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This study aims to analyze the effect of visual merchandising on increasing sales in clothing stores. Visual merchandising is a visual marketing strategy that focuses on presenting products in an attractive way to influence consumer behavior. In the context of increasingly competitive fashion retail industry competition, store layout, lighting, product displays, colors, and other visual elements play an important role in creating a pleasant and attractive shopping experience. This study uses a quantitative approach with a survey method, where data was collected through questionnaires from 120 respondents of clothing store customers in big cities. The results showed that visual merchandising elements significantly have a positive effect on increasing sales, with product displays and store layout as the most dominant factors. These findings provide important implications for retail business actors in designing effective visual merchandising strategies to improve sales performance.
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INTRODUCTION
The retail industry, especially in the fashion and clothing sector, is currently facing major challenges due to increasingly tight business competition and increasingly dynamic changes in consumer behavior (Solikhah et al., 2024). The presence of e-commerce and various digital platforms has driven changes in the way consumers shop, from initially relying only on physical stores to multi-channels (Khrais, 2020). In this situation, clothing stores that operate offline in shopping centers or in strategic urban areas are required to continue to innovate in attracting consumers' attention (Wang et al., 2022). One approach that has proven effective in creating an attractive shopping experience in physical stores is through a visual merchandising strategy (Aires et al., 2024). Visual merchandising is a form of visual communication designed to strengthen product appeal, create brand identity, and influence consumer perceptions and purchasing decisions (Basu et al., 2022). In practice, visual merchandising involves arranging the store layout, lighting, display case arrangement, color selection, shelf arrangement, signage, and the use of props or decorations that match the theme and image of the store (Bist & Mehta, 2023). The purpose of visual merchandising is not only to beautify the appearance of the store, but also to create a logical shopping flow, direct consumers' attention to superior products, and build an atmosphere that supports impulsive or planned purchasing decisions (Florea et al., 2025). In clothing stores, the visual aspect is very important because consumers consider appearance and aesthetics when choosing clothes (Zibafar et al., 2021). Therefore, an attractive and professional product presentation is an added value that distinguishes a store from its competitors. Stores that have good displays tend to be able to attract more visitors and increase the conversion of visitors to buyers (Mondol et al., 2021). In addition, visual merchandising is also able to build a strong brand perception and create long-term customer loyalty (Seno Anjanarko & Mardikaningsih, 2022). Previous studies have shown that consumers are more interested in visiting stores that strategically apply visual elements than stores that are randomly and untidy (Bist & Mehta, 2023).
However, although visual merchandising has been widely applied in the fashion industry, there is still a gap between theory and practice at the local store level, especially in developing countries such as Indonesia (Saranza et al., 2024; Solikhah, Nugraheni, et al., 2023). Many clothing stores have not fully realized the importance of visual arrangement in supporting sales. Some small and medium business owners still consider visual merchandising as a mere decorative element, not as a strategic tool to drive sales (Mondol et al., 2021). This condition encourages the need for academic and empirical studies to scientifically prove the extent to which visual merchandising elements influence consumer purchasing decisions and increase sales.
This research is relevant and significant to be carried out because it can provide a deeper understanding of how visual merchandising influences the context of clothing stores. In addition, the results of this study can be used as a reference by retail business actors, especially clothing store owners, in designing effective visual marketing strategies. By understanding the visual merchandising components that have the most impact on consumer behavior, store managers can make more informed decisions in allocating resources to create an attractive and functional store appearance (SOLIKHAH, 2022; Thøgersen, 2021). This study is also important to enrich the literature in the field of retail marketing, especially those that focus on the influence of visual communication in the physical space of the store. In today's digital era, where the direct shopping experience is one of the competitive advantages of physical stores compared to online platforms, visual merchandising is one of the main strategies that cannot be ignored (Basu et al., 2022; Solikhah, Fatmawati, et al., 2023). Therefore, it is important to identify which elements of visual merchandising have the most influence, such as product arrangement, lighting, color, or interior design, so that the strategies implemented are more effective and targeted.
Based on the above explanation, this study will focus on analyzing the influence of visual merchandising on increasing sales in clothing stores. This study uses a quantitative approach by measuring consumer responses to visual merchandising elements and how they influence their purchasing decisions. With structured data and statistical analysis, this study is expected to provide theoretical and practical contributions in developing visual marketing strategies in the clothing retail industry. Overall, the background of this study shows that visual merchandising is not just aesthetics, but is a strategic element in store management and retail marketing. Clothing stores that are able to maximize visual appeal have a greater chance of increasing the number of visitors, increasing conversion rates, and ultimately increasing sales (Xia et al., 2020). Therefore, through this study, the relationship between visual merchandising and sales in clothing stores will be systematically and empirically studied as a real contribution to the development of marketing science and business practices in the fashion retail sector.

LITERATURE REVIEW
Visual merchandising is the art and science of strategically displaying products in stores to attract consumers' attention (Ambika et al., 2025), create a consistent brand image, and influence purchasing behavior. According to (Bist & Mehta, 2023), visual merchandising is not just about decoration, but a form of non-verbal communication between the store and consumers. Through the arrangement of visual elements such as color, layout, lighting, props, and signage, stores can shape perceptions, foster positive emotions, and encourage visitors to make purchases. In addition, (Florea et al., 2025) stated that effective visual merchandising can improve the shopping experience and make products easier to find and more attractive to look at. In the context of a clothing store, where the physical appearance of the product plays an important role in purchasing decisions, visual merchandising plays a role in building a comfortable, inspiring, and convincing shopping atmosphere (Mondol et al., 2021; Shen et al., 2021). Visual merchandising includes a number of interrelated elements that can be modified to create a certain impact. According to (Basu et al., 2022), some of the main elements of visual merchandising include: 
1. Store Layout: Refers to the arrangement of space and traffic flow within the store. A good layout will guide consumers intuitively to explore the entire store area. There are several types of layouts, such as grid layout, free-flow layout, and racetrack layout that can be adjusted to the concept and size of the store.
2. Product Arrangement: Involves how goods are displayed on shelves, tables, or mannequins. An attractive arrangement can highlight featured products, facilitate comparison, and encourage impulse purchases. Neat and organized product displays also enhance the impression of professionalism.
3. Lighting: Serves to draw attention to certain areas, create an emotional atmosphere, and increase the perception of product value. Warm lighting can create a comfortable and exclusive impression, while bright lighting is useful for highlighting product details.
4. Color and Decoration: Color has a psychological influence on shaping customer moods. For example, red and orange tend to create a sense of urgency and increase appetite, while blue gives a calm and professional impression. Choosing colors that are in harmony with brand identity is very important in creating a consistent consumer experience.
5. Window Display: Is the frontmost area that potential consumers see. Attractive and themed displays will encourage people to enter the store. Window displays often follow seasonal themes or fashion trends to build relevance with consumers.
6. Music and Scent: While not considered visuals, atmospheric elements such as background music and scents enhance the overall shopping experience and are often associated with overall visual merchandising.
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Figure 1. Mechanism of the Relationship between Visual Merchandising to Consumer Behavior and Clothing Sales
The Stimulus-Organism-Response (SOR) theory developed by Mehrabian and Russell (1974) provides a conceptual basis that the physical environment of a store influences the emotional state of consumers, which then leads to behavioral responses such as purchase intention or purchase decisions. In this context, visual merchandising functions as a stimulus that can form positive perceptions of the store and the products sold (Farhan et al., 2020). Empirical research conducted by (García-Salirrosas & Acevedo-Duque, 2022) shows that attractive displays influence consumers' positive emotions and increase their tendency to buy. Consumers who feel comfortable and visually stimulated stay in the store longer, thus increasing the probability of purchasing. In addition, research by (Zhang & Dong, 2021) proves that visual merchandising has a strong correlation with impulsive buying behavior, especially in consumers who do not have a previous shopping plan.
H1: Visual Merchandising has a positive effect on Consumer Behavior.
In the fashion industry, visual merchandising has a very high strategic value. Unlike basic necessities, clothing is often purchased based on style preferences, trends, and aesthetics. Therefore, clothing stores must be able to "tell" an interesting narrative through their visual appearance. Visual merchandising is a means to display the latest trends, outfit inspiration, and create lifestyle aspirations. In a study by (Solikhah & Rizky, n.d .; Yi & Nataraajan, 2018), it was found that customers are more interested and encouraged to buy fashion products when items are displayed creatively, for example with mannequins that are styled according to the target market or through the use of seasonal themes. Product placement based on collections or uniform colors also makes it easier for consumers to navigate their choices (Fauzia et al., n.d.). Therefore, effective implementation of visual merchandising is the main differentiator between successful and unsuccessful clothing stores. Visual merchandising not only increases the appeal of the store but also has direct implications for increasing sales. According to a report (Wang et al., 2022), 63% of consumers stated that store displays influence their purchasing decisions. Stores that display a thematic and organized approach record a significant increase in sales compared to those that do not (Solikhah, Fatmawati, et al., 2023). Several studies have shown that increased sales can be directly linked to changes in store layout and displays. For example, when a product that was previously placed at the back of the store was moved to the front with better lighting, the product experienced a significant increase in sales (Okafor et al., 2021). This shows that strategic placement is crucial in driving conversions.
H2: Visual Merchandising has a positive effect on Clothing Sales.
Despite its great benefits, the implementation of visual merchandising also faces various challenges. One of them is the limited resources and understanding of store owners about effective display strategies. In many small and medium-scale clothing stores, visual merchandising is still considered a secondary element. Lack of training, creativity, and access to professional visual designers make the implementation less than optimal (Seno Anjanarko & Mardikaningsih, 2022). In addition, the dynamics of fast fashion trends also require visual merchandising to be continuously updated to remain relevant. This requires design flexibility and high adaptability from store managers. Therefore, research on the influence of visual merchandising in the context of clothing stores is very important to help these stores implement data-based strategies and appropriate marketing theories.

METHODS
This study uses a quantitative approach with a survey method to analyze the effect of visual merchandising on increasing sales in clothing stores. Data were collected by distributing questionnaires to consumers who shop at several clothing stores in the city of Yogyakarta. The independent variables in this study are visual merchandising elements such as store layout, lighting, product arrangement, and display cases, while the dependent variable is the increase in sales as measured by the frequency of purchases and the nominal purchase of customers. The Likert scale was used in compiling research instruments to measure consumer perceptions of each indicator (Muri, 2016). Data analysis was carried out using the Partial Least Squares Structural Equation Modeling (PLS-SEM) method with the help of SmartPLS 4.0 software. This analysis was chosen because it is able to handle models with latent indicators and the complexity of the relationship between variables. The analysis stages include testing the measurement model (outer model) to evaluate the validity and reliability of the construct, as well as testing the structural model (inner model) to see the relationship between latent variables (Quantitative, 2016). Bootstrapping tests were conducted to see the significance of the effect of visual merchandising on increasing sales. With this approach, the research aims to provide an empirical understanding of how visual merchandising elements can shape customer perceptions and purchasing decisions in a measurable manner.

Table 1. Operational Definition of Variables
	No
	Variable
	Variable Definition
	Indicator

	1
	Visual Merchandising
	Visual Merchandising is the way a store arranges the physical display of products and the store environment to attract attention and influence consumer purchasing decisions..
	1. Attractive product layout
2. Storefront design
3. Lighting and color
4. Promotional display placement

	2
	Consumer Behavior
	Consumer Behavior is an individual's actions or responses related to interest, attention, and purchasing decisions regarding products in a store.
	1. Interest in visiting the store
2. Length of time looking at products
3. Impulsive buying desire

	3
	Clothes Sales
	Clothing Sales refers to the sales results of clothing products which are influenced by the visual appearance of the store and other visual sales strategies..
	1. Increase in the number of transactions
2. Increase in sales turnover
3. Effectiveness of visual promotion on products sold




RESULT AND DISCUSSION
Before being analyzed, a validity and reliability test was first carried out on the distribution of the questionnaire. Using the SmartPLS 4.0 program, a test was carried out on the factor loading value of each indicator as an analysis tool to assess the level of data validity in this study. If the factor loading value of an indicator is less than 0.4, the indicator can be removed from the research model, while if it is greater than 0.7, the indicator is considered good (Haryono, 2017). The results of the validity test show that all items are valid because they have a Loading Factor value> 0.5 so that the item is removed from the analyzed model.
Table 2. Final Validity Test Results
	 Variable
	Item
	Loading Factor
	Information

	Visual Merchandising
	VM1
	0.792
	Valid

	
	VM2
	0.850
	Valid

	
	VM3
	0.873

	Valid

	
	VM4
	0.720
	Valid

	Consumer Behavior
	PK1
	0.883
	Valid

	
	PK2
	0.805
	Valid

	
	PK3
	0.937
	Valid

	Clothes Sales
	PB1
	0.830
	Valid

	
	PB2
	0.953
	Valid

	
	PB3
	0.867
	Valid

	Acceptable Limits
	> 0.5
	Accepted



The validation test shows valid results because the loading factor values obtained from variables have an overall value of > 0.5 so that the data can be accepted, so all items can proceed to the next stage of analysis. By measuring the composite reliability value, one can determine reliability by looking at the output results in SmartPLS 4.0. If the composite reliability value is more than 0.7 and the recommended Cronbach's alpha value is greater than 0.6, then the variable can be said to be very good (Ghozali, 2008b).
Table 3. Reliability Test Results
	Variable
	Item
	Construct Reliability
	AVE

	Visual Merchandising
	VM1
	0.884
	0.658

	
	VM2
	
	

	
	VM3
	
	

	
	VM4
	
	

	Consumer Behavior
	PK1
	0.909
	0.769

	
	PK2
	
	

	
	PK3
	
	

	Clothes Sales
	PB1
	0.915 
	0.782

	
	PB2
	
	

	
	PB3
	
	


The results of reliability testing on the research questionnaire show that the value of construct reliability for all items is ≥ 0.70. Apart from that, the research also obtained a value for the Average Variance Extracted (AVE) for each item ≥ 0.50. So the results of reliability testing on the research questionnaire show reliable results (Ghozali, 2008a). Therefore, the data obtained can be processed further for model testing.
Testing Research Model Path Analysis
In PLS, weight estimation for latent variable score components is obtained based on the inner model and the outer modelis the relationship between indicators and their constructs (Ghozali, 2008b). Structural model testing is carried out to test between configurations. The results of the evaluation of the structural model of this research are as follows.
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Figure 2. SmartPLS 4.0 Structural Model
Furthermore, decision making to determine whether to accept or reject the hypothesis is based on the resulting significance probability, the value of the significance level is α = 5% (0.05) (Ghozali, 2008b). The research results are presented in the following table.

Table 4. Path Model Significance Test Results
	Variable
	Original Sample (O)
	Sample average (M)
	Standard Deviation (STDEV)
	T-Statistic (|O/STDEV)
	P
	Information

	VM  PB
	0.705
	0.710
	0.067
	10.462
	0.000
	Accepted

	VM  PK
	0.693
	0.697
	0.060
	11.604
	0.000
	[bookmark: _Hlk168769293]Accepted


Based on the results of the structural model test using SmartPLS, it was obtained that the Visual Merchandising (VM) variable has a positive and significant effect on Clothing Sales (PB) and Consumer Behavior (PK). This is indicated by the original sample value of 0.705 for the effect of VM on PB and 0.693 for the effect of VM on PK, with t-statistic values ​​of 10.462 and 11.604 respectively, which far exceed the critical t value of 1.96. In addition, the p-value for both relationships is 0.000, which is below the significance threshold of 0.05. Thus, both hypotheses (H1 and H2) are accepted, which means that the better the visual merchandising applied, the higher the tendency of consumer behavior and the increase in clothing sales that occur. 
Discussion 
This study aims to analyze the effect of Visual Merchandising in increasing sales in clothing stores, focusing on two main variables, namely Consumer Behavior and Clothing Sales. Based on the results of data analysis, it was found that both hypotheses proposed were significantly proven. The first hypothesis, namely Visual Merchandising has a positive effect on Consumer Behavior, and the second hypothesis, namely Visual Merchandising has a positive effect on Clothing Sales, both are supported by the empirical results obtained from this study.
The results of the study show that Visual Merchandising plays an important role in shaping consumer behavior in clothing stores. Visual merchandising refers to the technique of arranging products, lighting, color, store layout, use of display cases, and decorations designed to attract attention and create a pleasant shopping experience (Bist & Mehta, 2023). Consumers tend to be more interested and encouraged to enter the store, explore products, and interact longer in the store when the visual elements are arranged attractively and communicatively. Thus, Visual Merchandising not only functions as an aesthetic strategy, but also as a communication tool that directly influences buyer perceptions and behavior (Basu et al., 2022).
Psychologically, an attractive visual display creates a perception of added value to the products offered (Shen et al., 2021). Consumers feel that products that are arranged professionally and aesthetically are of higher quality, even though the specifications of the product are identical to products in other stores (Thøgersen, 2021). This is known as perceived value, which is the value felt by customers which can be higher than the actual value due to visual and experiential influences (Solikhah, Nugraheni, et al., 2023). This initial interest can continue to emotional interest, which then drives purchasing behavior.
This finding is consistent with previous studies, namely research by (Bist & Mehta, 2023) showing that store layout, product displays, and lighting have a direct impact on customer purchase interest and comfort levels. Likewise, a study by (Florea et al., 2025) stated that store layout and supportive visual atmosphere can extend consumers' stay in the store, which statistically increases the likelihood of impulse purchases.
Furthermore, the influence of Visual Merchandising on increasing clothing sales has also been proven significant. Effective visual arrangement not only attracts consumers' attention but also encourages real action in the form of purchases (Pai & Mayya, 2021). Consumers who feel comfortable, interested, and inspired by the appearance of the product tend to be more easily motivated to make purchases, both planned and spontaneous (Saranza et al., 2024). In other words, strong visual elements can accelerate the conversion of purchase intentions into purchasing actions. One important aspect of Visual Merchandising is its ability to direct the flow of consumer movement in the store. Shelf placement, direction of visitor flow, and focal points created through lighting or signage can increase the exposure of certain products, thereby influencing purchasing decisions (Law et al., 2012). For example, products placed in bright and easily accessible areas are more likely to be seen and purchased than products that are hidden. In addition, the use of fully dressed mannequins can help customers imagine how the product will look when worn, which is an important factor in the consumer decision-making process in clothing stores. From a sales perspective, Visual Merchandising functions as a passive promotional tool that works around the clock, without the need for direct involvement from sales staff. When designed with the right strategy, visual displays can convey brand messages, illustrate product quality, and create an exclusive or trendy impression that supports store positioning (Zibafar et al., 2021). 
All of these things have a cumulative impact on increasing sales. The practical implications of this study are quite broad, especially for clothing store owners or managers. Investment in visual merchandising should not be considered as an aesthetic expense alone, but as an integral part of a sales strategy (Seno Anjanarko & Mardikaningsih, 2022). The use of a combination of elements such as proper lighting, choosing colors that match the target market, and arranging dynamic product displays can be significant differentiating factors amidst fierce retail competition. In addition, employee training in understanding the basic concepts of visual merchandising is also important so that the entire store team can support a consistent atmosphere and presentation.

CONCLUSION 
Based on the results of data analysis and research that has been conducted, it can be concluded that visual merchandising has a positive effect on consumer behavior and clothing sales. This finding proves that an attractive visual arrangement of a store, such as lighting, product displays, layout, and color, can influence consumer perception and purchasing interest. Consumers tend to feel more interested, comfortable, and encouraged to make purchases when the visual elements of the store are arranged optimally. In addition, increased consumer interest and comfort also have a direct impact on increasing the number of purchases, which significantly contributes to increasing clothing sales. Thus, visual merchandising can be considered an important strategy that needs to be considered by retail business actors in increasing marketing and sales effectiveness.
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