
Full Terms & Conditions of access and use can be found at
https://www.tandfonline.com/action/journalInformation?journalCode=rgfm20

Journal of Global Fashion Marketing
Bridging Fashion and Marketing

ISSN: (Print) (Online) Journal homepage: https://www.tandfonline.com/loi/rgfm20

The neglected unity-in-variety principle: A
holistic rather than a single-factor approach in
conceptualising a visual merchandise display

Maria Logkizidou

To cite this article: Maria Logkizidou (2021): The neglected unity-in-variety principle: A holistic
rather than a single-factor approach in conceptualising a visual merchandise display, Journal of
Global Fashion Marketing, DOI: 10.1080/20932685.2021.1930097

To link to this article:  https://doi.org/10.1080/20932685.2021.1930097

© 2021 The Author(s). Published by Informa
UK Limited, trading as Taylor & Francis
Group.

Published online: 15 Jul 2021.

Submit your article to this journal 

Article views: 48

View related articles 

View Crossmark data

https://www.tandfonline.com/action/journalInformation?journalCode=rgfm20
https://www.tandfonline.com/loi/rgfm20
https://www.tandfonline.com/action/showCitFormats?doi=10.1080/20932685.2021.1930097
https://doi.org/10.1080/20932685.2021.1930097
https://www.tandfonline.com/action/authorSubmission?journalCode=rgfm20&show=instructions
https://www.tandfonline.com/action/authorSubmission?journalCode=rgfm20&show=instructions
https://www.tandfonline.com/doi/mlt/10.1080/20932685.2021.1930097
https://www.tandfonline.com/doi/mlt/10.1080/20932685.2021.1930097
http://crossmark.crossref.org/dialog/?doi=10.1080/20932685.2021.1930097&domain=pdf&date_stamp=2021-07-15
http://crossmark.crossref.org/dialog/?doi=10.1080/20932685.2021.1930097&domain=pdf&date_stamp=2021-07-15


The neglected unity-in-variety principle: A holistic rather than 
a single-factor approach in conceptualising a visual 
merchandise display
Maria Logkizidou

University of Leeds, Clothworkers Central Building, Leeds, UK

ABSTRACT
While retailers cannot stress enough the fact that, in reality, 
a variety of store design cues combine to make a merchandise’s 
visual display (VMD), the product presentation research focuses 
mostly on investigating the effect of a single retail display cue, at 
a time, on consumer product evaluations. But, is “unity-in-variety” 
a neglected principle in the product presentation research? 
Scholars are increasingly suggesting more systematic study to 
identify combinations of key store cues that shape a product’s dis-
play for more pertinent for the retailing practice exploratory 
research. In response, the present article reviews the relevant lit-
erature and organises the findings to propose a qualitative typol-
ogy of VMD cues that can capture, holistically, the VMD construct. 
The proposed typology is then confirmed in two studies. The 
identified VMD cues are classified into five key VMD element cate-
gories (factors) comprising display fixtures, materials, organisation, 
staging technique and lighting, and all factors load on one higher- 
order VMD construct.
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1. Introduction

Consumers engage with and ultimately buy [mostly branded] products to receive their 
perceived functional and psychological benefits. In this search of satisfying physiological 
and psychological needs, store atmosphere – that is, the physical or digital environment 
where consumers encounter with the products and services being offered – plays a crucial 
role in shaping consumers’ product and brand evaluations.

Early scholars in store atmospherics research (e.g. Ailawadi & Keller, 2004; Baker, 
1986; Baker et al., 1994; Bitner, 1992) have categorised the wider store cues in three 
categories, comprised as (i) ambient, (ii) design (visual) and (iii) social factors of the 
whole store environment. The evidence has also suggested that each factor affects 
consumers’ perceived benefits and evaluations in relation to the displayed products, 
delivered services and the seller or service provider, which, in turn, impacts their decision 
to purchase.
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This article attempts to bridge the early research in store atmospherics with the more 
contemporary retailing concept of visual merchandising (VM) and visual merchandise 
display (VMD). VM refers to the holistic organisation of the wider store’s (macro-level) 
interior and exterior cues-which are primarily visual in nature-with the aim of commu-
nicating the store’s image while offering a memorable shopping experience (Kerfoot 
et al., 2003). The concept of VMD, which is the focus of this study, explicitly refers to the 
micro-level product display cues and the way in which they are, again, holistically 
orchestrated, but specifically, for showcasing the product (Law et al., 2012).

At the macro-level, there are several rich ethnographic studies documenting how store 
atmospherics and architecture influence consumer behaviour (e.g. Dion & Arnould, 
2011; Joy et al., 2014). At the micro-level, many more product-focused studies have 
explored the effect of specific product presentation cues on consumers’ product evalua-
tion and purchase intentions (e.g. Hagtvedt & Patrick, 2008; Kerfoot et al., 2003; 
Logkizidou et al., 2019). The effect of VMD on consumers’ evaluations has either been 
approached descriptively and qualitatively (e.g. Dion & Arnould, 2011; Joy et al., 2014; 
Kerfoot et al., 2003) or empirically and quantitatively but, by focusing on one store cue at 
a time (e.g. Argo & Dahl, 2018; Bellizzi et al., 1983; Sevilla & Townsend, 2016). However, 
when consumers entering a retailing store, passing by a window display or visiting an 
online shop, it is never the effect of a single cue what helps them making product and 
brand inferences. So, while the extant exploratory research offers a list of display cues for 
retailers to choose from, the effect of unity [in-variety] and the interactivity between cues 
is either missing or confounding, undermining the external validity of the relevant 
research assumptions. In fact, an emerging trend of research, (Dion & Arnould, 2011; 
Joy et al., 2014; Logkizidou et al., 2019; Murray et al., 2019; Reynolds-mcilnay et al., 2017) 
is suggesting more systematic study to identify key dimensions and cues of the VMD 
construct for promoting further exploratory research of cues that are often or inevitably 
combined in practice.

In response, by focusing just on the design factor, which refers to the visual onsite 
store cues, and the retail micro/display environment, this paper raises two research 
questions: (i) is “unity-in-variety” a neglected principle in the product presentation 
research? And, (ii) what are the key cues and dimensions that capture holistically the 
VMD construct? The aim is to propose a qualitative typology of display cues that 
defines VMD.

The paper is organised as follows: first, the relevant literature is reviewed, and the 
findings are organised in a qualitative typology of salient, in terms of their effect on 
product evaluations, VMD cues (to include prestige and discount cues) that comprise the 
VMD construct (Table 1). Then, the proposed typology is confirmed via two empirical 
studies.

2. Literature review

2.1. The dimensionality of the general store environment

The early research in store atmospherics has shown that the general store atmosphere is 
experienced by a variety of human senses, such as sight, hearing, smell and touch. 
Accordingly, Kotler (1973), by conducting a qualitative analysis based on examples of 
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store atmospheric planning and expenditure from several industries and companies, 
suggested a first general typology of elements that comprise a store’s atmosphere. In 
this, four distinct dimensions of store environment elements were identified: (i) the visual 
dimension (i.e. colours, brightness, sizes and shapes), (ii) the aural dimension (i.e. 
volume and pitch), (iii) the olfactory dimension (i.e. scent and freshness), and (iv) the 
tactile dimension (i.e. softness, smoothness and temperature).

Later on, Baker (1986) extended the work of Kotler (1973) and proposed a more 
practical typology suggesting that the store environment simply comprises (i) the ambi-
ent factor (i.e. non-visual atmospheric cues such as odours, sounds, music, etc.), (ii) the 
design factor (i.e. visual cues such as a store’s colours, fixtures, materials, etc.) and (iii) the 
social factor (i.e. the people in the store, including customers and frontline employees). 
Research that followed up in store atmospherics (e.g. Ailawadi & Keller, 2004; Baker 
et al., 1994, 1992, 2002; Bitner, 1992; Grewal & Baker, 1994) suggested a similar categor-
isation. Finally, Baker et al. (1994), as part of their exploratory study, tested empirically 
this three-factor store environment typology. They used principal components factor 
analysis and found that the indicators (items) of the participants’ perceptions of all the 
store environment cues on perceived merchandise/service quality were, as anticipated, 
loaded into three categories (factors) according to whether they were assessing ambient, 
design, or social store elements. In this three-factor solution that emerged, the factors 
together explained the 70% of the total variance, adequately catching the wider store- 
environment construct.

Different categorisations of store environment cues do exit in the literature of store 
atmospherics, but they rather discuss different levels of the store environment elements. 
For example, Turley and Milliman (2000) in a review article identify external (e.g. 
exterior signs, colour and architecture of building), general internal (e.g. flooring and 
carpeting, music, and ceiling composition) and display (micro) store cues (e.g. placement 
of merchandise, racks and cases, and price displays) and discuss how such cues effect 
consumers’ in-store behaviour (e.g. time spend in-store, satisfaction, and purchase 
intention).

Finally, scholars in consumer behaviour research started to empirically investigate not 
just the dimensionality or the general impact of the store atmosphere but the impact of 
specific atmospheric cues, mostly one at a time though – e.g. by focusing on colour (e.g. 
Bellizzi et al., 1983; Crowley, 1993; Vieira, 2010), lighting (e.g. Park & Farr, 2007; 
Reynolds-mcilnay et al., 2017; Summers & Hebert, 2001), flooring (e.g. Van den Bergh 
et al., 2016), music and sound (e.g. Spendrup et al., 2016; Yalch & Spangenberg, 1990) or 
scents (e.g. Doucé & Janssens, 2013; Spangenberg et al., 1996), – on consumers’ product 
evaluation and various aspects of their purchase behaviour (e.g. their willingness to buy, 
approach or avoidance behaviour and so on).

By identifying the general store environment factors and levels (macro and micro), the 
research in store atmospherics has informed this study’s conceptualisation and helped 
locating VMDs as the design/visual cues of the micro, display retail environment. 
However, the review of the relevant literature, especially when focusing on the visual 
cues, has also revealed limitations suggesting a more holistic approach in conceptualising 
and operationalising store environment elements.
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2.2. Research suggesting a more holistic approach

The wider store environment literature seems to be focusing either on: (i) the 
general construct of store atmosphere and its associated physical attractiveness 
(e.g. Donovan & Rossiter, 1982; Kotler, 1973; Mazursky & Jacoby, 1986), or (ii) 
the effect of a single store cue on consumer product responses (e.g. Argo & Dahl, 
2018; Doucé & Janssens, 2013; Hagtvedt & Patrick, 2008; Spangenberg et al., 1996; 
Summers & Hebert, 2001; Spendrup et al., 2016; Sevilla & Townsend, 2018; Vieira, 
2010; Van den Bergh et al., 2016). The earlier studies that have focused on (i) 
provide little guidance to retailers because they tend to do not indicate specific store 
cues that can improve consumers’ responses. The more recent studies that focus on 
(ii) also offer limited implications for retailers mainly because they do not consider 
the effect of the interactivity between store cues although in reality store cues 
together affect consumers’ evaluations.

More recent studies in the retailing and product presentation research (e.g. Dion & 
Arnould, 2011; Joy et al., 2014; Kerfoot et al., 2003; Logkizidou et al., 2019; Reynolds- 
mcilnay et al., 2017; Shin et al., 2015) start exploring the joint effect of a combination of 
visual store cues on consumers’ evaluations. For example, Reynolds-mcilnay et al. (2017) 
have demonstrated that products which are neatly organised when displayed in high 
brightness levels that contrast more with the surrounding retail environment will be 
more preferred. However, messy products in high brightness contrast levels will be less 
preferred due to increased contamination and reduced pleasantness perceptions.

Also, Dion and Arnould (2011, p. 511) have argued that it takes a combination of 
VMD cues to cause an artistic contamination that enhances a product’s perceived luxury: 
“Sales items[. . .]are placed on pedestals; shiny display cases are ubiquitous, lighting is 
focused on the objects, clients are placed at some physical distance from the items, and so 
forth”. Logkizidou et al. (2019) have corroborated this view and provided a more 
organised typology of museological display cues comprising museological fixtures, 
materials, organisation, presentation technique, and lighting. Those combined, even in 
the absence of a formal artwork, found to cause an “extended art infusion” that improves 
the luxury product perceptions and purchase intentions.

This stream of research highlights a new, more “holistic” way of considering the 
practice and effect of visual merchandising and display in the marketing and retailing 
literature. It also raises a reasonable question: is “unity-in-variety” a neglected principle 
in the product presentation research?

2.3. The neglected unity-in-variety principle

The first ever empirical evidence suggesting the store design elements affect consumer 
store and merchandise evaluations came from the research in environmental psychology 
and the application of inference theory (see Morrow & McElroy, 1981; Sadalla et al., 1987; 
Zweigenhaft, 1976). The use of inference theory in store atmospherics (e.g. Baker et al., 
1994, 2002; Bitner, 1992; Grewal & Baker, 1994) established the notion that consumers 
are not passive recipients of the store environment information. Instead, they actively 
seek for cues in the product’s surrounding to make inferences about the seller and 
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merchandise and ease their purchase decision process (Huber & McCann, 1982; Nisbett 
& Ross, 1980).

The occurrence of relevant “spillover” effects, however, in the more recent product 
presentation research (see Dion & Arnould, 2011; Logkizidou et al., 2019) requires also 
“unity” in compiling VMD cues that tell a consistent story or have a symbolic meaning. 
For example, Logkizidou et al. (2019) have demonstrated that a second-order spillover is 
initiated by a combination VMD cues that resemble what is prototypically associated with 
museum displays. In this, artistic essence is transferred to the display because of the cues’ 
symbolic resemblance and from the display to the merchandise itself. This unity-in- 
variety prerequisite (principle) is somewhat implied but is not yet formally theorised 
when exploring display-infused effects on consumers’ evaluations.

The unity-in-variety principle states that the aesthetic appreciation of variety in 
a sensory stimulus is conditional to the perceived unity in this variety (Berlyne, 1971; 
Hekkert, 2006). This principle is widely used in visual arts (e.g. Berlyne, 1971; Cupchik & 
Gebotys, 1988) to explain the success (quality evaluations) of artworks when their diverse 
and complex visual effects are also harmoniously related. For example, Cupchik and 
Gebotys (1988) developed pairs of paintings (study 1: a kitsch series of paintings) which 
were evaluated individually by artists on scales measuring complexity and harmony 
among other qualities (such as originality, dynamicity, and warmth). Consistent with 
the unity-in-variety principle, they found that the more highly appreciated paintings 
were judged to be more complex and better integrated (i.e. better balance between subject 
matter and visual effects) whereas the less successful paintings were judged to be simpler 
and less balanced.

More recently, the unity in variety principle has been empirically studied in the 
product design research (e.g. Hekkert, 2014). In this field, the aesthetic evaluation of 
a product (the interior design of a car) was often attributed more to unity rather than the 
variety of the visual cues (Post et al., 2013). However, more recent empirical evidence 
(Hekkert, 2014; Post et al., 2014) suggests that both unity and variety (although may 
negatively correlate with each other) positively influence aesthetic appreciation and there 
is an optimal balance between them that is aesthetically preferred.

In fact, R. Post et al. (2017) experimentally investigated this principle in the aesthetic 
evaluations of websites. In this study, two sets of webpages were developed by manip-
ulating for variety and unity. The results showed that, indeed, both unity and variety, 
independently, and positively, influence consumers’ aesthetic appreciation. Maximising 
both unity and variety simultaneously, though, lead to an optimal balance where aesthetic 
appreciation was in its highest.

A VMD, just like in the website evaluation research, is the optical stimulus consumers 
use when viewing and evaluating a product onsite. Nevertheless, unity-in-variety is an 
important but overlooked principle in the product presentation research. Extant research 
suggests VMD cues that can improve product evaluations but how harmoniously they 
can relate to each other and to a subject matter (overarching construct) is hardly 
considered. Logkizidou et al. (2019) provides a list (variety) of VMD cues that relate to 
the concept/subject of a museological display but still what makes the general VMD 
construct is rather unknown. Hence, next, a qualitative typology of VMD cues is 
proposed for future empirical study and further conceptual development.
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2.4. A proposed VMD typology

The qualitative study of Kerfoot et al. (2003) suggests (although never tests) that the 
fixtures, their materials, the display layout, the manner of the merchandise presentation 
and the lighting are the non-product, display elements that affect consumers’ product 
evaluations and purchases. Logkizidou et al. (2019) have relied on the same supposed 
typology to describe the construct of a museological display which correspondingly 
comprises museological display fixtures, materials, organisation/density, presentation 
and lighting techniques. However, testing whether the five suggested display factors 
load indeed on a higher-order VMD construct was never the focus of any of the above 
cited studies.

In this study, by organising the evidence in the relevant literature, a five-dimensional 
enriched VMD typology emerges comprising fixture type, quality of materials, organisa-
tion/density, staging technique, and lighting. This qualitative typology is proposed based 
on the following sources: (i) the conceptual and empirical studies that focus on store 
design cues in the early literature in store atmospherics (e.g. Baker et al., 1994, 2002; 
Grewal & Baker, 1994); (ii) the more recent qualitative research that explores the effect of 
the holistic organisation of several visual store environment cues on brand evaluations 
and brand image (e.g. Dion & Arnould, 2011; Joy et al., 2014; Kerfoot et al., 2003); (iii) the 
more recent empirical (quantitative) studies in marketing and retailing that investigate 
the effect of a single visual product presentation cue on consumers’ product evaluations 
and purchase behaviour (e.g. Argo & Dahl, 2018; Hagtvedt & Patrick, 2008; Sevilla & 
Townsend, 2016) and, (iv) the results of two empirical studies (see Study 1 and Study 2).

Accordingly, fixture type refers to the display objects (design cues) that facilitate the 
product’s presentation and found to influence consumers’ product evaluations. In the 
luxury retailing literature (e.g. Argo & Dahl, 2018; Dion & Arnould, 2011; Hansen & 
Wänke, 2011), pedestals, cubes, tables, glass cases and tailor-style versus classic full-body 
mannequins are seen mostly as the fixtures that support the brand’s image. Indeed, in 
Kerfoot et al.’s (2003) consumer study, the use of tables and cubes rather than the use of 
rails and shelves was thought to portray a smart appearance. Logkizidou et al. (2019) 
argue that in the museological tradition high value exhibits are seen on pedestals, often 
protected inside glass cabinets; thus, the evaluation of products that use similar fixtures is 
elevated. Products displayed on pedestals or raised platforms are evaluated more favour-
ably also because are viewed closer to the consumer’s eye level (Meyers-Levy & Peracchio, 
1992).

Quality of materials has also been found to affect consumers’ evaluations of the store’s 
offering. Ornately gilded, finely marbled, polished wooden and glass fixtures seem to 
provide a symbolic (luxury) lustre to displayed products that plastic, for instance, cannot 
provide (Baker et al., 1994, 2002; Joy et al., 2014). Kerfoot et al. (2003) found that 
merchandise laid out on glass surfaces portrayed an up-market image. Participants also 
perceived wooden clothes hangers as showing quality, while the use of [red] plastic 
hangers was perceived as cheap and nasty. There is also an inextricable link between 
the perceived weight of a fixture and its perceived quality. Display objects made from 
materials that are, or are assumed to be, heavier (such as marble, gold or even concrete) 
perceived as being of better-quality (Spence & Gallace, 2011). Although researchers find 
it difficult to identify an exhaustive list of fixture materials that are likely to enhance the 
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consumers’ product evaluations, often the use of perceptibly expensive (e.g. gilded gold) 
and reflective materials emerges as a factor that gives the whole store and its content 
a sparkling touch while at the same time is generating impressions of sterilisation, 
excellence, extra space and grandness (Joy et al., 2014; Yun & Good, 2007).

Display organisation/density refers to the way in which a VMD is configured and the 
number of products per square foot on display which relates to perceptions of product 
scarcity and extravagance (Joy et al., 2014). Not showing everything off suggests that the 
content of the store, and thus the brand, is precious. In Kerfoot et al.’s (2003) study, neat 
(not messy) and sparse displays were associated with more expensive and prestigious 
brands. The display of one pair of trousers laid out on its own was perceived as showing 
that the brand can afford the empty space and, thus, participants made high price and 
quality inferences for the brand, which was automatically assumed to be a designer 
brand. Sevilla and Townsend (2016), via a series of laboratory and field experiments, 
explored the effect of space-to-product ratio on consumer responses. They found that 
when more space was devoted to a product’s display its purchase likelihood was 
improved because participants were perceiving the products as more aesthetically pleas-
ing and the store as more prestigious.

Staging technique also emerges as an important VMD factor which refers to product 
performing which elevates consumers’ responses. For example, Dion and Arnould (2011) 
explain how luxury retailers stage brands in their flagship stores by using store design 
cues that reference the artistic director/designer of the brand to infuse their charisma 
onto the displayed products (e.g. pictures and other referential signs of Karl Lagerfeld 
[for Chanel], Marc Jacobs [for Marc Jacobs] and are seen in-store or window displays). 
The use of art in presenting a product has also been seen to facilitate a product’s staging 
and improve its perceived luxury (Dion & Arnould, 2011; Hagtvedt & Patrick, 2008; Joy 
et al., 2014; Lee et al., 2015; Pino et al., 2017; Vukadin et al., 2016). Even in the absence of 
a formal artwork though, museological staging techniques just by referencing the art 
world, found to infuse luxury perceptions to the displayed products (Logkizidou et al., 
2019). Sometimes, it is just the theme of the display (conceptual displays) and the 
meaning it conveys to consumers through symbolism (e.g. by using humour, referencing 
social welfare issues or certain fashion eras) what creates favourable brand perceptions 
and a distinctive brand image (Borghini et al., 2009; Hagtvedt & Patrick, 2008). 
Storytelling displays (often facilitated by the use of in-store educational content, for 
example, educational signage, videos/short films/documentaries etc. on in-store video 
screens) that explain a brand’s biography or the merchandise’s production process, found 
to also elevate perceptions of authenticity and be associated with heritage and quality 
brands (Dion & Arnould, 2011; Hollenbeck et al., 2008). Often, technology itself and 
special display equipment (e.g. Atelier Cologne’s in-store personification technology) 
facilitate a product’s staging by entertaining, assisting, educating consumers while exhi-
biting the products on offer (Vukadin et al., 2016).

Finally, display lighting has also been highly noticed and cited as an important VMD 
element in the retailing research. Many scholars (Joy et al., 2014; Kerfoot et al., 2003) 
acknowledge the importance of lighting in showcasing products to make them stand out 
and look attractive. Certain types of lighting, though, such as fluorescent strip lighting, 
found to trigger inferences of low product quality associated with a down-market retailer 
(see Kerfoot et al., 2003). Reynolds-mcilnay et al. (2017) explain how background lighting 

JOURNAL OF GLOBAL FASHION MARKETING 9



regulates the brightness contrast between the product and its background environment. 
The authors found that high brightness contrast improves the products’ attention and 
aesthetic perceptions which, in turn, improves the products’ preference and choice 
probability. However, that was the case when the displayed garments were also neatly 
organised (when messy products pop out because of their brightness contrast, partici-
pants’ evaluation and choice likelihood dropped). In any case, accent lighting found to 
have mostly a positive impact on consumers product and store evaluations (Areni & Kim, 
1994; Dion & Arnould, 2011; Logkizidou et al., 2019).

The two empirical studies that follow validate the evidence in the literature and the 
proposed VMD typology. Specific cues relating to each VMD dimension, along with 
related quotations taken from the qualitative inquiry in Study 1 are presented in Table 1.

3. Study 1: Validation of the VMD typology

In order to provide further evidence about the key cues and dimensions that capture 
holistically the VMD construct and validate the typology in Table 1, mixed research 
methods were employed (see Tashakkori & Teddlie, 2010). First, interviews (N = 40) were 
conducted using a projective technique, following Chaplin and John (2007), to identify 
a list of effective prestige- and discount-image VMD cues (alike Baker et al., 1994) 
suggesting key VMD dimensions. A short survey was then administrated to the same 
sample of participants (N = 40) to quantify the research assumptions. Finally, a field 
study (seminar workshop see Chaplin & John, 2007; N = , p. 40) was employed to further 
validate the proposed typology. The methods, procedure and results are discussed next.

3.1. Method and procedure

To support the notion derived from the literature, a qualitative inquiry was first 
employed by interviewing two groups of participants (mixed females and males): one 
group of 20 students (Mage = 22.87, SD = 4.30) and one group of 20 adults (Mage = 48.67, 
SD = 16.89). This decision was made to ensure that the differences between the samples 
(and gender differences within groups) did not affect the general judgment of: (i) what 
are the key VMD dimensions and (ii) what is seen as a high-image versus low-image cue 
in each VMD dimension. Participants were incentivised with a participation fee. The 
undergraduate students and UK adult shoppers were separately familiarised with the 
VMD topic by the moderator of the discussion. Specifically, a list of 44 VMD cues (see 
Table 1, columns 2 and 3) was given to participants in both groups along with a written, 
strictly neutral, description for each cue. Each written/verbal description had previously 
been assessed to be clear, neutral, and representative (see Gardner & Siomkos, 1986) by 
three researchers in a large UK University, following a procedure used by Bearden et al. 
(2001), among others. A discussion and a sorting task exercise then took place. The 
informants were asked to discern from the original list the high-image VMD cues 
connoting higher quality and prestige from the low-image VMD cues connoting low 
quality and low prestige. They were also encouraged to: (i) provide a short description of 
the rationale behind each sorting decision, (ii) provide examples from their general 
knowledge and marketplace observations, and (iii) suggest additional display cues that 
the original list did not contain (see Table 1).
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Quantitative data were also collected (short survey) in order to compare the high- 
image and low-image VMD cues and identify which cues participants considered as the 
most powerful (scoring at the endpoints of a high-image scale). Specifically, all 40 
participants were asked to rate on a seven-point Likert-type scale (ranging from 
1 = not at all to 7 = definitely) the extent to which they would consider each VMD cue 
as a high-end (prestigious) way of presenting a product.

Finally, following Chaplin and John (2007), the same informants (N = 40) were 
invited to a seminar workshop and asked to draw five circles on a blank sheet and write 
inside them (i.e. group together) all the VMD cues that they believed were just 
variations of the same product display element (e.g. all different fixture types together 
in one cycle, etc.) crossing out those from the original list of the 44 VMD cues. 
Following Han et al. (2010), each anticipated circle and cues was coded. For example, 
the ‘fixture type’ circle was coded as 01 and all anticipated cues in it (see Table 1) were 
coded as 011, 012, and so on. Similarly, the “materials” circle was coded as 02 and its 
corresponding cues were coded as 021, 022, and so on. When all participants com-
pleted the task, 20 more minutes were given to them to: (i) revisit their groupings and 
reconsider, (ii) increase or decrease the number of the cycles (groups) if they wanted 
and, (iii) think of a heading for each circle. Finally, 20 more minutes were given to the 
participants to adjust things if they wanted to, move around (across cycles) VMD cues, 
or even cross out completely the VMD cues that they thought they did not belong to 
any grouping.

3.2. Results

3.2.1. Interviews
Given the nominal nature of the data in the qualitative exercise (interviews), a series of 
chi–squared tests were run for each VMD cue to assess whether the proportion of 
students seeing each VMD cue (see Table 1) as high-image or low-image was equal to 
the proportion of adult participants seeing that cue in a similar manner. The results were 
statistically non-significant (p > .05) for all attributes, and all tests suggested that the null 
hypothesis assuming that the perceptions linked to each VMD cue do not differ between 
(and within male vs. female) samples could not be rejected.

3.2.2. Short survey
Moreover, using the data from the quantitative exercise (short survey) the means of 
each high-image and low-image VMDs were compared for student and adults. By 
running a series of t–tests the statistically non-significant results (p > . 05 for each 
VMD cue) suggested that participants’ rating of each VMD cue did not depend on 
whether they were students or adult shoppers (see Appendix 1). This suggested that 
pooling the two groups together for further or future analysis would be appropriate as 
these sub-samples appeared to categorise and see the VMD cues in a similar way and to 
the same extent. Finally, the results confirmed that, for all participants (N = 40), certain 
cues such as neat and tidy display organisation (M = 6.18), abstract mannequins 
(M = 6.05) and glass cases (M = 6.03) were identified as high-end VMD cues. In 
contrast, others, such as messy and cluttered display organisation (M = 2.03), artistic 
vacuum (M = 2.23) and low-brightness contrast (M = 2.33) were identified, as 
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anticipated, as low-image VMD cues. A series of one-sample tests was run for all 40 
pooled participants to compare each VMD cue against the scale’s midpoint of 4 (see 
Appendix 2). The results suggest that, indeed, 22 high-image VMD cues and 22 low- 
image VMD cues were identified. Among them, the messy/cluttered (M = 2.03) and the 
neat/tidy (M = 6.18) display organisation seem to represent the two endpoints of 
a high-image VMD type of scale, respectively.

3.2.3. Seminar workshop
Most importantly, the results from the groupings’ coding in the seminar workshop were 
in line the results of the sorting task in the interviews suggesting five emerged VMD 
dimensions and are all summarised in Table 1.

3.3. Discussion

The qualitative results in Study 1 suggest five VMD dimensions describing display 
fixture types, materials, organisation/density, staging techniques and lighting. Although 
this five-factor VMD solution is further tested and validated quantitatively in Study 2, 
the present qualitative inquiry also illustrated participants’ tendency (similar for both 
students and adults) to describe the interactivity and make inferences based on the 
combined effect of certain VMD cues within and across the five factors. For example, 
participants combined fixture with lighting cues to make product value assumption: 
“ . . . if there is lighting inside the glass cabinet, then it is even more precious”. Fixture 
type or material together with display organisation/density cues drove also participants’ 
store and product perceptions: “[Pedestals] make me think that the display will be 
sparse . . . it presents the product as something important that has its own place”; 
“[Plastic] it reminds me of bulk items in a store to allow easy browsing”. At other 
times, the display fixture of a certain material with the artist’s credentials determined 
their perceptions: “Artist’s wooden type mannequins signify a high-end retailer”. Such 
interactivity is hard to ignore in the participants’ responses and is certainly not 
neglected in retail practice.

4. Study 2: Principal components analysis

Study 2 tests the conceptualisation of VMD as one overarching (retailing) construct 
comprising display fixtures, materials, organisation/density, staging techniques and light-
ing. Following Baker et al. (1994) and to simplify the analysis, only the 22 high-image 
VMD cues from Study 1 were used to develop relevant perception indicators suitable for 
a survey investigation. Ten faculty members in a large UK University assessed the content 
validity of each indicator following a procedure used by Bearden et al. (2001), among 
others. Specifically, indicators were evaluated as “clearly”, “somewhat” or “not represen-
tative” of each dimension based on the definitions provided. Only those items considered 
to be “clearly representative” but “neutral” in their wording were retained while the rest 
had to be removed or reworded and passed through a second round of evaluation.

Then, 48 female undergraduates in a large UK University completed an online survey 
in exchange for a chance to win a £50 gift card from a big online retailer. Participants 
were asked to indicate on a seven-point Likert-type scale (ranging from 1 = not at all, to 
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7 = definitely) how likely each VMD cue is to be seen in displaying a high-end product. 
For example, (sample indicators, see Appendix 3), when: “A pedestal is used to display 
the product” (Indicator 1), “The product is displayed/organised neatly and tidily” 
(Indicator 11) and so on. The descriptive statistics and one sample tests per indicator 
are consistent, as demonstrated in Appendix 3, with that of Study 1.

The items were then analysed using principal components (PCA) with varimax 
rotation. PCA is recommended (see Hair et al., 1995) for the quantitative analysis of 
a qualitative typology (often also employed for validation of cluster profiles and so on) to 
better understand the underling structure of the data. While this analysis requires a larger 
sample size when using categorical qualitative data, when metric data are developed 
instead (e.g. perception indicators like in this study), a small sample is adequate for 
a PCA to produces robust results (see Hair et al., 1995). The rotated results of the 
principal components analysis are shown in Appendix 3. As anticipated, a five-factor 
solution emerged (consistent with the results in Study 1) based on the eigenvalue > 1 
criterion, which explained 85.85% of the total variance. As demonstrated in Appendix 3, 
all indicators’ loadings on the intended dimension were high (>.6), with a few expected 
(mainly because of the difficulty in wording certain VMDs) low cross-loadings (< .4) 
(Bloch et al., 2003). More importantly, all inter-factor correlations were moderately high, 
ranging from 0.57 to 0.71, consistent with the conceptualisation of VMD as an over-
arching construct mainly consisting of VMD fixtures, materials, organisation/density, 
staging techniques and lighting. Specifically, the composite scores for the five factors 
loaded together on one higher order VMD construct with loadings ranging from 0.81 to 
0.87. Therefore, following the earlier study of Baker et al. (1994), it is reasonable to 
assume that display fixtures, materials, organisation, staging and lighting are indeed five 
key components (elements) that shape together the VMD construct (explaining the 
85.85% of the total variance).

5. General discussion

Today, because of the abundance of financial failures of high-profile retailers and 
a consistent decline in foot traffic, no retailer feels safe. During only the first half of 
2019, PricewaterhouseCoopers reported 1,234 stores disappearing from the UK’s top 500 
fashion retailers. This pattern of plummeting footfall and store closure has been spread-
ing across the UK and US.

As consumers turn their preference and spending on experiences rather than tangible 
commodities, retailers’ offering a holistic in-store experience seems to be the only 
weapon against the declining footfall. However, this requires the visual, mostly in nature, 
store environment elements to work in conjunction and be tailored to the brand and the 
retailer in order to be successful. While retailers and academics seem to agree on this 
view, the research in the marketing and retailing literature has focused mostly on 
investigating the effect of a single store cue at a time on consumers’ responses. 
Although by controlling for confounding cues researchers improve the reliability and 
internal validity of their assumptions, the external validly and applicability of the results 
is often limited.

This article argues that even in the micro, VMD level it usually takes more than one 
retail display cues to build a product’s visual presentation. Those cues then collectively 
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influence consumer product perceptions and purchase intentions. More recent empirical 
research (e.g. Reynolds-mcilnay et al., 2017) corroborates this view and has started 
exploring the interactivity of a combination of product presentation cues (e.g. product- 
background brightness contrast and product organisation) offering better guidance for 
retailers. This paper contributes towards this trend of research and addresses the gap in 
the literature by proposing a qualitative typology of VMD cues that captures holistically 
the VMD construct. By reviewing the relevant literature (e.g. Ailawadi & Keller, 2004; 
Argo & Dahl, 2018; Baker et al., 1994; Dion & Arnould, 2011; Joy et al., 2014; Kerfoot 
et al., 2003; Logkizidou et al., 2019; Sevilla & Townsend, 2016) key VMD cues were 
identified and classified into five VMD element categories (dimensions). The emerged 
typology was then confirmed via two studies, with both the qualitative and quantitative 
results suggesting a five-dimensional VMD solution comprising display fixtures, materi-
als, organisation/density, staging technique, and lighting.

5.1. Theoretical and managerial contributions

Scholars in the product presentation literature (e.g. Hagtvedt & Patrick, 2008; Pino et al., 
2017; Sevilla & Townsend, 2016) study special spillover effects or use contagion theory to 
explain the influence of a single display cue on consumer responses. However, a latent 
interactivity between VMD cues that are normally combined in practice could alter 
researchers’ original assumptions. For example, while displaying a product on top of 
a pedestal is found to successfully accommodate a product’s perceived luxury (see 
Logkizidou et al., 2019), if that pedestal is made from plastic, a reverse effect on product 
evaluations might be observed.

This research contributes to the product presentation literature by breaking down 
the construct of a retail display (namely as VMD) to understand the key dimensions 
that shapes its construct. The results suggest that pairing certain VMD cues together 
may enhance consumers’ evaluations. For example, (extending Reynolds-McIlnay 
et al.’s research assumption) combining certain fixtures (glass cabinets) with specific 
lighting (accent product-focused lighting) may improve consumers’ product percep-
tions. Certain fixture materials (plastic) and organisation cues (high-merchandise 
display density) can also interact in affecting consumers’ evaluations. So, when the 
designer’s signature (credential) is on a plastic [red] hanger the results on consu-
mers’ evaluations might be significantly different from what Kerfoot et al. (2003) 
have originally predicted. Since isolating these cues in real practice can be unrealis-
tic, this article underlines the importance of considering the unity between VMD 
cues suggesting that the future research on store cues requires a more holistic (rather 
than a single-factor) approach.

5.2. Limitations and suggestions for further research

This study focuses on identifying key cues and the dimensions that define the VMD 
construct. However, the predictive validity of the overarching VMD construct on con-
sumer responses needs to be empirically tested. Future research could test the unity-in- 
variety principle by facilitating a combination of product presentation cues. Although the 
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use of written descriptions of the VMD cues is considered appropriate in testing the 
dimensionality of the VMD construct (see Baker et al., 1994), future research could 
develop pictorial materials to test the effect and further validate or update the dimen-
sionality of the VMD construct. Finally, while the proposed VMD typology applies 
mostly to a physical store context, future research could identify present-day online 
cues (e.g. 2-D versus 3-D product view, etc.) and define the dimensions of online VMD. 
Overall, and despite its limitations, the present research suggests a new way of consider-
ing VMD which opens avenues for further empirical research with more pertinent results 
for the new-age retailers.

Disclosure statement

No potential conflict of interest was reported by the author(s).

ORCID

Maria Logkizidou http://orcid.org/0000-0001-7793-407X

References

Ailawadi, K. L., & Keller, K. L. (2004). Understanding retail branding: Conceptual insights and 
research priorities. Journal of Retailing, 80(4), 331–342. https://doi.org/10.1016/j.jretai.2004.10. 
008 

Areni, C. S., & Kim, D. (1994). The influence of in-store lighting on consumers’ examination of 
merchandise in a wine store. International Journal of Research in Marketing, 11(2), 117–125. 
https://doi.org/10.1016/0167-8116(94)90023-X 

Argo, J. J., & Dahl, D. W. (2018). Standards of beauty: The impact of mannequins in the retail 
context. Journal of Consumer Research, 44(5), 974–990. https://doi.org/10.1093/jcr/ucx072 

Baker, J. (1986). The role of the environment in marketing services: The consumer perspective. 
The Services Challenge: Integrating for Competitive Advantage, 1(1), 79–84.

Baker, J., Grewal, D., & Parasuraman, A. (1994). The influence of store environment on quality 
inferences and store image. Journal of the Academy of Marketing Science, 22(4), 328–339. 
https://doi.org/10.1177/0092070394224002 

Baker, J., Levy, M., & Grewal, D. (1992). An experimental approach to making retail store 
environmental decisions. Journal of Retailing, 68(4), 445.

Baker, J., Parasuraman, A., Grewal, D., & Voss, G. B. (2002). The influence of multiple store 
environment cues on perceived merchandise value and patronage intentions. Journal of 
Marketing, 66(2), 120–141. https://doi.org/10.1509/jmkg.66.2.120.18470 

Bearden, W. O., Hardesty, D. M., & Rose, R. L. (2001). Consumer self-confidence: Refinements in 
conceptualization and measurement. Journal of Consumer Research, 28(1), 121–134. https://doi. 
org/10.1086/321951 

Bellizzi, J. A., Crowley, A. E., & Hasty, R. W. (1983). The effects of color in store design. Journal of 
Retailing, 59(1), 21–45. https://psycnet.apa.org/record/1984-10983-001?mod=article_inline 

Berlyne, D. E. (1971). Aesthetics and psychobiology. Appleton-Century-Crofts.
Bitner, M. J. (1992). Servicescapes: The impact of physical surroundings on customers and 

e m p l o y e e s .  J o u r n a l  o f  M a r k e t i n g ,  5 6 ( 2 ) ,  5 7 – 7 1 .  h t t p s : / / d o i . o r g / 1 0 . 1 1 7 7 /  
002224299205600205 

Bloch, P. H., Brunel, F. F., & Arnold, T. J. (2003). Individual differences in the centrality of visual 
product aesthetics: Concept and measurement. Journal of Consumer Research, 29(4), 551–565. 
https://doi.org/10.1086/346250 

JOURNAL OF GLOBAL FASHION MARKETING 15

https://doi.org/10.1016/j.jretai.2004.10.008
https://doi.org/10.1016/j.jretai.2004.10.008
https://doi.org/10.1016/0167-8116(94)90023-X
https://doi.org/10.1093/jcr/ucx072
https://doi.org/10.1177/0092070394224002
https://doi.org/10.1509/jmkg.66.2.120.18470
https://doi.org/10.1086/321951
https://doi.org/10.1086/321951
https://psycnet.apa.org/record/1984-10983-001?mod=article_inline
https://doi.org/10.1177/002224299205600205
https://doi.org/10.1177/002224299205600205
https://doi.org/10.1086/346250


Borghini, S., Diamond, N., Kozinets, R. V., McGrath, M. A., Muniz, A. M., Jr, & Sherry, J. F., Jr. 
(2009). Why are themed brandstores so powerful? Retail brand ideology at American Girl Place. 
Journal of Retailing, 85(3), 363–375. https://doi.org/10.1016/j.jretai.2009.05.003 

Chaplin, L. N., & John, D. R. (2007). Growing up in a material world: Age differences in 
materialism in children and adolescents. Journal of Consumer Research, 34(4), 480–493. 
https://doi.org/10.1086/518546 

Crowley, A. E. (1993). The two-dimensional impact of color on shopping. Marketing Letters, 4(1), 
59–69. https://doi.org/10.1007/BF00994188 

Cupchik, G. C., & Gebotys, R. J. (1988). The search for meaning in art: Interpretive styles and 
judgments of quality. Visual Arts Research, 38–50. https://www.jstor.org/stable/20715675?seq=1 

Dion, D., & Arnould, E. (2011). Retail luxury strategy: Assembling charisma through art and 
magic. Journal of Retailing, 87(4), 502–520. https://doi.org/10.1016/j.jretai.2011.09.001 

Donovan, R., & Rossiter, J. (1982). Store atmosphere: An environmental psychology approach. 
Journal of Retailing, 58(spring), 34–57.

Doucé, L., & Janssens, W. (2013). The presence of a pleasant ambient scent in a fashion store: The 
moderating role of shopping motivation and affect intensity. Environment and Behavior, 45(2), 
215–238. https://doi.org/10.1177/0013916511410421 

Garaus, M., & Wagner, U. (2019). Let me entertain you–Increasing overall store satisfaction 
through digital signage in retail waiting areas. Journal of Retailing and Consumer Services,47, 
331–338.

Gardner, M. P., & Siomkos, G. (1985). Toward a methodology for assessing effects of in-store 
atmosphere. Advances in Consumer Research, 27–31.

Gardner, M. P., & Siomkos, G. J. (1986). Toward a methodology for assessing effects of in- store 
atmospherics. Advances in Consumer Research, 13(1), 27–31. https://www.acrwebsite.org/ 
volumes/6456/volumes/v 

Grewal, D., & Baker, J. (1994). Do retail store environmental factors affect consumers’ price 
acceptability? An empirical examination. International Journal of Research in Marketing, 11 
(2), 107–115. https://doi.org/10.1016/0167-8116(94)90022-1 

Grewal, D., Roggeveen, A. L., &Nordfält, J. (2016). Roles of retailer tactics and customer-specific 
factors in shopper marketing: Substantive, methodological, and conceptual issues. Journal of 
Business Research,69(3), 1009–1013.

Hagtvedt, H., & Patrick, V. M. (2008). Art infusion: The influence of visual art on the perception 
and evaluation of consumer products. Journal of Marketing Research, 45(3), 379–389. https:// 
doi.org/10.1509/jmkr.45.3.379 

Hair, J. F., Jr., Anderson, R. E., Tatham, R. L., & Black, W. C. (1995). Multivariate data analysis 
with readings (3rd ed.). Macmillan Publishing Company.

Han, Y. J., Nunes, J. C., & Drèze, X. (2010). Signaling status with luxury goods: The role of brand 
prominence. Journal of Marketing, 74(4), 15–30. https://doi.org/10.1509/jmkg.74.4.015 

Hansen, J., & Wänke, M. (2011). The abstractness of luxury. Journal of Economic Psychology, 32(5), 
789–796. https://doi.org/10.1016/j.joep.2011.05.005 

Hekkert, P. (2006). Design aesthetics: Principles of pleasure in design. Psychology Science, 48(2), 157. 
https://d1wqtxts1xzle7.cloudfront.net/40668977/06_Hekkert.pdf?1449417954=&response-con 
tent-disposition=inline%3B+filename%3D06_Hekkert.pdf&Expires=1621341462&Signature= 
eHa2eDtaKu~-0N7UwNKw1m6kWpTqlD~uG0aKP6BijHiJVcrx9bcaKCrxi1Ru- 
b0Pte6rNFyNHB6zKEMRnqUDLUNVzq6oy4BzHpSibIM8x2qBmeRIggnE8IG4MKRrNcGOX 
M1BY8zuo9tTaiHIQd-GcTpTi~MeIJdfI1cCoJCr28YYmmtyHGWZ5YUknUjdC~x27uEN~ 
LGH2zSDetu0BZVPg-QxO3sDkKYAZmlIiu2yG~x48XZ1ydbYeIbsUFuDaYgwPvImrhCnsNf~ 
1Pce-TXVmCnm4UQiss6OIyFPbKR88R4USorhnBDKejTGDyNb8gLaOF4rwD5z1lJBLtiNSlE~ 
4Q__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA 

Hekkert, P. (2014). Aesthetic responses to design: A battle of impulses. In T. Smith & P. Tinio 
(Eds.), The Cambridge handbook of the psychology of aesthetics and the arts (pp. 277–299). 
Cambridge University Press.

16 M. LOGKIZIDOU

https://doi.org/10.1016/j.jretai.2009.05.003
https://doi.org/10.1086/518546
https://doi.org/10.1007/BF00994188
https://www.jstor.org/stable/20715675?seq=1
https://doi.org/10.1016/j.jretai.2011.09.001
https://doi.org/10.1177/0013916511410421
https://www.acrwebsite.org/volumes/6456/volumes/v
https://www.acrwebsite.org/volumes/6456/volumes/v
https://doi.org/10.1016/0167-8116(94)90022-1
https://doi.org/10.1509/jmkr.45.3.379
https://doi.org/10.1509/jmkr.45.3.379
https://doi.org/10.1509/jmkg.74.4.015
https://doi.org/10.1016/j.joep.2011.05.005
https://d1wqtxts1xzle7.cloudfront.net/40668977/06_Hekkert.pdf?1449417954=%26response-content-disposition=inline%3B+filename%3D06_Hekkert.pdf%26Expires=1621341462%26Signature=eHa2eDtaKu~-0N7UwNKw1m6kWpTqlD~uG0aKP6BijHiJVcrx9bcaKCrxi1Ru-b0Pte6rNFyNHB6zKEMRnqUDLUNVzq6oy4BzHpSibIM8x2qBmeRIggnE8IG4MKRrNcGOXM1BY8zuo9tTaiHIQd-GcTpTi~MeIJdfI1cCoJCr28YYmmtyHGWZ5YUknUjdC~x27uEN~LGH2zSDetu0BZVPg-QxO3sDkKYAZmlIiu2yG~x48XZ1ydbYeIbsUFuDaYgwPvImrhCnsNf~1Pce-TXVmCnm4UQiss6OIyFPbKR88R4USorhnBDKejTGDyNb8gLaOF4rwD5z1lJBLtiNSlE~4Q__%26Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/40668977/06_Hekkert.pdf?1449417954=%26response-content-disposition=inline%3B+filename%3D06_Hekkert.pdf%26Expires=1621341462%26Signature=eHa2eDtaKu~-0N7UwNKw1m6kWpTqlD~uG0aKP6BijHiJVcrx9bcaKCrxi1Ru-b0Pte6rNFyNHB6zKEMRnqUDLUNVzq6oy4BzHpSibIM8x2qBmeRIggnE8IG4MKRrNcGOXM1BY8zuo9tTaiHIQd-GcTpTi~MeIJdfI1cCoJCr28YYmmtyHGWZ5YUknUjdC~x27uEN~LGH2zSDetu0BZVPg-QxO3sDkKYAZmlIiu2yG~x48XZ1ydbYeIbsUFuDaYgwPvImrhCnsNf~1Pce-TXVmCnm4UQiss6OIyFPbKR88R4USorhnBDKejTGDyNb8gLaOF4rwD5z1lJBLtiNSlE~4Q__%26Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/40668977/06_Hekkert.pdf?1449417954=%26response-content-disposition=inline%3B+filename%3D06_Hekkert.pdf%26Expires=1621341462%26Signature=eHa2eDtaKu~-0N7UwNKw1m6kWpTqlD~uG0aKP6BijHiJVcrx9bcaKCrxi1Ru-b0Pte6rNFyNHB6zKEMRnqUDLUNVzq6oy4BzHpSibIM8x2qBmeRIggnE8IG4MKRrNcGOXM1BY8zuo9tTaiHIQd-GcTpTi~MeIJdfI1cCoJCr28YYmmtyHGWZ5YUknUjdC~x27uEN~LGH2zSDetu0BZVPg-QxO3sDkKYAZmlIiu2yG~x48XZ1ydbYeIbsUFuDaYgwPvImrhCnsNf~1Pce-TXVmCnm4UQiss6OIyFPbKR88R4USorhnBDKejTGDyNb8gLaOF4rwD5z1lJBLtiNSlE~4Q__%26Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/40668977/06_Hekkert.pdf?1449417954=%26response-content-disposition=inline%3B+filename%3D06_Hekkert.pdf%26Expires=1621341462%26Signature=eHa2eDtaKu~-0N7UwNKw1m6kWpTqlD~uG0aKP6BijHiJVcrx9bcaKCrxi1Ru-b0Pte6rNFyNHB6zKEMRnqUDLUNVzq6oy4BzHpSibIM8x2qBmeRIggnE8IG4MKRrNcGOXM1BY8zuo9tTaiHIQd-GcTpTi~MeIJdfI1cCoJCr28YYmmtyHGWZ5YUknUjdC~x27uEN~LGH2zSDetu0BZVPg-QxO3sDkKYAZmlIiu2yG~x48XZ1ydbYeIbsUFuDaYgwPvImrhCnsNf~1Pce-TXVmCnm4UQiss6OIyFPbKR88R4USorhnBDKejTGDyNb8gLaOF4rwD5z1lJBLtiNSlE~4Q__%26Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/40668977/06_Hekkert.pdf?1449417954=%26response-content-disposition=inline%3B+filename%3D06_Hekkert.pdf%26Expires=1621341462%26Signature=eHa2eDtaKu~-0N7UwNKw1m6kWpTqlD~uG0aKP6BijHiJVcrx9bcaKCrxi1Ru-b0Pte6rNFyNHB6zKEMRnqUDLUNVzq6oy4BzHpSibIM8x2qBmeRIggnE8IG4MKRrNcGOXM1BY8zuo9tTaiHIQd-GcTpTi~MeIJdfI1cCoJCr28YYmmtyHGWZ5YUknUjdC~x27uEN~LGH2zSDetu0BZVPg-QxO3sDkKYAZmlIiu2yG~x48XZ1ydbYeIbsUFuDaYgwPvImrhCnsNf~1Pce-TXVmCnm4UQiss6OIyFPbKR88R4USorhnBDKejTGDyNb8gLaOF4rwD5z1lJBLtiNSlE~4Q__%26Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/40668977/06_Hekkert.pdf?1449417954=%26response-content-disposition=inline%3B+filename%3D06_Hekkert.pdf%26Expires=1621341462%26Signature=eHa2eDtaKu~-0N7UwNKw1m6kWpTqlD~uG0aKP6BijHiJVcrx9bcaKCrxi1Ru-b0Pte6rNFyNHB6zKEMRnqUDLUNVzq6oy4BzHpSibIM8x2qBmeRIggnE8IG4MKRrNcGOXM1BY8zuo9tTaiHIQd-GcTpTi~MeIJdfI1cCoJCr28YYmmtyHGWZ5YUknUjdC~x27uEN~LGH2zSDetu0BZVPg-QxO3sDkKYAZmlIiu2yG~x48XZ1ydbYeIbsUFuDaYgwPvImrhCnsNf~1Pce-TXVmCnm4UQiss6OIyFPbKR88R4USorhnBDKejTGDyNb8gLaOF4rwD5z1lJBLtiNSlE~4Q__%26Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/40668977/06_Hekkert.pdf?1449417954=%26response-content-disposition=inline%3B+filename%3D06_Hekkert.pdf%26Expires=1621341462%26Signature=eHa2eDtaKu~-0N7UwNKw1m6kWpTqlD~uG0aKP6BijHiJVcrx9bcaKCrxi1Ru-b0Pte6rNFyNHB6zKEMRnqUDLUNVzq6oy4BzHpSibIM8x2qBmeRIggnE8IG4MKRrNcGOXM1BY8zuo9tTaiHIQd-GcTpTi~MeIJdfI1cCoJCr28YYmmtyHGWZ5YUknUjdC~x27uEN~LGH2zSDetu0BZVPg-QxO3sDkKYAZmlIiu2yG~x48XZ1ydbYeIbsUFuDaYgwPvImrhCnsNf~1Pce-TXVmCnm4UQiss6OIyFPbKR88R4USorhnBDKejTGDyNb8gLaOF4rwD5z1lJBLtiNSlE~4Q__%26Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/40668977/06_Hekkert.pdf?1449417954=%26response-content-disposition=inline%3B+filename%3D06_Hekkert.pdf%26Expires=1621341462%26Signature=eHa2eDtaKu~-0N7UwNKw1m6kWpTqlD~uG0aKP6BijHiJVcrx9bcaKCrxi1Ru-b0Pte6rNFyNHB6zKEMRnqUDLUNVzq6oy4BzHpSibIM8x2qBmeRIggnE8IG4MKRrNcGOXM1BY8zuo9tTaiHIQd-GcTpTi~MeIJdfI1cCoJCr28YYmmtyHGWZ5YUknUjdC~x27uEN~LGH2zSDetu0BZVPg-QxO3sDkKYAZmlIiu2yG~x48XZ1ydbYeIbsUFuDaYgwPvImrhCnsNf~1Pce-TXVmCnm4UQiss6OIyFPbKR88R4USorhnBDKejTGDyNb8gLaOF4rwD5z1lJBLtiNSlE~4Q__%26Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA


Hollenbeck, C. R., Peters, C., & Zinkhan, G. M. (2008). Retail spectacles and brand meaning: 
Insights from a brand museum case study. Journal of Retailing, 84(3), 334–353. https://doi.org/ 
10.1016/j.jretai.2008.05.003 

Huber, J., & McCann, J. (1982). The impact of inferential beliefs on product 
evaluations. Journal of Marketing Research, 19(3), 324–333. https://doi.org/10.1177/ 
002224378201900305 

Huettl, V., & Gierl, H. (2012). Visual art in advertising: The effects of utilitarian vs. hedonic 
product positioning and price information. Marketing Letters,23(3), 893–904.

Joy, A., Wang, J. J., Chan, T. S., Sherry, J. F., Jr, & Cui, G. (2014). M (Art) worlds: Consumer 
perceptions of how luxury brand stores become art institutions. Journal of Retailing, 90(3), 
347–364. https://doi.org/10.1016/j.jretai.2014.01.002 

Kerfoot, S., Davies, B., & Ward, P. (2003). Visual merchandising and the creation of discernible 
retail brands. International Journal of Retail & Distribution Management, 31(3), 143–152. 
https://doi.org/10.1108/09590550310465521 

Kotler, P. (1973). Atmospherics as a marketing tool. Journal of Retailing, 49(4), 48–64.
Law, D., Wong, C., & Yip, J. (2012). How does visual merchandising affect consumer affective 

response? European Journal of Marketing, 46(1/2), 112–133. https://doi.org/10.1108/ 
03090561211189266 

Lee, H. C., Chen, W. W., & Wang, C. W. (2015). The role of visual art in enhancing perceived 
prestige of luxury brands. Marketing Letters, 26(4), 593–606. https://doi.org/10.1007/s11002- 
014-9292-3 

Logkizidou, M., Bottomley, P., Angell, R., & Evanschitzky, H. (2019). Why museological merchan-
dise displays enhance luxury product evaluations: An extended art infusion effect. Journal of 
Retailing, 95(1), 67–82. https://doi.org/10.1016/j.jretai.2018.11.001 

Mazursky, D., & Jacoby, J. (1986). Exploring the development of store images. Journal of Retailing, 
62(2), 145–165.

Meyers-Levy, J., & Peracchio, L. A. (1992). Getting an angle in advertising: The effect of camera 
angle on product evaluations. Journal of Marketing Research, 29(4), 454–461. https://doi.org/10. 
1177/002224379202900406 

Morrow, P. C., & McElroy, J. C. (1981). Interior office design and visitor response: A constructive 
replication. Journal of Applied Psychology, 66(5), 646. https://doi.org/10.1037/0021-9010.66.5. 
646 

Murray, J., Teller, C., & Elms, J. (2019). Examining store atmosphere appraisals using parallel 
approaches from the aesthetics literature. Journal of Marketing Management, 35(9–10), 
916–939. https://doi.org/10.1080/0267257X.2019.1618365 

Nisbett, R. E., & Ross, L. (1980). Human inference: Strategies and shortcomings of social judgment. 
Upper.

Park, N. K., & Farr, C. A. (2007). The effects of lighting on consumers’ emotions and behavioral 
intentions in a retail environment: A cross-cultural comparison. Journal of Interior Design, 33 
(1), 17–32. https://doi.org/10.1111/j.1939-1668.2007.tb00419.x 

Pino, G., Guido, G., & Nataraajan, R. (2017). Iconic art infusion in luxury retail strategies: 
Unveiling the potential. Journal of Global Scholars of Marketing Science, 27(2), 136–147. 
https://doi.org/10.1080/21639159.2017.1283797 

Post, R., Nguyen, T., & Hekkert, P. (2017). Unity in variety in website aesthetics: A systematic 
inquiry. International Journal of Human-Computer Studies, 103, 48–62. https://doi.org/10.1016/ 
j.ijhcs.2017.02.003 

Post, R. A. G., Blijlevens, J., & Hekkert, P. (2013, August). The influence of unity-in-variety on 
aesthetic appreciation of car interiors. Consilience and innovation in design: proceedings of the 
5th international congress of international association of societies of design research (pp. 1–6). 
Shibaura Institute of Technology.

Post, R. A. G., Blijlevens, J., & Hekkert, P. (2014, August). Aesthetic appreciation of tactile 
unity-in-variety in product designs. 23rd Biennial Congress of the international association of 
empirical aesthetics (pp. 358–360).

JOURNAL OF GLOBAL FASHION MARKETING 17

https://doi.org/10.1016/j.jretai.2008.05.003
https://doi.org/10.1016/j.jretai.2008.05.003
https://doi.org/10.1177/002224378201900305
https://doi.org/10.1177/002224378201900305
https://doi.org/10.1016/j.jretai.2014.01.002
https://doi.org/10.1108/09590550310465521
https://doi.org/10.1108/03090561211189266
https://doi.org/10.1108/03090561211189266
https://doi.org/10.1007/s11002-014-9292-3
https://doi.org/10.1007/s11002-014-9292-3
https://doi.org/10.1016/j.jretai.2018.11.001
https://doi.org/10.1177/002224379202900406
https://doi.org/10.1177/002224379202900406
https://doi.org/10.1037/0021-9010.66.5.646
https://doi.org/10.1037/0021-9010.66.5.646
https://doi.org/10.1080/0267257X.2019.1618365
https://doi.org/10.1111/j.1939-1668.2007.tb00419.x
https://doi.org/10.1080/21639159.2017.1283797
https://doi.org/10.1016/j.ijhcs.2017.02.003
https://doi.org/10.1016/j.ijhcs.2017.02.003


Reynolds-mcilnay, R., Morrin, M., & Nordfält, J. (2017). How product–environment brightness 
contrast and product disarray impact consumer choice in retail environments. Journal of 
Retailing, 93(3), 266–282. https://doi.org/10.1016/j.jretai.2017.03.003 

Roggeveen, A. L., Grewal, D., & Schweiger, E. B. (2020). The DAST framework for retail atmo-
spherics: The impact of in-and out-of-store retail journey touchpoints on the customer experi-
ence. Journal of Retailing,96(1), 128–137.

Sadalla, E. K., Vershure, B., & Burroughs, J. (1987). Identity symbolism in housing. Environment 
and Behavior, 19(5), 569–587. https://doi.org/10.1177/0013916587195002 

Sevilla, J., & Townsend, C. (2016). The space-to-product ratio effect: How interstitial space 
influences product aesthetic appeal, store perceptions, and product preference. Journal of 
Marketing Research, 53(5), 665–681. https://doi.org/10.1509/jmr.13.0601 

Shin, J. K., Park, M. S., & Moon, M. K. (2015). Do eco-friendly VMD and store reputation increase 
satisfaction of retail customers? Psychology & Marketing, 32(12), 1148–1157. https://doi.org/10. 
1002/mar.20844 

Spangenberg, E. R., Crowley, A. E., & Henderson, P. W. (1996). Improving the store environment: 
Do olfactory cues affect evaluations and behaviors? Journal of Marketing, 60(2), 67–80. https:// 
doi.org/10.1177/002224299606000205 

Spence, C., & Gallace, A. (2011). Multisensory design: Reaching out to touch the consumer. 
Psychology & Marketing, 28(3), 267–308. https://doi.org/10.1002/mar.20392 

Spendrup, S., Hunter, E., & Isgren, E. (2016). Exploring the relationship between nature sounds, 
connectedness to nature, mood and willingness to buy sustainable food: A retail field 
experiment. Appetite, 100, 133–141. https://doi.org/10.1016/j.appet.2016.02.007 

Summers, T. A., & Hebert, P. R. (2001). Shedding some light on store atmospherics: Influence of 
illumination on consumer behavior. Journal of Business Research, 54(2), 145–150. https://doi. 
org/10.1016/S0148-2963(99)00082-X 

Tashakkori, A., & Teddlie, C. (Eds.). (2010). Sage handbook of mixed methods in social & 
behavioral research. Sage.

Turley, L. W., & Milliman, R. E. (2000). Atmospheric effects on shopping behavior: A review of the 
experimental evidence. Journal of Business Research, 49(2), 193–211. https://doi.org/10.1016/ 
S0148-2963(99)00010-7 

Van den Bergh, B., Heuvinck, N., Schellekens, G. A., & Vermeir, I. (2016). Altering speed of 
locomotion. Journal of Consumer Research, 43(3), 407–428. https://doi.org/10.1093/jcr/ucw031 

Vieira, V. A. (2010). Visual aesthetics in store environment and its moderating role on consumer 
intention. Journal of Consumer Behaviour, 9(5), 364–380. https://doi.org/10.1002/cb.324 

Vukadin, A., Lemoine, J. F., & Badot, O. (2016). Opportunities and risks of combining shopping 
experience and artistic elements in the same store: A contribution to the magical functions of 
the point of sale. Journal of Marketing Management, 32(9–10), 944–964. https://doi.org/10. 
1080/0267257X.2016.1186106 

Yalch, R., & Spangenberg, E. (1990). Effects of store music on shopping behavior. Journal of 
Consumer Marketing, 7(2), 55–63. https://doi.org/10.1108/EUM0000000002577 

Yun, Z. S., & Good, L. K. (2007). Developing customer loyalty from e-tail store image attributes. 
Managing Service Quality: An International Journal.

Zhu, R., & Meyers-Levy, J. (2009). The influence of self-view on context effects: How display 
fixtures can affect product evaluations. Journal of Marketing Research, 46(1), 37–45. https://doi. 
org/10.1509/jmkr.46.1.37 

Zweigenhaft, R. L. (1976). Personal space in the faculty office: Desk placement and the 
student-faculty interaction. Journal of Applied Psychology, 61(4), 529. https://doi.org/10.1037/ 
0021-9010.61.4.529

18 M. LOGKIZIDOU

https://doi.org/10.1016/j.jretai.2017.03.003
https://doi.org/10.1177/0013916587195002
https://doi.org/10.1509/jmr.13.0601
https://doi.org/10.1002/mar.20844
https://doi.org/10.1002/mar.20844
https://doi.org/10.1177/002224299606000205
https://doi.org/10.1177/002224299606000205
https://doi.org/10.1002/mar.20392
https://doi.org/10.1016/j.appet.2016.02.007
https://doi.org/10.1016/S0148-2963(99)00082-X
https://doi.org/10.1016/S0148-2963(99)00082-X
https://doi.org/10.1016/S0148-2963(99)00010-7
https://doi.org/10.1016/S0148-2963(99)00010-7
https://doi.org/10.1093/jcr/ucw031
https://doi.org/10.1002/cb.324
https://doi.org/10.1080/0267257X.2016.1186106
https://doi.org/10.1080/0267257X.2016.1186106
https://doi.org/10.1108/EUM0000000002577
https://doi.org/10.1509/jmkr.46.1.37
https://doi.org/10.1509/jmkr.46.1.37
https://doi.org/10.1037/0021-9010.61.4.529
https://doi.org/10.1037/0021-9010.61.4.529

	Abstract
	1. Introduction
	2. Literature review
	2.1. The dimensionality of the general store environment
	2.2. Research suggesting a more holistic approach
	2.3. The neglected unity-in-variety principle
	2.4. A proposed VMD typology

	3. Study 1: Validation of the VMD typology
	3.1. Method and procedure
	3.2. Results
	3.2.1. Interviews
	3.2.2. Short survey
	3.2.3. Seminar workshop

	3.3. Discussion

	4. Study 2: Principal components analysis
	5. General discussion
	5.1. Theoretical and managerial contributions
	5.2. Limitations and suggestions for further research

	Disclosure statement
	ORCID
	References



