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ﺗﺎﺛﯿﺮ ﺑﺎﺯﺍﺭ ﭘﺮﺩﺍﺯﯼ ﺑﺼﺮﯼ ﺑﺮﺗﺼﻤﯿﻢ ﮔﯿﺮﯼ ﺧﺮﯾﺪ ﻣﺸﺘﺮﯼ ﺩﺭ ﻓﺮﻭﺷﮕﺎﻫﻬﺎﯼ ﻣﻨﺘﺨﺐ
ﭘﻮﺷﺎﮎ ﺷﻬﺮ ﻣﺸﻬﺪ
ﺩﺭ ﺍﯾﻦ ﺗﺤﻘﯿﻖ ﻫﺪﻑ ﺍﺻﻠﯽ ،ﺗﺄﺛﯿﺮﮔﺬﺍﺭﯼ ﺑﺎﺯﺍﺭﭘﺮﺩﺍﺯﯼ ﺑﺼﺮﯼ ﺑﺮ ﻗﺼﺪ ﺧﺮﯾﺪ ﻣﺸﺘﺮﯾﺎﻥ ،ﻣﯽ ﺑﺎﺷﺪ .ﺍﻫﺪﺍﻑ
ﻓﺮﻋﯽ ﻧﯿﺰ ﺑﺮﺍﺳﺎﺱ ﻣﺆﻟﻔﻪ ﻫﺎﯼ ﺑﺎﺯﺍﺭﭘﺮﺩﺍﺯﯼ ﺑﺼﺮﯼ ﯾﻌﻨﯽ ﻭﯾﺘﺮﯾﻦ ،ﺭﻧﮓﭘﺮﺩﺍﺯﯼ ،ﻧﻮﺭﭘﺮﺩﺍﺯﯼ ،ﻣﺤﯿﻂ ﺩﺍﺧﻠﯽ ﻭ
ﻃﺮﺍﺣﯽ ﻓﺮﻭﺷﮕﺎﻩ ﺗﻨﻈﯿﻢ ﺷﺪ .ﺑﺮﺍﯼ ﺍﯾﻦ ﻣﻨﻈﻮﺭ ﻣﺸﺘﺮﯾﺎﻥ ﭘﻮﺷﺎﮎ ﺩﺭ ﻓﺮﻭﺷﮕﺎﻩﻫﺎﯼ ﭘﻮﺷﺎﮎ ﺷﻬﺮ ﻣﺸﻬﺪ ﻣﻮﺭﺩ
ﻣﻄﺎﻟﻌﻪ ﻗﺮﺍﺭ ﮔﺮﻓﺘﻨﺪ .ﭘﺮﺳﺸﻨﺎﻣﻪ ﺗﺤﻘﯿﻖ ﭘﺲ ﺍﺯ ﺗﺄﯾﯿﺪ ﺭﻭﺍﯾﯽ ﻣﺤﺘﻮﺍﯾﯽ ﺩﺭ ﺍﺧﺘﯿﺎﺭ ﻣﺸﺘﺮﯾﺎﻥ ﺍﯾﻦ ﻓﺮﻭﺷﮕﺎﻩﻫﺎ ﻗﺮﺍﺭ
ﮔﺮﻓﺖ ﻭ  400ﭘﺮﺳﺸﻨﺎﻣﻪ ﺻﺤﯿﺢ ﺍﺯ ﺁﻧﻬﺎ ﺟﻤﻊﺁﻭﺭﯼ ﺷﺪ .ﭘﺲ ﺍﺯ ﺑﺮﺭﺳﯽ ﺭﻭﺍﯾﯽ ﻭ ﭘﺎﯾﺎﯾﯽ ،ﺩﻭ ﻣﻮﻟﻔﻪ ﺭﻧﮓﭘﺮﺩﺍﺯﯼ
ﻭ ﻣﺤﯿﻂ ﺩﺍﺧﻠﯽ ﺍﺯ ﭘﺮﺳﺸﻨﺎﻣﻪ ﺣﺬﻑ ﺷﺪﻧﺪ .ﺩﺍﺩﻩﻫﺎﯼ ﺑﺎﻗﯿﻤﺎﻧﺪﻩ ﺑﺎ ﺍﺳﺘﻔﺎﺩﻩ ﺍﺯ ﻣﺪﻟﺴﺎﺯﯼ ﻣﻌﺎﺩﻻﺕ ﺳﺎﺧﺘﺎﺭﯼ
ﺗﺠﺰﯾﻪ ﻭ ﺗﺤﻠﯿﻞ ﺷﺪﻧﺪ .ﺑﺮﺍﺳﺎﺱ ﻧﺘﺎﯾﺞ ﺑﺪﺳﺖ ﺁﻣﺪﻩ ﻓﺮﺿﯿﻪ ﺍﺻﻠﯽ ﺗﺤﻘﯿﻖ ﻣﻮﺭﺩ ﺗﺄﯾﯿﺪ ﻗﺮﺍﺭ ﮔﺮﻓﺖ .ﺍﺯ ﺑﯿﻦ ﻓﺮﺿﯿﻪ
ﻫﺎﯼ ﻓﺮﻋﯽ ﻧﯿﺰ ﺍﺛﺮ ﻭﯾﺘﺮﯾﻦ ﺑﺮ ﻗﺼﺪ ﺧﺮﯾﺪ ﺭﺩ ﺷﺪ ﻭ ﺍﺛﺮ ﻧﻮﺭﭘﺮﺩﺍﺯﯼ ﻭ ﻃﺮﺍﺣﯽ ﻓﺮﻭﺷﮕﺎﻩ ﺑﺮ ﻗﺼﺪ ﺧﺮﯾﺪ ﺗﺄﯾﯿﺪ
ﮔﺮﺩﯾﺪ .ﺩﺭ ﻧﻬﺎﯾﺖ ،ﺷﺎﺧﺺﻫﺎﯼ ﻃﺮﺍﺣﯽ ﺩﺍﺧﻠﯽ ﻓﺮﻭﺷﮕﺎﻩ ﺑﺮﺭﺳﯽ ﻭ ﻣﺮﻭﺭ ﺷﺪ ﮐﻪ ﻣﯽﺗﻮﺍﻧﻨﺪ ﺑﺎ ﺩﺭ ﻧﻈﺮ ﮔﺮﻓﺘﻦ
ﻣﺤﺪﻭﺩﯾﺖﻫﺎﯼ ﺗﺤﻘﯿﻖ ،ﻣﻮﺭﺩ ﺍﺳﺘﻔﺎﺩﻩ ﻋﻤﻠﯽ ﻗﺮﺍﺭ ﮔﯿﺮﻧﺪ.
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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.
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