LAl 5o g sdiboln

i LA Bbgyd jo (g e Wy (G S peendl G )10 HI3k U
Moy S Loy

Glaal .ol o «l i b, dad 5 6 par 650,50 6 0 SG Lol Bun gadss opl o
5 I bame (6310 98 30 S5 g S s rar il lk e Adge il S e
S )90 Seie el Sligy slaollig 2 )0 Sligy bt jolate (nl Gln ol pulas olR25 8 1)k
S8 ollig,d cpl ()b i )L o Slgie s, b 3 o e dnliion y 0uzd 5 15 aslllas
S50y adlse 530 bl 5 2lsy snr 3 05 Ssleer Wl e aslitis y 400 5 288
S Ll Yol (giladae 5l oolaiwl b oaslendly slaools ool Bds doliiow 51 (51 oo g
4o o 51285 B Al 090 Buion (Lol 40l 8 onel Gt s (bl ud Lo g 4520
sl 3 aab p olSng b (>l g (5310 Sl g ab 0) S wad  nyhg Sl e 28 sl
G55 5o b sl oo a5 0D 950 g (o o298 (SIS (b slaatly (ol jo S
W8 )18 e oolaiul 8,90 (Bubod slacggaow

Sligy sloollilg ) cau 3 wad ¢ 2Lk csslo p)l5L (sloadlge (s par s5ls 15k (e jlguads

VYYYAYY- 8T - - F ranlinbl oo

VYAF/ ST g s g )b

Sl Capae = S o o i ez (gaid
Sl pole roasliils

placa] jo doome 250 Lol sbwl

Sh e 5o Lo, dexl it ygliee Slaw!

M.A. Thesis:

The effect of visual merchandising purchase intention
(the case of customers of selected clothing stores in
Mashhad city)

The main goal of current study was to investigate the effect of visual merchandising on
customer's purchase intention. Subsidiary goals were set based on merchandising
components such as vitrine, color rendering, lighting, store interior, and store design. To
fulfill these goals, the customers of apparels stores in Mashhad city were studied. After
evaluating the content validity of research questionnaire, it was distributed between
customers and 400 well qualified questionnaires were returned. After evaluating construct
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validity and reliability, two components of color rendering and store interior were
eliminated. Remained data was analyzed by conducting structural equation modeling based
on which the main research hypothesis was confirmed. Amongst subsidiary hypotheses, the
effects of lighting and store design on purchase intention were confirmed and the effect of
vitrine was rejected. Finally, the effective merchandising indicators were reviewed which
can be used in practice considering the research limitations.



