics, many businesses grapple with challenges in
implementing effective design strategies. Limited budgets,
zoning regulations, and conflicting stakeholder interests often
constrain the ability of retailers to realize their vision for
storefronts (Kaplan, S., 1987). Additionally, the rapid pace of
technological innovation presents both opportunities and
challenges for storefront design, as businesses must adapt to
evolving consumer preferences and digital trends. These
everyday obstacles underscore the need for research and
analysis to inform strategic decision-making in storefront
design.

In light of these considerations, this research paper aims to
explore the multifaceted dimensions of storefront aesthetics
and design principles, offering insights into their strategic
implications for businesses and urban development. By
examining real-world examples, theoretical frameworks, and
empirical evidence, this paper seeks to provide a
comprehensive understanding of the role of storefront design
in shaping consumer behaviour, brand perception, and urban
landscapes. Through this exploration, we hope to illuminate
the path forward for businesses seeking to leverage the power
of design to enhance their competitive advantage and
contribute to the vitality of the communities they serve
(Oliveira, P. H. P., & Lutterbach, M. F. T., 2020).

Storefront aesthetics and design principles are not merely
cosmetic considerations but strategic imperatives for
businesses operating in today's retail landscape. As we delve
deeper into this topic, we will uncover the intricacies of
effective storefront design and its profound implications for
consumer engagement, brand differentiation, and urban
regeneration. In doing so, we aim to equip businesses and
policymakers with the knowledge and insights needed to
harness the full potential of storefront aesthetics as a driver of
success and sustainability in the retail industry.

The storefront serves as the initial interface between a brand
and its potential customers, wielding immense influence over
consumer perceptions, brand image, and ultimately, business
success. In today's digitally-driven era, where brick-and-
mortar stores must distinguish themselves from online
counterparts, the strategic deployment of storefront aesthetics
emerges as a critical differentiator. This essay delves into the
imperative of exploring the strategic role of storefront
aesthetics and design principles, elucidating the compelling
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need for businesses to invest in and leverage these elements to
thrive in the contemporary retail landscape Cornelius, B.,
Natter, M., & Faure, C. (2010).

The Evolution of Retail and the Importance of Storefront

Design:

The evolution of retail has been marked by profound shifts in
consumer behavior and technological advancements,
reshaping the competitive dynamics of the industry.

Traditional notions of retail have been disrupted by the advent
of e-commerce, omnichannel shopping experiences, and
changing consumer expectations. In this landscape, physical
storefronts face the challenge of reinventing themselves to
remain relevant and enticing to consumers. Storefront design,
therefore, emerges as a strategic imperative for retailers
seeking to create memorable, immersive experiences that
resonate with modern consumers.

Attracting and Engaging Today's Consumers

In an era characterized by information overload and fleeting
attention spans, capturing and retaining consumer attention is
an ongoing challenge for retailers. The storefront serves as the
initial point of contact between a brand and its target
audience, offering a valuable opportunity to make a
compelling first impression. By leveraging strategic design
principles, such as eye- catching displays, harmonious
aesthetics, and interactive elements, retailers can create
storefronts that captivate and engage passersby, enticing them
to explore further and ultimately make a purchase. In this
context, storefront aesthetics serve as a powerful tool for
driving foot traffic and converting browsing consumers into
loyal patrons.

Shaping Brand Identity and Perception

Beyond merely attracting foot traffic, storefront aesthetics
play a pivotal role in shaping brand identity and perception. A
well-designed storefront communicates a brand's values,
personality, and positioning to consumers, serving as a
tangible manifestation of its ethos. Whether through
minimalist sophistication, rustic charm, or avant-garde
innovation, the design choices reflected in a storefront convey
subtle yet potent messages about the brand's identity and the
type of experience it offers. Consequently, strategic alignment
between storefront aesthetics and brand positioning is
essential for fostering consumer trust, loyalty, and affinity.

Differentiation in a Crowded Marketplace

In an increasingly saturated marketplace, where consumers
are inundated with choices, differentiation is crucial for
retailers seeking to carve out a distinct niche and stand out
from competitors. Storefront aesthetics offer a prime
opportunity for differentiation, allowing brands to showcase
their unique personality, values, and offerings in a visually
compelling manner. By infusing storefronts with creativity,
innovation, and authenticity, retailers can create memorable

brand experiences that resonate with consumers and set them
apart from generic competitors. In this way, storefront design
becomes a powerful tool for fostering brand differentiation
and building a loyal customer base.

Enhancing the Customer Experience

The modern consumer craves more than just products; they
seek meaningful experiences that enrich their lives and fulfill
their aspirations. Storefront aesthetics play a pivotal role in
shaping the customer experience, influencing how consumers
feel and interact with a brand's physical space. By creating
inviting, aesthetically pleasing storefronts that evoke positive
emotions and foster a sense of belonging, retailers can elevate
the overall customer experience and cultivate deeper
connections with their target audience. From sensory-rich
displays to interactive installations, strategic design
interventions can transform mundane shopping trips into
memorable journeys of discovery and delight.

Driving Foot Traffic and Sales

Ultimately, the strategic role of storefront aesthetics and
design principles boils down to their impact on driving foot
traffic and sales. A well-executed storefront design has the
power to entice consumers, spark curiosity, and compel them
to step inside, thereby increasing foot traffic and expanding
the potential customer base. Once inside, the immersive and
visually appealing environment created by strategic design
interventions can influence purchasing decisions, encourage
impulse buys, and ultimately boost sales. Thus, storefront
aesthetics serve as a potent driver of business performance,
directly impacting revenue generation and profitability.

Therefore, the imperative of exploring the strategic role of
storefront aesthetics and design principles cannot be
overstated in today's fiercely competitive retail landscape.
From attracting and engaging consumers to shaping brand
identity, fostering differentiation, enhancing the customer
experience, and driving sales, storefront aesthetics wield
immense influence over various facets of retail success. As
retailers navigate the complexities of the modern marketplace,
investing in strategic storefront design emerges as a critical
imperative for staying relevant, memorable, and competitive.
By harnessing the power of design to create immersive,
captivating storefront experiences, retailers can forge deeper
connections with consumers, strengthen brand loyalty, and
unlock new avenues for growth and success.

II. RESEARCH SOLUTION

1. Exterior Presentation

The quality of a store front is a major determinant for a
customer, particularly a new customer, and should not be
underestimated. The exterior appearance of one store, a block
of businesses or a cluster, silently announces what customers
can expect inside. Good exterior visual merchandising attracts
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attention, creates interest and invites the customer into the
business. The exterior presentation can offer a conservative,
progressive, and lavish or discount image to the customer.
How a store visually welcomes customers has a lot to do with
whether or not they enter the store. Although, good prices and
positive word-of-mouth advertising is important, it is hard to
overcome the negative image of a poor store exterior.

Exterior Signs

A sign is a silent salesperson, and part of a shopper’s first
impression of a store. In less than 10 seconds the sign must
attract attention, tell who the business is and what it has to
sell. An effective sign will communicate what type of business
is being conducted.

Off-premise signs provide information and direction,
especially for travelers and new residents. Signs can also help
effectively communicate a poor location. The lettering should
be large enough to read from 200 feet, which is the distance
required to stop a car travelling 40 miles per hour. Signs with
8-inch letters can be read from a distance up to 250 feet. A car
travelling 55 miles per hour needs about 400 feet to stop. A
sign requires 12-inch lettering to be read at that distance. A
sign’s design conveys a great deal about the business inside. A
stark design and limited materials may suggest discount prices
and no frills. Elegant and expensive sign materials may
suggest luxury goods and services. Signs may also be used to
target a specific market segment such as youth, women, senior
citizens, singles, etc. Where many signs compete for
customers’ attention, design and logo become even more
important. They should be unique, noticeable and readable.
When preparing a sign to draw the customer’s attention,
consider size, shape, materials, lettering, height, placement
and structure. For example, among several rectangular signs
in close proximity to one another, construct an oval or circular
sign that will stand out. Also consider a sign’s relationship
with its surroundings. A sign may look good on an individual
store front, but very unattractive when viewed in conjunction
with other buildings on the street.

Simple, brief, well-designed, well-lettered and easy-to-read
signs will convey a feeling of welcome. Design graphics
appropriate for the nature of the business, and create a
message that is clear and simple. Focus on one or two key
words to describe the business. A clean, clear message will
have more impact.

Marquees

This special type of sign is used to display the name of a store.
An effective marquee must stand out from the other
businesses to attract attention. A marquee on some older
buildings is a permanent canopy projecting over an entrance
that provides protection from the elements. It can be used to
announce a change in seasons, a special event or a promotion.
The top of the permanent canopy (marquee) provides an

opportunity to showcase seasonal displays or special

promotional banners.

Banners

Banners are used increasingly as an inexpensive but colourful,
eye-catching means of promotion. A new and interesting
appearance can be offered by changing the banners frequently.
Consumers will think exciting changes are taking place, and
be drawn into the store.

Banners can be hung from flagpoles, projected from the
building or hung flat against the exterior. To provide
continuity, the same banner design, reduced in size and scale,
can be hung from the marquee and displayed inside the store.
However, do not overuse banners because shoppers will stop
noticing them. With each new banner, select a different size,
shape and colour from those previously used. The design
concept used on the banners will be more effective if an
attempt is made to carry the colours and graphics throughout
the store, and on promotional materials and newspaper ads.
Awnings

Colour and appeal can be added to a store’s exterior with the
use of awnings. They provide the customer with protection
from weather and makes viewing the window display more
pleasant as it reduces heat, cuts down on glare and reflection,
and prevents fading of the merchandise from exposure to the
sun. However, an awning in poor condition may do harm by
distracting from the total store image.

Where many signs compete for customers’ attention, design
and logo become even more important. They should be
unique, noticeable and readable. Many businesses are
updating their storefronts with new back-lit awning systems.
Other names for these may include electric awnings, interior
lit canopy signs, and back-lit conventional awnings. These
modern-looking awnings are used on new as well as older
buildings and are usually bright and attractive, especially at
night.

A variety of styles exists such as concave, convex, long dome,
square and coop style. Most are interior lit with an egg crate
type bottom that allows light to shine through and yet will not
allow birds, etc. to enter into it. The illuminated awning fabric
is a translucent vinyl that comes in a wide variety of colours.
The store name is incorporated into it with a translucent
(vinyl) film. Sign and awning companies can assist you in
selecting and installing the right style, colour and design of
awning that would be appropriate for your building.

2. Walks and Entries

Approximately 75 percent of first-time customers remember a
store’s entrance, which provides the first and last view of the
store’s interior. Picture walking up to an expanse of wall
whose flat surface is pierced only by a plain glass door, as
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opposed to the protective feeling offered by walking under a
porch or canopy. A properly designed canopy or porch not
only protects the customer in bad weather, but can add to the
aesthetics of the building. When adding an entryway, be sure
it is designed to blend or be consistent with the architecture of
the building.

A cluttered entryway causes shoppers to indefinitely postpone
entering a store, while an attractive, well designed entrance is
inviting to the customer. Entrances that allow shoppers to
come into a store without being aware of their entering, is also
becoming more popular. An example is a V-shaped window
display that funnels window shopping traffic into the store.

Landscaping

Landscaping should lead the customer’s eye to the focal point
using color and texture to provide contrast and harmony. The
focal point is the business sign and/or the building itself.
Landscaping can also screen undesirable sights such as
garbage receptacles, power transformers and refrigeration
equipment The essence of good landscaping is simplicity;
simple landscape designs that are easy to maintain. For
example, uninterrupted expanses of grass are easier to
maintain than areas cut up by several small beds of flowers or
shrubs.

Planters, flower boxes and plants used in front of a store add
to the general appearance, regardless of what type of
merchandise is being sold. Plants (especially flowering
bedding plants) enhance the overall look of the store, and also
add to the store’s positive reputation in terms of beautifying
the community.

Planters placed below and in front of a display window
actually strengthen the display by adding greater depth to the
setting. Real flowers and plants are recommended over
artificial ones; high quality silk flowers may be used in some
cases. During the winter, artificial flowers should be removed
from stores located in parts of the country where flowers do
not grow in the winter.

Because of location and other factors, many businesses may
be limited in the amount of landscaping that can be done. The
following guidelines are suggested for stores that have
flexibility:

Concentrate hardy native tree species in groups at ends of
buildings. This breaks long building lines and gives shade to
the building and customers who have time to linger. One
should plant low-branched trees in order to reduce noise and
give privacy to buildings. Most shrubs should be planted as
individual specimens or in small groups. Do not plant too
close to buildings, and allow ample space along walks to
permit normal growth without crowding.

Landscape fabric (black plastic, etc.) covered with rock, bark
or other mulches under shrubs and small trees eliminate the
tedium of mowing or weeding these areas. Hedges may be
used at strategic points, such as street corners, where they
must be kept low. Preference should be given to species that
have an acceptable appearance and height without continuous
trimming or pruning. Vines and other ground covers may be
useful in shady spots and to protect banks against erosion.

Well-chosen plants, properly placed and maintained, will go a
long way toward welcoming customers. A landscape architect
or horticulturist can assist in the layout and design of a
landscaping program. Well designed and sturdy benches for
resting and relaxing can be a part of the landscape and may
encourage customers to stay longer. Aesthetically designed
and strategically located garbage receptacles for customer use
will help keep the grounds free from litter.

Window Displays

Special emphasis should be placed on a store’s window
displays because they are the information link to the potential
customer. Window displays can be as important, if not more
important, than advertising.

Window displays should attract attention, create interest and
invite people into the store to purchase goods. There is less
than 11 seconds to accomplish this, as that is the average
amount of time an individual will spend looking at a window
display. Be careful not to crowd too much merchandise into a
window, as customers find it difficult to determine the
message and what items are being promoted. Shoppers also
lose interest when the same window display is left up too
long. It is especially important to frequently change window
displays in small towns where customers pass by several times
a week. New displays indicate that new, up-to-date
merchandise is available. In malls and larger towns, customers
pass by less frequently.

Properly lighted window displays can help sell specific
products or ideas that promote a store’s image. Window lights
should be strong enough to overcome the reflections from
outside objects, such as parked cars and buildings. At night,
additional lights on overhead marquees and projecting
cornices can make the window area look larger Closed-back
windows require a high level of general illumination. Massed
window displays are often lighted with overhead fluorescents
which are supplemented by closely spaced clear incandescent
lamps. Use miniature portable spotlights to accent small
display areas, price cards and specific items in a massed
display. Compact footlights help relieve shadows near the
bottom of vertical displays Window displays are more
successful when a dominate theme is carried throughout the
display, regardless of whether the featured products are
fashion-oriented, institutional or promotional in nature.
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3. Interior Presentations

Selling space is the most important part of a store and
therefore, efforts to utilise each square foot will help to
maximise sales. One proven way to do this is through interior
displays that effectively show merchandise to the customer.
When planning interior displays, remember that the theme and
image presented on the exterior must be carried throughout
the interior of the store to provide consistency for the
customer.

The purpose of interior display is to develop desire for the
merchandise, show what is available, and encourage both
impulse and planned buying. Three major goals of a store
should be to: motivate the customer to spend money, project
the image of the store and keep expenses to a minimum.

Promotion and advertising dollars are less effective or even
wasted when efforts are not made within the store to
effectively merchandise the products. Well-designed displays
and in-store promotions are essential for a consistent theme
and to help the customer find advertised items.

Although the percentage of in-store purchase decisions may
vary by type of store and product, this is a critical selling
point. Information provided by the Point of Purchase
Advertising Institute (POPAI) indicates that nothing
influencesthe consumer’s purchase decisions more than
advertising used where the sale is actually made—the point of
purchase. As an illustration, researchers found that 64.8
percent of all purchase decisions were made inside a
supermarket.

This included impulse purchases along with substitutions and
generally planned buys where the shopper had an item in
mind, but no brand. Most people indicated they purchased the
item because they saw it displayed. A National Retail
Hardware Association survey indicated that 48 percent of all
hardware customers purchased one or more items on impulse.
Sixty-seven percent of items purchased in liquor stores are
impulse items. Displays or advertising alone may not increase
product sales substantially; however, combining advertising
and display into an integrated promotional campaign will
usually be more effective.

Some effective displays are created by suppliers or brand-
name manufacturers, while others are developed from scratch.
The main principles of design used in display are balance,
emphasis, proportion, rhythm, color, lighting and harmony.
These principles apply to all displays—window and interior.

4. Display Design

An effective way of attracting customers to a store is by
having good displays, both exterior and interior. A customer
will be attracted to a display within three to eight seconds; that
is the time a customer spends to determine interest in a

product. This is why it is critical to have a properly designed
display. Every display should be planned and have a theme.
Good design makes a visual presentation come together. This
means the design attracts attention in a way that strengthens
the store image, as well as introducing merchandise to the
customer.

Place sale or promotional goods in the front of the store for
short periods of time only. If the sale or promotion lasts for
several weeks, move the merchandise to the rear of the store.
Interested customers will search out a bargain. Introduce the
customer to new, exciting and creative merchandise with a
display at the front of the store.

5. Principles of Design used in Display

To execute a display that will sell merchandise, it is necessary
to have a working knowledge of the principles of design. The
primary principles of design used in display include balance,
proportion, rhythm, emphasis, colour, lighting and harmony.
When applied appropriately, all parts of the display are pulled
together to create a purposeful, effective and aesthetically
pleasing presentation. An understanding of these principles
will make it easier to design a display for all types of
merchandise.

Balance

Balance involves the equilibrium and weight of elements

between two sides of a display. Balance is based on a theory

of equals. Two types of balance include:

e  Traditional or symmetrical balance is large on one side
and large on the other. This can be effective where
expensive and quality merchandise is being presented.

e Informal or asymmetrical balance creates flow or rhythm
and a feeling of excitement. The two sides of the display
appear to be of equal weight, but they are not replicas of
each other. Something large can be balanced by several
small items (Figure 4.2) or an expanse of empty space, a
bright colour or a shot of lights. Several soft colours in a
large space can be balanced by one bright colour because
the intensity of the bright colour will compensate for its
small size.

Fig 1: Traditional Balance

© 2024 1IJSRET
1323



a7

International Journal of Scientific Research & Engineering Trends

Volume 10, Issue 4, July-Aug-2024, ISSN (Online): 2395-566X

When planning a display, consider the following points

concerning balance:

e If colors are too bright, they will overwhelm pastels.

e If several small objects are more exciting than the large
object, they will overpower the large item. ¢ A large
expanse of empty space will call attention to a single
object placed within it.

e Ifanitem is placed at an angle or to one side (off-center),
the space on either side of that piece becomes important.

e Ifan object is centered, the empty space loses importance
because its shape is predictable and therefore has less
recognition as its own element.

Fig 2: Informal Balance

A pleasing distribution of weight using merchandise of similar
value will provide importance to both sides.

Emphasis

Emphasis is the point of initial eye contact. From this spot all
other eye movements flow. Emphasis is therefore the
formulation of a focal point, with all else in the display
subordinate. There should be emphasis in all displays. This
can be by virtue of the focal point’s size, colour or position.
The merchandise is the focal point in a majority of displays.

Fig 3: Intensity

When planning a display, consider the following points

concerning emphasis:

e A display needs to emphasise a theme or mood, such as
the use of sports equipment, work equipment or leisure
equipment set up in a lifelike situation.

e Themes may also depict seasons, anniversaries,
celebrations, holidays and other special store events.

e All elements in a display must then reinforce one other
and emphasise the mood created.

Fig 4: Optical Center

The focal point is the small square. The eye movement is from
the square to the space below the dashed line

0

[ 1

i

|

I—

Fig 5: Left to right movement

The focal point is in the upper left and eye movement is to the
lower right. An isolated item can be emphasised when
surrounded by blank space.
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e Shiny surfaces emphasise and enlarge objects.

e Dull surfaces absorb light and help to de-emphasise an
area.

e  Colour is a powerful medium for creating emphasis.

Small amounts of advancing colour, bright intensities, extreme
tints or shades contrasts in the right places will provide
striking accents.

e  Unusual textures highlight an area.

e Emphasis is diminished with receding variations such as
thin, fuzzy lines; nondescript shapes; regular spacing;
even light absorption; cool hues, dull intensities, medium
tints or shades; dull, opaque textures; and small, allover
or no pattern.

e Repetition usually means something is important; so
repeated shapes, colours or motifs grouped together
reinforces their importance, creating emphasis. Make sure
if goods are used in repetition that these goods are
emphasised for sale. For example, if attempting to sell
lawn mowers, does not use a grouping or repetition of gas
cans, because gas cans are emphasised rather than lawn
mowers.

Proportion

Proportion is the ratio of the parts to the whole display. It is a
comparative relationship of distances, sizes, amounts, degrees
or parts. Each item may look normal when isolated, but if it is
inconsistent in area or dimension with neighbouring items, it
seems out of proportion.

Each piece of merchandise must be considered in relationship
to all the other merchandise.

Fig 6: Pyramid

The blocks in the pyramid are all in proportion to each other.
If not in proportion, then people have trouble looking at it.

When planning a display, consider the following points

concerning proportion:

e Do not use all large objects, because there is nothing to
break the monotony and sameness of that large feeling.

e Adding an odd number of smaller, related items to large
pieces creates more interest and balance.

e  Proportions take on more meaning when items define one
another. For example the size of a dinosaur is defined
when it is standing next to a two story house.

e Proportion and balance can best be accomplished when
articles within the display play off each other through
their size, shape and colour.

Ratio of merchandise to space is critical:

e  FEach piece of merchandise must be considered in relation
to others.

e The ratio of props and show cards to merchandise must
be in proportion to avoid the appearance of stressing or
selling your props rather than your merchandise.

e Each object should not be too large or too small, nor too
heavy or too light in proportion to other items in display
areas.

Proportion and contrast are important elements of good
display. Drastically changing the proportions and the color
and texture can work wonders in attracting attention to a
display.

Rhythm

Rhythm or flow involves the measurement of organised
movement; a self-contained movement from object to object,
background to foreground, and/or side to side. The rhythm in
a display should lead the viewer’s eye from the dominant
object to the subordinated object(s) or from the primary
presentation of the grouping down to the arrangement of
accessories or alternate parts of the display.

Rhythm may be broken-up or continuous; clearly stated or
subtly suggested; repeated or vaguely similar. The initial
pattern or design when repeated makes more of an impression
on the viewer because it provides a continuous beat and
completion, which is satisfying to the viewer. Rhythm entails
an arrangement of organised motion and does not necessarily
need repetition. However, it does gain impact from repetition.

A flow exists if the eye travels from one area of a display to
another, covering the entire display. The eye should travel
easily through the entire design. For example, if a very tall
object, such as a mannequin, is placed next to several short
baskets, there may be proportion but no flow. If dried or silk
flowers or reeds are placed in the baskets (one and one-half
times the height of the baskets), the height of the smaller
objects is raised so the eye flows easily from the head and
neckline of the mannequin to the baskets. A display can lead
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the eye with color, repetition, shadows created by light
placement, lettering or texture.

When planning a display, consider the following points

concerning rhythm:

e English-reading people read from left to right.

e  Aleft to right reading should be created in the display.

e Use elements that mean something together and relate to
the merchandise.

e Create a pattern through the use of light and dark, either
with color or light.

Fig 7: Flow

Flow is accomplished by repetition of items (shapes) which
can be placed in a variety of positions in a display.

Fig 8: Progression of Sizes

Flow is created by a progression of sizes. For example, small
to large.

oy
—
- —
r—
-
-
-

Fig 9: Continuous Line Movement, Rhythm

Flow is created by a continuous line movement created by the
placement of the items in the display.

Overlapping of objects placed together in the display area can

prevent the blank space that could exist with an even number

of items in a display. Overlapping is one of the most effective

tools for creating good flow. Generally, the following are

recommended:

e  Use an odd number of items when displaying multiples.

Use a fabric or color that unifies the theme.

Use props that are repetitious either in form or theme.

Use the technique of flying merchandise to create flow.

Use lettering with repetition of similar items or with

dominance by using oversised items to create flow.

e It is important that the eye is led throughout the display
and does not leave until all parts have been seen.

Harmony

Harmony is a coordinating umbrella principle that can cover
and incorporate every other principle. Harmony is agreement
in feeling and consistency in mood; i.e., the feeling that all
parts of a display relate to each other and to the whole display.
Without harmony, the observer is uncomfortable and will not
be enticed to purchase merchandise. Three forms of harmony
(functional, structural and decorative) must be in agreement in
a display. Functional harmony deals with how something
works physically, which means it must be realistic and must
work. An example is a kitchen counter used in a display that is
the appropriate height and depth for working.

Structural harmony is correctly fitting together all the pieces;
merchandise should not be out of place in the display. For
example, an electrical appliance is not structurally consistent
in an outdoor or camping display. A good window display
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may have pots and pans, fishing gear and outdoor furniture all
mixed together because these items truly would be used on a
camping trip; hence a camping theme is carried out. All the
merchandise is brought together as part of the trip and
harmony would be created or a mood would be set.
Decorative harmony includes the parts of a display that are
included only for decorative purposes. If an atmosphere of
spring is being developed, butterflies and/or flowers may be
used as props. These items are attractive and add to the theme.

Lighting

e Lighting conditions impacting merchandise viewing.
These tend o achieve the following:

e  Attract the customers attention

e Create an appropriate mood for the merchandise

e Contribute to a positive visual image of the merchandise

e  Allow careful inspection of the merchandise

Signage

Signages are the visual and graphic form of communication in

letters or any recognisable symbol that gives a message to

customer in terms of stores/outlet image as well as for a

smooth flow. These tend to:

e  Assist customer in their flow across the store.

e Lead the customers in newer sections opened in the store
if any.

e Add to the visual ambience of the store through colour
and contrast.

Most employed signage techniques are silk screening, sign
machines and some other signage techniques (cut outs, hand-
lettering, calligraphy).

Aesthetic factual of the merchandise

Often the aesthetic factual of the merchandise impose some

constraints and conditions upon the overall visual

merchandise design. Some of the factors in the context are:

Look of the product (Area or =zonal craft/country

side/young/ethnic etc.)

e  Print/texture/color or other embellishment (Batik, tie-dye,
Ikat, embroidery etc.)

e  Style/details (ruffled/straight/buttons/cut/fastening etc.)

e Fabrics (hand/feel/drape for hand-woven or handknitted)

Structural Interior Décor of the Store

Overall structural interior décor (based on either 16th or 17th
century architecture or mythology or contemporary India) of
the store needless to say is a major guide to the overall design
and implementation of the visual merchandise display.

Composition

Product categories in the store, relative space allocation and
mutual placement-

e No. of product categories in the store

e The percentage space allotted to each category
e  The volume of merchandise in each category

The relative placement of each category versus others, often
determines which merchandise gets the maximum of customer
attention. Hence, its importance varies. Often it is observed in
the handloom shops /outlet that chaos is created due to mixed
merchandise placement, and product attention reduces.

Props

Prop characteristics are also important in determining the
overall look and feel of visual merchandise display. Props can
be made of different material, in varied forms and sizes. Three
important characteristics of the props used which affect the
visual merchandise quality are material, form, size and shape.

Packaging of products/merchandise- If product/ merchandise
has to be packaged appropriately, that it adds value to a
product. Packaging with type and graphic design again
changes the entire approach towards the product range.

Aesthetic Elementals in Visual Merchandising

Important aesthetic elementals in visual merchandising, from

a design point of view are the following and the same need

effective design management for generating an enriching

experience.

e  Shape- symmetry, composition and grouping

e Complementing aesthetic elements- lighting, warmth,
colour

e Product display

e Layout- space, height, shelving, flow of goods, fixtures
and fittings

e  Design- co-ordination, lifestyle, theme

e Complementing aesthetic elements-lighting,
colour

warmth,

6. Store Layouts and Visual Merchandising

Store layout forms a framework for visual merchandise design
and deployment to a great deal. Three basic structures are
employed as frameworks for it and they are-

Open

In open structure, consumer flow from one product category
space into another is clear and open and often facilitated
through appropriate interior design. Demarcation or
specialisation of spaces is least employed here.

Grid

Closed spaces are used here in accordance with the placement
and display of products and product categories and enough
privacy is conferred upon each of the product categories.
When the assortment in the store is such that the product
categories stored, varies widely then such separation is
employed.
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Boutique

Unlike the above two, this arrangement does not deal with
separate spaces for differing product categories; rather all of
them are placed near to each other and very accessible to the
consumer from either side. Such treatment of spaces becomes
possible thanks to the small size of boutiques and by nature
their focus on a particular or few related product category.

Virtual Visual Merchandising

Virtual visual merchandising is a promising high-tech and
emerging technique of visual merchandising. It may either be
practiced by the e-stores on the net or may be used on
computer monitors or screens in the stores themselves.

Needless to say the dynamics, and spatial dynamics here are
much different then otherwise and virtual reality techniques
and special effects often add to the effects of visual
merchandising and overall store experience.

Visual Merchandising as a Differentiator

Visual merchandising in the context of handloom and home
textiles offers itself as a potent differentiator in that when
other product parameters stored in store are comparable,
Visual merchandising also provides a differentiated shopping
experience and hence increases the probability of brands
getting purchased at the point of differentiating experience.

Visual merchandising also differentiates a showroom from an
organised retailer. Visual merchandising adds value to many
products where prices are not universal and the same is highly
profitable when it comes to store brands and private labels.

Dynamic Visual Merchandising

While ambience generated is objective, its interpretation is
subjective and conditioned by the psychic makeup of the
consumer. Further, there arises visual fatigue, when a
consumer is exposed repeatedly to the same multi-sensory
ambience. It is hence essential that a dynamic multi-sensory
ambience be created so as to e

III. CONCLUSION

Overall, storefront aesthetics and design principles play a vital
role in creating a positive and impactful shopping experience
that integrates both physical and digital elements (Savastano
et al., 2019). Storefront aesthetics and design principles are
crucial for retailers in attracting customers and enhancing the
overall shopping experience.

They must create an environment that engages customers and
makes them feel pampered and gratified. By incorporating
advanced in-store systems and technologies, retailers can offer
unique and personalized experiences that cater to the needs of
today's post-modern consumer.
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