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India has just seen an introduction of modern retail. A country where the trade has been primarily
dominated by t'he nnddlemcq, modern retail is bringing about a slow but a steady change in the
shopping behaviour of the Indian consumer.

«“Retailing pertains to the sale of goods or merchandise to final consumers or end-users”.

Visual merchandising, on the other hand, refers to the art of showcasing or presenting the same

goods or merchandise. Visual merchandising educates the customers, creates desire and finally
augments the selling process.

The Indian retail market is the fifth largest retail destination globally. Evolving rapidly with
growing consumers spending and increasing investment by global players. Interestingly with modest
store formats being pursued to attract average rural customers — compared to the plush and vibrant
formats adopted by urban retailer’s rural retailing is set to provide a new dimension to the Indian retail
scenario.

Higher disposable incomes, easy availability of credit, high exposure to media and brands has
considerably increased the average propensity to consumer over the years.

Human basic need is food, clothing, shelter the second basic need i.e. clothing is also called as
‘cloth’ or ‘clothes’ these which apparel or garment is made it relates to fashion industry.
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An overview o Fashion Retalling through visya Merchandlslng

o Clarity 117
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A window is the most significant ag
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Styling merchandise refers to the unique w,
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Pect of a store. It communicates style, Content
It'sS " Prce poin,
ay of displaying products. Window displays can be.

Whimsical setting
Abstract setting

To conclude, the world of visual merchandising ; inati i i
y g 1s all about fascinating tools of display which
helps transform shoppers into stoppers, walk-bys into walk-ins, and passers-byg into passersfgvhg-buy!

Scanned by CamScanner



