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Abstract

Background: Window displays serve as silent salespersons,
influencing foot traffic and sales. A good display will make a great
first impression by displaying goods in an attractive and relevant way.
By using colourful, lively, creative, and seasonal presentations, such
displays draw attention, stimulate interest, and invite investigation,
consequently increasing foot traffic and improving sales performance.
Purpose: To understand the impact of window displays on consumer
behaviour, this review paper delves into how attractive and effective
designs impact decisions and entries into stores. It progresses with
key aspects of design-brand alignment-significance and making an
excellent impression. It further establishes factors that enable window
displays to have the desired impact, ensuring a great first impression,
increased sales, and a good time in the store.

Methods: This study employs a qualitative research approach,
utilizing a comprehensive review of literature, case studies, and
observational analysis. Data is collected from secondary sources,
including scholarly articles, industry reports, and retail performance
metrics, to examine the relationship between window display designs
and consumer engagement and a comparative analysis is used to
evaluate the effectiveness of different display strategies.

Results: According to the literature, attractive and effective window
display designs positively influence consumer decisions and store
entries. Comparison with existing theories and experimental results
shows that good window displays greatly affect sales performance and
customer experience.

Conclusions: This review emphasizes the role of attractive and
well-aligned window displays in attracting consumer attention and
subsequently boosting sales. Through qualitative research, this review
provides valuable insights into optimizing window display designs for
maximum impact.

Keywords: Window Displays, Customer Behaviour, Sales

Performance, Visual Merchandising, Customer Attraction

© 2025 The author(s). This article is published under the CC-BY license at https://glim.vyomhansjournals.com/


https://vyomhansjournals.com
https://vyomhansjournals.com
https://vyomhansjournals.com
https://orcid.org/0009-0006-5274-9605
mailto: roba.anjum@s.amity.edu
https://orcid.org/0000-0003-2861-5632
https://glim.vyomhansjournals.com/index.php/fashion/article/view/22

Roba Anjum and Lali Priya

Green Lifestyle and International Market 21

1. Introduction

With origins in ancient civilizations, the use of window
displays as a visual merchandising tool has developed over
centuries. Shopkeepers in ancient Rome used windows and
open doors to display their goods, providing a simple but
efficient way to draw clients [1]. This strategy was not
exclusive to Rome; traders in ancient Egypt and Greece
employed comparable strategies, positioning their goods
near entrances to try to draw clients [2]. The foundation for
what would eventually become an essential element of retail

marketing was laid by these early visual display strategies.

This period of Renaissance brought an essential change in
window display, especially in Italy, where manufacturers
started to use arts to decorate a retail presentation. Italian
craftsmen designed elaborate scenes using mannequins and
props, making product displays look more realistic and
attractive [3]. These intricate designs drew inspiration
from theatrical stage design and the art and perspective
developments of the time [4]. During this time, the
application of storytelling in visual merchandising began to
take shape, setting the stage for further advancements in the
industry.

In the 18th and 19th centuries, the Industrial Revolution
radically transformed the look of the shop windows
thanks to the invention of mass glass production and
artificial lighting. These advancements made it possible
for shop owners to build out much larger and stunning
display windows for over-the-top and deluxe merchandise
presentations [5]. Businesses realized the potential of
window displays as a marketing tool with the emergence
of department shops like Macy’s in New York and Le
Bon Marché in Paris. In order to produce seasonal and
themed window presentations that captured the attention of
onlookers and lured people inside the store, famous retailers
such as London’s Harrods and Selfridges started hiring
painters and designers in the late 19th century [1].

As the twentieth century rolled on, window displays also
advanced, coupled with the inclusion of animation and
electric light. Large cities’ department stores exploited
mechanical displays to provide exclusive shopping events
and, consequently, to get more involved customers [3].
Besides, the study of consumer psychology then made
the retailers aware of the fact that not only of the color,
and lighting but the arrangement of was also an essential
factor in the decision-making process [6]. These studies
also created many more ideas about the point that window
displays were the only ones that could though be used also
as the most effective ones to help customers to form their
views and decisions.

The emerging retail milieu sees an evolution of window

displays, which are now a standout component of branding
and marketing strategies than their traditional role. The
latest window displays are meticulously designed to create
emotional connections between consumers and brands, thus
bringing brand narratives and values closer to them [7].
Research further shows that visual merchandising that is
compelling can draw considerable foot traffic and thus
largely drive up the sales figures with as much as 71 percent
more [8]. Through the digital surge, some merchants
have integrated the window displays with interactive and
augmented reality features. This has been an extra advanced
step that makes customer engagement even more interesting
and more profound [9].

As aresult, window displays are now recognized as “silent
salespersons” that effectively communicate brand identity
and influence purchasing decisions [7]. Principle design
elements such as color, theme, and pattern are applied to
grab the attention of customers immensely, with clear proof
of the impact of color alone in determining consumer choice-
making process up to 85% [9]. The continuous revival
of window display reflects the fluidity of retail marketing
and the constant evolution of retail marketing, thereby
demonstrating their tenacity to impact customer experience
and branding.

2. Review of Literature

Window displays are an essential part of the retail marketing
industry that act as the first contact point for the consumers
and brands. A large body of research has been conducted
about the effectiveness of various display strategies. Jain
et al. [10] have come out with the discovery that attaching
an interactive touchscreen display has helped an upscale
fashion retailer to have a 24% increase in foot traffic.

In the same way, themed in-store visual merchandising that
turned windows into a scene of a bookshop increase the
foot traffic by 35% [11]. Kernsom & Sahachaisaeree [12]
have also proved that product and retailer attractiveness that
one can get from the store window is highly related to store
image creation.

Design features also play an active part in achieving a strong
and impactful window display. Bring in the colors like red
and orange as warm ones to induce impulse buying, while
the use of cool colors can also evoke trustworthiness in the
customer [13].

Moreover, the structural arrangement of the displays
can also be an influential factor in consumer attention.
Huddleston et al.[14] realized the fact that displays that
are visually aesthetic in the same way are more capable
of attracting more of customers’ attention. On the other
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hand, Lange et al. [15] believe that the stunning and
inspiring elements can contribute to the customers having a
memorable moment leading to the increase in the number
of customers in the store being attracted.

The relationship of digital technologies with displays
has been a subject of growing interest. A recent
study by Pradhan et al. [16] found that in addition
to improving consumer engagement and brand recall,
digital and interactive window displays create immersive
experiences. The Look Company (n.d.) also pointed out
that the integration of augmented reality in merchandising
visually, creates a more compelling connection of customers
to a brand and more so with the surrounding emotive story.
At the end of the day, the literature exclaims the shift of
the window displays from mere showcases into strategic
marketing, where they are closely linked to the consumer
psyche in addition to the artistic creativity. Through the use
of efficient design elements, vendors are able to make use
of this to create a series of visual stories that greatly attract
clients, thus generating high sales.

3. Objectives of the Study

This paper seeks to determine just how effective window
displays are as attractions of buyers. It shall focus on the
effectiveness of catchy designs in terms of swaying buyer
actions and decisions as well as in terms of visitation to a
shop. Identification of significant design components and
how they get linked with sales results will be pinpointed.

4. Methodology

This study employs a qualitative research approach,
utilizing a comprehensive review of literature, case
studies, and observational analysis. Data is collected from
secondary sources, including scholarly articles, industry
reports, and retail performance metrics, to examine the
relationship between window display designs and consumer
engagement and a comparative analysis is used to evaluate
the effectiveness of different display strategies.

5. Scope & Limitations of the Study

This study delves into how window shows at retail sites,
especially boutiques, department stores, bookshops, and
designer brands, impact consumer attention and sales
using elements of visual merchandising such as themed
settings, lightings, interaction areas, and innovation such
as augmented reality. This study gauges the role such
displays have in influencing buyer decision-making and

makes findings generalizable to all types of retailers.
However, the study is limited by its qualitative nature and
industry-specific scope, and findings cannot be extrapolated.
The external variables and short-term perspective also
restrict the conclusions. Yet, the study provides some
indication of effective visual merchandising strategies.

6. Results Analysis

6.1 Case study evaluations

The studies of case involved in real circumstances provided
clear and concise examples of winning window display
strategies that played an integral part in the attraction
of customers as well as in the performance of the
sales. Real-life situations like these provide us with great
knowledge and practical skills about the application of
visual merchandising principles. One of the more effective
examples included introducing interactive touchscreens
into window display at a boutique so that the customer
could scroll and purchase through them. Such innovation
generated 24% greater traffic and a 17% increase in
purchases. A bookshop chain effectively used themed
windows to create an immersive experience in the form of
transforming its facade into fantasy for a new book launch
with the consequence of 35% greater store visitations and
connected merchandise sales.

Community involvement was another core strategy, as can
be seen with a boutique that connected window displays
to local events, yielding a 40% increase in customer
engagement and a 28% rise in sales. A chain department
store showed the power of data driven decision-making by
tracking foot traffic and sales metrics on an ongoing basis
to optimize window displays, with a consistent 15% year-
over-year gain. One upscale jewellery store highlighted
the strength of uncomplicated, high-impact designs, where
a single accented, lighted piece generated a 20% increase
Another athletic
apparel store incorporated motion-sensing mannequins to
create an immersive experience, which yielded a 45%
increase in customer engagement and a 25% increase in
store entrances. A beauty firm successfully utilized before-
and-after photographs in store windows to show product
effectiveness, which drove a 50% increase in customer
interest and a 38% sales increase.

These cases show that successful visual merchandising
initiatives often include interactivity, storytelling, local
relevance, data-driven decision-making, simplicity, dynamic
elements, and straightforward product demonstrations,
giving retailers valuable insights for achieving business

in foot traffic and a 30% rise in sales.

Success.
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Table 1: The influence of window displays on sales performance.

Aspect Findings Percentage References
Impact
Effect of Dynamic Window Stores with dynamic window +17% [20]
Displays on Sales displays experienced a sales
boost compared to static
displays.
Impact on Conversion Rate Effective window displays +25% [21]
increase the number of visitors
who enter and make a purchase.
Influence on Average Interactive window displays +15% [22]
Transaction Value induce increased expenditure
per customer.
Product-Specific Sales Impact Placing a product in window +40% [23]

display caused substantial sales
growth over the span of two

weeks.

6.2 Foot Traffic and Sales Performance
Correlation

Window displays play an important role in the creation
of foot traffic and consumer behaviour influence within
shopping environments. Several studies have reported a
very high correlation between successful window displays
and foot traffic. According to a study by Lange et al.
[15], brand-consistent window facades raised store entrance
levels by 23% compared to inconsistent window displays
that did not conform to the set brand identity. The dramatic
rise in consumer visits also indicates the dynamism of
sustaining a consistent brand image on window displays.
To analyse pedestrian traffic patterns relative to display
alteration, retailers use sophisticated technologies. Pantano
and Viassone [17] cite the application of video analytics
and sensor technology to monitor customers’ path patterns
and stay time in front of window displays. The technologies
offer insights on how various elements of a display affect
customer engagement and store entrance decision.
Kernsom and Sahachaisaeree [12] carried out research and
found that successful window displays led to a 31% boost
in favorable brand perception among consumer respondents.
This is often followed by a rise in pedestrian movement,
since consumers shop within areas that they have great
regard for. A/B testing methods can be used by retailers
to confirm the impact of display modification on shopper
traffic. Stores can track shopper traffic after switching
between two different display styles and observe what works
best in attracting shoppers [18].

In addition, Cornelius et al.’s [11] "visual magnetism"
notion implies that specific display components are strong
attractors that can draw shoppers into a store. Features like

movement, unexpected props, or interactive components can
substantially amplify the stopping potential of a window
display, and thus enhance foot traffic. It is worth noting that
the correlation between foot traffic and window displays
is not necessarily linear. Store location, weather, and
competing entertainment options can all affect foot traffic
flows. Retailers, as a result, need to account for these
variables when determining the efficacy of their window
displays [19].

6.3 Sales data analysis to window display
strategy

The influence of window displays on sales performance is a
vital area of study in retail marketing. It has been established
empirically that there exists a positive association between
effective window display and higher sales volume. It can
be noted, however, that the impact of window displays on
sales varies depending on the target market and the product.
Discount stores, for instance, are more influenced by
upscale, trend-setting displays compared to luxury brands
[24]. Time-series analysis is another useful technique in
the comparison of sales data with window displays. By
comparing before-and-after sales data following display
changes, retailers are able to eliminate the effect of
individual display strategies on total sales performance [25].
Finally, long-term impacts of window display approaches
on customer loyalty and brand reputation, and indirectly
influencing sales over the long run, must be considered by
retailers. Oh and Petrie [26] state that in research, it has
been determined that regular, quality window displays can
induce increased brand loyalty and repeat purchasing, which
would support long-term sales growth.
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Table 2: The interactive elements in window displays.

Factor Key Findings Percentage References
Impact
Digital Window Displays Increase store entry rates. Dynamic +24% [38]
content grabs attention and provides
timely information.
Interactive Window Enhance customer interaction, leading +37% [39]
Displays to higher store entry and buying intent.
Motion Sensors, Gesture ~Motion-sensitive displays have more 40%  (stopping [20]
Recognition stopping power, with longer audience power),
engagement. 30% (longer
engagement)
Augmented Reality (AR) Improve brand recall and attract more  +35% [40]
Displays attention than traditional displays.
Touch-Screen Interfaces  Enhance product discovery and Not specified [?]
increase purchase intention, especially
for highinvolvement products.
Dynamic Lighting Raise audience attention, particularly +28% [35]
Effects effective in the evening.
Social Media Integration  Bridges online and instore shopping by  Not specified [18]
engaging customers and building brand
communities.
Kinetic Displays Increase dwell time by creating a 22% [15]
(Moving Products) dynamic store environment.

7. Findings

7.1 Key Design Elements

Customer Attraction

Influencing

7.1.1 Most effective colors and color combinations

Color plays a very significant role in making or breaking
window displays in terms of attracting customers and
influencing their behaviour.  Color psychology and
consumer studies research provides insightful information
on what colors and what color combinations work best
in retail window displays. According to the research
conducted by Labrecque and Milne [27], color contributes
to as much as 62-90% of initial impression judgment of
a brand or a product. This helps to explain the critical
nature of window display color selection. According to
the researchers, there are colors that come with attendant
emotions and meanings that can be employed to entice
potential buyers and communicate brand messages well.

Branding different
connotations. Red activates excitement and impulse
purchase [28] , and blue trust and professionalism [29].
Yellow activates happiness and is attractive to youth [30],
and green, nature and wellness [26]. Black signifies
luxury, white signifies simplicity, and orange signifies
enjoyment and affordability [31]. Brown signifies warmth

colors activate emotions and

and reliability [32]. All these colors can be strategically
applied to align with the identity of a brand and marketing
goals.

Contrast is a key consideration in good color combinations
for window display. Kerfoot et al. [24] established that high-
contrast color combinations may enhance image attention
by as much as 42% over low-contrast combinations.
Complementary color combinations produce striking
and dramatic displays, whereas analogous combinations
generate harmony and elegance [23].
cultural considerations also impact the performance of color.
Madden et al. [33] stressed the need to take cultural context
into account, since color preferences differ greatly between
cultures. Seasonal trends, like the Pantone Color of the
Year, also contribute to maintaining displays contemporary
and attractive [22].

Color effectiveness is product category and target market
dependent. For instance, highend brands utilize muted
colors to express high-endness [34]. Furthermore, Quartier
et al. [35] noted the necessity of testing the combination of
colors under various conditions of light because light
can profoundly change the presentation of colors to
Overall, choosing window display colors
needs balancing them against brand image, target consumer,
cultural background, and promotional aim for optimal
effectiveness.

Situational and

consumers.
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Table 3: The interactive elements in window displays.

Store Type Best Practices Impact References
Fashion Retailers ~ Regularly update displays (2-3 weeks), 15% increase in footfall for mobile [26]
use mobile displays, and showcase fully  displays; drives purchasing actions.
assembled outfits.
Luxury Retailers  Focus on artistic presentations that Creates brand yearning by up to 40%, [34]
communicate brand heritage and though it may not drive store visits.
craftsmanship.
Electronics Stores Implement interactive elements like Boosts customer interaction by 37% and  [17]

Bookstores

Home Decor
Stores

Cosmetics Stores

Supermarkets

touchscreens
features.

Design themed windows based on
popular culture, bestsellers, or holidays.
Design room-like contextual windows.

or motion detecting

Utilize digital screens for makeup
tutorials or skincare demonstrations.
Utilize festive/seasonal food displays
and add recipe suggestions or meal
solutions.

store entrance by 28%.

Boosts foot traffic by as much as 25% [? ]
and sales of items shown by 30%.

Increases store entrance rates by 20% [19]
and purchase intent by 25%.

Improves customer interaction by 32%  [18]
and sales of promoted products by 28%.
Boosts store entry rates by 18% and [24]

sales of promoted products by 22%.

Impulse Purchase (Attractive Display)

Increase in Foot Traffic (Thematic Display)

Factors Influencing Consumer Behavior

Consumer Decision Influence by Display Appeal

Seasonal Themes Impact on Customer Invelvement

Influence of Layout on Shopping Experience

Sales Increase from Seasonal Displays

Sales Growth from Frequent Display Changes

Sales Boost from Interactive Window Elements

Foot Traffic Increase from Emotional Displays

70.4% (Selvaraj et al. (2021))

71% (Apex Display (n.d.))

60.8% (Kernsom & Sahachaisaeree (2012))

24% (Apex Display (n.d.))

30% (Turley & Milliman (2000))

24% (Jain et al. (2016))

40% (Lange et al. (2016))

35% (Simpson Group (n.d.)

50% (Levy (2003))

30 40 50 60 70
Impact (%)

Figure 1: Factors influencing customer behaviour

7.1.2 Optimal layouts and compositions

Successful window display design is essential in attracting
customer interest and presenting products in an appealing
manner. A clear visual hierarchy directs the eye of the
viewer through the effective use of size, color, light, and
position, according to Pegler [22]. The "Rule of Thirds"
makes the display more attractive by positioning major
items on grid lines or intersections, as discovered by
Kernsom and Sahachaisaeree [36].

Asymmetry can be used to generate sensory stimulation,
whereas symmetry seems more structured, depending on the

personality of the brand and intended emotional response,
as suggested by Raghubir and Greenleaf [37]. The use of
"white space" avoids clutter and draws attention to central
products, as contended by Morgan [18]. Depth-enhanced
three-dimensional displays heighten observer interest by
27%, as established in [15].

Keeping display items to 3-7 makes it more effective as it
sends a simple message, according to Kerfoot et al. [24].
Having a focal point at eye level or slightly above helps to
direct the viewer’s eye, according to Diamond and Diamond
[22]. Adding interactive digital elements can increase
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viewer interaction by as much as 40%, according to Pantano
and Viassone [17].

By integrating all these principles, shops can form
aesthetically appealing and moneymaking displays which
draw the buyer and build the brand. Compelling window
displays build brand profile and marketing policies by
enticing the consumer and pushing them to shop. By
engaging in innovative thinking combined with sensitive
product emphasis, shops can deliver the maximum leverage
of their window displays and give the potential shoppers a
lasting first impression.

7.1.3 Impact of interactive or dynamic elements

The application of dynamic or interactive elements in
window displays has been found to be an effective way
to optimize customer draw and interaction. These elements
have the capability to turn static displays into interactive
experiences that can significantly impact consumer behavior
and store performance.

However, it must be kept in mind that the performance
of interactive elements will vary depending on the target
market and brand positioning. Dion and Arnould [34]
caution that in the case of luxury brands, highly interactive
or technology-intensive screens may detract from the sense
of uniqueness and craftsmanship that characterizes the
brand. The use of sound in window displays, although
less frequent, can be effective in producing a multi-sensory.

7.2 Best practices identified for specific types
of stores

Studies have identified a number of best practices in window
displays in various types of stores, which are aligned with
the unique needs and features of various retail categories
are listed in table 3.

8. Conclusion

This in-depth research paper has analyzed the intricate
relationship between window display and consumer appeal
and consumer behavior in retailing. The research has
covered all crucial facets of effective window display, from
design problems and psychological aspects to industry-
specific data and incorporation with overall marketing
strategy. The study has always confirmed the extensive
influence of effective window displays on traffic, customer
interaction, and counter performance. Kernsom and
Sahachaisaeree [12] and Lange et al. [15] have confirmed
evidence that interactive window displays boost rate of
entry by 23-31% in stores and create a positive brand

image. These results emphasize the vital role played by
window displays as unobtrusive salespeople who are able to
gain attention, incite interest, and provoke inquiry. Major
design components including color, composition, and
interactive elements have been identified as primary drivers
of successful window displays. Color psychology research
by Labrecque and Milne [27] and interactive displays
studies by Pantano and Viassone [17] have been very
informative on how such components can be maximized to
maximize customer allure and interaction.

The integration of window displays with the other
marketing efforts has been an integral part of their potential.
Studies indicate that store entries and sales generated by
window displays coordinated with other similar advertising
campaigns and marketing efforts held simultaneously,
can increase by up to 27% [20]. However, the research
has also set up a series of obstacles and constraints to
window display application. These are spatial and financial
constraints, constant updating, and expert skills for effective
display planning. These constraints are crucial for retailers
to create realistic and functional window display plans.
The comparison between window displays and other visual
merchandising methods has indicated their individual
strengths and complementary positions. Window displays
are the strongest methods for attracting and making first
impressions on customers, whereas in-store methods are
responsible for converting customers into buyers. The
best practices usually combine several methods to create a
consistent customer experience.

In the coming years, various research gaps have been
established. These include the potential of emerging
technologies such as AR and VR in window displays,
cultural differences in display effectiveness, and how
window displays intersect with omnichannel retailing.
These gaps will be very important to close for the continued
growth and efficiency of window displays in the fast-paced
retail environment. All in all, the research paper in this
context has served its purpose of describing how window
displays contain the ability to attract customers as well as
condition consumer behaviour. The evidence clearly points
to how well-crafted window displays consistently have the
strength to affect levels of foot traffic, brand positioning, and
selling performance across diverse retail sectors. However,
their success relies on several factor, including the right
design of implementation, suitability to the brand image,
connection to overall marketing campaigns and flexibility
to adapt to seasonality and macroeconomic environment.
While the shopfront space evolves, the window display
remains a tremendous impression generator, brand meaning
communicator, and customer engagement driver. As long
as shops take the findings into action and remain abreast of
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new technology and shifting social opinion, they are able to
maximize the potency of their window displays and infuse
cohesion into the entire campaign.
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