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ABSTRACT

The importance of studying in this field is because of the impact it has on the economy of every country
and the role it plays in a distribution channel as an intermediaries. The objective of this study is to find
out the extract the most vital important attributes impact on merchandising and retailing format in Iranian
retail industry which is considered one of the fast growing industries in Iranian market and equip them
with most real and vital marketing strategy to penetrate in domestic and international market. The study
was conducted in the main cities in Iran. The questionnaire finally consisted of twenty and nine
statements as a driving factor and the shopper respondents were asked to indicate the degree of
importance. The questionnaire consists of 6 constructs such as visual communication, store design, store
planning, visual merchandising, merchandising promotion and finally Staff management and seven
questions were asked about the qualitative and profile information. It was administrated to one five
hundred and fifty and finally four hundred useable questionnaires were returned. . It can be understood
from mentioned test that Iranian shoppers give more importance to visual communication, visual
merchandising, and Staff management.

Keywords: Distribution Channel, Intermediary, Merchandising, Visual Communication, Store Design,
Store Planning

INTRODUCTION

Today, retail is one of the biggest employers in the world and a large portion of the world economy
(Khesraw Mansoory, June 3, 2010). The importance of studying in this field is because of the impact it
has on the economy of every country and the role it plays in a distribution channel as an intermediaries.
Firstly the retailer performs many marketing activities such as buying, selling, grading, risk-trading, and
developing information about customer’s need and requirement. Secondly retailer is playing the role of
both marketer and customer and thirdly the retailing industry is going to be enormous prospects for
growth continually.

Since competition in the retail sector has been increasing for years, the importance of developing an
effective competitive strategy appears to be increasing constant (Harris and Ogbonna, 2001).

LITERATURE REVIEW

Retailing refers to the combination of activities required to sell goods and services (products) to final
consumers for use by themselves, families and other households (Terblanche, 2002). Lynda
GamansPoloian(2003) .1t also refers to retailing as that aspect of marketing conducted at the level of the
final consumer, implying that it is the selling of products to the customer for personal and non-business
use (Poloian, 2003). Often people think of retailing only as the sale of products in stores, but retailing also
involves the sale of services such as overnight lodging in a motel, a doctor’s exam, a haircut, a DVD
rental, or a home-delivered pizza (Michael Levy and Weitz, 2010).
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There are two basic forms of retailers, wholesale and specialty. Wholesale retailers, also known as "big
box™ retailers or department stores, are companies like Wal-Mart and Target that sell a wide variety of
items at discounted prices. Specialty retailers offer a limited scope of products in order to serve a smaller
market more effectively, such as consumer electronics retailers like Best Buy or office supply retailers
such as Staples(Shawn Woodhull et al., 2010).

Several scholars (Mauri, 2003, J Leenheer and Bijmolt, 2008) assert that loyalty program has become
an important strategy and mechanism for retailers to increase revenue growth and has become a key
component of CRM, serving a critical role in developing relationships, stimulating product and
service usage and retaining customers.

Today consumers look for facilities like cost, comfort, convenience, in-house-parking,
entertainment, coffee shops, multiplexes, play areas for children, gaming and food-courts when
they step into these malls. It is not just about shopping, dining, or watching a movie, it’s an experience
in itself, a lifestyle activity, and providing this experience is what these malls are building up as
their USP. Organized retail stores are characterized by professionally managed large format stores,
providing goods and services that appeal to consumers, in an ambience that is conducive for
shopping (Mohua Banerjee and Dasgupta, 2010).

Information is vital to continuance of a business in the age of information and advanced technology. With
an informed, educated, and price sensitive customer base, it has gotten merely more difficult for
businesses to thrive as their profit margins shrink due to reasons mentioned above as well as increased
competitiveness of the industry and importance of value of information (Khesraw Mansoory, June 3,
2010). Unfortunately, if you do not invest acquiring relevant information that is a business necessity to
survival of the company as competitive advantage, then the company will lose business with poor
customer relationships. Today’s customers are highly informative and price sensitive, so if they are not
satisfied there are many more options available to them. As a result they will substitute to another vendor
(Khesraw Mansoory, June 3, 2010).

According to the Food Marketing Institute (2004), nearly half of the grocery retailers in the USA will
offer some form of self-scanning to consumer (Chain Store Age, 2002). That may be an optimistic
estimate perhaps; by the end of 2000, 14 percent of grocery retailers in the USA with 11 or more stores
offered self-scanning (Rohland, 2001), and currently about 20 percent offer self-scanning alone with the
traditional checkouts (Forster, 2002). Also, customer service expectations are high at a time when more
retailers offer self-service and automated systems (Berman and R.Evans, 2010).

Culture plays a role in forming the attitudes of consumers towards online buying. Therefore, cultural
conventions and regulations must be studied to tap the target consumers of a country (Sangeeta Sahney et
al., 2008).Business is becoming online and internet is being used as a channel of information and
commerce. In fact, business transactions via electronic means have become an indispensable part of the
repertoire of services that a marketer has to offer, if long-term survival and success is what he aims at
(Sangeeta Sahney et al., 2008).A framework is needed to structure the complex system of effects of the
demographic, psychographic and situational factors that impact a consumer’s decision to shop online, and
develop an in-depth understanding of consumers’ attitudes and intentions to shop online (Sangeeta
Sahney et al., 2008).

The number of people accessing the internet and entering into commercial transactions has been on the
rise, and online shopping has been a growing phenomenon all over the world (Joines J L and A, 2003,
Jayawardhena, 2004).Retailing is such a common part of our everyday lives that we often just take it for
granted. Retail managers make complex decisions in selecting their target markets and retail locations;
determining what merchandise and services to offer; negotiating with suppliers; distributing merchandise
to stores; training and motivating sales associates; and deciding how to price, promote, and present

© Copyright 2014 | Centre for Info Bio Technology (CIBTech’ 1346


http://www.wikinvest.com/wiki/Wal-Mart
http://www.wikinvest.com/wiki/Target
http://www.wikinvest.com/wiki/Best_Buy
http://www.wikinvest.com/wiki/Staples
file:///C:/Users/elham/Desktop/New%20folder%20(2)/The%20Impact%20of%20Merchandising%20and%20Retailing%20Format%20on%20Consumer%20Buying%20Behavior%20and%20kheiri.doc%23_ENREF_83
file:///C:/Users/elham/Desktop/New%20folder%20(2)/The%20Impact%20of%20Merchandising%20and%20Retailing%20Format%20on%20Consumer%20Buying%20Behavior%20and%20kheiri.doc%23_ENREF_57
file:///C:/Users/elham/Desktop/New%20folder%20(2)/The%20Impact%20of%20Merchandising%20and%20Retailing%20Format%20on%20Consumer%20Buying%20Behavior%20and%20kheiri.doc%23_ENREF_39
file:///C:/Users/elham/Desktop/New%20folder%20(2)/The%20Impact%20of%20Merchandising%20and%20Retailing%20Format%20on%20Consumer%20Buying%20Behavior%20and%20kheiri.doc%23_ENREF_65
file:///C:/Users/elham/Desktop/New%20folder%20(2)/The%20Impact%20of%20Merchandising%20and%20Retailing%20Format%20on%20Consumer%20Buying%20Behavior%20and%20kheiri.doc%23_ENREF_49
file:///C:/Users/elham/Desktop/New%20folder%20(2)/The%20Impact%20of%20Merchandising%20and%20Retailing%20Format%20on%20Consumer%20Buying%20Behavior%20and%20kheiri.doc%23_ENREF_49
file:///C:/Users/elham/Desktop/New%20folder%20(2)/The%20Impact%20of%20Merchandising%20and%20Retailing%20Format%20on%20Consumer%20Buying%20Behavior%20and%20kheiri.doc%23_ENREF_49
file:///C:/Users/elham/Desktop/New%20folder%20(2)/The%20Impact%20of%20Merchandising%20and%20Retailing%20Format%20on%20Consumer%20Buying%20Behavior%20and%20kheiri.doc%23_ENREF_66
file:///C:/Users/elham/Desktop/New%20folder%20(2)/The%20Impact%20of%20Merchandising%20and%20Retailing%20Format%20on%20Consumer%20Buying%20Behavior%20and%20kheiri.doc%23_ENREF_15
file:///C:/Users/elham/Desktop/New%20folder%20(2)/The%20Impact%20of%20Merchandising%20and%20Retailing%20Format%20on%20Consumer%20Buying%20Behavior%20and%20kheiri.doc%23_ENREF_77
file:///C:/Users/elham/Desktop/New%20folder%20(2)/The%20Impact%20of%20Merchandising%20and%20Retailing%20Format%20on%20Consumer%20Buying%20Behavior%20and%20kheiri.doc%23_ENREF_27
file:///C:/Users/elham/Desktop/New%20folder%20(2)/The%20Impact%20of%20Merchandising%20and%20Retailing%20Format%20on%20Consumer%20Buying%20Behavior%20and%20kheiri.doc%23_ENREF_7
file:///C:/Users/elham/Desktop/New%20folder%20(2)/The%20Impact%20of%20Merchandising%20and%20Retailing%20Format%20on%20Consumer%20Buying%20Behavior%20and%20kheiri.doc%23_ENREF_81
file:///C:/Users/elham/Desktop/New%20folder%20(2)/The%20Impact%20of%20Merchandising%20and%20Retailing%20Format%20on%20Consumer%20Buying%20Behavior%20and%20kheiri.doc%23_ENREF_81
file:///C:/Users/elham/Desktop/New%20folder%20(2)/The%20Impact%20of%20Merchandising%20and%20Retailing%20Format%20on%20Consumer%20Buying%20Behavior%20and%20kheiri.doc%23_ENREF_81
file:///C:/Users/elham/Desktop/New%20folder%20(2)/The%20Impact%20of%20Merchandising%20and%20Retailing%20Format%20on%20Consumer%20Buying%20Behavior%20and%20kheiri.doc%23_ENREF_81
file:///C:/Users/elham/Desktop/New%20folder%20(2)/The%20Impact%20of%20Merchandising%20and%20Retailing%20Format%20on%20Consumer%20Buying%20Behavior%20and%20kheiri.doc%23_ENREF_81
file:///C:/Users/elham/Desktop/New%20folder%20(2)/The%20Impact%20of%20Merchandising%20and%20Retailing%20Format%20on%20Consumer%20Buying%20Behavior%20and%20kheiri.doc%23_ENREF_43
file:///C:/Users/elham/Desktop/New%20folder%20(2)/The%20Impact%20of%20Merchandising%20and%20Retailing%20Format%20on%20Consumer%20Buying%20Behavior%20and%20kheiri.doc%23_ENREF_40

Indian Journal of Fundamental and Applied Life Sciences ISSN: 2231- 6345 (Online)

An Open Access, Online International Journal Available at http:// http://www.cibtech.org/sp.ed/jls/2014/01/jls.htm
2014 Vol. 4 (S1) April-June, pp. 1345-1359/Miremadi and Dizeji

Research Article

merchandise. Considerable skill and knowledge are required to make these decisions effectively. Working
in this highly competitive, rapidly changing environment is both challenging and exciting, and it offers
significant financial rewards (Michael Levy and Weitz, 2010).

Most retailers try to be socially responsible. Corporate social responsibility (CSR)  involves an
organization voluntarily taking responsibility for the impact of its activities on its employees, its
customers, the community, and the environment (Michael Levy and Weitz, 2010).

The nature of retailing and distribution channels around the world differs. Social and political objectives
are important factors that have created these differences in distribution systems in the major markets
(Michael Levy and Weitz, 2010).Retailers raise capital from financial institutions; purchase goods and
services; use accounting and management information systems to control their operations; manage
warehouses and distribution systems; design and develop new products; and undertake marketing
activities such as advertising, promotion, sales force management, and market research. Thus, retailers
employ people with expertise and interests in finance, accounting, human resource management, supply
chain management, and computer systems, as well as marketing (Michael Levy and Weitz, 2010).

The retalil strategy indicates how the retailer plans to focus its resources to accomplish its objectives. It
identifies (1) the target market, or markets, toward which the retailer will direct its efforts; (2) the nature
of the merchandise and services the retailer will offer to satisfy the needs of the target market; and (3)
how the retailer will build a long-term advantage over its competitors (Michael Levy and Weitz, 2010).

Types of Retail Institution

From a managerial point of view, understanding the different types of retail institutions is important
because they have a competitive impact on the retail business. There are several types of retail institutions
which mirror retailer business operations. Retail stores come in all shapes and sizes, and new retail types
keep emerging, each type represents a specific retailing strategy but there are two basic forms of retailers:
wholesale and specialty. Wholesale retailers, also known as "big box" retailers or department stores, are
companies like Wal-Mart and Target that sell a wide variety of items at discounted prices. Specialty
retailers offer a limited scope of products with a narrow product line and deep assortment within that line,
in order to serve a smaller market more effectively, such as consumer electronics retailers like Best Buy.

The classification of retail institutions in terms of the characteristics of the strategies that retailers employ
in selling goods and services, referrers to as retail formats. A retail format represents a specific
configuration of the retail marketing mix (e.g. nature of merchandise and service offered, pricing policy,
advertising and promotion program, approach to store design and visual merchandising, typical location,
etc.) which is maintained consistently over time (Fox and Sethuraman, 2006).

Store retailers can be classified by the amount of service they provide (self-service, limited service, or full
service), product line sold (specialty stores, department stores, supermarkets, convenience stores,
superstores, and service business), and relative prices (discount stores and off-price retailers). Here we are
going to classify the store retailers in five different categories:

Food Retailing

Non-Food Retailing
Store-Based Retail Formats
Non-Store Retail Formats
Multi-Channel Retailing
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Table 1: List of Construct an its Scales

Visual Communication

(Regina W.Y. Wang and Mu-Chien Chou, 2007, Mayo De Juan Vigaray, Fall,
2006/07)

Keeping peace with technology

(Berman and R.Evans, 2010, Gilmore )

Expand the good image

(Christensen and Askegaard, 2001, Abratt, 1989, North et al., 2003, Jin and
Kim, 2003)

Marketing and customer
communication

(Pajuodis, 2002, Levey M. and B.A., 2001)

Store Design

(Dune and Lusch, 2005, Mintel, 1999, Levey M. and B.A., 2001, Michael
Levy and Weitz, 2010)

Lighting Summers and Hebert, 2001, Turley and Milliman, 2000)

Ambiance (Lumbroso, Baker et al., Summer 1994)

Ceiling, flooring and (Borin et al., 1994, Urban, 1998, Lim, 2004, Karen H. Hyllegard et al., 2006,
shelving Wilson, 2000, May, Walthers, 1999, July, Schnetzer, 1999, July)

Color (Koelemeijer and Oppewal, 1999, Varley, 2006, Hurth, 2006)

Exterior design

(Lochhead and Moore, 1999, Levey M. and B.A., 2001)

Store Planning

(Harris and Walters, 1992, Guy and Bennison, 2007, Wood et al., 2006,
Michael Levy and Weitz, 2010)

Layout

(Pajuodis, 2002, Levy and Weitz, 1996, Berman and R.Evans, 2010)

Location

(Sullivan and Adcock, 2002, Gilbert, 1999, Dune and Lusch, 2005, Dhruv
Grewal et al., 2009)

Parking facility

Visual Merchandising

(John Fernie et al., 2003, Park C.W. et al., 1986, Fiore A.M. et al., 2000,
Michael Levy and Weitz, 2010)

Size

(Byron Sharp and Erica Riebe, 2005 , Caroline Emberson et al., 2006)

Customer satisfaction

(Harkiranpal Singh, May 2006 , Kazi Omar Siddigi, 2010, Spreng et al., 1996,
Mick and Fournier, 1999)

Ability to acquire the right
products

(Dune and Lusch, 2005, Davies and Ward, 2002, Kerfoot S. et al., 2003)

Product Presentation

(Pajuodis, 2002, Buchanan C. et al., 1999, Kahn and Leigh, 1997)

Continual assortment
renewal

(Sami Finne and Hanna Sivonen, 2009, Bala Chakravarthy and Sue McEvily
May 2005, Chakravarthy, 1996, Chakravarthy et al., 2002)

Pricing

(Dhruv Grewal and Michael Levy, 2007, Sullivan and Adcock, 2002, Gilbert,
1999, Pajuodis, 2002, Dune and Lusch, 2005, Mason J. et al., 1994)

Product and service offering

(Gilbert, 1999, Levey M. and B.A., 2001)

Promotion

(Sullivan and Adcock, 2002, Gilbert, 1999, Dhruv Grewal and Michael Levy,
2007, John Fernie et al., 2003, Michael Levy and Weitz, 2010)

Attracting Customers

(Rust and Zahorik, 1993, Jones and Sasser, 1995, Anderson and Sullivan, 1993,

Sale Promotion

(Sullivan and Adcock, 2002, Dune and Lusch, 2005)

Traffic building

(Levey M. and B.A,, 2001, D’ Andrea et al., 2006)

Value-adding services

(Sullivan and Adcock, 2002, Pajuodis, 2002, Dune and Lusch, 2005, Dhruv
Grewal and Michael Levy, 2007, John Fernie et al., 2003)

Staff Management

(Wright and Richard Lutz, 1986, Friestad and Wright, 1994, Williams and
Seminerio, 1985, Cooper and Summer, 1991, Michael Levy and Weitz, 2010)

Service and staff

Michael Levy and Weitz, 2010)

Use the correct managerial
strategies

(Ailawadi et al., 2009, Pine and James B. Gilmore, 1999, Peter C. Verhoef et
al., 2009)

Skill and talent required by a
retail marketer

(Porter, 1985, Thompson, 1994, Hoffman and Preble, 2003, Wexler, 2002,
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Visual Communication

In today’s fashion market, retail designers concern about and shape the consumer’s physical or virtual
experience in the store or shopping environment through visual, spatial and communicative expression.
These activities will help the retailer to reduce costs, increase sales and create a consistent visual brand
message.

Keeping Pace with Technology

As Barry Berman and Joel R. Evans said “Technology is beneficial to retailing relationships if it
facilitates a better communication flow between retailers and their customers, as well as between retailers
and their suppliers, and there are faster, more dependable transactions”(2010).

Expand the Good Image

Good image in a mind of consumer creates a link between every part of the job. In fact, the customer’s
perceived creates from all the things that are related to retailer’s work.

Marketing and Customer Communication

As mentioned before retailers must first segment and define their target markets and then decide how they
will differentiate and position themselves in these markets. In contrast, successful retailers define their
target markets well and position themse Ives strongly.

Store Design

Employees working in this area are responsible for designing the store and presenting merchandise and
fixtures in the store (Michael Levy and Weitz, 2010).

Lighting

It should give a correct impression of the merchandise while de-emphasizing the source of the light itself.

Ambiance

Creating an inviting ambiance which can both welcome customers and also cause them to stay for longer
periods and increase the likelihood of their purchasing something.
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Ceiling, Flooring and Shelving

Complex return on investment approach are taken to ceiling, flooring and shelving of the store and vide
range of costs are spent in this matter.

Color

Color evokes emotion that words and images sometimes can’t achieve. It can act as a great identifier and
the intelligent of using it can communicate the certain mood dictated by the product itself.

Exterior Design

The exterior design can be seen by customer, protects the interior by serving to transfer information to the
shopper and it should look and feel right to him. The outside of the store must be eye-caching because by
looking at the outside, the potential customer will out whether he wants to enter the shop or not.

Store Planning

Space has been identified as one of a retailer’s most expensive resources.

Layout

It means deciding in what part of the store to locate products, designing the right shopping atmosphere
can add to the appeal of a store.

Location

Retailers must assess every location; if it does not produce profit, the store will not be viable (Dhruv
Grewal et al., 2009).

Parking Facility

Parking facility is an important factor, especially for stores located out of the city or far from the living
place of people.

Visual Merchandising

Visual merchandising is regarded as a powerful tool in shaping customer’s final decision inside a store. It
focused on various aspects of consumers, which include sensory pleasure, affective pleasure and
cognitive pleasure (Fiore A.M. etal., 2000).

Size

The size of the retail store means the total square footage of the physical store, not the extent of the firm
total size.

Customer Satisfaction

Satisfied customers are loyal customers so; retailers must develop strategies that can build strong
relationships to make customers return, to make more purchases.

Ability to Acquire the Right Products

The objective of retailers is to identify the products customers will demand and negotiate with suppliers to
obtain these products.

Product Presentation

Retail merchandising often requires hiring creative people who understand and can relate to the market
Continual Assortment Renewal

Offering new product every time can make a good image in customer’s mind and helps the retailer
differentiate from the competition and enhance customer loyalty.

Pricing

Retailer should know the customer segments and the level that they accept the price because one of the
fundamental competitive tools in retailing is pricing strategy in order to increase profitability. One of
these strategies can be using 9 as the last digit (e.g. r5.99) which makes the customer imagine that the
price is lower than it is.

Product and Service Offering

To offer the product and service that meets customer’s needs and expectations by:

Promotion

Wherever possible, buyers will seek to evaluate the success, or otherwise, of product promotions by
considering consumer demand for the promoted lines, the length of time in which a promotion operates
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and the volume of products that are left unsold (John Fernie et al., 2003). The department attempts to
build the retail firm’s brand image and encourage customers to visit the retailer’s stores and/or Web site.
Managers in this area typically major in marketing or mass communications. (Michael Levy and Weitz,
2010)

Attracting Customers

Attracting customers has impact on customer satisfaction, behavioral loyalty and the relationship between
customer satisfactions and repurchase intentions.

Sale Promotion

Sale increase sale, give information to customer, attract prospective buyer and pursue them to buy and to
face the competition effectively.

Traffic Building

Building “traffic” is accomplished with a variety of promotional techniques such as advertising, inc luding
local newspapers or Internet, and specialized promotional activities, such as coupons to build customer
interest to attract more people to visit retail location or website.

Value-Adding Services

Retailers can offer a large number of different value-adding services that a customer may get at a store
besides actual products, in order to increase customer flows like home delivery.

Staff Manage ment

By receiving the best advice and proceed the project without distracting manpower time and resource
form their main business, the management resource can be used for retailer when required.

Service and Staff

Customers are directly in relation with employees so it can be used as a very important factor in
differentiation.

Use the Correct Managerial Strategies

Retailer has to know how to manage the time and money and how to direct his business.

Skills and Talents Required by a Retail Marketer

There are some characteristics that retail marketer should have in order to be successful such as keen sales
skills, Enthusiasm, flexibility, and have positive attitude.

RESEARCH METHODOLOGY

The purpose of this study is to discover and analyze the impact of various factors and attributes on Iranian
retailing industry as driving factors of merchandising and measures their effectiveness, Initially, an
exploratory pilot testing was conducted on 50 respondents to identify the factors which would be
considered and used in structuring the final questionnaire and the consumer respondents were from
diverse backgrounds. The study was conducted in the main cities in Iran. The questionnaire finally
consisted of twenty and nine statements as a driving factor and the shopper respondents were asked to
indicate the degree of importance with these on a five point scale (1= very high , 5 =very low ). The
questionnaire consists of 6 constructs such as visual communication (three questions), store design (five
questions), merchandising planning (7 questions), merchandising promotion (4 questions) and finally
merchandising staff behavior (three questions) and seven questions were asked about the qualitative and
profile information. It was administrated to one five hundred and fifty and finally four hundred useable
questionnaires were returned.

Researcher carried out the pilot testing study to see whether the questionnaires can obtain the results
which researcher required to meet his objectives and hypothesis. The professional executives in the field
retail Marketing and professors were asked to review the questionnaires and if there is any ambiguities
which researcher haven't noticed. Then, a large number of questionnaires distributed to the shopper
respondent in two major shopping malls. Since the researcher have found the relevant data, it wasn’t
necessary to pilot the questionnaires again. We proposed the following hypothesis in this study:
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H1: To understand the relation between the visual communication on consumer buying behavior in retail
industry in Iran.

H2: To understand the relation between the store design on consumer buying behavior in retail industry in
Iran.

H3: To understand the relation between the store planning on consumer buying behavior in retail industry
in Iran.

H4: To understand the relation between the visual merchandising on consumer buying behavior in retail
industry in Iran

H5: To understand the relation between the promotion on consumer buying behavior in retail industry in
Iran.

H6: To understand the relation between Staff management on consumer buying behavior in retail industry
in Iran.

H7: To investigate the most vital important attribute impact on merchandising and retailing format in
Iranian retail industry

DATE ANALYSIS AND INTERPRETATION
Qualitative Analysis

Table 2: Profile of Respondents

Gender Male 56.8
Female 43.3
Income <300 22.3
300>X<600 49.8
600>X<900 0
>900 28.0
Age <20 6.0
20<X>30 56.8
30<X>40 18.8
40<X>50 12.8
>50 5.8
Education illiteracy 1.0
Diploma 28.5
Assoclate Degree 12.0
Bachelor 38.3
Master 18.0
PHD 2.3

Evaluating Measurement Scale

Before the devoting score to any construct or factor to analysis, researchers should consider that whether
chosen variables to represent and measure are accurate or in consistent manner. According to (Hair et al.,
2007) consistency is related to the term reliability however, accuracy is related to the term validity. Hair
et al. (2007) argues that, reliable questionnaire should produce the same results if repeated. Participants
should answer the questions in consistencymanner. In addition to test retest reliability and alternative
forms reliability, internal consistency is used to evaluate summated scale. Internal consistency include
into two types: first split-half reliability second coefficient alpha which is

referred to Cronboch’s alpha. When the range of Cronbach's is from 0.35 to 0.7, the reliability of the
questionnaire is medium. When it is higher than 0.7, the reliability of the questionnaire is considered
high. Cronboch’s alpha in this research is calculated by SPSS 18 which is represented in table 3.
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Reliability of Main Constructs

A reliability test, based on Cronbach’s Alpha, is used to test the each internal consistency of each
construct (factor) and the result shows all of 6 factors have internal consistency. Visual communication,
store design, store planning, visual merchandising, promotion, staff management, have the o values varies
between .485 and .799 therefore their consistency is good and normal (Novak et al., 2004, Cronbach,

1951, Ware and Jr. et B. Gandek, 1998)

Table 2: Internal Consistency

Factors Cronbach’s o
Pilot study 0.887
Final Study 0.858

Table 3: Reliability of the Main Construct

Construct Name Cronbach'’s Number of Cronbach's Alpha if
Alpha Items Item Deleted

Visual Communication 0.485 3

Keeping peace with technology 0.534
Expand the good image 0.162
Marketing and customer communication 0.401
Store Design 0.799 5

Lighting 0.785
Ambiance 0.755
Ceiling, flooring and shelving 0.754
Color 0.726
Exterior design 0.779
Store Planning 0.530 3

Layout 0.418
Location 0.355
Parking facility 0.525
Visual Merchandising 0.741 7

Size 0.775
Customer satisfaction 0.696
Ability to acquire the right products 0.694
Product Presentation 0.682
Continual assortment renewal 0.691
Pricing 0.720
Product and service offering 0.707
Promotion 0.611 4

Attracting Customers 0.511
Sale Promotion 0.596
Traffic building 0.450
Value-adding services 0.600
Staff Management 0.717 3

Service and staff 0.747
Use the correct managerial strategies 0.581

Skill and talent required by a retail marketer
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Analysis of Consistency
First of all, consistency of all the factors was captured by applying items to total correlation analysis.
Under this, correlation of every item with the total of major and the computed value is compare with the
standard value .0159. If the captured value is found less than the standard value, then whole statement
will drop and will be term as an inconsistency. But if the value is more than the standard value, it term as

a consistency.

Table 5: Correlation Analysis

Visual Store Design|Store Visual Promotions | Staff
Communication|(construct 2) |Planning Merchandising|(construct |Management
(Construct 1) (Construct3)| (construct 4) [5) (construct 6)
Visual Pearson 1
Communication|Corre lation
(construct1)  |Sig. (2-tailed)
N 400
Store Design  |Pearson 356 1
(construct 2) Correlation
Sig. (2-tailed) | .000
N 400 400
Store Planning |Pearson 229" 4727 1
(construct 3) Correlation
Sig. (2-tailed) | .000 .000
N 400 400 400
Visual Pearson 351 357 459" 1
Merchandising [Correlation
(construct 4)  |Sig. (2-tailed) | .000 .000 .000
N 400 400 400 400
Promotions Pearson 336 356 4507 529" 1
(construct 5) Correlation
Sig. (2-tailed) | .000 .000 .000 .000
N 400 400 400 400 400
Staff Pearson 367 277" 3037 4757 488" 1
Management  |Correlation
(construct 6)  |Sig. (2-tailed) | .000 .000 .000 .000 .000
N 400 400 400 400 400 400
**_Correlation is significant at the 0.01 level (2-tailed).
Test of Normality
Table 4: One-Sample Kolmogorov-Smirnov Test
Visual Store Design|Store Visual Promotions |Staff
Communication |(construct 2) |Planning Merchandising |(construct 5) |Management

(construct 1)

(construct 3)

(construct 4)

(construct 6)

N 400 400 400 400 400 400
Kolmogorov-Smirnov Z3.293 1.305 2.264 2.632 2.195 3.350
Asymp. Sig. (2-tailed) [.000 .000 .000 .000 .000 .000

As table 6 indicates, the significance value of all construct is less than .05 and we can conclude the data
collected didn't follow the normal distribution we can apply the non-parametric test on it.
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Friedman Test
The Friedman test is the non- parametric alternative that can be used to test the differences between
groups when the dependent variable being measured is ordinal. The Freidman test compared the mean
rank related factors and indicated how the factors differed. As table 7 shows, there is a statistically
significant difference in factors which influence consumer buying decision to select the retailing and
merchandising.

Table 5: Mean Ranks

Mean Rank
Visual Communication 2.66
Store Design 4.42
Store Planning 3.89
Visual Merchandising 2.84
Promotions 4.09
Staff Management 3.12

Table 7 illustrates that the lowest mean rank of these factors was given to visual communication and it
shows that considers the most important future. The second importance was given to visual
merchandising and the third importance was given to Staff Management of the retailing and
merchandising format.

CONCLUSION

Today, retail is one of the biggest employers in the world and a large portion of the world economy. As
result indicates the Iranian retailing format is long distance to reach the international standard in this
sector and it is almost just born in Iran .the result of this study is essential tools for retailing manager or
marketing manager in this sectors. It equips them with new knowledge which recently extracted from the
heart of Iranian respondent in retailing. It can be understood from mentioned test that Iranian shoppers
give more importance to visual communication, visual merchandising, and Staff management. By
understanding the product life cycle, skillful marketer can maximize effectiveness of most important
factors; Iranian retail industry can minimize the distance and improve it as the cost the company money.
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