
EXECUTIVE iSUMMARY 

K-mart iis istruggling ito imeet ithe ievolving ineeds iof iits imulticultural itarget iaudience iin ithe imass 

iretail imerchandising iindustry. iRather ithan icomparing iwith ilarger, imore isuccessful iretailer, iit 

iis irecommended ithat iKmart ifocus ion imaintaining iand ibuilding irelationships iwith iits icurrent 

itarget iaudience, icreating ia imore ipositive ibrand iimage, iand iserving ias ithe isolitary iresource ifor 

imerchandising idemands. 

The imain iobjective iof ithis istudy iis ito iidentify idifferent ivisual imerchandising ielements iwhich 

iare iimplemented ito iattract ithe icustomers. iStore ifocus iis ito ibring ibrand ito ilife ithrough 

ieverything ithey ido. iStores iteams iand iassociates iare ienergized iand iexcited ito ishow itheir 

imembers iwhat ithey imean ito isay i‘shopping iis ifun iagain’. iA isuccessful iretailing ibusiness 

irequires ithat ia idistinct iand iconsistent ito ibe icreated iin ithe icustomers imind ithat ipermeates iall 

iproduct iand iservice iofferings. iVisual iMerchandising ican ihelp icreate ithat ipositive icustomer 

iimage ithat ileads ito isuccessful isales. iIt inot ionly icommunicates ithe istores iimage, ibut ialso 

ireinforce ithe istore iadvertising iefforts iand iencourages iimpulse ibuying iby ithe icustomers. 

Visual imerchandising iis ia imajor ifactor ioften ioverlooked iin ithe isuccess ior ifailure iof ia iretail 

istore. iIt iis isecond ionly ito ieffective icustomer irelation. iVisual imerchandising ican ibe idefined ias 

ieverything ithat icustomer isees, iboth iexterior iand iinterior, ithat icreates ia ipositive iimage iof ia 

ibusiness iand iresults iin iattention, iinterest, idesire iand iaction ion ithe ipart iof ithe icustomer. 

 


