BAB 4
SIMPULAN

Dari hasil pembahasan mengenai visual merchandising, terdapat beberapa
kesimpulan yang meliputi :

1. Visual merchandising harus membangkitkan minat konsumen
tentang produk dan merangsang mereka untuk membeli lebih banyak
produk. Dengan menggunakan tema alat peraga di toko ritel, visual
merchandising dapat meningkatkan mood yang dapat mempengaruhi
pembelian.

2. Elemen-elemen visual merchandising termasuk warna barang
dagangan, cara presentasi, kesadaran perlengkapan, jalan untuk
menemukan produk, kualitas bahan dan efek pencahayaan.

3. Dalam toko pakaian item yang terkoordinasi dengan baik dapat
menciptakan keindahan untuk respon yang lebih tinggi terhadap
produk-produk secara keseluruhan daripada item yang terkoordinasi
dengan buruk.

4. Tampilan jendela di toko pakaian harus dapat menghadirkan
informasi produk lebih baik yang cocok dan menyampaikan citra
toko untuk menarik lebih banyak pelanggan ke toko.

5. Konsep-konsep visual merchandising. Bukan hanya mengenai lantai
dan signage tetapi lebih berupa grafis, foto, dan elemen desain online
lainnya dapat digunakan untuk menarik konsumen ke website dan
mendapatkan produk untuk konsumen.

6. Untuk mengurangi risiko yang dirasakan dan meningkatkan niat
pembelian pada belanja melalui internet, website pakaian harus
menawarkan informasi produk lebih banyak dan lebih menarik

dengan menggunakan berbagai sumber presentasi produk.

31



DAFTAR PUSTAKA

Abratt, R. & Goodey,D.S (1990). “Unplanned Buying and In-Store Stimuli
in Supermarkets”, Managerial and Decision Economics,
vol.11,n0.2,pp.111-121

Allen, C., (1999). See it in 3D. Retrieved November 18, 2002, from
www.clickz.com/mkt/precis_mkt/article.php/816841

Areni, C. and Kim, D. (1993). The Influence of Background Music on
Shopping Behavior, Classical Versus Top-Forty Music in a Wine
Store. Advances in Consume Reseach, vol.20, 336-340

Armstrong, G., & Kaotler, P., (2003). Marketing and introduction. (6th ed.).
New Jersey: Pearson Education.

Bastow-Shoop, H. Zetocha, D., Passewitz, G., (1991). Visual
Merchandising: A Guide for Small Retailers

Bellizzi, J.A., Crowley, A.E. & Hasty, R.-W. (1983). “The effect of color in
store design”, Journal of Retailing, vol.59,pp.21-45

Borges, A. (2003).” Towards a New Supermarkets Layout: From Industrial
Categories to One Stop Shopping Organization Through s Data
Mining Approach”. Proceeding of the 2003 SMA Retail
Symposium, New Orlens, USA, November 2003

Carpenter, J.M. & Moore, M. (2006). Consumer demographics, store
attributes, and retail format choice in the US grocery market.
International Journal of Retail & Distribution Management,
vol.34 (6), 434-452

Charles, F., (2012). The moderating roles of shopper experience and store
type on the relationship between perceived merchandise value
and willingness to pay a higher price’, Journal of Retailing and
Consumer Services 19 (2012) 249-258

Danaher, P.J., Wilson, | and Davis, R. (2003), A Comparison of Online and
Offline Consumer Brand Loyalty, Marketing Science, 22, 4
(Fall),461-476.


http://www.clickz.com/mkt/precis_mkt/article.php/816841

http://bear.cba.ufl.edu/centers/mks/articles/cd04947c5e article.p
df

Davies, J. & Tilley, N. (2004). ““ Interior Design: Using the Management
Services  Approach in  Retail Premises”, Managing
Services,vol.48,n0.7,pp.10-13

Davis, B. And Ward, P.(2002). Managing Retail Consumption. Wiley,
London.

Diamond, J., & Diamond, E., (2003). Contemporary visual merchandising
environmental design (3rd Ed.). Upper Saddle River, NJ: Prentice
Hall.

Dunne, P.M., dan Lusch, F.R., (2008), Retailing, Thomson. Corporation,
South Western.

Gutierrez, B. P. B. (2004). “Determinants of Planned and Impulse Buying:
The Case of the Philippines”, Asia Pacific Management Review,
vol.9, no.6, pp.1061-1078.

Harris, K., (1998). Merchandising tips for the Web. SGB: Sporting Goods
Business, 31 (17), 12-13.

Internet World Statistic, (2012).http://www.internetworldstats.com/stats.htm

Kerfoot, S., Davis, B., & Ward. P., (2003). Visual merchandising and the
creation of discernible retail brands. International Journal of
Retail & Distribution Management, 31 (3), 143-152.

Kim, D. J,, Ferrin, D. L., & Rao, H. R., (2008). A trust-based consumer
decision-making model in electronic commerce: The role of trust,
perceived risk, and their antecedents. Decision support systems,
44(2), 544-564.

Kim, M., & Lennon, S. J., (2000). Television shopping for apparel in the
United States: Effects of perceived amount of information on
perceived risks and purchase intention. Family and Consumer
Sciences Research Journal, 28 (3), 301-330.


http://bear.cba.ufl.edu/centers/mks/articles/cd04947c5e_article.pdf
http://bear.cba.ufl.edu/centers/mks/articles/cd04947c5e_article.pdf
http://www.internetworldstats.com/stats.htm

Kaotler, Philip., 2005. Manajamen Pemasaran, Jilid 1 dan 2. Jakarta: PT.
Indeks. Kelompok Gramedia.

Kouchekian M. and Gharibpoor M., (2012). Investigating the relationship
between visual merchandising and customer buying decision case
study: Isfahan hypermarkets.International Journal of Academic
Research in Economics and Management Sciences, 1(2), 268-
279.

Lam, S. Y., & Mukherjee, A., (2005). The effects of merchandise
coordination and juxtaposition on consumers’ product evaluation
and purchase intention in storebased retailing. Journal of
Retailing, 81 (3), 231-250.

Lea-Greenwood, G., (1998). Visual merchandising: A neglected area in UK
fashionmarketing? International Journal of Retail & Distribution
Management, 26 (8), 324-329.

Levin, A. M., Levin, I. P., & Weller, J. A., (2005). A multi-attribute
analysis of preferences for online and offline shopping:
differences across products, consumers, and shopping stages.
Journal of Electronic Commerce Research, 6(4), 281-290.

Maria Pilar Martinez Ruiz & Ana Isabel Jiménez Zarco & Alicia lzquierdo
Yusta, 2010. Analysing the maximum level of customer
satisfaction in grocery stores, Cuadernos de Gestidn, Universidad
del Pais Vasco - Instituto de Economia Aplicada a la Empresa
(IEAE), vol. 10(03), pages 63-83.

Marsh, H.(1991). Pop Stars of the Retail World. Marketing, january, pp 20-
32

McGoldrick, P (1990) “Retail Marketing”, McGraw Hill; Maidenhead

McGoldrick, Peter., 2002., Retail Marketing, New York, McGraw-Hill
Education

Menon, S., & Kahn, B., (2002). Cross-category effects of induced arousal
and pleasure on the Internet shopping experience. Journal of
Retailing, 78, 31-40.


http://ideas.repec.org/a/ehu/cuader/20101015.html
http://ideas.repec.org/a/ehu/cuader/20101015.html
http://ideas.repec.org/s/ehu/cuader.html

Nitse, P. S., Parker, K. R., Krumwiede, D., & Ottaway, T., (2004). The
impact of color in the e-commerce marketing of fashions: an
exploratory study. European Journal of Marketing, 38 (7), 898-
915.

Park, J. H., Lennon, S., & Stoel, L., (2005). On-line product presentation:
Effects on mood, perceived risk, and purchase intention.
Psychology & Marketing, 22 (9), 695-719.

Peter, D., Wilson, 1., Davis, R.,2003., A Comparison Of Online And
Offline Consumer Brand Loyalty, Marketing Science Volume 22,
4, 461-476.

Rice, M., (1997). What makes users revisit a Web site? Marketing News, 31
(6), 12.

Sen, S., Block, L. G., & Chandran, S., (2002). Window displays and
consumer shopping decisions. Journal of Retailing and
Consumer Services, 9, 277-290.

Spies, K., Hesse, F. and Loesch, K., (1997). Store atmosphere, mood and
purchasing behaviour. International Journal of Research in
Marketing, 14(1), 1-17.

Summers, A. T. & Hebert, R.P. (2001). * shedding some light on store
atmospherics Influence of Illumination on consumer behavior”,
Journal of Bussiness Research, vol.54,pp.145-150

Szymanski, D. M., & Hise, R. T., (2000). E-satisfaction: An initial
examination. Journal of Retailing, 76 (3), 309-322.

Then, N. K., & Delong, M. R., (1999). Apparel shopping on the web.
Journal of Family and Consumer Sciences, 91 (3), 65-68.

Tsai, M.; Liang, W. dan Liu, M., (2007). The Effects of Subliminal
Advertising on Consumer Attitudes and Buying Intentions.
International Journal of Management, 24(1), 3-15.

Tyreman, D., & Walton, K.., (1998). Visual merchandising ups sales.
Discount Store News, 37 (13), 19.

Ujang Sumarwan., 2004. Perilaku Konsumen. Bogor: Ghalia Indonesia.



Walters, D., & White, D., (1987). Retail marketing management. London:
Macmillan Press.

Wanninayake, W. M. C. B. & Randiwela, P. (2007) . “ The Impact of visual
Merchandising on Consumer Store Choice Decisions in Sri
Lankan Supermarkets”, in:7th Global Conference on Business &
Economics, Rome 13-14 october 2007.

Young. H & Sharron J.(2010) ““ Online visual merchandising (VMD) cues
and consumer pleasure and arousal: Purchasing versus
browsing situation”

Young Ha, Wi-Suk Kwon, Sharron J. Lennon, (2007) "Online visual
merchandising (VMD) of apparel web sites”, Journal of Fashion
Marketing and Management, Vol. 11 Iss: 4, pp.477 - 493

Yun, Linda K.Good, (2007). “Developing customer loyalty from e-tail store
image attributes”, Managing Service Quality,vol.17 iss:1, 4-22





